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Background to the Kantar usage panel
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• Kantar are a market research company who collect longitudinal information on purchases into the home from a large Great

Britain household consumer panel of around 30,000 households. A subset of around 11,000 individuals from these

households also record the food and drink they eat at home or carry out (around 1,000 in Scotland). This subset of the main

purchasing panel is called the usage panel.

• The panel is demographically and geographically representative of the GB population. The collected data is then weighted 

up to reflect the full population in Great Britain.

• Each panellist completes an average of 4 week long diaries each year, recording all the foods and drinks they consume at

home or carry out. They also record information for all individuals in the household, including children.

• The usage panel collects information on how often foods and drinks are consumed, alongside information such as when,

where and why foods were consumed. Panellists are not asked to weigh their food and therefore the data does not provide

quantities of food and drink consumed.

• The usage panel does not include any food or drink purchased or consumed outside of the home (OOH), for example from

restaurants, cafes, or ‘on the go’. This information is collected by another subset of the main purchasing panel, with 7,500

individuals in GB recording their OOH purchases. Of this, 3,500 also record their OOH consumption.



What panels do Kantar have and how do they interact?
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panellist universe, not market universe



Panellists are 

demographically 

representative of

GB population

40,000 individual weekly 

diaries are completed 

across GB each year 

(approx. 3.5k from 

Scotland)

Each panellist 

completes a 

average of 4 week 

long diaries each 

year

Panellists record 

all foods and 

drinks consumed 

at home or carried 

out

Information is 

recorded for all 

individuals in the 

household including 

children

Usage panel data 

is linked to 

purchasing from 

wider take home 

purchase panel

How does the usage panel work?
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Diary is filled out online on day 

of consumption for maximum 

recording accuracy

Panellists select day of week, 

followed by meal occasion

Products are selected from a 

virtual cupboard containing 

icons for all products 

purchased

This creates product level 

records of all food and drink 

consumption in-home

How does a panellist record what they eat?
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Panellists describe the occasion, the meal preparation and record their reasons for consuming
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We are then able to report on a variety of measures…
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Throughout the presentation there is a view on demographics, broken down 

by:

Class A

Upper Middle Class; Higher Managerial Position

Class B

Middle Class; Intermediate Managerial

Class C1

Lower Middle; Junior Managerial, Supervisory, 

Clerical Workers

Class C2

Skilled Working Class; Skilled Manual Workers, 

Craftsmen, Specialist

Class D

Working Class; Semi/Unskilled Manual 

Workers, Apprentices, Labourers

Class E

Non-working

Social Class

Under 45s, No Children

Age of main shopper is under 45 and there are no children in the household. This would 

include student households.

Families

A household containing children (anyone 15 and under)

Over 45s, No Children

Age of main shopper is over 45 and there are no children in the household. This is made up of 

Older Dependents (main shopper 45-64, 3+ people in HH), Empty Nesters (main shopper is 

45-64, 1-2 people in HH) and Retirees.

Lifestage of buyer:
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All references to GB include England, Scotland & Wales

The slide deck focuses on consumers’ behaviour in Scotland but additional 

data for GB has been used to provide further insights where Scotland data was 

not available. The relevant data source is identified by a marker in the top right 

hand corner of each slide.

Scotland

GB
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Glossary of Terms

Veganuary: Veganuary is a non-profit organisation that encourages people to try a vegan diet in January and beyond.

Meat alternatives: Includes products such as meat free mince, sausages, burgers and meat substitute pieces.

Occasions: An individual’s eating or drinking moment. Note if a family of four all eat a meal this counts as four 

occasions.

Servings: As above but counting for each individual element of the meal. We use Servings when looking at need states 

because different elements of a meal may be for different needs.

Need States: Panellists select from a pre-defined list all relevant drivers of consumption.

Ate Out/Out of home (OOH): When panellists fill in an occasion that took place out of the house they will select that 

they ‘Ate Out’.

X w/e: The X number of weeks prior to the date given. For example, 4 w/e 27 Dec 20 would cover the 4 weeks from 30th

November 2020 to 27th December 2020. 
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Engagement with 

Veganuary in 2021



Worldpanel Plus: using mobile technology to gather receipts and survey 

responses from a large scale online Community

Kantar Worldpanel Plus Panel (GB) 

+ >90,000 live users / shoppers and growing.

+ Over 500,000+ receipts a week, many received 

within minutes of the shop. We can see shoppers’ 

behaviour as it happens in real time.

+ Speaking to real Shoppers, identifying the real 

choices that shoppers make

1. Retailer

4. Total Spend

2. Product Detail
3. Price paid

5. Date and Time
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Across GB: Over 71% of respondents were aware of Veganuary in 2021, with 10% 

participating (vs. 9% in 2020).

71% were aware of 

Veganuary in 2021

69% in 2020

61

25

7

3

Heard of it, but didn't
take part this year

I've never heard of
Veganuary

Heard of it and took
part, but didn't register

with them

Heard of it and took
part, and also

reigstered with them

Have you heard of Veganuary and were you involved this year?

Based on a February 2021 Worldpanel Plus LinkQ survey of 61,977 responses in GB

GB
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In 2020 health was the top reason for taking part in Veganuary, with other 

reasons fairly equally important for taking part….

Health 

reasons

42%

Environmental

reasons

28%

Ethical

reasons

27%

Personal 

challenge

27%

Save 

money

27%

Based on a February 2020 Worldpanel Plus LinkQ survey of  6954 responses; Total sample = 56,117 

What were your reasons for taking part in Veganuary?

GB
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In 2021, health remained the top reason for participating in Veganuary, especially for 

those aged 35+ years. Compared to 2020, ethical and money saving reasons decreased 

in 2021.

Health 

reasons

35%

Environmental

reasons

24%

Ethical

reasons

19%

Personal 

challenge

27%

Save 

money

17%

What were your reasons for taking part in Veganuary?

Based on a February 2021 Worldpanel Plus LinkQ survey of 2,729 responses (Those 

that took part that weren’t already following a vegan diet)

43% 23% 21%28% 17%

18 to 34 years old

+35 years old

GB
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55% of the participants of Veganuary planned to make changes to their diets after 

January, either by eating less meat or animal products or by introducing vegetarian or 

vegan substitutes to their diets. A further 21% plan to maintain a full vegan or 

vegetarian diet after Veganuary.

20%
19%

16%

14%

7%

I plan to eat less
meat/animal products

I plan on substituting
Vegetarian options into

my diet

I plan on substituting
Vegan options into my

diet

I plan on continuing a
Vegetarian diet

Yes – I plan on 
continuing a totally 

Vegan diet

Once Veganuary is over, do you plan 

on continuing a Vegan diet?

Based on a February 2021 Worldpanel Plus LinkQ survey of 2,729 responses (Those that took part that weren’t already 

following a vegan diet)

GB

16



63% of people who didn’t take part in Veganuary tried vegan and/or vegetarian products 

anyway. 18-34 year olds and those from social classes AB and C1 were more likely to try 

these types of products than other age groups and social classes. 

34%

29%

Yes, I've tried some vegan products

Yes, I've tried some vegetarian products

No, I haven't tried any vegan or vegetarian products

Not sure

Index Class AB Class C1

Yes, I've tried some vegan 

products

10% more 

likely

5% more 

likely

Yes, I've tried some vegetarian 

products

7% more 

likely

4% more 

likely

Index 18-24 25-34

Yes, I've tried some vegan 

products

25% more 

likely

12% 

more 

likely

Yes, I've tried some vegetarian 

products

10% more 

likely

5% less 

likely

Based on a February 2021 Worldpanel Plus LinkQ survey of 33,704 responses 

(those that didn’t take part but  tried veggie/vegan products)

Have you tried any vegan or vegetarian products at any 

point during January, that you haven’t tried before?
(Of those that didn’t take part in Veganuary)

GB
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So are we eating 

more meat 

alternative 

products?
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There has been an overall increase in consumption of meat alternative products 

between 2019 and 2020
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The Meat Free consumer tends to be aged between 25 and 54, with the 25-44 year old 
group driving growth across the latest year. 
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Under 45s households have the greatest share of meat alternative occasions and 

have seen the largest increase between 2019 and 2020. 

Kantar Usage, Total Scotland, Meat Alternatives Occasions %, Total In Home/Carried Out, 52 w/ 27 Dec 20 vs. YA
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Google trends suggests Veganism may be increasing.

Source: google trends, searched for words 21/02/2021 21



41%
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GB

….but when we measure weekly consumption behaviour across GB, the biggest group are 

those reducing their intake of red meat (12.3 million people in 2020).

Identifying 

as vegan

Identifying as 

vegetarian

Reducing red meat

0.5m people

0.8% of the 

population

3.3m people

5% of the 

population

12.3m people

19% of the 

population

Kantar Usage panel, 52w/e 24th Jan ‘21 millions weekly eaters, in home & carried out occasions 22



However fewer people across GB were claiming to reduce their red meat consumption 

between January 2020 and January 2021 compared to the previous 3 years.

Kantar Usage panel, 52w/e 24th Jan ‘21 millions weekly eaters, in home & carried out occasions
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Overall summary



Overall summary

This report provides information on consumption of meat alternative products in Scotland between 2019 and 2020, using data

from Kantar. The report also provides insights into engagement with Veganuary in 2020 and 2021 across GB.

Key findings include:

• In 2021, 71% of GB respondents were aware of Veganuary, with 10% participating. Health was the lead reason for

participating. 55% of the participants of Veganuary planned to make changes to their diets after January, either by eating

less meat or animal products or by introducing vegetarian or vegan substitutes to their diets. A further 21% plan to maintain

a full vegan or vegetarian diet after Veganuary.

• 63% of people who didn’t take part in Veganuary tried vegan and/or vegetarian products anyway. 18-34 year olds and those

from social classes AB and C1 were more likely to try these types of products than other age groups and social classes.

• There has been an overall increase in consumption of meat alternative products between 2019 and 2020. Under 45s

households have the greatest share of meat alternative occasions and have seen the largest increase between 2019 and

2020, compared to other life stages.

• 19% of the GB population reported reducing their red meat intake in 2020. However, this was lower than in the previous 3

years.

This report complements and adds to existing FSS data on monitoring trends in food consumption and dietary intake. 
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