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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
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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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spark Fuel and food prices are likely to be a big
wmeraene - concern for the UK this month

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.

3rd May
21 April Survey begins
The world faces a "human 14th May
catastrophe" from a food crisis 5th Ma 7th May Inflation has hit its highest
arising from Russia's invasion of UK's i }[’ 2= The average UK house price hit a fresh level in 40 years amid the
Ukraine, World Bank president . s:jnferes Or;;; ' record in April. Prices had grown for 10 deteriorating cost of living
David Malpass has said. The ;i}seth ro? h tT o | months in a row - the longest run since crisis. The rate shot up to 9%
World Bank calculates there = 2e(|)r09|g e; ekvef 2016 but growth is set to slow this year as last month - its highest level
could be a "huge" 37% jump in sélncle d e k(lj inflation and interest rates rise. since comparable readings in
food prices. EERREESTIO faCKle 1982.

cost of living.

15t May

26t April Prices will keep rising 5 9th May 12t May ; . '

The board of Twitter and §La¥‘higher "for k & B < m \rHospltaI Covid gdml55|ons in Wales. have
agree to a $44bn quite sometime" dueto - Rebellion are urging dropped to.thelr Io.we.st Ievgls for nine months.
(£34.5bn) takeover " the high cost of raw. . £ - ~ councils to drop meat Average daily gdm|53|ons with confirmed or
offer from the “materials, Asda chairman ' e L o0l dnners at suspected Covid-19 have dropped to 16 in the
billionaire Elon Musk. Lord Rose has said. S5 least two days a week. week to Wednesday, the lowest daily average

since mid-August 2021.
6th May

Survey ends
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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 The UK feels less in control this June compared
e to June last year

« Feelings of control are much lower this June compared to June 2021, despite Covid concerns falling, suggesting the cost-of-
living crisis is a key concern
« Emotional scores for UK adults have slightly improved since last month as days get lighter and weather improves

10.0
9.0
Ideal score ra ?g
(Proud & Confident) ) W June 2021: . 6.0 58 5.7 5.9 55
230 1 24 ) Elated 6.0 5.1 5.1 5.1 ' >4
5.0
4.0
3.0
2.0
May 2022: 1.0
Interested 0.0
Happy Excited In control

June 2021 (1025) mJune 2022 (1009) = May 2022 (1011)

This scale consists of a number of words that describe differentfeelings and emotions. Please indicate how you feel about
your whole world right now. Happy; Excited; In control (1 = notat all, 10 = very).

Mood of the nation 8 Part of the SMP Group SPark




spark UK adults are feeling slightly more hopeful this
wmasracns Nt but are still worried about finances

Please describe how you feel about the upcoming month in one word or emotion (N:1009)

An)AguIQUS Unoenalnty Clalm(lijn'ﬁ?dam t
Rellevedunsure L2405 Rsllevsdn I eren Great
Indlfferent Apprehensive 7cre
DreadAppre ensive O Cautious
Apathy] Meh Congerned iR, Nervous cam P timistiCwarmtn = Fine
Borec Wary _. F rvul m Jﬁ?nter POS|FEEU+. Notng _§ BusyConcerned | mSummer_NeutmIr i
SNorred:: Sopoptmitic By, |,
_ R I / Sunshine-2=gContent ~—~NDread 47% e i S _ Jread 49 (e}
P SEEE R :“S Eamar o SadEu é:I“ n F|ne Cautious 1 ame
B elaxs un-g=- M= Stressful o
513‘ §fiti5u§“ Goud Calm Okay i eX - > Bus Warbl:sl;lmm i F\I ous sz V) rgméﬂ
R i Soecart [l et zzPessimistic Concerned Okay/s Intrigued
elax| GOOd LIKa -
Warm| S Anticipation @ é Sprlng Anticipating érgﬁligm
Glad ¢ Pessimistic Unsure| @ Frl-lﬁtl‘aied Relaxed S rad Fun
Content]| Expen5|veDepressed teiemncafll Confident Gmgﬂ‘OUE care: um.nm: Hollda
NeytralHOpefulScared 0
= orried RAPPIShENSS “"“”sAnDé'rgsg "““
Trepidation Overwheimed
June 2021 May 2022 June 2022
Response Analysis:
Positive

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

Mood of the nation 9 Part of the SMP Group Spark



spark UK adults are starting to feel more positive as the
e weather improves in the UK

Positivity was slightly higher this time last year but negative feelings in June are similar this year to last, showing that even
though we are in a better position this year with regards to Covid, something is still getting in the way of UK adult’s optimism
and positivity as we head into warmer months

= Positive

)
75% ——Negative ,m————— <
54% { Durirﬁg the Winter,
e e === - -~ 49% : feelings fluctuate
50% \ { \| more than warmer
| | I months. We predict
o ) | o I that over the next
2%/ — I 30% | few months,
25% \ ! I emotions will
_________________ - I remain relatively
| stable

p ",i‘-',/.:“m"“ e N o A

0% e 7 v s =
(o]

June 21 July 21 August 21 September October 21 November December January22 February22 March 22 April 22 May 22 June 22

(1025) (1016) (1062) 21(1031) (1013) 21(1047)  21(1090) (1054) (1061) (1009) (1015) (1011) (1009)

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

Mood of the nation 10 Part of the SMP Group sPark




spark For the 3rY month in a row, just 1 in 4 UK adults
= raport high financial confidence

There's a slight improvement in financial confidence this month compared to last - warmer weather means less need to
put heating on and therefore, cheaper gas and electric bills for UK adults

However, fuel prices are still at an all time high, hence 1 in 4 are reporting low financial confidence this month compared
to less than 1 in 10 this time last year

50% Avg. fuel price: 128 p/litre ——Low confidence Avg. fuel price: 166 p/litre
4 High confidence 4
TS
25%

| %

\x/ 6% Spend more Save more

0%
OQ/Q (\Q,'\ \Oﬂ/\ &Q,'\ Jl’\ \\Q,'\ cq} \g/'\ qﬁ,'\ Qﬂ/\ &Q,'\ 3 A OQ,'\ (\fﬂ/ \09:1/ «fﬂ/ l\fﬂ/ gﬂ, g Only just over 1 in 10 can afford
o @ G N ¢ O o @ Q N i
Q NG <<® @ V‘Q @ §° S ?“\) ‘o@ ®) X Q NS <<® @ V‘Q @ 5"' to save more this month
compared to last
How confident are you about your finances in the month of June? (1=not at all, 10=very)
Do you expectto spend more, less, or the same amount in the month of June (compared to last month)?
Do you expectto save more, less, or the same amount in the month of June (compared to last month)?
Mood of the nation 12
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spark Fuelis top of mind when it comes to spending

Realgonsnealchange money thIS month

With fuel prices at an all time high, it is

What is one thing you will spend money on this month?

O Utl B(é)ks Entertainment
Pub/Restaurants Presents Music —
Commuting Myself SOCEIWQEHESIHQ
TakeaanHousel D I¥ambling Decoarﬁ-tllggH ea th/ Beautylgurr:itr{lre
Ing mm Health Electronlcs Family U”'f""“SporlsfHobbms
Pets M Plants
| Electricity
Activities = |"" Outln S
Pets TraveII Ha Wedd'ﬂg School SnggQgr{ e ,Jf;ﬂﬁ,,ﬁ,gg“s Debt ChnldrenEIecl;:t(regm?asl
Investment Easter Weddmg Purchase
Alcohol IT"'“’"I Transport Shoos ll 20+ a
Car Suc\allsmg = Unsure yhlldren I Savlngs < Restaurants [ Alcohol Car
Hengo yJubilee
um’EﬂEnily = Concert
Fun | t | I e S B I tI|W. ‘ Cinema
GardenLeisure/Entertainmen Ener Drinks HomefDlYEducatlon
Sports/Habbies “1ravel—
Beauty Fuel Furniture LeisureGardéeﬁys
White Goods Renovation
May June
(N:1011) (N:1009)
13

What is one thing you will spend money on in June? (Food and Bills are excluded)

becoming a top thought for UK adults
when thinking about what they will
need to spend money on each month

Holiday and clothes remain top
purchases each month as people
book summer holidays/trips away and

are buying warmer weather clothes

Part of the SMP Group Spal'k
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Finances are becoming more of a concern each
spark . ; ;
~emosrs  IONth @s prices continue to rise

UK adults are feeling slightly more

e i For the 314 month in a row, just 1 in Just 12% of QK adults can afford to

positive this month compa'red to last. 4 UK adults have reported having save more th|§ month cgmpared to
However, scores of happiness and high financial confidence and many Igst, highlighting ‘.chat this is a tough
conltrol are the lowest for June th.at are feeling worried about the time for those trying to save for the
we've seen in the last 3 years, .thls. increase in fuel prices. future.

shows how the cost-of-living crisis is

impacting people’s mood.

Mood of the nation 14
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spark Summer Food

Real emotions. Real change

As we step out of Spring and into
Summer, our food plans tend to
change.

We wanted to know the food choices
UK adults will be making for Summer
this year and whether this has
changed at all compared to Summer
2021.

We also find out if UK adults perceive
Summer food to be healthy and get
insights into the UK'’s favourite
Summer meals.

Summer Food 16 Part of the SMP Group spark



spark Inflation fears are driving purchases of non-
Real emotions. Real change perishables up this summer Compared to Iast

* UK adults are buying more food in general this year compared to last, possibly due to more people working from home and the
cost-of-living crisis meaning less can afford to eat out

* Frozen and stock cupboard items (long-life products) have increased by around 20% - these tend to be cheaper products, but
some may also be stocking up in fear of supplies being cut short or prices shooting up due to the Ukraine invasion

Food/drink purchases for the summer: e ———— -
90% m Summer 2021 (1016) | Plant-based foods
are a more
82% 81% 80% 76% m Summer 2022 (1009) . common purchase

this year, especially
67% for Millennials
(41%) compared to
older generations
v like Gen X (33%)

71%

66%

55% 56% 539 '

How you can help

of products could be
useful for consumers
who are looking for

Fresh fruitand Crisps/ Snacks Stock cupboard  Meat/ Fish/  Frozen produce Beers/ Wines/ Confectionary  Plant-based
Vegetables groceries Produce/ Dairy Spirits foods

. . , . local alternatives
Please select which of the following you are likely to purchase for the summer (multiple response)

Summer Food 17 Part of the SMP Group spark
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2in3U %qlults percei
‘ health

Summer Food
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Summer food is associated with being healthy,
spark
~-uesoee fresh, light and tasty

* Younger generations are more likely to think of Summer food and being unhealthy compared to older generations
* Retailers should emphasize pre-existing beliefs that summer food is healthy by using health-related language in their messaging

Describe Summer food in one word (N:1009)

Healthiness of Summer food (N:1009)

ColourfuINmal 66% 279
o 7%
Amaz.ngDe ICIOUS
Relaxmg Vibrant — ——\
Simple 1 Healthy Neutral
Warm Appellsmg oatisiying 4y Cheerful
Sh Tal weet I “.:',: @
: th-?é OutsudeJoy ~ OO aas
=€ ASalad w
= MGreat Cooling
B B (7-10 on scale) (4-6 on scale) (0-3 on scale)
Exciting Hot
i Comfortable —
e Gen Z: 54% GenZ: 14%
S — Baby Boomers: 74% | Baby Boomers: 4%
appy
When you think of summer food, how healthy do you think it is? 0=not at all healthy, 10= very healthy
Please describe summer food in one word or emotion
Summer Food 19 Part of the SMP Group Spal'k



spark UK adults are more certain of their favourite
wemesrecoe py@als in Summer than in Autumn

Favourite Summer Meal (N:1009)

10% said Unsure Pies Jacket Potato 3% said Unsure

Burgers _

—DIEW Fiah & Chipg

Fried Chicken
Ole C u r : ==Strawberries
Potato -I aE ”\—I J "’(g Chilliry Steak gt
Lasagné‘ o ;i’ ;"ad = P- Spaghetti _ = SN Scafood
OasSt-~ IZZ4d aai

Kebab

rehicken lce Cream

In the Summer, our appetite tends to be reduced because our bodies try to regulate our temperature by cutting down on heat-generating
functions such as the digestion of food. Hence, we enjoy lighter foods like salads in the Summer and heartier meals like stews in Autumn/Winter

What is your favourite Summer meal?
What is your favourite Autumn meal? (asked in our September MOTN report 2021)

Summer Food 20 Part of the SMP Group Spal'k






spark BBQ Season

Real emotions. Real change

As BBQ season approaches, we
wanted to find out who will be
having BBQs, what they will be
buying for their BBQs and on
what occasions do people
typically have a BBQ.

We asked UK adults how
confident they feel when it comes
to cooking on a BBQ so we can
determine any barriers or friction
points.

BBQ Season 22
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3 UK adults are n
it comes to cooking ¢
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spark 1 in 3 UK adults are not confident when it comes
s £ cooking on a BBQ, especially women

* 1in 10 UK adults with low confidence in BBQing say they are afraid they will undercook or burn the food; this is where retailers
can step up and provide encourage messaging with simple tips on how to cook meat so everyone can get involved

How confident are you about cooking on Why?
a BBQ?(N:1009)

. . _ _ "BBQs don't
m Not confident m Mild confidence m Confident o cook meat
7 2 /o 9% 7% enough”

Female (513) 42% 30% 28% Don't use/have a Fear of undercooking  Dad’s/husband’s
BBQ or burning food job

Confident “| have been

doing it for

Male (496) 22% 52% o years so feel
9 / o pretty

4 o 1 3 A) 11 % confident”

Had lots of It's easy/not | enjoy it

tice/ i e
TOtal ('I 009) 26% 399 pracuce/experience difficult

How you can help

How confident are you about cooking on a BBQ? 0= not at all confident, 10= very confident
Why do you say this?

BBQ Season 24 Part of the SMP Group spark



spark UK adults need a BBQ confidence boost and
e gimple tips can help get more people involved

* How confident UK adults feel about BBQ'ing hugely impacts their emotions towards it; experience is key for confidence so

retailers should encourage people to BBQ more and provide information to help them get started

* Masterclasses in store are a great way to create a buzz and be interactive with consumers

Ideal score
(Proud & Confident)

How can you help?

Give simple tips on ways to
cook on a BBQ to help boost
the confidence of those who
are worried

High BBQ confidence
Emotion: Expectant
Parent Emotion: Happiness

“| enjoy it and
always do it wel

|II

“The flames
frighten me”

Low BBQ confidence
Emotion: Disinterested
Parent Emotion: Fear

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

10.0
9.0
8.0
7.0
6.0
5.0
4.0
3.0
2.0
1.0
0.0

Please indicate how you feel about BBQs:

8.3

7.8

5.0

Happy

High BBQ confidence (398)

Excited

8.2

4.6
3.4

In control

Low BBQ confidence (345)

BBQ Season

25
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spark 1in4 UK adults buy non-meat/vegetarian options
~noe for their BBQs so ensure there’s plenty of choice

* 1in 10 UK adults will be buying seasoning for their BBQ products so place complimentary marinades and spices with the meat
options in store
«  Women are more likely to buy salad items, sides, and desserts in preparation for BBQs compared to men

What do you buy for a BBQ? (N:789) Seaso;ing Dessert
J -
B Dessert
B Seasoning, spices & marinades 0 26% BBQO n 37% Ice cream
m Seafood
m Non-meat/ vegetarian options e 6% Multiple/variety o 14% Cheesecake
moides 5% Cajun e 14% Fruit salad
Salad 5% Peri Peri
W Vegetables (e.g. corn on the cob)
Traditional BBQ meat How you can help

Total Men Women
What do you typically for a BBQ in the Summer?

BBQ Season 26 Part of the SMP Group spark



spark BBQs are a social activity providing an opportunity
w0 impress with extraordinary products

* BBQs are a popular meal when having friends and family over - retailers should use this to promote sharing platters,
multipacks items and bundles for those planning to host a gathering

* 1in 5 people consider BBQs to be a treat so are likely to be open to spending more on BBQ products - harness this by using
language such as ‘treat’ and ‘premium’

- ~
39% 30% 22% ([ 11% )

*o* ' "O

(A = | [

- Any time/no
If fr'.endlsl/ On special \ As a treat ) \__eason
iamlly VISItj \_ occasions /

‘ How you can help

In our June 2021 report, we saw
that 1in 10 planned to have a BBQ

for Father’s Day

On what occasions do you have a BBQ? (multiple response)

BBQ Season 27 Part of the SMP Group spark



spark More than 1 in 5 UK adults have a BBQ at least
wenerecm Qe @ week in Summer

* Inthe summer, over 1in 10 UK adults have a BBQ a few times a week suggesting they are looking for multipacks and
products that will last the week
* BBQs are a more common occurrence for UK adults who live further South in the UK due to nicer weather

How often do you have BBQs in the Summer? (N:1009)

4 North A

Every da
y. Y Few times a week
B Few times a week
B Once a week
Few times a month Those with \ Monthly
® Monthly children are more
u Less than monthly “I((Qe(l))zyt;) have BB(dD-S
. compare
m | don't have BBQ ° .
onthave ° to those without South
Cd (72%) / Few times a week
14%
Monthly
7%

\_ %

During the summer months, roughly how often do you have BBQs?
Where do you live?
Do you have any children (under 18) that live in your household?

BBQ Season 28 Part of the SMP Group Spark



spark BBQs and salads are top Summer foods in the
—memrecne JIK but many need a BBQ confidence boost

Summer

E BBQ Season

UK adults are buying more food this Summer More than 1in 5 UK adults have a BBQ at least
in general compared to last year and frozen once a weekin Summer, but 1in 3 are not
and stock cupboard items (long-life confident when it comes to cooking on a
products) have increased by around 20% - BBQ, due to lack of experience and fear of
people could be stockpiling in fear of undercooking meat.

inflation and supply issues.

Summer Food and BBQ Season 29 Part of the SMP Group Spark
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spark Executive Summary

Real emotions. Real change

The Mood of the Nation

® UK adults are feeling slightly more positive
this month compared to last as the weather
improves

® The cost-of-living crisis and inflation
continue to negatively impact finally
confidence as just 1 in 4 UK adults have
reported having high financial confidence

® Just 12% of UK adults can afford to save
more this month compared to last

Summer Food

e UK adults are buying more food this Summer in

general compared to last year.

Non-perishable planned purchases have
increased by around 20% - are people
stockpiling in fear of inflation and supply issues?
UK adults prefer to eat lighter foods in the
Summer and are more certain of their favourite
Summer meals compared to their favourite
Autumn meals

BBQ Season

1 in 3 UK adults are not confident when it comes
to cooking on a BBQ, especially women

1in 10 UK adults will be buying seasoning for
their BBQ products so place complimentary
marinades and spices with the meat options in
store

In the summer, over 1in 10 UK adults have a
BBQ a few times a week (especially those who
live in the South)

Summary

31
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spark Thank you for reading .

Real emotions. Real change

The team at Spark Emotions who broughtyou the June 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

€

The team at Spark Emotions 32 part of the sp Group S|PAFK


mailto:hello@sparkemotions.com




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

Part of the SMP Group Spal‘k

Business




Thank you

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

spark

Real emotions. Real change
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