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SCOTLAND GETS THE HEALTH FACTOR

The stereotype of the unhealthy Scot could be about to disappear as new research from
Kantar Worldpanel shows that sales of fruit and vegetables in Scotland are up, and growing at

a faster rate than in the rest of Great Britain.

Scottish shoppers spent over £760 million on fruit and vegetables in the past year, an
increase of 2.5% on the previous year. Scottish shoppers spent an extra £6.40 on fresh fruit
and vegetables in a year, compared with only an additional £4.70 for the average British

shopper.

Mark Thomson, business unit director at Kantar Worldpanel, explains: “We are seeing more
demand for fruit and vegetables across Scotland, as health has become an increasingly
important motive when shoppers go back into their homes and decide what to eat. 19.2% of
consumers in Scotland said that health was a primary reason for selecting the foods that they
consume - an increase from 17% in 2008. However, in England and Wales the health factor
has fallen from 22.9% in 2008 to 21.5% in 2011, albeit still ahead.”

Children are leading the way in the health resurgence, with 11 million extra servings of
vegetables consumed by Scottish kids over 2011. Fruit is also becoming more popular, with
23% of Scottish kids now eating fruit like apples, oranges and pears because they are

becoming more of a ‘favourite’ item.

Mark continues: “The Scottish Government will be pleased that children are now eating more
fruit and vegetables, particularly after its big push through the Schools Act of 2007 to promote
healthy eating.”

It's not just the kids getting healthy. Scottish consumers are now more likely to cook from
scratch than people in England and Wales. 12.7% of all meals are prepared from scratch in
Scotland, compared with 11.1% in the rest of Great Britain. Organic is also proving popular,
with Scottish shoppers 9% more likely to agree to buying organic products than shoppers

across Britain.
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ENDS
About Kantar Worldpanel

Kantar Worldpanel is the world leader in consumer knowledge and insights based on continuous consumer panels.
Its High Definition Inspiration™ approach combines market monitoring, advanced analytics and tailored market
research solutions to deliver both the big picture and the fine detail that inspire successful actions by its clients.
Kantar Worldpanel’s expertise about what people buy or use — and why — has become the market currency for brand
owners, retailers, market analysts and government organisations globally.

With over 60 years’ experience, a team of 3,000, and services covering more than 50 countries directly or through
partners, Kantar Worldpanel delivers High Definition Inspiration™ in fields as diverse as FMCG, impulse products,
fashion, baby, telecommunications and entertainment, among many others.

For further information, please visit us at www.kantarworldpanel.com.

About Kantar

Kantar is one of the world's largest insight, information and consultancy groups. By uniting the diverse talents of its
13 specialist companies, the group aims to become the pre-eminent provider of compelling and inspirational insights
for the global business community. Its 28,500 employees work across 100 countries and across the whole spectrum
of research and consultancy disciplines, enabling the group to offer clients business insights at each and every point
of the consumer cycle. The group’s services are employed by over half of the Fortune Top 500 companies.

For further information, please visit us at www.kantar.com
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