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Background

e The FSA wanted to track awareness of the new EU FIC allergen information regulations before and after they
came into force in December 2014. The regulations concern how allergy information is displayed on pre-

packaged and loose food as well as how it is provided in restaurants, takeaways and all eating
establishments.

e To achieve this objective, Harris proposed the use of a two phased online methodology before and after the
regulations came into effect.

— The pre-wave of the survey was conducted between 18" and 28™ November 2014 before the regulations came into
effect.

— The post-wave of the survey was conducted between 2" and 12t February 2015 after the regulations came into effect.

e Each wave was conducted with two separate audiences :
1. Asurvey of the general public on the Harris Interactive online Omnibus panel
*  This allowed us to understand the overall awareness of the regulations among the whole UK population.
2. Asurvey among people registered on the Allergy UK database

*  This allowed us to gain a larger number of interviews among consumers or food allergic or intolerant individuals
in order to understand the views of those directly affected by the new regulations.

e This report brings together the findings from both waves (please note a separate report is available on the pre-wave) .~ =
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Background : The Harris Interactive Omnibus Panel

* In the post-wave, we conducted an online Omnibus survey with 2,086 adults aged 16+ across England,
Scotland, Wales and Northern Ireland. (2,099 interviews in wave 1)

* The Harris Interactive Omnibus consists of members of the general public who have opted in and
voluntarily agreed to participate in online research studies. Through careful recruitment and management,

we are able to rapidly survey large numbers of the general population to represent the views of the
nation.

*  We have over 400,000 active panellists in the UK and our panel is used solely for market and opinion
research. Members are contacted at random and invited to take part in a survey.
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Respondent Profile : Omnibus Audience: a representative sample

* In each wave, the results of the Omnibus study were weighted to best reflect the size and shape of the
population of the UK meaning the results are comparable across each wave.

* This means that the results of the Omnibus reflect an audience that is as true as possible of the
population with the same age, gender and regional profile. The audience profile is detailed below
(wave 1 audience profile can be found in the appendix)

* Of course not everyone in GB has internet access, but online panel P )
research results are considered to be extremely accurate. In fact, L Region
according to the British Polling Council, Harris Interactive was the is% =

. . . : : F
most accurate online polling company during the last UK elections in G ke
2010: http://www.britishpollingcouncil.org/press100508.html ALK~
’ ¢ - 4%“\. North East
LN —
Gender Age gy e Humber
16-24 12% y » "’.,,, ﬁ?“”ﬂ ;East Midlands
25-34 17% g T Eomon
H Men Rl D W
35-44 19% ., Y
M Women 45-54 17% South West 5 gy, o
55-64 15% v S
65+ 20%
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Respondent Profile : Allergy UK members : an engaged sample

* Allergy UK hold a database of over 12,000 consumers who are food allergic or intolerant. This is an
audience who are going to be more engaged with the topic of food allergies and intolerances.

* Allergy UK sent out 2 emails (an initial mail-out and one reminder) to 6,260 members of its database
inviting them to undertake the survey hosted by Harris Interactive.

* Atotal of 391 responses were achieved, a response rate of 6.2%.

* The profile of respondents is below (the profile for wave 1 is in the appe ¢35 Region
L . . gk
* Please note there are no major differences in respondent profile from V PSS {
<2 . Scotland

1 to Wave 2. o,

* The respondents of Wave 1 and Wave 2 are made up of different memt

Yorkshire &
the Humber

Gender Age
16-24
25-34
H Men
35-49 0
H Women 48%

50-64
65+
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~ About this report

Throughout this report, data has been significance tested at 95% confidence levels. Any
statistical difference between the pre-wave and post-wave data has been marked with a
green or red arrow. A key is available on each slide where differences are marked.

t Arrows indicate significant No significant differences wave
l change from previous wave on wave

Where pre-wave data is comparable, this is shown in green. Post-wave data is shown in
blue or in chart format.
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Executive Summary
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~ Executive Summary — General Public (Omnibus Audience)

e Asseen in the pre-wave, when compared to Allergy UK members, the general public are much less likely
to:
— Be food allergic or intolerant (either themselves or someone they regularly eat out with)
— Have heard of the 14 allergens before taking the survey
— Have heard of the new allergen regulations
— Have noticed signage or information about the new regulations in the past 6 months

e There have been significant increases amongst the general public since the pre-wave on the two
guestions below:

Before today, were you aware of this new EU ‘Food Information and Consumers Regulation’ coming into effect?

Awareness of the new regulations amongst the general public has increased significantly from 9% to 15%
highlighting the cut-through of publicity around these new regulations

Have you noticed signage or information in the past six months in coffee shops, restaurants, cafes, sandwich places,
takeaways etc which explains allergen information about the food they are serving or tells you that you can now ask
for allergen information?

The proportion who have noticed allergen signage has increased significantly from 15% to 21% which is a
positive sign that reflects how the new regulations are being implemented and that there is standout amongst

consumers
—

~
- harris
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— Executive Summary — Allergy UK Members (1 of 2)

e Awareness of the 14 allergens remains constant across both waves
— Lesser known allergens Celery and Sulphur Dioxide grew in awareness by 8pts and 6pts respectively

e Awareness of FIC increased significantly to 74% (from 47% in the pre-wave) reflecting the success of
publicity and media campaigns in highlighting the new regulations to the target audience

— Allergy UK remains the leading source for finding out about the new regulation (65% vs. 57% last wave). This
reinforces the importance of this channel when engaging with impacted consumers on this topic.

— ‘On TV’ was cited much more frequently this wave with a significant increase (+12pts to 15%) indicating that TV
coverage of the new regulations was picked up by a minority of this target audience

— The average number of sources mentioned has increased significantly from 1.6 to 1.9 reflecting the widespread
coverage this topic had in the UK media

e Awareness of signage or information explaining allergen information in the past 6 months increased
significantly to 42% from 27% which is a strong positive increase amongst this key audience

— But this still means that the majority (51%) did not see any signage about allergen information highlighting that
more can still be done to further drive the prominence of signage in eating establishments

— Despite the new regulations, there has been no change in perceptions of how clear allergen information is when
eating out and 23% find the information unclear. Further steps may be needed to understand how this can be
addressed.

e Since FIC came into effect 53% are now more likely to eat out as a consequence of the new regulations:—

- harris
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~ Executive Summary - Allergy UK Members (2 of 2)

The most common way of accessing allergen information was by asking a member of staff (72%)
—  63% felt confident in asking staff about ingredients (compared to 59% last wave)

— However we also see 33% who do not feel more confident in asking a member of staff about ingredients since FIC
came into effect — this may be due to negative experiences they have had so far or could simply be due to low
levels of confidence in staff training. It is certainly a measure to monitor over time in the hope that this figure
reduces.

— 80% frequently or always ask staff for information on food ingredients and this remains stable pre and post the
new regulations

Attitudes to eating out have seen some significant improvements amongst Allergy UK members
reflecting some of the positive impact that FIC is having amongst this group. That being said, some of
these figures are still very low and need further focus.

— Noticing information about allergens when eating out increased from 38% to 53%

— Confidence that allergen information is reliable increased from 13% to 20%

— Believing that allergen rules are effective at protecting consumers rose from 11% to 16%

We also saw some encouraging shifts in results for the below, again reflecting the progress FIC is starting
to have:

— 5% fewer agreed ‘l avoid buying food on the go due to concerns about food ingredients’ (65% in the post-wave)

— 7% fewer said ‘I find the information provided from food businesses on food allergens confusing’ (50% in the__goit_-__“

wave)

harri
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~ Executive Summary — Conclusions

It appears that food businesses are displaying more information/signage about allergens in the foods they
provide and that Allergy UK members are starting to feel safer and more confident overall

Confidence to ask a member of staff for allergen information has increased which suggests that FIC has
empowered consumers

Despite this, many of the attitudinal scores reflect an ongoing lack of confidence or trust in food allergen
labelling despite the new FIC regulations, indicating that more needs to be done to reassure food allergic
or intolerant individuals. This is furthered by the number of respondents saying that FIC will make no
difference to their eating out habits.

This could be due to a number of factors such as:
— consumers still having to ask for allergen information
— allergen information not being prominently displayed or unclear
— consumers having low confidence that the information they receive will be correct
— food businesses still adjusting to the new regulations

For the FSA overall, this means that publicity campaigns so far have had good cut-through amongst both

the general public and Allergy UK members, but more can still be done to make the public aware of_jcj@i_r__‘_‘

rights when it comes to allergens in food. harriS
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Section 1 : Questions asked to both the Harris
Interactive Omnibus Panel and Allergy UK Members
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Who has a food intolerance or allergy

Omnibus Panel Allergy UK Survey
Pre- |
o 12% 8% 3% 3% 4% 1 71% 1% 51% 7%  11%
<NET>
Post-
Ce16%  11% 6% 6% 7% | 78%  19%  51% 8% 7%
I
I
I
| 29%
I
I
I
I
I
I
I
I
I
I
I
I
9% :
. 5% X . |
3% 3% 22, 3% 3% :
| ;
Myself  Anotheradult A A Another adult | Myself  Another adult A A Another adult
in my child/children child/children notinmy | in my child/children child/children  notin my
household in my not in my household | household in my not in my household
household  household household  household
B Food allergy AND a food intolerance m A food allergy ONLY A food intolerance ONLY

No significant differences wave (Q1) Do you or anyone that you regularly eat out with or buy food/drink for, have food allergies or intolerances, based on the definitions below.
on wave Base: All respondents Allergy UK Survey (pre-wave 346, post-wave 391), Omnibus Survey (pre-wave 2099, post-wave 2086) 14



Peanuts

Nuts

Milk

Cereals containing gluten
Eggs

Crustaceans

Molluscs

Fish

Soya

Sesame seeds

Celery

Sulphur Dioxide /...

Mustard
Lupin

None of these

t‘ Arrows indicate significant
change from previous wave

Allergens heard of before today

Omnibus Panel

86%
80%
73%

‘:”:e | Allergy UK Survey
87% : 96%
83% : E 93%
78% :L | 95%
66% : E 92%
65% : _ 92%
61% EL | 91%
56% : ﬁ 84%
45% : E 85%
36% :L_J 79%
27% “ | 79%
18% “ | 73%

18% “ | 64%

17% :L_J 61%

13% : 50%

5% 1| 1%

Pre-
wave

96%
95%
95%
90%
94%
89%
80%
85%
79%
77%
65%
58%
60%
47%
0%

Which
ingredients
can cause
a problem?

Cereals
containing gluten

% (&

Milk

Sesameseeds

cﬁ

Sulphur dloxnde

(Q2) Which of the following allergens had you heard of before today?
Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391), Omnibus Panel (pre-wave 2099, post-wave 2086) 15




Awareness of new EU ‘Food Information and Consumers Regulation’ coming into effect

Omnibus Panel

86%
76%

15%
9% 6% 9%

Not sure

M Pre-wave M Post-wave

t‘ Arrows indicate significant
change from previous wave

Allergy UK Survey
74%
47% 49%
22%
% 3%
Not sure

M Pre-wave M Post-wave

(Q5) Before today, were you aware of this new EU ‘Food Information and Consumers Regulation’ coming into effect?
Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391), Omnibus Panel (pre-wave 2099, post-wave 2086)
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Awareness of sighage or information explaining allergen information in the past 6 months

Omnibus Panel

nib FOOD ALLERGIES

7% and

Allergy UK Survey  Pleasespeayq,,
63% *en making yo,,

21%
5%

Tha"kyou,
1 51%
42%
10% 12%
il nl
Yes No Not sure
W Pre-wave M Post-wave I 10%
| 7%
i Sriag (ol Gram Diown rice. SuGar. Malled barley Tour salt) Seru Wt ..

(Suga u pa/nv kv:nel and p alm oil, p”u(nlly detattea peanul Y\nm \dUmut dry |
salt. vamillin [artificial flavor]), oligofructose, polydextrose, glycerin, water C,on |
sugar, calcium carbonate, salt, soybean oil, natural and antificial flavor. sucraio: | Yes No Not sure

CONTAINS WHEAT, PEANUT, SOY AND MILK INGREDIENTS . \
MAY CONTAIN TRACES OF TREE NUTS.

“Sugar Content (on 40 gram basis): Regular Peanut Butter Chocolate Chip Quaker Chewy Granola ‘

M Pre-wave M Post-wave

(Q8) Have you noticed signage or information in the past six months in coffee shops, restaurants, cafes, sandwich places, takeaways etc which explains allergen
t l Arrows indicate significant information about the food they are serving or tells you that you can now ask for allergen information?
change from previous wave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391), Omnibus Panel (pre-wave 2099, post-wave 2086)
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Section 2: Questions asked only to Allergy UK Members
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Nuts
Peanuts

Milk

Cereals containing gluten

Eggs
Crustaceans
Soya
Molluscs
Sesame seeds

Fish

Sulphur Dioxide / Sulphites

No significant differences wave
on wave

Mustard
Lupin
Celery

None of these

Allergens allergic or intolerant to

Pre-
wave

W
51% 56%
53% 53%
®
5T o

Q@ 38%

18%
17%
16%
16%
13%
10%
7%
5%
4%
3%

(Q3) Which, if any, of the following allergens are you, or anyone that you regularly eat out with or buy food/drink for, allergic or intolerant to?
Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391)
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Attitudes to eating out

| understand allergen ingredients labelling on pre packed
food products

I avoid buying food while 'on the go' due to concerns about
food ingredients

| feel comfortable asking about food allergenic ingredients
when eating out

| find the information provided from food businesses on
food allergens confusing

| avoid eating out due to concerns about food ingredients

| have noticed increased information about food allergens in
the last 6 months when eating out

I have high confidence in food ingredient information

| feel confident that the food allergens information | am
given, when eating out, will be reliable

| believe that current allergen rules are effective at
protecting consumers

t‘ Arrows indicate significant
change from previous wave

Ll Agree

58%

35%

40%
34%
28%
45%

23% : 24%
2 20% 1

19%

15% % 16% 1

M Strongly Agree

30%

19%
16% 50%
21% 50%

0 53% 4

18%

65%

59%

Post-wave
NET

76%

Pre-wave
NET

75%

70%

58%

57%

53%

38%

18%

13%

11%

(Q4) Please tell us to what extent do you agree or disagree with the following statements.
Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391)



Where have you heard of the EU ‘Food Information and Consumers Regulation’?

Pre-
wave

57% 26% 21% 11% 8% 4% 3% 31% 3%

65%
4% heard via Coeliac UK
Anaphylaxis
Campaign Dieticians
/Doctors

Via Allergy UK In the Press or  Social Media On the FSA  During Allergy  When Eating OonTV Other Don't know
Magazines website Awareness Out
Week
t‘ Arrows indicate significant (Q6) Where have you heard of the EU ‘Food Information and Consumers Regulation’ (EU FIC)?
change from previous wave Base: All respondents saying yes at Q5 in the Allergy UK Survey — (pre-wave 162, post-wave 291) 21



Effect of change in regulation on likelihood to eat out/order non-packaged food from eating
establishments

NET
68%
A

1
Pre-wave

(4
x ‘r ‘I B A lot less likely m Slightly less likely m No difference m Slightly more likely ®m A lot more likely

[VA
Post-wave

|
NET

53%§

(Q7) What impact do you think the change in regulation, in relation to making information more accessible on 14 specific allergens in non-packaged foods, will

have on your likelihood to eat out / order non-packaged food from eating establishments?

N.B question wording changed slightly for post-wave: What impact does the change in regulation, in relation to making information more accessible on 14

t l Arrows indicate significant specific allergens in non-packaged foods, have on your likelihood to eat out / order non-packaged food from eating establishments?
change from previous wave Base: All respondents —Allergy UK Survey (pre-wave 346, post-wave 391) 22




% who noticed signhage or
information on allergens

63%
t 51%
42%
27%
10%
in
Yes No Not sure

M Pre-wave M Post-wave

(Q8) Have you noticed signage or information in the past six months in coffee shops, restaurants, cafes, sandwich places, takeaways etc which explains
Arrows indicate significant allergen information about the food they are serving or tells you that you can now ask for allergen information ?
t‘ change from previous wave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391), 23




LR

Arrows indicate significant
change from previous wave

How allergen information was accessed by those who had

On a menu

| asked a member of staff

On a label

Online/website

Chalkboard

Poster

Via a leaflet

Other

( (Q9) How did you access this allergen information about the food they were serving in the coffee shop, restaurant, cafe, sandwich place, takeaway etc?
Please select all that apply. Base: All respondents — Allergy UK Survey (pre-wave 95, post-wave 165)

noticed signage

Allergy Folders/Books were
the most mentioned here

72%

Pre-wave

73%

72%

36%

32%

16%

15%

8%

4%



Clarity of allergen information when eating out

Pre-

2% 47% 25% 21% 4%
wave \ I \ ] i i

1 | . -

NET NET

49% 25%
NET
45%

|
| |
40% NET

Very clear Clear Neither clear  Unclear Very unclear

nor unclear

No significant differences wave (Q10) How clear was the information you have seen about allergens in food when eating out?
on wave Base: All respondents saying yes at Q8 —Allergy UK Survey (pre-wave 95, post-wave 165) 25




Confidence in asking a member of staff in a food establishment for information about ingredients

B Very confident

NET

59% NET
63%

B Fairly confident

m Neither
unconfident nor
confident

H Not very
confident

B Unconfident

(Q11) How confident would you feel in asking a member of staff in a food establishment for information about ingredients of any foods they are selling, because

No significant differences wave of a concern about possible allergens / food intolerance?
on wave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391) 26




Have you asked a member of staff in a food establishment for information about
ingredients in any foods they are selling?

M Yes HNo M Yes HNo

Pre-wave Post-wave

- ] (Q12) Have you ever asked a member of staff in a food establishment for information about the ingredients in any foods they are selling, because of a concern
No significant differences wave about possible food allergies/intolerance?
onwave Base: All respondents - Allergy UK Survey (pre-wave 346, post-wave 391) 27



Frequency of asking a member of staff in a food establishment for information about ingredients in
any foods they are selling

Pre-wave

B Rarely B Occaisionally B Frequently B Every Time

Post-wave [IXII[3

(Q12b) How many times in the past six months have you asked a member of staff in a food establishment for information about the ingredients in any foods they
t‘ Arrows indicate significant are selling, because of a concern about possible food allergies / intolerances?
change from previous wave Base: All respondents saying yes at Q12 - Allergy UK Survey (pre-wave 329, post-wave 371) 28



Will the EU FIC regulation make you feel more confident in future in asking a member of staff in a
food establishment about ingredients of foods they are selling?

48%  47%

1 36%
33%

4

20%

16%

N

M Pre-wave M Post-wave

Yes o Not sure

(Q13) Will the EU FIC regulation make you feel more confident in future in asking a member of staff in a food establishment for information about ingredients
t l Arrows indicate significant of any foods they are selling, because of a concern about possible allergens/food intolerance?
change from previous wave Base: All respondents - Allergy UK Survey (pre-wave 346, post-wave 391) 29




Likelihood to report food establishment for not following regulation correctly

Pre- 32% 27% 20% 18% 4%
wave l v ] l v )

NET NET

58% 22%
NET
52% NET

| 29% 1
| 1 1
25% 27% ( 1

23%

19%

6%

Very likely  Fairly likely Neither  Fairly unlikely Very unlikely
unlikely or
likely

Arrows indicate significant (Q14) How likely would it be for you to report a food establishments which you consider is not following this regulation correctly?
change from previous wave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391)
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Perceived knowledge of the general public on ingredients related to food allergies / intolerances

H A lot of knowledge

® A fair amount of knowledge
® Some knowledge
B Limited knowledge

m No knowledge at all

(Q15) How much knowledge do you feel people in the general public, who do not have a food allergy or intolerance, have about the ingredients related to food
No significant differences wave allergies/food intolerances?
onwave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391) 31



Perceived effect of EU FIC on knowledge of general public about food allergies / intolerances

Pre-wave 9% 15% 29

H Not at all M A little m Neither B A fair amount H A lot

Post-wave 15% 4% EC

(Q16) Do you feel that the EU FIC regulations (which requires Food Business Operators to provide information to consumers on the presence of 14 allergens, when

t l Arrows indicate significant used as deliberate ingredients, in foods that they provide or sell) has increased the knowledge of the general public about food allergies / food intolerances?
change from previous wave Base: All respondents - Allergy UK Survey (pre-wave 346, post-wave 391)
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Clarity of current allergen labelling on pre-packaged food

Pre-
wave

. 3% 42% 27% 123% 5% INGREDIENTS: WATER. CALCIUM AND

Y Y SODIUM CASEINATE. MILK PROTEIN
NET ISOLATE, BLEND OF VEGETABLE OILS
NET (SUNFLOWER AND CANOLA OIL). COCOA
) POWDER. MALTODEXTRIN, FRUCTOSE,
45% 28% NATURAL AND ARTIFICIAL FLAVOR.
POTASSIUM CITRATE, WHEY, CELLULOSE
GUM, VITAMIN MINERAL BLEND, S0Y
LECITHIN, MEDIUM CHAIN TRIGLYCER-
NET IDES, SODIUM HEXAMETAPHOSPHATE.
0 IMONOSODIUM PHOSPHATE, POTASSIUM
52% CHLORIDE, ACESULFAME POTASSIUM,
| SALT. CARRAGEENAN, SUCRALOSE

| 46% \ NET VITAMIN MINERAL BLEND: VITAMIN A

0 PALMITATE. CHOLECALCIFEROL, VITAMIN
E ACETATE, BIOTIN, NIACINAMIDE,
D-CALCIUM PANTOTHENATE, THIAMINE
MONONITRATE, CYANOCOBALAMIN,
RIBOFLAVIN, PYRIDOXINE HYDROCHLO-
RIDE. FOLIC ACID, ASCORBIC ACID.
TRICALCIUM PHOSPHATE, CHROMIUM
CHLORIDE, COPPER GLUCONATE, POTAS-
SIUM I0DIDE, FERRIC PYROPHOSPHATE,
MAGNESIUM PHOSPHATE. ZINC OXIDE.

ALLERGEN STATEMENT: THIS PRODUCT
CONTAINS INGREDIENTS DERIVED FROM
MILK AND SOY. GLUTEN FREE.

Very clear Clear Neither clear Unclear Very unclear

nor unclear

t l Arrows indicate significant (Q17) Thinking now about pre-packaged food e.g. biscuits/snack foods and ready meals, how clear do you think the current allergen ingredients’ labelling is?
change from previous wave Base: All respondents — Allergy UK Survey (pre-wave 346, post-wave 391) 33



Appendix — respondent profiles from wave 1
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Omnibus Audience: pre-wave audience

Gender
16-24
25-34 17%
m Men 35-44 19%
49% 51% & Women 45-54 17%
55-64 15%
65+ 20%

© Harris Interactive
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Allergy UK database: pre-wave audience

 Allergy UK sent out 2 emails (an initial mail-out and one reminder) to 6,257 members of its database
inviting them to undertake the survey hosted by Harris.

* From the 2 emails, 346 responses were achieved, a response rate of 5.5%

Gender

16-24

25-34
H Men
Yorkshire &
the Humber

35-49 49%

B Women
50-64

55+

- Harris Interactive NTERACTIVE 36
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