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Preface

This study/project is funded by the National Institute for Health Research (NIHR) Policy
Research Programme (PR-PRU-0916-21001). The views expressed are those of the authors and
not necessarily those of the NIHR or the Department of Health and Social Care. We further
gratefully acknowledge funding from the Economic and Social Research Council’s Centre for
the Microeconomic Analysis of Public Policy at the IFS (grant no. ES/T014334/1). The contents
of this publication are IFS’ own analysis and findings. The analysis and findings have been
undertaken by IFS on the basis of its own work based on data supplied by Kantar FMCG (Take
Home/Out of Home) Purchase Panel (all use is subject to Kantar UK Limited’s terms and
conditions) and Kantar does not represent any endorsement of the efficacy or accuracy of IFS'
analysis and findings. The use of Kantar FMCG (Take Home/Out of Home) Purchase Panel data
in this work does not imply the endorsement of Kantar FMCG Purchase Panel from the
interpretation or analysis of the data. All errors and omissions remain the responsibility of the

authors of this publication.

© The Institute for Fiscal Studies, April 2024



3 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Contents

EXECULIVE SUIMIMATY vciervurerreisssercssarcssnsissssssssassssassssssssssassssssssssassssssssssassssnssssssssssassssssssssassssasssssases 4
1. Introduction 6
2. Data and methodology ceeeesenenssantesantesnssesensssanssesassesenssssnsane 8
2.1 DALA ettt st e bt e sbeeenne 8
2.2 MethOOLOZY ...eoueieiieiie ettt ettt ettt e enne s 10
2.3 ANAlYSiS SAMPIE ..ooovveiiiiiiieii ettt ettt sttt a et nbeenneas 10
2.4 SUMMATY SEALISTICS. .euviiirtiieerieeiieestieeeteeestteestreesbeeestreessseeeseeessseesssseessseesssesensseesnseeas 11
3. Results . 13
3.1  What were households buying to eat at home? ..........cccoeeveveiiiiiiiieiieiee e 13
3.2 How healthy were calories bought to be eaten at home? ............cccceevevvieviienciienien, 14
3.3 What was bought from takeaways and for consumption out-of-home?..................... 16
3.4  What types of outlet did out-of-home calories come from?............cceovevverreriieenenns 18
4. Results by household cOMPOSItioN.....ccceeeererercrisseisssercscneicsaressasesssasesens 21
4.1 How did Take Home purchases differ by household composition?..............c.cc.c...... 22
4.2 How healthy were the purchases of different household types? ..........cccceveereninnene. 23
4.3  How did out-of-home calorie purchases differ by household composition?.............. 28
4.4  Where did different households make purchases when outside the home? ............... 29
5. CONCIUSION cuueeuneiiueiieeinecsuicssensenssesssecsssesssesssecsseesseessaesssssssesssssssesssssssesssasssassssssssssssasssasssae 31
Appendix A. Imputing out-of-home calories from the LCFS.............. 32
Appendix B. Non-equivalised calorie purchases ..........cceeceeevveercsercvceeccnnce. 33
Appendix C. Into-home calorie purchases from alcohol ................... 35
Appendix D. Sample restrictions .......cceeeecvercscnncssneisssercssssessssossssesssesse 36
Appendix E. EXpenditures..........eeecnveensencseecseecssencsseeccneeens «.39
Appendix F. Calculating the nutrient profiling model scores........... 41
Appendix G. Income gradient in nutrient profiling score by presence of children in
L0 T 1 0] L 44
Appendix H. Trend in takeaways ......cccoeeivecnsecnsnncsncnsncnsenssensecssecsssesssecsaee 47
Appendix I. At-home calorie purchases by household type .............. 48
LS ) Q) 1 L 49

© The Institute for Fiscal Studies, April 2024



4 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Executive summary

This report uses data on food and non-alcoholic drink purchases from shops, takeaways,
restaurants and other outlets to analyse how the diets of a large, representative panel of
households in Great Britain evolved 15 months before and up to 24 months after the start of the
onset of the COVID-19 pandemic in March 2020. The report extends previous work by
O’Connell, Smith and Stroud (2022), which documented a substantial and sustained increase in
calories purchased for consumption at home for the average household, more than offsetting
reductions in calories purchased for consumption on-the-go during the first year of the
pandemic. This report also examines whether households with and without children have

different purchasing patterns.

Key findings

1. After increasing during the first year of the pandemic, in 2020, calories purchased for at
home consumption remained higher in 2021 than pre-pandemic, in 2019. In the first
quarter of 2021, households were on average purchasing 295 (or 16.5%) more calories
per day than in the first quarter of 2019. By the beginning of 2022, calories purchased
into the home were back to their 2019 levels.

2. Calories purchased for at-home consumption became less healthy through 2020, with
54% of calories coming from less healthy sources in the latter half of that year,
compared to 52.6% in 2019 Q2. By the end of 2021, the share of calories coming from
less healthy sources had, like the overall number of calories, returned to their pre-
pandemic level.

3. In 2019, 2020 and 2021, there is a strong income gradient in the healthiness of diets
as measured by the average nutrient profiling score across all of their purchases.
Richer households purchased more healthily than poorer households; their average
nutrient profiling score is lower. Households with children have slightly higher nutrient
profiling scores than households without children.

© The Institute for Fiscal Studies, April 2024
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4. The number of calories purchased for consumption outside of the home decreased on
average and remained low into the first half of 2021. After this point, they recovered to
roughly their 2019 level.

5. When sources of out-of-home calories are examined, calories from fast food and
takeaway outlets rose both in absolute terms and as a share of out-of-home calories
consumed. By the end of 2021, they accounted for almost half (47%) of calories
compared to around a third in 2019. While fast food and takeaways remain the largest
source of out-of-home calories for households both with and without children, they
maintained more of an elevated share for households with children, at 55% versus
44%.

© The Institute for Fiscal Studies, April 2024
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1. Introduction

The COVID-19 pandemic disrupted many aspects of people’s lives. It led to significant changes
in where people worked, ate, socialised, and how they spent their time. The sudden social
changes associated with the lockdown measures compounded this shock by disrupting many of
the formal and informal ‘safety nets’ that support family nutrition, such as face-to-face

schooling, community groups and family gatherings.

These changes have had a meaningful impact on dietary choices. On average, households in
Great Britain purchased around 280 extra calories’ worth of food per adult each day between
March and July 2020, falling to a still-substantial 150 extra calories per adult per day between
July and the end of that year (O’Connell et al., 2022). The first year of the pandemic also saw
major changes in the composition of households’ food purchases. Whilst purchases of fruit and
vegetables, snacks and treats, ingredients and ready-to-eat foods all increased, the biggest shift
came in calories from ingredients. Calories from snacks and treats and ready-to-eat foods did not
rise by as much. The large increase in purchases of ingredients meant that other food groups
either remained flat or fell as a share of purchases; see figures 5.1(b) and 5.3(c) in O’Connell et
al. (2022). Related work shows that the initial spike in spending at the onset of the pandemic was
related to households stockpiling staples and household supplies (O’Connell, De Paula and
Smith, 2021). Later on, higher spending was driven by ‘discretionary calories’ such as alcohol,

desserts, confectionery and sugary drinks. Wealthier households exhibit larger demand spikes.

The scale of the long-term impact of these changes will depend, in part, on whether they
represent a permanent shift in households’ food purchasing patterns or a shorter-term (but still
large) disruption in response to the original lockdowns and re-openings. In this report, we carry
forward the analysis by documenting how families’ food purchases changed throughout the
pandemic, up to April 2022. We consider overall calories, total spending on food, and also the
healthiness of shopping baskets, as measured by the nutrient profiling score. The calculation of

the score is given in Department of Health (2011) and is outlined in Appendix F.

Given the well-documented impact of the pandemic in increasing many inequalities (Blundell et
al., 2021), we also explore whether the changes in food purchasing throughout the pandemic
were especially strong for particular groups. We focus on two potentially important dimensions
of inequality: unequal impacts by socio-economic status (as measured by household income),

and differences across families with and without children.

© The Institute for Fiscal Studies, April 2024



7 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

The rest of the report is structured as follows. We begin in Section 2 with a discussion of the
data used, including their limitations, followed by a description of the methodology and the
analysis sample. Section 3 begins by examining the impact on at-home calorie purchases and
their healthiness before moving on to out-of-home calories purchases and their sources. Section
4 proceeds to look at calorie purchases by households with and without children, before Section

5 concludes.

© The Institute for Fiscal Studies, April 2024
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2. Data and methodology

2.1 Data

In this report, we focus on households’ purchases of food and non-alcoholic beverages (which
we sometimes refer to as ‘food’ as a shorthand). We use two datasets collected by the market

research firm Kantar, covering the period from January 2019 until March 2022 (Kantar, 2020).

To capture household purchases, we use the Kantar Worldpanel fast-moving consumer goods
(FMCQG) panel, covering roughly 30,000 British households. The Take Home data cover food
and beverage products purchased for ‘at-home’ consumption from nearly all sources, including
all supermarkets and grocery stores, corner stores and convenience stores, and smaller-scale
vendors such as fruit stalls, markets and milkmen. Importantly for the pandemic period, the data
capture both in-person and online purchases. To record their purchases, Kantar FMCG members
scan the barcodes of all food and drink purchases brought into the home.? These barcode-level
data mean that the FMCG panel records very detailed product characteristics, including price,

package size, nutrition information and calories.

We complement the Take Home data with a second dataset: the Out of Home (OOH) panel. The
OOH panel is a subset of the main panel that targets around 7,500 individuals and records their
purchases of food for ‘out-of-home’ consumption. This includes food eaten ‘on-the-go’ (which
could have been purchased at the same sources as for at-home consumption) as well as food
from restaurants and takeaways. Individuals record their purchases on a mobile phone app and
can take part in the OOH panel from the age of 13. Multiple individuals from the same
household can be selected to take part in the OOH panel, though in OOH data from 2019 over
85% of households only have one member represented. A further 13% have two household
members recording, and the remaining have more than two members recording. In households
with more than one member appearing in the OOH data, we aggregate purchases to the
household level, as in O’Connell et al. (2022).2

2 For items without a barcode, households are given a booklet of codes from Kantar UK Limited that they are able to
scan to record the purchase.
3 As with the Take Home data, they take part in the OOH data until they drop out.

© The Institute for Fiscal Studies, April 2024
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The information in the OOH data is somewhat more limited than in the FMCG panel; in
particular, we do not have information on calories or nutritional details for these purchases. We
instead use data from the Office for National Statistics’ Living Costs and Food Survey (LCFS)
to estimate the calories of these out-of-home purchases (Office for National Statistics, 2024).
The LCFS collects information on spending patterns and cost of living for a representative

sample of UK households. It also has nutritional information from food diaries.

Finally, the Kantar data include an annual snapshot of household demographic information.
These household data include the gender and age of all household members, the household’s
income, and additional characteristics of the main shopper, such as their age, gender, ethnicity

and employment status.

While the Kantar data are broadly representative of the population of Great Britain, some
minority groups are under-represented (Leicester and Oldfield, 2009a, b). However, Leicester
and Oldfield (2009b) and Griffith and O’Connell (2009) show that conditioning on households
that regularly report expenditure ensures that Kantar’s data are consistent with other data

sources.

The Kantar data are exceptionally rich and provide a detailed, high-frequency picture of
households’ food purchases over time. However, there are some important limitations. The data
capture the purchase of food and non-alcoholic beverages, but not necessarily their consumption.
This means that we can analyse the costs and nutritional make-up of households’ food shopping
baskets, but not their diets. Further, the Worldpanel data are collected at the household level,

meaning that we cannot see which household members purchase particular items.

In the OOH data, the challenge is the opposite — individual-level information is collected but we
do not have purchases that cover the whole household. Without information on the out-of-home
purchases of the rest of the household, costs in these data are not directly comparable to the
household-level Take Home data. The OOH data are also more limited in the information they
contain on purchased foods. In particular, without direct information on their purchases’
nutritional value, we need to use LCFS data to impute nutrition information (see Appendix A for

further information).

© The Institute for Fiscal Studies, April 2024
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2.2 Methodology

Our focus is on documenting how households’ food purchases evolved during the pandemic
period up to March 2022. To provide a pre-pandemic baseline, we compare purchases to 2019
levels. We are interested in several aspects of households’ shopping baskets: their overall cost;
their overall caloric value; and their nutritional profile, as measured by the nutrient profiling

score.*

In order to ensure that costs are comparable over time, we adjust spending to January 2019
prices using monthly data from the consumer prices index. Similarly, to ensure that calorie
counts are comparable across households of different sizes, we equivalise calories to reflect
household composition. This uses an established formula based on the age and sex of each
household member and the associated reference intake.® We show in Appendix B that our

primary results are similar when not equivalising calories.

Our analysis is focused on food and non-alcoholic beverages. Because the OOH data do not
capture spending on alcohol outside the home, we follow O’Connell et al. (2022) in excluding
alcohol from our analysis of Worldpanel purchases.® Also, as mentioned above, we follow
O’Connell et al. (2022) in using data from the LCFS to impute nutritional information about out-

of-home food purchases, which is not available in the Kantar data.

2.3 Analysis sample

Approximately 30,000 households report their at-home food purchases to Kantar across any

given year. A subset of these households also report their out-of-home purchases.

We make several restrictions to our analysis sample. First, we impose a requirement that
households are well-behaved reporters. Following previous work with the Kantar data (see
O’Connell et al., 2022), we remove any household year—months that coincide with a period of
more than 14 days in which no home shopping is recorded, as these are very likely to be periods
when the household is on holiday or not reporting for some other reason. We further remove
outlier households, which we define as those whose mean yearly calorie purchases are below the

first percentile, or above the 99" percentile, of the 2019 calorie purchase distribution. Finally, we

This report uses the 2011 version of the nutrient profiling model.

Reference intakes are taken from the Public Health England report, ‘Government dietary recommendations’,
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/618167/governm
ent_dietary_recommendations.pdf.

For the interested reader, we provide some information on alcohol purchased into the home in Appendix C.

© The Institute for Fiscal Studies, April 2024
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restrict the sample to households that are consistently present, requiring that they are present in

the data for at least four weeks before and after the onset of the pandemic.

In addition to periods of non-reporting, there is also attrition from the FMCG panel. Households
who leave the panel have main shoppers who are generally younger and have children present.
Kantar aims to balance these outflows out through targeted recruitment into the Worldpanel data.
However, to ensure that our analysis of time trends in household purchasing behaviour is not
affected by changes in the composition of the panel, in the main part of the report we focus on

the balanced sample of households.

Finally, we exclude households where the main shopper is older than 65 years or there are more
than two adults. This sample restriction ensures that our analysis comparing the behaviour of
households with and without young children looks at a more similar group of households (rather
than comparing younger parents with children with, for example, disproportionately older and

retired households).”

2.4 Summary statistics

Table 2.1 presents summary statistics for the final at-home and out-of-home analysis sample.
The at-home sample contains 7,431 households that purchase on average 1,966 calories per adult
equivalent, per day. The average household spends £25 per week per adult equivalent on at-

home food and non-alcoholic drinks.

Table 2.1. Summary statistics for the analysis sample

Number of households 7,431 936
Daily calories Mean 1,966 111
(kcals, equivalised) Std dev. 1,344 202
Weekly spending Mean 25 8
(£, equivalised, Jan 2019 prices) | Std dev. 17 14

Note: Values equivalised relative to adult reference intake of calories. Statistics based on Kantar
Worldpanel Take Home and Out of Home data.

" This is an additional sample restriction over and above O’Connell et al. (2022), which we introduce because of the
focus on children and household composition in this report.

© The Institute for Fiscal Studies, April 2024
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Our final out-of-home sample contains individuals from 936 households.? These individuals
purchase on average 111 calories per day on-the-go (per adult equivalent) and spend £8 a week

per equivalent adult.®

Appendix D repeats the analysis in Table 2.1 for the full sample available to us, as well as the
sample imposing a balanced panel restriction. Overall, we find that calories and weekly spending
look similar across all three samples for the Take Home data. In the OOH panel, spending and
calories are both roughly twice as high in the analysis sample as in the unrestricted sample. This
suggests that households with few (reported) out-of-home purchases are less likely to remain in

the panel throughout the 2019-22 period we consider.

8 Most of the drop occurs by the use of a balanced panel, as individuals are in this dataset for less time than in the at-
home dataset. The same criteria are used to select households in the at-home and out-of-home datasets.

The justification for this sample selection is given at the very end of Section 2.3. As shown in Table D.1 and in
Figures D.3 and D.4 in the Appendix, these choices do not ultimately affect the overall narrative.

10 Appendix D also demonstrates that our primary results, looking at total at-home calories, are similar across these
different sample definitions. Things are slightly different for out-of-home calories. The full, non-balanced, sample
in Figure D.3 appears to show a decline in calories relative to 2019 by the end of the period. The balanced panel in
Figure D.4 shows very similar results to our analytical sample.

© The Institute for Fiscal Studies, April 2024
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3. Results

3.1 What were households buying to eat at
home?

Figure 3.1 shows the evolution of average calories from food and non-alcoholic beverages
bought into the home in 2019, 2020, 2021 and early 2022."" Previous research gives a sense of
the contribution that calories consumed at home make up of overall consumption. Data from the
LCFS show that in 2018, at-home calories accounted for 90% of total household calories
(O’Connell et al., 2022).

Figure 3.1. Total at-home calories
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Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. The orange line
represents median calories in 2019. Calories are measured at the household level, but shown here as per
adult equivalent.

1 Appendix E shows the equivalent charts for expenditure.
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One immediately striking pattern from Figure 3.1 is the amount of variation in calories
purchased throughout the year, particularly for purchases into the home. Food purchases spike in
December, over the winter festive season.'? The 2019 data reflect a regular, recurring pattern in

pre-pandemic years, as highlighted in previous work (Cherchye et al., 2020).

However, the pandemic period saw both the level and the pattern of food purchases over the
course of the year change. In 2020, a relatively normal first quarter was followed by
substantially higher at-home calories in Q2 (coinciding with the first national lockdown);
O’Connell et al. (2022) find that overall calories purchased during Q2 of 2020 increased by 280
calories per equivalent adult per day. This large increase in extra calories roughly halved during
the latter half of the year (which included the second national lockdown in November 2020). In
our restricted, and younger, sample, the increase in calories purchased during Q2 of 2020 is

larger, at around 400 calories per equivalent adult per day.

The first quarter of 2021, which brought the third national lockdown and the second period of
school closures, saw changes in food purchasing that look similar to the first national lockdown.
Per adult equivalent, the average household purchased an extra 295 calories per day (16.5%)
more than in 2019. However, during the rest of the year, at-home food purchases fell back and
became more similar to their pre-pandemic level. In the second half of 2021, the average
household bought around 105 daily additional calories per equivalent adult; by the first quarter
of 2022, this fell further to around 60. So, while at-home purchasing remains somewhat elevated
compared with before the COVID-19 pandemic, there is evidence that the bulk of the increase

seen at the start of the pandemic was transient."®

3.2 How healthy were calories bought to be
eaten at home?

So far, we have documented significant disruption in food purchasing patterns during the first
year and a half of the COVID-19 pandemic, followed by a return to something much closer to

the pre-pandemic levels in at-home calorie purchases by the beginning of 2022. An important

12 Analysis of higher-frequency data highlights that this is particularly driven by the weeks leading up to Christmas,
with a significant fall in calories purchased in the week after Christmas.

13 The first quarter of 2022 covered the beginning of the current period of high inflation, with bottled-up demand,
supply bottlenecks, and the earliest impacts of Russia’s February 2022 invasion of Ukraine. The data used in this
report do not cover the bulk of this ‘cost of living crisis’.

© The Institute for Fiscal Studies, April 2024
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question, though, is whether the pandemic had lasting impacts on the types of foods that

households bought for at-home consumption, and on the healthiness of their shopping baskets.

We therefore classify households’ at-home purchases into ‘healthier’ and ‘less healthy’ groups,
based on their nutrient profiling score. This results from the nutrient profiling model, which
provides an overall assessment of the nutritional content of products as it accounts for nutrients
of concern (saturated fat, sugar, salt and calories) as well as beneficial nutrients (fibre, fruit,
vegetable and nut content). If a food product scores 4 or more, or a drink product scores 1 or
more, then the product is considered less healthy.'* It is also considered to be high in fat, sugar
or salt (HFSS) if the score is above 4.

Overall, we find that the initial lockdown period coincided with an increase in less healthy
calories (from a daily equivalised average of around 990 in Q2 2019 to 1,255 a year later). As
Figure 3.2 shows, this was not just down to an increase in total calories; households also
increased the share of their shopping basket taken up by less healthy calories. Less healthy
calories made up 52.6% of total calories in Q2 2019, rising to 54.0% the following year.

However, while the changes in the amount of calories in households’ shopping baskets persisted
throughout 2020 and into 2021, the change in the share of less healthy calories was shorter-
lived. By the latter half of 2020, less healthy foods made up 0.5 percentage points more of
families’ food basket than a year earlier; by the second half of 2021, these differences had

almost entirely disappeared.

Figure 3.2 also shows a second line (in grey) that gives the share of calories from sources that
have a nutrient profiling score of more than 10. This includes less healthy foods with higher
nutrient profiling scores, such as bacon, biscuits and cheese (see Figure F.2). Most of the
calories coming from less healthy sources appear to be of this type with the share of calorie
purchases coming from foods with nutrient profiling scores between 4 and 10 standing at around

10% on average over time.

14 The nutrient profiling model is outlined in the referenced technical guidance note at Department of Health (2011).
Also, see Appendix F for further detail.

15 See the following Department of Health and Social Care webpage regarding HFSS foods and the nutrient profiling
model threshold that defines them: https://www.gov.uk/government/news/promotions-of-unhealthy-foods-
restricted-from-october-2022.

© The Institute for Fiscal Studies, April 2024
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Figure 3.2. Share of Take Home calories that come from less healthy sources
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Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. The chart shows the
share of calories that come from foods that are defined as less healthy according to the nutrient profiling
model — those with a nutrient profiling score (NPS) of over 4. The share of foods that are even less healthy
(i.e. those that have a higher NPS of over 10) are also shown.

3.3 What was bought from takeaways and for
consumption out-of-home?

Figure 3.3 shows the trajectory of out-of-home calorie purchases. Though the chart is showing

the same for out-of-home purchases as Figure 3.1 did for Take Home purchases, we remind the
reader that these two figures are not directly comparable; while Figure 3.1 shows calories at the
household level, Figure 3.3 shows individual-level calories. That said, the patterns in Figure 3.3
look quite different to the Take Home data in Figure 3.1. First, they are more volatile, reflecting

the smaller sample size in this dataset. In 2019, out-of-home calories are essentially uncorrelated

with at-home calories.'®

16 pearson correlation coefficient = 0.023.

© The Institute for Fiscal Studies, April 2024



17 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Figure 3.3. Total out-of-home calories
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Note: Based on Kantar Worldpanel Out of Home data for January 2019 to March 2022. The orange line
represents average calories in 2019. Here calories are measured at the individual level. They cannot be
directly combined with the at-home calorie picture.

The most obvious pandemic pattern in out-of-home purchases is their sharp drop-off during
national lockdowns in Q2 2020, Q4 2020 and Q1 2021. But even during periods when
restrictions had been eased (and when government programmes, such as ‘Eat Out to Help Out’,
aimed to increase the number of people eating in restaurants and other food outlets), out-of-

home purchases remained well below their pre-pandemic levels during 2020."7

During 2021, the patterns in out-of-home consumption look more similar to (the inverse of) at-
home data: consumption remained well below its pre-pandemic average in the first half of the
year, but returned to virtually where it had been by the end of 2021. In the first quarter of 2022,
daily out-of-home consumption was around 5% higher than it had been in 2019; as we discuss

below, this is driven by a persistent increase in takeaways.

17 See https://www.gov.uk/government/publications/coronavirus-eat-out-to-help-out-scheme-screening-equality-
impact-assessment/coronavirus-eat-out-to-help-out-scheme for more information on the Eat Out to Help Out
scheme. The support was only targeted at establishments that sold food for immediate on-premises consumption.
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Figure E.1 in Appendix E shows that food expenditure follows a very similar pattern to calories
purchased over time. One notable difference is that out-of-home expenditure remains below the
2019 average throughout 2021 and early 2022 (although with a smaller difference than in 2020).

3.4 What types of outlet did out-of-home
calories come from?

Figure 3.4 shows information on where individuals purchase their out-of-home calories,
considering four different sources: supermarkets (blue); fast food and takeaways (orange); coffee

shops (light grey); and pubs and restaurants (dark grey).'®

Prior to the pandemic, at the beginning of 2019, the source of (non-alcohol) out-of-home
calories remained relatively stable across the year: 34% of out-of-home calories came from pubs
and restaurants; 19% from coffee shops; 31% from fast food and takeaways; and 16% from

supermarkets.’®

The lockdown in late March 2020 led to a sharp drop in purchases from all sources, except fast
food and takeaways (which grew from an average of 44 calories a day in Q2 2020 to 58 calories
by the end of the year). While the summer period saw out-of-home calories rapidly return to
their pre-pandemic level (particularly in August 2020, when the Eat Out to Help Out scheme

was in place), additional restrictions over the autumn reduced purchases in pubs, restaurants and
coffee shops. Excluding fast food and takeaways, out-of-home calories reached their lowest level
in January 2021, with a third national lockdown coinciding with the start of the year (which
typically sees somewhat lower consumption). But, by the second half of 2021, out-of-home

calories had returned to a similar level to 2019.

18 Supermarkets would include grocery stores, such as Asda, Booths, Iceland, Spar, Waitrose, etc.; coffee shops
would include outlets such as Caffé Nero, Costa Coffee, Pret A Manger, etc.; pubs and restaurants include meals
and drinks purchased to eat in outlets such as Nando’s, Pizza Hut, independent outlets, etc.; and fast food and
takeaways include food from outlets such as KFC and McDonald’s, and takeaway orders from any restaurant-type
setting.

19 The types of goods purchased from supermarkets in the out-of-home data include ‘meal deal’ type items, such as
sandwiches, soft drinks, crisps, confectionery and fruit, as well as hot drinks and cakes/pastries.
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Figure 3.4. Place of purchase: OOH, 2019-22
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This return to 2019 levels, though, masked a significant shift in the composition of out-of-home
purchases. This can be seen more clearly in panel (b) of Figure 3.4, which shows the share of
out-of-home calories from different sources. The shift towards purchasing more out-of-home
calories from fast food and takeaways during the lockdown can be seen in the orange part of the
graph, which accounts for around 80% of total out-of-home calories when households are asked
to stay at home. By the second half of 2021, fast food and takeaways accounted for nearly half
(47%) of out-of-home calories, compared to 31% at the start of 2019. This growth came mostly
at the expense of calories from coffee shops (which fell from 19% to 11% of out-of-home

calories) and from pubs and restaurants (which experienced a 15% fall).

We show this drastic shift towards purchasing more out-of-home calories from fast food and
takeaways in Figure H.1 by expanding the period considered, starting in 2017. While the share
of takeaways is gently rising over time from the beginning of 2017 through to the onset of the
pandemic in early 2020, the 2021 share is significantly higher than might have been expected if

the share that takeaways represent had continued their pre-pandemic path.
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4. Results by household
composition

The COVID-19 pandemic brought enormous changes to almost all aspects of life. In many
cases, the pandemic acted to exacerbate existing inequalities. O’Connell et al. (2022) show that
the households who changed their food purchasing habits the most tended to have higher levels
of qualifications, and tended to be of working age rather than retired. They relate some of these
differences to the impacts of changes in the labour market, such as home working — more

common among highly educated professions.

Another potentially important dimension of difference is household composition. Families with
young children faced two periods of national school closures, totalling 22 weeks in England —
and children in many regions were at home for longer.?? During this period, children lost access

to important parts of their food environment, most notably school meals (free or paid).?'

Families with children, and particularly single-parent families, are also much more likely to
experience food insecurity than childless households. Data from the Family Resources Survey
suggest that around 4.7% of households with children experienced food insecurity in 2021-22,
more than twice the rate of 2.3% among childless households. Among single-parent families

with children, the food insecurity rate was 12.3%.

20 Though the children of critical workers would have been able to keep attending, attendance was low throughout the
periods of closure. More detail can be found in the 2021 Ofqual report, ‘Learning during the pandemic: quantifying
lost time”, https://www.gov.uk/government/publications/learning-during-the-pandemic/learning-during-the-
pandemic-quantifying-lost-time.

2! Governments of the UK nations supported children eligible for free school meals through a variety of schemes
administered by local councils, which mostly took the form of issuing food baskets or supermarket vouchers.
Families who had typically paid for a school meal were not eligible for this support, nor were those whose children
who received free school meals through a universal age-based entitlement.
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These differences mean that household composition is a particularly important dimension of
inequalities to explore, both for understanding the pandemic’s impact and for shaping policies
designed to support post-pandemic recovery. In this section, therefore, we explore how changes
in food purchasing differed across households with one dependent child, households with two or

more children, and working-age households with no dependent children.

4.1 How did Take Home purchases differ by
household composition?

Figure 4.1 shows calorie purchases at home over time, similar to Figure 3.1, but now broken

down by household type.?? Two observations stand out.

First, households with children tend to purchase fewer calories per adult equivalent than
households without children and, second, the gap widens (though not proportionally) as the
number of children increases. In 2019, the average household with no children purchased around
2,000 calories per equivalent adult per day, compared to around 1,610 for households with one

dependent child and around 1,485 for those with two or more dependent children.??

Of course, children on average require fewer calories than adults. Our approach to present per
equivalent adult is employed to strip this out by adjusting for household composition. There
may, however, be differences in eating patterns that undermine the comparisons; for example,
children may eat their lunches at school or participate at breakfast clubs, which would reduce the

total calories purchased into the home on their behalf.

While there are significant level differences between households with and without children, the
pattern of calories purchased into the home over time is very similar across household types —
and this holds both before and during the pandemic. Despite the arguably greater shock
experienced by households with dependent children, who lost access to school food, we find
little evidence that the impacts of the pandemic on food purchasing for this group were

substantially different.

22 1 our sample, 66% of households have no children, 13% have one child, and 21% have two or more children.
Among those with two or more children, the mean number of children is 2.2.

2 Table 1.1 in Appendix I presents correlations between the presence of children in a given household and the adult
equivalent calorie purchases of households. Column 2 controls for other factors that might complicate
comparisons, though the coefficient on the presence of children remains negative and significant.
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Figure 4.1. Total at-home calories by household composition
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4.2 How healthy were the purchases of
different household types?

We turn to the healthiness of calories purchased by household types. Overall, as Figure 4.2
shows, we see relatively little evidence that households with children purchase
disproportionately healthier or less healthy food, or that this changed over the course of the

pandemic compared with households without children.

Next, we examine whether there is an income gradient in the healthiness of food purchases and
whether this differs by households with and without children. Figures 4.3, 4.4 and 4.5, for 2019,
2020 and 2021, move beyond the picture presented in Figure 4.2, which showed the share of
foods that are ‘less healthy’ or HFSS according to the UK government’s nutrient profiling

model, to show the average nutrient profiling score of all purchases.?* As companions to

24 We do not produce the same chart for 2022 here as this report only uses data from the first part of the year, so it is
not comparable to the full year of data we have for 2021.

© The Institute for Fiscal Studies, April 2024



24 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Figure 4.2, these charts shows whether the average purchase a household makes is healthy or

less healthy, and how that is associated with their household income.

Across the three charts, a consistent picture emerges. First, at every level of income, households
with children appear to purchase less healthily than those without children — their average
nutrient profiling score is higher. This gap is not large, however. Second, higher-income
households tend to purchase healthier baskets of food. For example, among households with
children, the average nutrient profiling score falls by a little over a point in each of the years
2019 to 2021 when moving from the lowest household income band to the highest. Third, the
extent of this income gradient does not seem to differ much by household composition, though it
is perhaps slightly steeper for households with children. In each of Figures 4.3, 4.4 and 4.5, the
gap is largest among households on the lowest incomes (earning less than £10,000 a year) and at
its smallest among those on the highest incomes. Fourth, when comparing points on each line in
Figure 4.3 with Figures 4.4 and 4.5, it is clear that the healthiness of purchases is stable across
time, as in Figure 4.2. For example those earning £20,000-£30,000 in 2019 have an average

nutrient profiling score of 2, which is also the case in 2020 and 2021.

Figure 4.2. Share of at-home calories that come from less healthy sources by household
type
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Figure 4.3. Healthiness of calories purchased by household type and income, 2019
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Figure 4.4. Healthiness of calories purchased by household type and income, 2020
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Figure 4.5. Healthiness of calories purchased by household type and income, 2021
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Table 4.1 shows this same picture in the form of a regression. There are three groups of
coefficients in the table: a binary variable that indicates whether there are children present in the
household; an indicator for which household income band a household is in; and the interaction
between the two.

Households with children (the first group in the table) have less healthy diets overall (their
scores are higher). For example, in 2019, the average nutrient profiling score for households
with children was around 0.25 points higher than for childless households. This gap grows
slightly across the two years in 2020 and 2021 (Columns 2 and 3). And, unlike many of the data
series in this report, there is little sign that things are returning to their pre-pandemic ‘normal’ by
2021.

The second part of the table shows how household income relates to the average healthiness of
at-home calories. The table confirms the sizeable income gradients that we have shown in
Figures 4.3—4.5. Compared with households with income below £10,000 a year (the omitted
reference category), higher levels of income are associated with a lower average nutrient
profiling score. Being in the top income band (earning more than £70,000 a year) seems to be

especially beneficial.
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Table 4.1. Regression of nutrient profiling score on household income and presence of
children in the household

Children in HH

Household income
£10,000-£19,999
£20,000-£29,999
£30,000-£39,999
£40,000-£49,999
£50,000-£59,999
£60,000-£69,999
£70,000+

Interaction between
HH income and
children in HH

£10,000—£19,999 x
children in HH

£20,000—£29,999 x
children in HH

£30,000—£39,999 x
children in HH

£40,000—£49,999 x
children in HH

£50,000—£59,999 x
children in HH

£60,000—£69,999 x
children in HH

£70,000+ x children
in HH

Observations

R2

0.249***  (0.0544)
-0.244**  (0.0231)
-0.424**  (0.0232)
-0.503**  (0.0245)
-0.810**  (0.0264)
-0.778***  (0.0291)
-0.879***  (0.0335)
-0.985"*  (0.0304)
-0.274***  (0.0604)
-0.163"*  (0.0593)
-0.300*  (0.0598)
-0.126*  (0.0604)
-0.282**  (0.0626)
-0.192***  (0.0665)
-0.356**  (0.0628)
251,204
0.015

0.287***  (0.0512)
-0.237***  (0.0221)
-0.364***  (0.0220)
-0.489***  (0.0231)
-0.720**  (0.0247)
-0.716***  (0.0269)
-0.766***  (0.0307)
-0.914***  (0.0275)
-0.118*  (0.0568)
-0.214***  (0.0558)
-0.277***  (0.0561)
-0.126*  (0.0567)
-0.197***  (0.0586)
-0.228***  (0.0616)
-0.311**  (0.0581)
261,608
0.014

0.336**  (0.0574)
~0.253***  (0.0228)
~0.407***  (0.0228)
~0.461***  (0.0239)
-0.709***  (0.0256)
-0.682***  (0.0279)
~0.739"**  (0.0322)
~0.921***  (0.0291)
~0.208***  (0.0639)
~0.242***  (0.0626)
-0.283**  (0.0628)
~0.221***  (0.0635)
-0.337***  (0.0656)
-0.215"**  (0.0688)
-0.372**  (0.0652)
249,769
0.012

Note: Standard errors in parentheses. *** p < 0.01; ** p < 0.05; * p < 0.1. Each of the income bands and its
interaction with the presence of children in the household is jointly significant at the 1% level. Results are
based on Kantar Worldpanel Take Home data for 2019 to 2021.
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The final panel of the table shows how these income gradients interact with household
composition. Here, the coefficients tell us how the gradient changes with children in the
household. In 2019, the gradient is steeper for households with children than their childless
counterparts: the coefficients are all negative and statistically significant, though much smaller

than the household income coefficients alone. This aligns with the story told by Figures 4.3-4.5.

4.3 How did out-of-home calorie purchases
differ by household composition?

Figure 4.6 shows calorie purchases out of home by household type, just as Figure 3.3 does for
the whole sample. Prior to the pandemic, an individual living in a childless household purchased
around 155 calories a day for out-of-home consumption, twice that of households that contain at
least one child. The gaps narrow during periods of national lockdowns, when the non-takeaway
sources would have been subject to restrictions. Post-pandemic the picture has largely returned
to what it was before the onset of the COVID-19 pandemic.

Figure 4.6. Total out-of-home calories by household composition
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4.4 Where did different households make
purchases when outside the home?

Figures 4.7 and 4.8 show the sources from which out-of-home calories are purchased.
Households without children purchase more adult equivalent calories from all sources than
households with children. In terms of shares of the total, before the pandemic (Q2 of 2019) the
two groups are similar in terms of the share of their calories that come from pubs and restaurants
(at around a third) and from supermarkets (at around 17%). But households with children
purchased a higher share of fast food and takeaways than those without, at 38% versus 29%.
Households with children have lower purchases from coffee shops as a result, at 13 % versus
19% for households without children.

Figure 4.7. Sources of out-of-home calories: households without children
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Note: Based on Kantar Worldpanel Out of Home data for January 2019 to March 2022.
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Figure 4.8. Sources of out-of-home calories: households with children
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Note: Based on Kantar Worldpanel Out of Home data for January 2019 to March 2022.

In Q2 of 2020, households with children get over 80% of their out-of-home calories from fast
food and takeaways, whilst households without children are closer to 72%. Although a lower
share of their total, this represents a greater shift towards fast food and takeaways for households
without children. The fact that the share is lower may reflect greater willingness or ease for those
without children to consume from out-of-home sources during the first lockdown. By Q2 of
2021, fast food and takeaways dominate for both groups, but those with children still consume a
higher share of calories from fast food and takeaways than those without children (72% versus

64%). Other categories make up a smaller share of the total for households without children.
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5. Conclusion

The COVID-19 pandemic disrupted many aspects of the food environment. National and local
lockdowns and rules restricted access to out-of-home environments such as restaurants and pubs,
while shopping for both at-home consumption and deliveries and takeaways increased. Overall,
the early months of the pandemic saw the average household buy almost 370 calories more per
person, per day. There was particular concern that the substantial shock to food environments

and behaviour would lead to long-term changes in purchasing and consumption habits.

In this report, we show that there is instead evidence that most aspects of food purchasing
returned close to their pre-pandemic ‘normal’ by late 2021. Total at-home calories in the final
quarter of 2021 were 5% higher than in the same quarter of 2019. Out-of-home purchasing, too,

had largely returned to its pre-pandemic levels after a sharp fall during national lockdowns.

During the earliest period of the pandemic, households’ food baskets became somewhat less
healthy; in the second quarter of 2020 (when the first national lockdown was in place), the share
of calories from less healthy foods rose to 54% (compared to 52.6% a year earlier). But the
healthiness of food baskets returned to close to pre-pandemic levels by the start of 2021, and by
the end of that year the gap compared with 2019 had entirely closed.

Families with dependent children were exposed to additional disruption to their food
environment, as school closures left children without access to school lunches (free or paid for).
Despite this, we find little evidence that the impacts of the pandemic on food purchasing for this

group were substantially different to childless households.

There are some aspects of households’ food purchases that have followed a different path, with
more persistent impacts from the pandemic period. The share of out-of-home calories coming
from fast food and takeaways rose from 31% to 74% during the first lockdown, when spending
at coffee shops, pubs and restaurants was restricted by law. But, by the end of 2021, they
remained at an elevated level, accounting for 46% of out-of-home calories, and higher than
would have been the case if they had followed their pre-pandemic trend. The shift towards

takeaways was particularly pronounced among households without dependent children.
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Appendix A. Imputing out-of-
home calories from the LCFS

Further information on the use of the Living Costs and Food Survey (LCFS) for imputing
calories can be found in Section 2.2 and in online appendix A.2 of O’Connell et al. (2022). In
essence, average expenditure per calorie is computed in the LCFS for a set of food types
(‘takeaway or not, and category of food and drink’) across four groups (highly skilled, semi-
skilled, low-skilled and retired). This is then used to map expenditure into calories in the Kantar
data. First, the same groupings by food type and socio-economic status are constructed in the
Kantar data. Then, a given calorie amount is given to foods that have the same price when
purchased by the same type of household. This gives an estimate of the calories associated with
out-of-home purchases in the Kantar data. Whilst imperfect, the alternative would be no calorie
information. They show that expenditure per calorie is stable over time prior to the pandemic.
Further information can be found in O’Connell et al. (2022).

© The Institute for Fiscal Studies, April 2024



33 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Appendix B. Non-equivalised
calorie purchases

Figure B.1. At-home calorie purchases, non-equivalised, 2019-22
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© The Institute for Fiscal Studies, April 2024



34 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Figure B.2. Out-of-home calorie purchases, non-equivalised, 2019-22
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Appendix C. Into-home calorie
purchases from alcohol

Figure C.1 shows the evolution of into-home alcohol purchases over the period of analysis. One
can see an upward shift in 2020 that is slightly reduced in 2021, and average calories of alcohol
purchased into the home in the first quarter of 2022 remain higher than in the first quarter of
2019.

Figure C.1. Calories from alcohol consumed at home
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Appendix D. Sample restrictions

Table D.1 presents summary statistics (as in Table 2.1) but for the full and balanced panel
samples along with the analysis sample. The full sample does not place restrictions on the
sample beyond the requirements that households are present four weeks before and after the
onset of the pandemic, do not have periods of non-reporting that last more than 14 days, and do
not have extreme mean calorie values across a year. The balanced panel sample requires that a
household is in the sample for the whole time period, but it does not impose restrictions on the

household composition or age of main shopper as in the analysis sample.

Table D.1. Summary statistics for full Kantar sample, balanced panel sample and analysis
sample

Number of 17,525 14,859 7,431 4,359 1,671 936
households

Daily calories Mean | 1,941 1,955 1,962 120 183 111
(kcals, SD 1,329 1,329 1,344 270 320 202
equivalised)

Week|y Spending Mean 24 24 25 8 13 8
(£, equivalised, SD 17 17 17 19 23 14
Jan 2019 prices)

Note: Data based on the Kantar Worldpanel Take Home and Out of Home data. Values equivalised relative
to adult reference intake of calories.

Figures D.1 and D.2 repeat Figure 3.1 using different underlying samples. Figure D.1 shows
results for the full sample (defined above) whilst Figure D.2 shows results for the full balanced

panel. Likewise, Figures D.3 and D.4 do the same for out-of-home purchases.
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Figure D.1. Total at-home calories: full sample

Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. The orange line
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Figure D.2. Total at-home calories: full balanced panel

Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. The orange line
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Figure D.3. Total out-of-home calories: full sample
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Figure D.4. Total out-of-home calories: full balanced panel
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Note: Based on Kantar Out of Home data for January 2019 to March 2022. The orange line shows the
median calorie value for 2019.

© The Institute for Fiscal Studies, April 2024




39 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Appendix E. Expenditures

Figure E.1. Food expenditures

(a) At-home expenditures
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(b) Out-of-home expenditures
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Note: Based on Kantar Take Home and Out of Home data for January 2019 to March 2022. Orange lines
are median values for 2019. Values are per equivalent adult in the at-home case (panel a) and individual
level in the out-of-home case (panel b). Note that the y-axis scales are not the same.
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Figure E.2. Food expenditures by household type

(a) At-home expenditures
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(b) Out-of-home expenditures
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Note: Based on Kantar Take Home and Out of Home data for January 2019 to March 2022. Values are per
equivalent adult in the at-home case (panel a) and individual level in the out-of-home case (panel b).
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Appendix F. Calculating the
nutrient profiling model scores

We use the UK nutrient profiling model, which was developed by the Food Standards Agency
(FSA) in 2004-05 as a tool to enable the Office of Communications (Ofcom), the UK broadcast
regulator, to identify ‘less healthy’ foods and drinks that are subject to restrictions during
children’s television programming. Ofcom has been using this model for broadcast media since
the restrictions came into force in April 2007 and for non-broadcast media (including print,

cinema, online and in social media) since July 2017.

The model is a scoring system where points are allocated on the basis of the nutrient content per
100g of a food or drink. The model assigns ‘negative nutrient points’ to foods that are high in
calories, sugar, salt and saturated fat content, and ‘positive nutrient points’ to fruit, vegetables,
nuts and foods that are protein-rich or have a high fibre content. We calculate the nutrient
profiling score by summing up the number of ‘negative’ nutrient points, which is then offset by
the points for “positive’ nutrients.?® Table F.1 shows the points for each nutrient content per
100g.

25 If a food scores fewer than 11 ‘negative’ points, or if it scores 11 or more ‘negative’ points, but 5 or more points
for fruit, vegetables and nuts, the overall score is calculated as ‘negative’ points minus ‘positive’ points. If the food
scores 11 or more ‘negative’ points and fewer than 5 points for fruit, vegetables and nuts, the overall score is
calculated as ‘negative’ points minus the sum of fibre points and fruit and fruit/vegetable/nuts only (i.e., ignoring
scores for protein).
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Table F.1. Scores applied to nutrient content per 100g of food/drink in the nutrient profiling
model

0 <335 <1 <45 <90 <40 <0.7 <1.6
1 >335 >1 >4.5 >90 >40 >0.7 >1.6
2 >670 >2 >9 >180 >60 >1.4 >3.2
3 >1,005 >3 >13.5 >270 - >2.1 >4.8
4 >1,340 >4 >18 >360 - >2.8 >6.4
5 >1,675 >5 >22.5 >450 >80 >3.5 >8.0
6 >2,010 >6 >27 >540
7 >2,345 >7 >31 >630
8 >2,680 >8 >36 >720
9 >3,015 >9 >40 >810
10 >3,350 >10 >45 >900

The nutrient profiling model allows all individual foods and beverages to be scored, indicating
their ‘healthiness’. This single score can then be used to understand whether one product is
nutritionally more valuable than another. Food products scoring 4 or more points, or drinks

scoring 1 or more points, are considered less healthy.

Figure F.1 plots the overall nutrient profiling scores for the at-home purchases of households,

whilst Figure F.2 shows how nutrient profiling scores vary across different foods.
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Figure F1. Overall nutrient profiling score for household at-home calories purchases
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Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. Less healthy is
defined as a nutrient profiling score above 4.

Figure F.2. Nutrient profiling score of different food products
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Note: Based on Kantar Worldpanel Take Home data for January 2019 to March 2022. Less healthy is
defined as a nutrient profiling score above 4. The blue points represent the median nutrient profiling model
score for each category, whilst the orange intervals show the 10" and 90" percentile.
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Appendix G. Income gradient in
nutrient profiling score by
presence of children in

household

Figure G.1. Healthiness of calories purchased by household type and income, 2019
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Note: Based on Kantar Worldpanel Take Home data for 2019. Less healthy is defined as a nutrient profiling

score above 4.
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Figure G.2. Healthiness of calories purchased by household type and income, 2020
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Note: Based on Kantar Worldpanel Take Home data for 2020. Less healthy is defined as a nutrient profiling

score above 4.
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Figure G.3. Healthiness of calories purchased by household type and income, 2021
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Note: Based on Kantar Worldpanel Take Home data for 2021. Less healthy is defined as a nutrient profiling

score above 4.
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Appendix H. Trend in takeaways

Figure H.1. Share of out-of-home calories from takeaways, 2017-22
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Note: Data on the proportion of out-of-home purchases from takeaways, based on Kantar Worldpanel Take
Home data for January 2017 to March 2022.

© The Institute for Fiscal Studies, April 2024



48 Longer-term impacts of the COVID-19 pandemic on the dietary purchasing choices of
British households

Appendix I. At-home calorie
purchases by household type

Table I.1. Differences in adult equivalent calories by presence of children

Children in HH —-470.3*** (2.716) -304.6*** (3.597)
£10,000—£19,999 -18.19* (9.007)
£20,000-£29,999 -32.60"** (8.949)
£30,000—£39,999 —-104.7*** (9.085)
£40,000-£49,999 -173.9** (9.099)
£50,000—£59,999 -250.2*** (9.340)
£60,000—£69,999 -195.2*** (9.919)
£70,000+ —-268.9*** (9.475)
Main shopper age =7.232*** (1.629)
Main shopper age squared 0.179*** (0.017)
North West -4.837 (7.708)
Yorkshire and Humber 56.53*** (7.834)
East Midlands 50.60*** (7.873)
West Midlands 35.68*** (8.176)
East of England 72.31%* (7.724)
London -108.6*** (8.445)
South East 80.34*** (7.401)
South West 56.12*** (7.808)
Wales 108.7*** (9.895)
Scotland 1.243 (7.892)
Highly skilled 71.59*** (6.511)
Semi-skilled 82.12*** (5.736)
Unskilled 121.0*** (6.753)
Observations 821,123 821,123

R? 0.027 0.040

Note: Robust standard errors in parentheses. *** p < 0.01; ** p < 0.05; * p < 0.1. Household income is in
reference to earnings under £10,000. Region is in reference to the North East of England. Employment
class is in reference to retired. Results are based on Kantar Worldpanel Take Home data for 2019 to March
2022.
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