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spark Getting to the truth of how the UK is feeling

Real emotions. Real change

Spark Emotions is a global insight

agency with a

By combining the power of cutting-
edge research techniques, scientific
human behavioural understanding
and market expertise, we help our
clients grow and thrive. Our
pioneering approach to insight gives

you

allowing you to

serve up engaging and innovative
solutions.

in the UK to

understand how they are truly
feeling about the month ahead.
Using our unique Spark Emotional
Wheel, we will be able to

We will gain a broad read of how
the nation is feeling with a
particular focus on three or four of
the most important topics to your
customers.

Introduction

Part of the SMP Group




We are a team of consumer psychologists and industry
leaders that help you grow your business by
understanding the science behind human behaviour

Consumer I Business

psychology growth

| I ]

| Understanding the science of behaviour |
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The new Omicron variant sees UK record its highest
spark ) : )
e IUMber of daily cases since pandemic began

We conducted a nationally representative survey of more than There were a number of events that would have impacted
1000 people to get to the truth of how the nation is really feeling the mood of the nation.
during these turbulent times.
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Survey begins New travel rules The UK COVID alert 15t December
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spark Experts at understanding emotion

Real emotions. Real change

We are experts on the brain We can quantify emotions

Our Spark Emotional Wheel allows us to plot the emotions of shoppers and
consumers by measuring 3 implicit levels within their minds:

Pleasure - How happy they feel
Excitement - How mentally stimulated.(in a good or bad way) they feel

Control - How in control they feel

- System 1 & 2
Internal & external motivation %

- Salience & attention

Emotion & reason
Implicit & explicit
Working memory 7/

Actual vs. claimed

We get to actual, not claimed, behaviour, getting to the truth is critical

Experts at understanding emotion 7 Part of the SMP Group spark



spark UK adults are feeling more excited now
woeneon compared to this time last year

*  When thinking about January, UK adults feel more excited than they did for January last year, after the UK came out of a
cancelled Christmas
* Retailers should aim to inject some excitement back into January by inspiring new year possibilities

10 . e
- o Please indicate how you feel about your
. whole world right now:
Ideal score
(Proud & Confident) ‘r .: _ 7
x 6 5.7 5.7 56 55 5.5
. 5.3 5151 40 5.2 5.3
4.1
4
3
January 2021: 2
Self-controlled 1
0
Happy Excited In control
January 2021 (1007) ® November 2021 (1047)
B December 2021 (1090) m Janurary 2022 (1054)

This scale consists of a number of words that describe different feelings and emotions. Please indicate how you feel about
your whole world right now. Happy; Excited; In control (1 = notat all, 10 = very).
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spark UK adults are feeling positive for the start of the

Real emotions. Real change n ew yea r
Please describe how you feel about the upcoming month in one word or emotion (N:1054)
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Jan 2021

Optimistic’ is used to describe thinking about January and are not feeling as anxious as they did in December
January is a time for fresh starts and research shows we are more likely to achieve goals if we set them at the start of a

. ..
. : :
new time period as its helps to mentally separate past behaviours from our new, better version of ourselves

Dai, Milkman & Riis (2013) The Fresh Start Effect.

Part of the SMP Group Spal'k

Please describe how you feel about the upcoming month of January in one word or emotion

Mood of the nation



spark Optimism levels are significantly higher compared
oo b g this time last year

The last 3 months have seen high optimism and financial confidence levels mirror each other - highlighting the knock-on
effect that the economy and personal finances can have on how optimistic people feel

Optimism and Financial Confidence across the last 6 Months

50% —High Financial Confidence

——High Optimism
Jan 2021: 36%
UK faces a rapld rise ofcases of Jan 2022: 29%
the Omicron variant
|
|
|
25% |
|
|
'I Jan 2021: 9%
| Jan 2022: 14%
s |
0% X)W ! e
August (1062) September (1031) October (1013) November (1047) December (1090) January (1054)
How optimistic or pessimistic are you about your life in the month of January?
How confident are you about your finances in the month of January? (1=not at all, 10=very)
Mood of the nation 10
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spark Inflation will have a high impact on purchasing
“ decisions for 1 in 2 UK adults

« Inflation hits 10-year high at 5.1% - higher transport and energy costs drove the rise and more expensive fuel,
clothing and second-hand cars played a big role

How much will the increase in inflation impact o
your purchasing decisions next year? (N:311) 68 A)

of 30-39-year-olds say
inflation will have a
high impact on their
spending choices

Low impact Mild impact

(15%) (35%)

More than 1 in 2 UK adults say that inflation will have a How caniyi help?
high impact on their purchasing plans next year Retailers need to prepare for and

consider more cautious shopping from

consumers. Shoppers will be looking for
best value for money products.

How much will the increase in inflation impact your purchasing decisions next year? (Survey ran on 15t December)

Mood of the nation 11 BBt of the'SMP Group Spark




Reported levels of low financial confidence in UK
spark : :
~oeaoe- @adults continue to increase

* The percentage of UK adults feeling low levels of financial confidence increases yet again this month making it the highest
score we've seen

* More UK adults are expecting to save more this month compared to last month than those expecting to spend more as
people tighten budgets after Christmas

50% ,
—Low confidence
——High confidence
== \
25% -
Year Spend more Save more
5 s Wy A
0% X)W T Unlike previous months, more
August September October November December January 2022 people will be saving more in

January suggesting shoppers will be
price sensitive for none-essential
purchases

How confident are you about your finances in the month of January? (1=not at all, 10=very)

Do you expectto spend more, less, or the same amount in the month of January (compared to last month)?
Do you expect to save more, less, or the same amount in the month of January (compared to last month)?

Mood of the nation 12 Part of the SMP Group sPark




spark : Shoppers are thinking about home and self

Real emotions. Real change I m p roveme nts fo Y J anua ry

What is one thing you are planning to purchase this month?

Clothes

Soclaluh

HondayFarﬁny Bills

Entertalnment

Insurance

HO|IdayPresents
HOUSG Pe Car

Alcohol Sales

Crsimas el 'drenFu rnltu re
ot

5

T LA AN

Purchases for December were
heavily focused on Christmas
spending whereas for January,
purchases are spread more
evenly across categories

More people are planning to
spend on ‘House/DIY’,

Alcohol e ‘Sport/Hobbies’ and ‘Health and
Electronics Trea‘s |eS Beauty’ suggesting shoppers are
thinking about a ‘new year=new
H%?ég{-grﬁggty me’ so retailers should promote
Rent products that highlight well
D b J being and self care as well as
(:I(-:::)n9oe)r (I\?-r‘:L(IJaSrZ) / home improvements
What is one thing you will spend money on in January? (Food removed)
Mood of the nation 18 Part of the SMP Group Spark



spar
pmm the new year

Kk Shoppers need an excitement boost heading into

Excitement

When thinking about January, UK
adults feel less excited than they
have done for' previous months,

however, they are still feeling
significantly more excited than they
did forJanuary last year

Levels of high optimism have
decreased for this January as people
are thinking about a start to the year

that may come with restrictions.
However, they are still feeling more
optimistic than they did last January

Increase excitement for shoppers in stores

More UK adults are expecting to save
more this month compared to last
month than those expecting to spend
more as people tighten budgets after
Christmas
Consider signposting savvy
investments, deals or spreading
payments to help shoppers

Mood of the nation 14
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spark Diet

Real emotions. Real change

M JIC
why \ : .
L L i
We also wanted to.get to grips wit
It's understanding of how the
\pacts climate change

Diet 16 Part of the SMP Group Spal'k



spark Compared to last year, more UK adults currently
o have special diets

« UK adults are becoming more conscious of their food choices as 25% currently have a restricted diet this year (18% last

year)

» Choosing to restrict a diet can be led by ethical/environmental concerns

920% 829

80% 75%

70%

60%

50%

40%

30%

20%

10% 7% 5%
0%

2% 1% 1%

No specific diet ®Flexitarian ®Vegetarian

How would you describe your current diet?
Why is this?

IR

3%

2% 2%

Pescitarian ®mVegan

Non-dairy

Enjoy eating a
variety of foods

Ethical /
Environmental

Eat whatthey  Believe their diet is
want/don‘t need balanced/healthy
specific diet as itis

Don't like eating Healthy

meat

Diet
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spark Almost 1 in 3 UK adults think that what the UK
wmeeraere - @ats has a high impact on climate change

UK adults are aware that their diet could affect the planet so are likely to be open to changes they can make to help
Older generations are least likely to think the UK'’s diet has a high impact on climate change and they are more reluctant to
believe efforts to tackle climate change will be successful, so purchase changes need to be easy and benefit them

How big of an impact does the UK’s diet have on
Climate Change? (N:1054)

High impact

31.

No specific diet - 26%
Vegan - 50%

Low impact

1@

[ Baby boomers - 20%

GenZ-5%

I\/Ioderate impact

=

To what extent do you think the impact of what the UK eat has on climate change? (0-no impact, 10-large impact)
Please indicate the extent to which you believe the outcomes of COP26 will be successful in tackling the climate crisis

Understanding COP26

Getting 1o the truth of how the UK feeals about the
outcomes of COP26

Click here to view our COP26

consumer attitudes report

In this report we found Gen Z more hopeful that positive outcomes
can be achieved than Baby boomers

How can you help?

Communicate about how your brand, product or service is going
to do the heavy lifting, so customers don't have to.

Diet

19
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https://fs.hubspotusercontent00.net/hubfs/2831557/How%20the%20UK%20feels%20about%20the%20outcomes%20of%20COP26%20-%20Spark%20Emotions%20-%20December%202021.pdf
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hlgh impact on climate ch

environmental reasons su ° rewmiss - SRSl CRUURSS

v erQ Prjlooklrm — Ce ‘sfu| This group needs easy and
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spark Veganuary

Real emotions. Real change

Last year, sign-ups for the Veganuary
campaign - where people eat vegan for

the month of January - hit record
highs.

We wanted to know if more UK adults
will be taking part in Veganuary this
year and if so, what are their reasons

for making this dietary change?

We also wanted to delve into the UK'’s
feelings and emotions towards
Veganuary and other specific diets.

Veganuary

21 Part of the SMP Group spark
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spark More UK adults are interested in specific diets in
e the new year compared to last year

» Older generations are more likely to stick to their current diet whilst younger adults are more open to Veganuary and other
diet change - emphasise the ease of changing diet to encourage more to take part.

Will you be taking part in Veganuary, or other diet change this year?

0 92% of
100% o . :
90% . m No, | will keep my current diet Baby
] 83% m Don't know Boomers
80% Yes, other diet change
B Yes, Veganuary
60% 1in10
Millennials
40%
20% g% | | H help?
% 0 ow can you help?
4% 3% 2% 3% o Encv(:uran Z s:o I:rs to disrupt their habits
oo e I ge shopp pt
by promoting the health benefits of a
2021 (1005) 2022 (1054) Vegan/Veggie based diet and provide

simple recipes to facilitate an easy change.

Will you be taking partin Veganuary, or any other diet change in the new year?

Veganuary 23 Part of the SMP Group spark




spark Health is the driving factor for taking part in
i \@ganuary or diet change

» Compared to last year, more UK adults are taking part in a diet change for health and ethical/moral reasons.
+ Almost a quarter believe their diets will be a way to save money suggesting retailers should be highlighting recipes that
consider shoppers who are on a budget

Reasons for taking part in Veganuary, or any other diet change? (N:92)

78% 42% 23% 21%

10%
14% 7% A 3%1.

1%

Health Ethical/moral To save | like a Doing it with
reasons money challenge others
== Up or down by X% How can you help?
compared to 2021 Encourage healthy eating behaviours to continue after January

by providing shoppers with meal plans and inspiration.

Why will you be taking part in Veganuary, or any other diet change in 2022? (multiple response)

Veganuary 24 Part of the SMP Group Spal'k




spar

~w.. January diet plan to go fully vegan

health reasons who will be more flexible

Kk Only a fifth of those following a Veganuary/

Those taking part for ethical reasons are more likely to be stricter with their diets compared to those who will diet for

100%
90% | just plan on eating more
healthily
80% L
D
70% X, . .
o | will be vegetarian- but not
60% = vegan
o <
50% Q. 35% of
40% % m| will try to be largely vegan Gen Z's
30% —+ taking part
20% will try to
0o m | will be fully vegan oe largely
Vegan
0%
Total (92) Ethical Reasons (38) Health Reasons (71)
How strictly do you plan on following Veganuary or other diet change?
Why will you be taking part in Veganuary, or any other diet change in 2022? (multiple response)
Veganuary 25 Part of the SMP Group spark
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82% said their eating habits over the
festive period will not influence whether

they change their diet in the new year
i, |
B - >
Diet ® 26

- Part of the SMP Group SPark



Half of UK adults plan to continue their diet
spar
wmanreon - ChANge after January

« Those who expect their festive eating habits to influence whether they diet are less likely to want to continue after January.
These shoppers may be looking to balance out their indulgences at Christmas.

Do you plan to continue this change after January? (N:92)

Will continue their  Are unsure whether Won't
diet beyond January  they will continue continue

& 18% »

Said their eating habits
over Christmas would »
affect how likely it is that
\ theydietin January = J

49% 38%

Women = 55% Men =45% ?
Those doing a diet with B e ryouieipi : £ :
other people = 33% Promote the long-term benefits of sticking to the change in store.

Turn the trend into a habit by using Social Proof so shoppers see that

others are sticking to it too.

Do you plan to continue this diet change after January?

Veganuary g7 Part of the SMP Group spark




spark Those taking part feel adventurous,
Ros motions Resl change showing diet change is fun

« UKadults who are not planning to take part in Veganuary or other diet change feel embarrassed and have lower levels of
happiness, excitement and control than those who are.

* Those who are taking part are at the opposite end of the spectrum as they feel adventurous - this is a similar pattern to
what we saw last year

Please indicate how you feel about Veganuary or

\deal score ULl [prali 20 2 other diet change:

(Proud & Confident) Adventurous 9.0

6.8 6.8

6.0
6.0 5.3

How can you help? Happy Excited In control
Emphasise the adventure that comes with trying new food and recipes and

encourage those who aren't taking part to get involved by adding B Those taking part 2022 (92) Those not taking part 2022 (962)
excitement to the category

How do you feel when thinking about Veganuary. Happy; Excited; In control (1 = not at all, 10 = very).

Veganuary 28 Part of the SMP Group spark
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Real emotions. Real change

Kk Diet changes and Veganuary are becoming more
popular, but some still need a boost to continue

Téking«ﬂPart

More UK adults will be taking part in
Veganuary in the new year compared to
last January. Older generations are more

likely to stick their current diet whilst

younger Adults are more open to
Veganuary and other diet change.

Emphasise the ease of changing diet to encourage

older generations to take part

Following
| A

Those who are taking part in diet
change for ethical reasons are more
likely to go fully vegan than those
who are taking part for health
reasons.1 in 2 plan to continue their
diet change after January.

UK adults who plan to take partin
Veganuary or other diet change feel
Adventurous and have higher levels of
happiness, excitement and control than
those who are not taking part and who
feel embarrassed.

Promote the multiple benefits of being Vegan and use social

proof to get more people taking part

Mood of the nation
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spark Executive Summary

The Mood of the Nation Dieting
* When thinking about January, UK adults feel less e More UK adults currently follow specific diets e More UK adults will be taking part in Veganuary
excited than they have done for previous months (25%) compared to this time last year (18%). Of in the new year compared to last January. Older
e Levels of high optimism have decreased for this those who have a diet, a fifth do so because of generations are more likely to stick their current
January as people are thinking about a start to the ethical and environmental reasons dien
year that may come with restrictions. * Almost a third believe the UK's diethasa high ¢ Those who are taking part in diet change for
* More UK adults are expecting to save more this month impact on climate change. Older generations ethical reasons are more likely to go fully vegan
compared to last month than those expecting to are more reluctant to believe efforts to reverse than those who are taking part for health reasons.
spend more as people tighten budgets after climate change will be successful. e Half plan to continue their diet change after
Christmas January.
Summary 8l Part of the SMP Group Spal‘k



spark Thank you for reading .

Real emotions. Real change

The team at Spark Emotions who broughtyou th"e‘jfanuary edition of Mood of the Nation
combined industry expertig with consumer psychology to help get to the truth of how the
nation is feeling. o, p

¥
Evie Harris- Tara Moran Scott Willey
Jenkins .
Research Executive Senior Research ' Asgoaate Director

Executive s -
i

Get in touch with us - hello@sparkemotions.com

€
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spark what sets us apart

Real emotions. Real change

Consumer

Industry
psychology

leaders

+

growth

We understand buyers and, crucially, non buyers

Understand what
affects behaviour

Attractmore
customersto
interact

Improve the whole
journey and convert
more sales

Encourage more
shoppers to engage

spark

spark

1
1 Non -
1
1 Buyers

%

o - = o0

At Spark Emotions we feel
passionate about using all data
sources available.

Whether we are looking to drive
new shoppers to store, encourage
shoppers to visit more often, or
spend more in store it is crucial to
go beyond the traditional basket
analysis and segmentation.

Understanding the behaviours,
emotions and purchase intent of
buyers, but crucially, non buyers
(and those shopping with your
competitor or category
alternatives) is where our expertise
comes into play.

What sets us apart 34
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Thank you

email: hello@sparkemotions.com
web: sparkemotions.com
phone: +44 (0)1543 255 259

spark

Real emotions. Real change
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