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EXECUTIVE SUMMARY

In 2006, the European Commission brought forward proposals to replace the current directive

on the authorisations of pesticides, namely 91/414/EEC. Despite many calls from all parts of

the food supply chain, the Commission has not carried out a full regulatory impact assessment

on the impact of many of the proposals and it has been left to individual groups in the

Member States to make these assessments.

Subsequent to a pesticide impact assessment by the Pesticides Safety Directorate, a crop

yield impact assessment by ADAS consultancy, and a food price impact assessment by

Cranfield University, England Marketing has prepared a social impact assessment to

understand the impacts of significant price rises if they were to take place in the UK.

The key findings are as follows:-

 Amongst stakeholders and consumers alike was shock and concern that such legislation

could even be contemplated in the present situation of rising commodity prices and

food security issues.

 Stakeholders felt that increasing food prices will be just one additional factor in an

escalating situation with other financial pressures creating stress either in the form of

less ability to pay for basic necessities or in more difficult situations at home leading

to health issues and social exclusion.

 Amongst consumers, increases in food prices of the magnitude described would lead to

people looking for cheaper alternatives and spending less on cereals, biscuits and fish

and meat.

 Nearly two thirds of consumers surveyed are consuming 3 portions or less of fruit and

vegetables a day, far below the 5 portions recommended by the Department for

Health. Whilst consumers would endeavour not to reduce spending on fruit and

vegetables, it was clear from the stakeholder research, that increasing prices would

put further pressure on their ability to do so.



 Most of the consumers expressed concerns about maintaining their and their families’

health if food prices rise and in interviews with stakeholders, maintaining a healthy

diet was a key concern.

 Consumers recognised that spending on heat and power and transport could not easily

decrease but that they would decrease spending on less essential items which could

impact upon their general well being.

 The charities surveyed felt already under pressure and the rise in food prices would

exacerbate the situation by

o increasing their costs

o reducing the fund-raising potential from the public

o increasing the number of requests for help

 The majority of members of the public would change the way they vote for MEPs if

they believed that their current MEP was voting in favour of legislation that would

increase the cost of food.



BACKGROUND

In 2006, the European Commission brought forward proposals to replace the current directive

on the authorisations of pesticides, namely 91/414/EEC. Despite many calls from all parts of

the food supply chain, the Commission has not carried out a full regulatory impact assessment

on the impact of many of the proposals, and it has been left to individual groups in the

Member States to make these assessments.

A previous study, published in May 2008 by the UK Government’s regulatory agency, the

Pesticides Safety Directorate, suggested that a significant number of important pesticides

could be lost under the proposals

(http://www.pesticides.gov.uk/uploadedfiles/Web_Assets/PSD/Impact_report_final_(May%20

2008)(1).pdf) , and that amendments tabled by the European Parliament in the autumn of

2007 would make the situation far worse.

ADAS, an independent consultancy, looked at the potential impact of the loss of these

pesticides on the yields of important agricultural crops in the UK. In their report

(http://www.adas.co.uk/index.html?did=347&pg=1), the production of wheat under the

Commission’s proposals could fall by 25% and under the Parliament’s proposals, by 40% or

more. Similar drops in productivity in the growing of potatoes and other vegetables might be

anticipated.

Cranfield University took this one step further by assessing the potential consequences of this

on food prices. Their report (www.som.cranfield.ac.uk/som/research/centres/cref/news.asp)

suggested that the price of, for example, potatoes and other vegetables at the farm gate

would have to rise 26% under the Commission’s proposals, rising to over 100% if the

Parliament’s amendments were taken into account.

It was with this background in mind that the Crop Protection Association commissioned

England Marketing to carry out this independent research to understand the social impacts of

such price rises, if they were to take place in the UK.



METHODOLOGY

The study was carried out in three parts:

1. Initially England Marketing undertook a review of recent reports from international and

national organisations and current commentary on food price increases.

2. An approach was then developed to research both consumer attitudes towards the price

rises and those of key stakeholders. Key stakeholders for the purpose of this project were

identified as those who work with vulnerable groups in society and who might be able to

provide commentary on the impacts of the potential price increases in food which could arise

as a direct result of the changes in the regulations pertaining to pesticide usage, The

stakeholder research involved a series of in-depth telephone interviews. The research team

contacted charities, social work organisations and advice organisations.

The research team contacted most of the major charities during the course of this research. A

number of them have a policy of not taking part in research, several referred us to their own

reports and some felt they were not in a position to comment without first seeing the ADAS

report and Cranfield University report (the latter not having been published at the time of

undertaking the research) and being in possession of all facts. However, over 20

organisations, both large and small were interviewed, associated with 300,000 people, thus

representing an appropriately significant sample, ranging from children’s charities to those

helping the homeless and the elderly.

Although the research team endeavoured to contact health and social work professionals as

part of this research, Government run advice agencies and councils have a strict policy on

research. Thus the findings are confined to non-governmental organisations. Nevertheless,

through interviews undertaken, the research team feels they have captured the essence of

the impacts of the legislation if it were to proceed.

The document attached as Appendix 1a was used to guide the discussion. Not all respondents

were able to comment fully on each area, and anonymity was guaranteed where requested.

3. Consumer research was undertaken via an on-line survey amongst a representative sample

of 1,007 respondents who are members of the SKOPOS Panel, (consisting of 30,000 UK

residents) and the primary shopper in each household. There was a good mix of respondents

in terms of age and gender. The socio-economic status of respondents reflects the latest



information regarding the current split of the UK population, according to The Office of

National Statistics. The survey sought to understand current spending habits on food, the

relative spending on food in relation to other household expenditure, the impacts of the

potential price rises and, if such price rises took place, the impact this would have on

consumers’voting habits.

REPORT

1. Review of recent reports

Interpretation of the comments made by those running charities and working with the more

vulnerable members of society in England must be set in a global context.

Recent research was undertaken during a period when price increases in food was widely

covered in the press with food prices across the board increasing by nearly 12% in the last

year (British Retail Consortium and The Times) and with commentators suggesting that higher

food prices would be a feature of the next decade (Sunday Times 7/9/08).

There is a current global food crisis which the Food and Agriculture Organisation of the

United Nations has estimated will add 100 million more malnourished people to the 862

million who already exist in dire poverty (June 2008) and will lead to 25,000 deaths a day

from hunger related causes. (Christian Aid report July 2008)

This situation is a result of rising food prices which have been caused by a number of factors;

population growth and urbanisation and a growing demand for meat in most countries, trade

liberalisation, underinvestment in food production, promotion of cash crops for export, the

rising price of oil and the subsequent increasing costs of agricultural production, climate

change including extremes of drought and flooding and the demand for bio-fuel.

In the UK, 27% of all children live in poverty (3.4 million), the fourth highest level of child

poverty amongst the 25 European Nations in spite of being one of the richer nations. These

figures are based on a measure of relative poverty which sets relative poverty as 60% of a

median household income in a country. The measure is used by the Organisation for Economic

Co-operation and Development and the European Union and has been adopted by the UK



Government. Research has shown that if a child is living in poverty they are more likely to

remain in poverty throughout their lives (Barnados Report: The Reality of Child Poverty in the

UK).

The Family Spending Survey, produced in 2007, confirms that lower income households, e.g.

pensioners, single parents, spend a higher proportion of their incomes on food and therefore

increases in food prices represent a proportionally greater burden for these households

(Figure 1, Office for National Statistics).

Figure 1. The Proportion of Salary spent on Food and Drink.

Lowest to highest income deciles

Typically, the average weekly expenditure on food and non-alcoholic drink is £49.40 per
family in the lowest 20% of income groups compared to £64 as an average expenditure on
food and drink amongst all households (Family Income Survey). There is an End Child Poverty
Campaign (Barnardos) which suggests that figures to measure standard of living in the UK
should be taken as income after housing costs have been deducted because this presents a
more accurate representation of the actual situation of poor families, based on their
disposable income available to spend on food, clothing and fuel. In the consumer survey, this
is a figure we have considered.
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The reports considered in this review included the following:-

Family Income Survey

http://www.statistics.gov.uk/downloads/theme_social/Family_Spending_2006/FamilySpendin
g2007_web.pdf

The reality of Child Poverty in the UK

http://www.barnardos.org.uk/childpoverty/pov-whatispoverty.htm

OECD

http://www.oecd.org/documentprint/0,3455,en_2649_33727_1_1_1_1_1,00.html

“Charging into Poverty”

Report by www.ncil.org.uk June 2008-09-15

Fighting Food Shortages Hungry for Change

Report by Christian Aid July 2008 www.christianaid.org.uk

UK Child Poverty –The Facts

http://www.whale.to/b/pov.html

Food Prices Summit from No. 10

http://www.number10.gov.uk/Page15321

World Bank –various papers on food prices

http://www.worldbank.org/html/extdr/foodprices/

http://www.globalissues.org/article/26/poverty-facts-and-stats

Rising Food Prices. What Should be Done

Policy Brief: High Food Prices

http://www.ifrpi.org/PUBS/ib/foodprices.asp

Rising Food prices: A Global Crisis

Overseas Development Institute Briefing Paper

http://www.odi.org.uk/publications/briefing-papers/37-rising-food-prices-global-crisis.pdf

Deloitte

http://www.deloitte.com/dtt/press_release/0,1014,sid%253D1018%2526cid%253D209564,00.h
tml

Timesonline - http://business.timesonline.co.uk/tol/business/economics/article4670552.ece

http://business.timesonline.co.uk/tol/business/industry_sectors/consumer_goods/article469
2905.ece

http://business.timesonline.co.uk/tol/business/economics/article4333404.ece



2. Stakeholder Research

The qualitative survey of charities and single issue groups showed that increases in inflation,

especially those associated with fuel uses were already having an impact on their

constituents. None of the organisations monitor poverty levels formally, although some

undertake a means test amongst their applicants and thus have knowledge of their income

through application forms. Most of those who were surveyed were working with people below

the poverty line.

As to whether recent food prices have created issues for the people they help some

respondents claimed that it is too early to say; anecdotally they are finding that people are

commenting more on difficulties in paying gas and electricity bills at the moment and that

food prices increasing are inevitably going an impact on those with a fixed income.

Some groups reported an increase in the number of people they are helping (for example, 3%
year on year) but as many of them have a limited number of places they can fund or people
they can help, they are limited by this. Some report an increase in the number of enquiries
and requests for help but find this difficult to quantify.

“A large proportion of a small income has to go on food”

Christian Aid

“All the people we work with are on a limited income from
benefits, so as food prices increase they spend a greater
proportion of their income on food.”

Help Homeless Women Project



What was clear from this research was that almost all the groups felt that significant food

price rises would have either a significant or extreme impact on the people they were trying

to help.

A recurring theme was the decisions that the poorest members of society are being forced to

make between heating and eating. Whilst most people were not specifically concerned with

food prices at the time of the survey, they recognised that there were significant pressures on

people as a result of an increase in the cost of living, including food.

The key impacts of food price rises identified by the stakeholders were:

 People will have less disposable income and will go without food or heating.

 There would be an impact upon health because diets with suffer and people will eat less

fruit and vegetables.

 In turn there would be greater pressure on the health service

“They would be poorer, they would have less disposable income
and they would not have such a good diet which would have an
impact on health issues.”

SCOPE

“It would have a massive implication for older people on low
incomes. It is essential to have a good meal everyday otherwise
there can be an adverse impact on their health and wellbeing.”

National Benevolent Fund for the Aged



 Not only will a person’s physical health suffer but also their mental health and general

well-being would be affected leading to greater social exclusion.

 Some of the charities said that food prices increasing on the scales suggested would lead

to a reduction in donations from the public who themselves would have less disposable

income. This in turn will reduce the availability of funds to help those most in need.

 Many claimed that they would expect an increase in the number of enquiries but that they

could not help more people. Some found the question too difficult to answer because an

increase in the cost of food is usually just one contributory factor to the reasons why

people need help.

“I am very worried. We are a charity where every penny
matters and any price increases affect us as employers
and our work with residents. We teach our residents
about healthy, nutritious and affordable cooking. Price
increases would mean that they won't be able to afford
to buy healthy nutritious food.”

The Ashley Foundation

“The rising costs of living, including food, are squeezing
people. The nearer the poverty line the harder it hits”.

Foundation Housing, Leeds



3. CONSUMERS’VIEWS

1. Respondent profile

An on-line survey was conducted with 1007 primary household shoppers across the UK, with a

good mix of respondents in terms of age and gender (Table 1a). The socio-economic status of

respondents (Table 1b) reflected the latest information regarding the current split of the UK

population, according to The Office of National Statistics.

Table 1a. Age and Gender of Respondents

Analysis %
Respondents

Base

Base

Age

18-24 25-34 35-44 45-54 55-64 65+

Gender

Male

Female

1007 7% 20% 29% 25% 16% 3%

448 7% 17% 26% 29% 16% 4%

559 7% 23% 31% 22% 16% 2%

Table 1b. Socio-Economic Status of Respondents

Break %
Respondents

Base

Status

High managerial (A)

Intermediate managerial (B)

Junior managerial, professional or administrative (C1)

Skilled manual (C2)

Semi-skilled / unskilled (D)

Retired, not working or homemaker (E)

1007

4%

22%

29%

21%

16%

8%



2. Spending habits

2.1 - Average weekly spend on bread, cereals, biscuits, potatoes and other vegetables.

Spending on bread, cereals, biscuits, potatoes and other vegetables was used as a measure

because these are the basic staples and had been used as key products in the Cranfield study.

A. Monthly budget for household items after paying rent or mortgage.

- Overall, the majority of respondents spend between £6 and £15 per week on bread,

cereals, biscuits, potatoes and other vegetables.

- The highest proportions of respondents spending £5 per week or less are in the lowest

and highest monthly budget ranges.

- Households with a monthly budget of £250 or less are generally spending up to £10 for

these food items.

- As budget increases from £251 to £1,500, the majority spending increases from £6 -

£15 per week.

- As household budgets increase from £1,501 to £2,500 the amount spent on these items

becomes more widespread but is concentrated in the £16 to £20 or £26+ ranges.

- The majority of those with a monthly budget of £2,500+ are spending between £11 and

£15 or £26+

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

Average weekly
spend on bread,
cereals, biscuits,
potatoes and other
vegetables

£5 or less

£6 - £10

£11 - £15

£16 - £20

£21 - £25

£26 or more

1007 254 270 235 125 61 31 31

11% 22% 7% 9% 6% 2% 3% 13%

32% 46% 32% 29% 24% 18% 13% 19%

24% 18% 27% 28% 26% 18% 13% 26%

15% 7% 17% 14% 18% 28% 23% 10%

10% 6% 10% 9% 15% 11% 19% 3%

9% 2% 7% 10% 12% 23% 29% 29%



B. Average weekly shopping bill

- For those with an average weekly shopping bill of less than £50, the majority are

spending up to £10 i.e. 20% on these items.

- As the weekly shopping bill rises from £50 to £100 the majority of spending falls

between £6 and £15 or 14% (£10.5 as a percentage of £75).

- In the £100 to £200, whilst the majority of spending is between £11 and £26+, this is

mainly concentrated in the £16 to £20 (12%) and £26+ ranges.

- For those with a budget of more than £200 spending on these items is £21 or more.

Analysis %
Respondents

Base

Base

Average weekly shopping bill

Less than
£50

£50 - £100 £100 - £200
More than

£200

Average weekly
spend on bread,
cereals, biscuits,
potatoes and other
vegetables

£5 or less

£6 - £10

£11 - £15

£16 - £20

£21 - £25

£26 or more

1007 338 517 140 12

11% 25% 4% 3% -

32% 49% 28% 6% -

24% 16% 31% 16% 8%

15% 7% 18% 24% -

10% 3% 12% 16% 25%

9% - 7% 34% 67%

2.2 - Portions of fruit and vegetables eaten each day

The number of portions of fruit and vegetables eaten each day was used as a measure
because later in the survey the question was posed about whether this would decrease if
prices rose.

A. Monthly budget for household items after paying rent or mortgage.

- Overall, the majority of respondents eat between 2 or 3 portions of fruit and
vegetables per day.

- Less than 5.5% of respondents in any of the monthly budget categories do not eat any
fruit and vegetables on a daily basis.



- On the whole the number of portions of fruit and vegetables eaten per day (up to 5)
increases in line with monthly budget, although the number of portions does vary as
the budgets increase, particularly in the £2,001 to £2,500 bracket where the majority
of respondents eat 2 to 3.

Analysis %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

Portions of fruit and
vegetables you and
your family eat each
day

0

1

2

3

4

5

More than 5

1007 254 270 235 125 61 31 31

2% 6% 1% 3% - - - 3%

10% 18% 10% 7% 5% 3% 6% 13%

21% 23% 27% 17% 18% 11% 23% 13%

28% 25% 27% 31% 34% 28% 32% 19%

14% 13% 14% 17% 13% 21% 16% 3%

13% 9% 12% 12% 16% 20% 6% 32%

11% 6% 8% 13% 14% 16% 16% 16%

B. Socio-economic status

Break %
Respondents

Base

Base

Status

High
managerial

(A)

Intermedi-
ate

managerial
(B)

Junior ma-
nagerial, p-
rofession-
al or admi-
nistrative

(C1)

Skilled
manual

(C2)

Semi-
skilled /

unskilled
(D)

Retired,
not

w orking or
homemak-

er (E)

Portions of fruit and
vegetables you and
your family eat each
day

0

1

2

3

4

5

More than 5

1007 4% 22% 29% 21% 16% 8%

25 - 12% 20% 20% 28% 20%

103 4% 14% 25% 25% 25% 7%

214 1% 13% 29% 26% 22% 10%

286 5% 21% 32% 20% 15% 7%

145 5% 30% 31% 16% 13% 6%

128 5% 34% 29% 17% 7% 9%

106 5% 28% 25% 21% 10% 11%



C. Importance of maintaining levels of fruit and vegetable consumption

- Maintaining levels of consumption of fruit and vegetables for a healthy diet is of most

importance to those eating 2 or more portions per day and increases in importance

with the number of portions eaten.

Analysis %
Respondents

Base

Base

How important is it that you maintain this level of consumption for
a healthy diet?

Not at all
important

Not
important

Neither nor
unimportant

Important
Very

important

Portions of fruit and
vegetables you and
your family eat each
day

0

1

2

3

4

5

More than 5

1007 1% 2% 16% 46% 35%

25 16% 12% 40% 24% 8%

103 4% 7% 46% 33% 11%

214 0% 3% 26% 54% 17%

286 1% 0% 12% 61% 27%

145 - - 3% 46% 51%

128 1% 1% 5% 30% 64%

106 - - 4% 31% 65%

2. 3 - What else is income spent on?
Respondents were asked what else they spend their income on besides bread, cereals,

potatoes, fruit and other vegetable.

This was looked at against the monthly budget for household items after paying rent or

mortgage.

Monthly budget for household items, after paying rent or mortgage

This measure provides a better method of assessing available income for spending on

household items, despite the fact that the government chooses not to use it. Various agencies

prefer to use this measure as it delivers a more accurate figure upon which to gauge relative

poverty, thus providing a more meaningful way of comparing day to day living standards;

otherwise factors such as higher housing benefit paid to cover higher housing costs in the

south of England, for example, can in principle be seen to lift some people out of poverty

without any changes to their living standard.



- Overall, heat and power and transport are the key areas of spending, followed by

household items, clothing and other food items. Alcohol, holidays and hobbies are the

areas in which the least income is spent.

- Spending on holidays increases significantly with household budget.

- Other than the items listed, the key ‘other’area of spending mentioned was on pets.

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

What else do you
regularly spend your
disposable income
on

Other food items

Clothing

Household items

Heat and power

Alcohol

Cigarettes/tobacco

Transport

Leisure

Hobbies

Holidays

Other

1007 254 270 235 125 61 31 31

63% 63% 60% 63% 66% 66% 68% 81%

64% 51% 66% 65% 74% 69% 74% 81%

66% 54% 64% 66% 78% 80% 77% 74%

78% 73% 78% 78% 86% 77% 77% 84%

43% 32% 44% 40% 53% 61% 58% 42%

28% 30% 31% 25% 30% 25% 23% 19%

75% 62% 75% 77% 89% 85% 77% 90%

53% 37% 53% 57% 63% 74% 55% 81%

37% 30% 34% 36% 45% 39% 52% 61%

39% 21% 34% 41% 49% 66% 68% 84%

6% 6% 4% 8% 4% - 10% 10%



3. Impacts of a 30% price rise in the Price of Staple Foods

3.1 - Impacts on bread, cereals, biscuits, potatoes, and other vegetables

Respondents were shown what their average weekly spend on bread, cereals, biscuits,

potatoes and other vegetables would be if prices rose by 30% and then asked what impact this

would have on their shopping habits of these items.

- The greatest impact would be that consumers would generally look for cheaper

alternatives rather than cutting down on the quantity of any of these items purchased.

- Whilst the price rise will have a negative impact on the purchase of bread, cereals,

biscuits, potatoes, meat, fish and dairy products, respondents are most likely to buy

less cereals and biscuits and least likely to reduce their intake of fruit and vegetables.

-

0% 10% 20% 30% 40% 50% 60% 70%

Percentage of respondents

I would reduce family intake of fruit and vegetables

I would buy less potatoes

I would buy less dairy products

I would make my own bread/grow my own potatoes and vegetables

I would buy less bread

I would buy less meat and fish

No impact

I would buy less cereals and biscuits

I would look for cheaper alternatives

Impacts of 30% price increase on shopping habits



Break %
Respondents

Base

Base

Average weekly spend on bread, cereals,
biscuits, potatoes and other vegetables

£5 or
less

£6 -
£10

£11 -
£15

£16 -
£20

£21 -
£25

£26 or
more

A. Impacts of 30% price rise on shopping
habits

I would buy less bread

I would buy less cereals and biscuits

I would buy less potatoes

I would buy less meat and fish

I would buy less dairy products

I would reduce family intake of fruit and
vegetables

I would look for cheaper alternatives

I would make my own bread/grow my
own potatoes and vegetables

No impact

1007 109 322 238 148 97 93

16% 16% 18% 11% 16% 19% 14%

34% 37% 38% 32% 32% 31% 28%

13% 13% 17% 10% 9% 10% 13%

18% 20% 19% 14% 22% 11% 23%

13% 15% 14% 10% 13% 15% 15%

10% 12% 12% 9% 6% 5% 10%

62% 57% 66% 68% 57% 55% 54%

14% 9% 10% 16% 18% 18% 20%

19% 25% 16% 16% 24% 18% 23%

3.2 - Impacts on other areas of expenditure

- Overall, a 30% price rise will have most impact on the purchase of leisure and clothing.

- Spending is also likely to decrease on holidays, hobbies, alcohol and other food items.

- In addition to cigarettes/tobacco, spending is most likely to remain static on transport
and heat and power.

- The breakdown of different socio-economic groups on each aspect of other
expenditure can be found in Appendix 2



Analysis %
Respondents

Base

Base

Increase Decrease
Stay the

same

A. Other food items

A. Clothing

A. Household items

A. Heat and power

A. Alcohol

A. Cigarettes/tobacco

A. Transport

A. Leisure

A. Hobbies

A. Holidays

10070 4% 50% 47%

1007 5% 51% 44%

1007 2% 65% 33%

1007 3% 58% 39%

1007 10% 30% 60%

1007 3% 51% 46%

1007 2% 31% 67%

1007 7% 32% 61%

1007 2% 67% 31%

1007 2% 55% 43%

1007 3% 56% 42%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

A. Other food items

A. Clothing

A. Household items

A. Heat and power

A. Alcohol

A. Cigarettes/tobacco

A. Transport

A. Leisure

A. Hobbies

A. Holidays

7% 32% 61%

10% 30% 60%

3% 58% 39%

2% 31% 67%

5% 51% 44%

2% 65% 33%

3% 56% 42%

3% 51% 46%

2% 67% 31%

2% 55% 43%

Increase Decrease Stay the same

Impacts on shopping of a 30% price rise



3.3 –Impacts on concerns about family health

Respondents were asked how concerned they would be about their family’s health if prices

rose by 30%.

- The majority of respondents, 91%, expressed at least some concern to their family’s

health if prices rose by 30%. With 49% being concerned or slightly concerned and 42%

being very or extremely concerned.

Break %
Respondents

Base

How concerned would you be
about your family's health and
well being if prices rose by 30%?

Not at all concerned

Slightly concerned

Concerned

Very concerned

Extremely concerned

1007

9%

29%

20%

21%

21%



4. Impacts of 120% price rise
Impacts on bread, cereals, biscuits, potatoes, and other vegetables

Respondents were shown what their average weekly spend on bread, cereals, biscuits,

potatoes and other vegetables would be if prices rose by 120% and then asked what impact

this would have on their shopping habits of these items.

- The greatest impact of a 120% price rise would be that consumers would generally look

for cheaper alternatives rather than cutting down on the quantity of any of these

items purchased.

- Whilst the price rise will have a negative impact on the purchase of bread, cereals,

biscuits, potatoes, meat, fish and dairy products, respondents are more likely to buy

less cereals and biscuits than any of the other items and least likely to buy less

potatoes.

0% 10% 20% 30% 40% 50% 60% 70% 80%

Percentage of respondents

No impact

I would reduce family intake of fruit and vegetables

I would make my own bread/grow my own potatoes and vegetables

I would buy less dairy products

I would buy less potatoes

I would buy less bread

I would buy less meat and fish

I would buy less cereals and biscuits

I would look for cheaper alternatives

Impacts of 120% price increase on shopping habits



5. Effects on voting in the European Parliament

Respondents were asked if they would consider changing the way they voted in the next
European Parliament elections if their representative voted in favour of the legislation that
would lead to increased food prices.

- Overall, 85% of respondents would consider changing the way they voted in the next
European parliament elections if their representative voted in favour of the
legislation.

- Although the percentage of respondents that would change their vote was at least 79%
across all socio-economic groups it was greatest amongst the E and C2 respondents and
lowest amongst the B respondents.

- Any change in voting would be lowest for those with a monthly household budget,
after paying rent/mortgage, of £2,001+.

- Thus the poorer families are more likely to change the way they vote.

Break %
Respondents

Base

Base

If your European Parliament
representative voted in favour of changes
to European legislation which would lead
to increased food prices as described
above, would you consider changing the
way you vote at the next election?

Yes No

Status

High managerial (A)

Intermediate
managerial (B)

Junior managerial,
professional or

administrative (C1)

Skilled manual (C2)

Semi-skilled /
unskilled (D)

Retired, not working
or homemaker (E)

1007 85% 15%

38 84% 16%

221 79% 21%

292 85% 15%

209 88% 12%

163 87% 13%

84 88% 12%



Break %
Respondents

Base

Base

If your European Parliament
representative voted in favour of
changes to European legislation
which would lead to increased food
prices as described above, would
you consider changing the way you
vote at the next election?

Yes No

Monthly budget for
household items
after paying rent or
mortgage

£250 or less

£251 - £500

£501 - £1,000

£1,001 - £1,500

£1,501 - £2,000

£2,001 - £2,500

£2,500+

1007 85% 15%

254 84% 16%

270 85% 15%

235 88% 12%

125 85% 15%

61 89% 11%

31 74% 26%

31 71% 29%

CONCLUSIONS

From both the qualitative and quantitative surveys, it is clear that food price and availability

is an extremely emotive subject. Any increase in the price of food will cause a negative

reaction in most people but this is especially true for those who are near, or who work with

people who are near, the poverty line.

Therefore, it is not surprising that stakeholders and consumers reacted with shock and

concern at the idea of new European legislation which might have an impact on food

inflation, especially in the present situation of rising commodity prices and food security

issues.

A key finding from the stakeholder interviews was that increasing food prices would be just

one additional factor in an escalating situation with other financial pressures. These would

create stress either in the form of less ability to pay for basic necessities or in more difficult

situations at home leading to health issues, and social exclusion.



Amongst consumers, increases in food prices of the magnitude described would lead to people

looking for cheaper alternatives and spending less on cereals, biscuits and fish and meat.

Most of the consumers expressed concerns about maintaining their and their families’health

if food prices rose and, in interviews with stakeholders, maintaining a healthy diet was a key

concern.

Nearly two thirds of consumers surveyed are consuming 3 portions or less of fruit and

vegetables a day, far below the 5 portions recommended by the Department for Health.

Whilst consumers would endeavour not to reduce spending on fruit and vegetables, it was

clear from the stakeholder research, that increasing prices would put further pressure on

their ability to do so.

Interestingly, a number of respondents suggested that they might consider growing their own

vegetables and making their own bread in order to save money.

The consumer research showed that increased food prices would lead to a reduction on

spending on the less essential items such as clothing and leisure with a consequent impact

upon general well being. Consumers recognised that spending on fuel and transport could not

decrease easily and this was reflected in discussions with stakeholders on the ability of people

to get to work or to college being impacted by the rising cost of food.

The charities commented that they are already under pressure and any further rise in food

prices would exacerbate the situation by increasing their costs, reducing the fundraising

potential from the public as well as seeing an increase in the number of requests for help.

Interestingly, the people surveyed said that they would consider changing the way they voted

for MEPs if they believed that their current MEP was voting positively on legislation that might

result in a significant increase in the cost of food. The fact that 85% of people responded in

this way is a measure of the interest and concern that people have on this subject.



Appendix 1a –England Marketing Stakeholder Research Discussion Document









Appendix 1b –England Marketing Consumer Research Questionnaire









Appendix 2 –A Breakdown of Respondents on non-Food Items

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Other food items

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

5% 4% 4% 4% 6% 7% 6% 16%

51% 65% 54% 47% 41% 46% 32% 19%

44% 31% 43% 49% 53% 48% 61% 65%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Clothing

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

2% 2% 0% 2% 3% 2% 3% 10%

65% 73% 68% 62% 68% 57% 45% 32%

33% 25% 31% 37% 29% 41% 52% 58%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Household items

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

3% 3% 2% 3% 4% - 3% 10%

58% 63% 65% 54% 54% 54% 39% 29%

39% 34% 33% 43% 42% 46% 58% 61%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Heat and power

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

10% 7% 7% 14% 9% 10% 10% 16%

30% 40% 36% 23% 26% 20% 13% 13%

60% 53% 57% 63% 66% 70% 77% 71%



Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Alcohol

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

3% 2% 1% 3% 4% 2% 3% 10%

51% 58% 52% 49% 50% 51% 35% 29%

46% 40% 47% 48% 46% 48% 61% 61%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A.
Cigarettes/tobacco

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

2% 2% 1% 2% 2% 3% 3% 10%

31% 37% 35% 31% 22% 21% 23% 6%

67% 62% 64% 67% 75% 75% 74% 84%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Transport

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

7% 6% 5% 10% 6% 10% 6% 16%

32% 43% 30% 30% 28% 26% 16% 13%

61% 52% 65% 60% 66% 64% 77% 71%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Leisure

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

2% 2% 0% 4% 2% 3% 6% 6%

67% 68% 71% 65% 70% 64% 58% 35%

31% 30% 28% 31% 29% 33% 35% 58%



Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Hobbies

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

2% 1% 1% 2% 2% 2% 3% 10%

55% 59% 56% 54% 58% 54% 42% 26%

43% 40% 43% 43% 39% 44% 55% 65%

Break %
Respondents

Base

Base

Monthly budget for household items after paying rent or
mortgage

£250 or
less

£251 -
£500

£501 -
£1,000

£1,001 -
£1,500

£1,501 -
£2,000

£2,001 -
£2,500

£2,500+

A. Holidays

Increase

Decrease

Stay the same

1007 254 270 235 125 61 31 31

3% 2% 0% 4% 2% 3% 6% 10%

56% 59% 56% 59% 55% 51% 42% 32%

42% 39% 44% 37% 42% 46% 52% 58%


