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STUDY BACKGROUND & PURPOSE 
The U.S. Dry Bean Council would like to better understand the effect the coronavirus pandemic is
having in Europe on consumer attitudes, perceptions and behavioral practices toward dried beans
from the United States, with the industry obtaining benchmark information in th early stages of
the pandemic (April, 2020) and another read in September, 2020 to update those initial findings.
Specifically, the following areas of investigation were measured and included behavioral patterns
from prior to the outbreak of the coronavirus, currently and once a successful vaccine is available:

– Purchase frequency
– Outlets purchasing from
– Form of purchasing – in person, pick up or delivery
– Types of dried beans purchased
– Purchase intent

Other areas of investigation included:

– Three most important attributes when shopping
– Whether changes made to shopping habits will continue in the future
– Amount of spending on food consumed at home
– Best way to promote dried beans now
– Whether or not diet has changed and, if so, how
– Types of products stocking up on, if any
– Level of trust with U.S. dried beans
– Willingness to pay more for dried beans from the U.S., if any
– Overall safety of food products from various countries
– Confidence in pandemic related issues
– Agreement with coronavirus related issues
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METHODOLOGY
PHASE II

A total of 2,279 interviews were completed online from Europe (504 from the UK,
506 from France, 503 from Germany, 509 from Spain and 257 from Italy). Qualified
respondents were 18 years of age and older (men and women), responsible for
conducting the primary grocery shopping for their household. Interviewing was
conducted in early September of 2020.

PHASE I

A total of 1,254 interviews were completed online from Europe (250 from the UK,
250 from France, 251 from Germany, 253 from Spain and 250 from Italy). Qualified
respondents were 18 years of age and older (men and women), responsible for
conducting the primary grocery shopping for their household. Interviewing was
conducted in early April of 2020.
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SUMMARY OF KEY FINDINGS -
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SUMMARY OF KEY FINDINGS - EUROPE
Encouragingly, and in line with Phase I findings European consumers anticipate future purchasing of dried beans to
increase once a coronavirus vaccine is available and be higher than prior to the outbreak of the coronavirus, however,
these levels are directionally lower than Phase I findings (future anticipated purchasing – 50% down from 57% in Phase I).

• Also favorable, purchase interest in dried beans has remained strong – as nearly four-fifths of the respondents would
buy the product if it were available today where they shop at an acceptable price – exceeding our norm for this key
measure of 70%.

• In terms of purchasing venues, in person shopping at the supermarket is by far the primary outlet where dried beans
are purchased in Europe, followed at significantly lower levels by the hypermarket – also in person. It should be
noted that curbside pickup and online shopping is significantly less prevalent in Europe compared to other global
markets.

• On the other hand, and similar to findings seen in other countries/regions, trust in dried beans from the U.S. as well
as U.S. food products (in general) has dropped significantly compared to Phase I findings (U.S. dried beans – 47%
down from 61% & U.S. food products – 42% down from 49%), while only 26% of the respondents consider fresh
products from the U.S. to be safe compared to about 4-5 in 10 for all of the European countries (Germany, France,
Spain, Italy and the U.K.).

• In addition, a majority of the European shoppers agree that the current COVID-19 infection rate in the U.S. makes
them question the overall safety of U.S. food products.

• Importantly, significantly fewer consumers “plan to go back to the way they used to shop” compared to Phase I
findings, with likelihood of sampling dried beans at retail also modest (43% - extremely/very likely) – an indication
that changes in shopping behavior are becoming more permanent due to the pandemic.

As such, we would recommend that, in addition to “price deals” (promoting their “value”) the USDBC should focus on
“health”, with country of origin a secondary message, as the U.S. is not the most trusted source of dried beans at the
moment. In addition, the U.S. Dried Bean Council’s marketing mix should consist of a mix of traditional marketing
(including price deals when possible), online messaging, recipes and social media to promote U.S. dried beans,
particularly while the U.S. remains the epicenter of the pandemic. 6



DETAILED FINDINGS - EUROPE



FREQUENCY OF PURCHASING DRIED BEANS

Although somewhat lower in Phase I, a similar pattern exists, as consumers in the
EU expect their purchasing of dried beans to increase once a successful vaccine is
available.

Q1a-c.  How often (were/are/do you plan on) purchasing dried beans? BASE: Dried bean purchasers 8

Past
%

Current
%

Future
%

Top-3 Box 51 55 57

Everyday 3 3 4

Once a week or 
more often

24 24 29

Once every 2 
weeks

23 28 23

Once a month 24 26 24

Once every 3 months 10 10 9

Once every 6 months 
or less often

15 10 10

Phase II

Past
%

Current
%

Future
%

Top-3 Box 43 46 50

Everyday 3 4 5

Once a week or 
more often

19 19 23

Once every 2 
weeks

20 24 23

Once a month 24 25 23

Once every 3 months 12 13 12

Once every 6 months
or less often

21 15 15

Phase I



TYPES OF DRIED BEANS PURCHASE

Q4a-c.  Please indicate the types of products you (were, are, plan on) purchase(ing) below:  BASE: Dried beans purchasers
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Also in line with Phase I findings, the most popular types of dried beans being bought
are: garbanzo, navy, red/kidney, pinto and black – with incidence of buying each variety
similar to levels seen in April.

Past
%

Current
%

Future
%

Garbanzo beans 53 55 54

Navy beans 46 43 43

Red/Kidney beans 45 41 47

Pinto beans 37 34 34

Black beans 29 23 28

Lima beans 16 16 16

Adzuki beans 6 8 10

None of the above 3 4 3

Phase II

Past
%

Current
%

Future
%

Garbanzo beans 52 52 52

Navy beans 53 48 48

Red/Kidney beans 47 44 46

Pinto beans 35 29 30

Black beans 27 25 27

Lima beans 15 15 17

Adzuki beans 6 8 11

None of the above 3 4 5

Phase I



DRIED BEAN PURCHASE INTENT

Positively, purchase intent for dried beans remains strong in Europe, as nearly four-
fifths of the respondents would buy them today if they were sold where they
normally shop at an acceptable price – exceeding our normative goal for this key
measure of 70%*.

Q5a-c.  Please indicate how likely you (were/are/plan on) to purchase dried beans if they were available to you where you normally shop at an acceptable price. BASE: Dried bean purchasers
*Normative database of 4000+ studies 10

Past
%

Current
%

Future
%

Top-2 Box 79 78 79

Definitely 
would buy it

46 45 49

Probably would 
buy it

33 33 31

Might or might not buy 
it

16 17 16

Probably would not 
buy it

3 3 3

Definitely would not 
buy it

2 1 1

Phase II
Past

%
Current

%
Future

%

Top-2 Box 77 78 77

Definitely 
would buy it

45 44 44

Probably would 
buy it

32 33 32

Might or might not buy 
it

16 17 17

Probably would not 
buy it

5 3 4

Definitely would not 
buy it

2 2 2

Phase I



OUTLETS WHERE DRIED BEANS ARE PURCHASED

Q2a-c.  Which of the following outlets (did/do/you plan on) buying dried beans from?  BASE: Dried beans purchasers
Q2aa-cc.  And for dried beans, would that be…?  BASE: Dried beans purchasers 11

Notably, there is very little fluctuation in the way Europeans are shopping for dried beans, as 7 in
10 are buying them in the supermarket and about two-fifths are purchasing them at the
hypermarket, with virtually all of the consumers shopping in person.

Past
%

Current
%

Future
%

Supermarket 70 70 70

Hypermarket 39 38 40

Discount store 12 13 14

Specialty store 10 8 8

Small food store 9 7 8

Convenience store 8 8 7

Street market 8 6 7

Online order directly 
on a retailer website

4 4 5

Online on a third party 
purchasing platform

3 4 4

Phase II
Past

%
Current

%
Future

%

In person 95 93 95

Pick up curbside/ 
outside store

5 6 6

Have the product
delivered to you

8 9 8

Supermarket Purchasing Breakout

Hypermarket Purchasing Breakout

Past
%

Current
%

Future
%

In person 94 91 93

Pick up curbside/ 
outside store

8 11 9

Have the product
delivered to you

9 9 9



LIKLIHOOD OF SAMPLING DRIED BEANS AT RETAIL

Notably, just over two-fifths of the consumers would reportedly be likely (extremely
or very) to sample dried beans at a retail outlet, with 3 in 10 mentioning that they’d
be “not very/not at all likely” – something the US Dry Bean Council should keep an
eye on.

New Question – Q8b. Please indicate how likely you would be to sample the following products in a retail shopping outlet?

18%

25%
27%

12%

18%

0%

5%

10%

15%

20%

25%

30%

Likelihood of Sampling Dried Beans at a Retail Outlet

Extremely likely
Very likely
Somewhat likely
Not very likely
Not at all likely
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BEST WAY TO PROMOTE DRIED BEANS NOW

While “price deals” remain the best way to promote dried beans in Europe,
“traditional marketing” has dropped significantly and is now in line with recipes,
with about 1 in 10 also mentioning social media.

Q8. What is the best way to promote the following products now?

24% 23%

15%
12% 11%

14%

22%

15% 15%

9%
6% 6%

4% 3%
1%

19%

0%

5%

10%

15%

20%

25%

30%

Price deals Traditional
marketing

(supermarkets,
sampling)

Recipes Social media Online (not
social media)

Discounts Online via
retailer

websites or
apps

Advertising on
websites

Third party
platforms

Digital coupons None of the
above

Best Way to Promote Dried Beans Now

Phase I Phase II
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MOST IMPORTANT ATTRIBUTES WHEN SHOPPING NOW

In line with Phase I findings, “price/being a good value” is by far the most important
attribute right now when shopping in Europe, followed at significantly lower levels
by “health”, with about one-fifth of the consumers also mentioning “country of
origin”, “quality” and “shelf life”.

Q6. Which three attributes are most important to you now when shopping…?  

48%

36% 37%

30%
27%

18%
14%

10%
13%

45%

32% 31%

25%
20% 19%

14% 13% 10% 9%

0%

10%

20%

30%

40%

50%

60%

Price Good value for
the money

Healthy Country of origin Quality Shelf life/storage Safety Source of energy Little preparation
required

Availability/
Readily available

where I  shop

Most Important Attributes When Shopping Now

Phase I Phase II
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FUTURE SHOPPING HABITS
Highlighting the long-term impact the coronavirus will have on consumer behavior,
significantly fewer European shoppers “plan to go back to the way they used to
shop” compared to Phase I of the study, with more indicating that the behavioral
changes they’ve made due to the pandemic will either become permanent or, to a
lesser extent, somewhere in between.

Q7. If you’re making changes today in terms of the products you buy and how you buy them, do you anticipate that will continue once things get back to “normal” – or will you go back to the way you 
shopped before the coronavirus outbreak?

21%
29%

54%
44%

25% 27%

0%

10%

20%

30%

40%

50%

60%

Phase I Phase II

Future Shopping Habits

I anticipate the changes
I've made will be
permanent
I plan to go back to the
way I used to shop

Somewhere in between
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AMOUNT OF $ SPENT ON FOOD CONSUMED @ HOME

One of the ways in which the COVID-19 pandemic is having an impact on consumer
behavior, while about three-fifths of the respondents are spending the same
amount of money on food consumed in their home compared to before the
pandemic, 3 in 10 of the shoppers are spending more, with only 8% spending less.

New Question - Q7b. Which of the following statements applies to you and your family?

30%

61%

8%

0%

10%

20%

30%

40%

50%

60%

70%

Amount of $ Spent on Food Consumed at Home vs. Prior to Coronavirus

More
The Same
Less

16



WILLINGNESS TO PAY MORE FOR DRIED BEANS

Also encouraging and in line with Phase I findings, a significant percentage of
consumers in the EU would be willing to pay a premium for dried beans from the U.S.,
with over 3 in 10 indicating that they’d pay between 1 – 15% more for them.

Q14.  Would you be willing to pay more for the following products from the U.S.?  If so, how much more?

19% 12% 9% 5% 1%

53%

0%

20%

40%

60%

Phase I 1-5%
6-10%
11-15%
16-20%
More than 20%
I would not pay more
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15% 10% 8% 4% 2%

61%

0%

20%

40%

60%

80%

Phase II 1-5%
6-10%
11-15%
16-20%
More than 20%
I would not pay more



FREQUENCY OF PURCHASE & 
ANTICIPATED FUTURE PURCHASING

Notably, while about two-thirds of the shoppers are purchasing about the same
amount of U.S. dried beans since the outbreak, 12% are still purchasing more –
higher than 9% who mentioned the same for U.S. food products.

Q19.  Please indicate how often you’ve been buying the following products since the beginning of the coronavirus:
Q20.  Moving forward, do you think you’ll be buying the following products…?

18% 12% 11% 9%

58% 64% 60% 65%

24% 24% 29% 26%

0%
20%
40%
60%
80%

Dried Beans - Phase I Dried Beans - Phase II U.S. Food Products -
Phase I

U.S. Food Products -
Phase II

Frequency of Purchase – Since Outbreak

More often
About the same
Less often
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19% 13% 13% 10%

62% 66% 65% 68%

18% 21% 22% 22%

0%
20%
40%
60%
80%

Dried Beans - Phase I Dried Beans - Phase II U.S. Food Products -
Phase I

U.S. Food Products -
Phase II

Future Purchasing

More often
About the same
Less often

Similarly, about two-thirds of the Europeans plan to purchase the same amount of
U.S. dried beans in the future, with 13% who mentioned they plan to purchase
more of the product – lower than Phase I, however higher than 10% who felt
likewise about U.S. food products.



BEHAVIORAL CHANGES



CHANGES TO DIET

Nearly two-fifths of the Europeans have indicated “they are not changing their diet”
due to the pandemic – higher than 29% in Phase I. Among those who have changed
their diet, cooking more at home remains the highest – as 3 in 10 played this back,
followed by about one-fifth who mentioned eating healthier in general, eating more
salads and eating more fruit, with 13% reporting eating more pulses – such as beans.

Q9. Are you changing your diet based on the coronavirus outbreak?  If so, how?

29%

44%

25% 21% 20% 20% 16% 14%

38%
30%

23% 21% 19%
13% 13% 13%

0%

20%

40%

60%

I'm not changing
my diet

Cooking more at
home

Eating healthier
in general

Eating more
salads

Eating more fruit
(fresh or frozen)

Eating more
leftovers

Eating more
pulses - such as

beans

Eating more
chicken (fresh or

frozen)

Changes to Diet Phase I

Phase II
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12% 10% 11% 9% 8% 7% 5%
12% 9% 8% 8% 8% 8% 7%

0%

20%

40%

60%

Eating a more plant
based diet

Eating more seafood
(fresh or frozen)

Eating more soups
(with seafood, meat

or beans)

Eating alternative
protein sources

Ordering more take
out food

Eating more beef Eating more pork

Phase I Phase II



STOCKING UP ON FOOD ITEMS

Notably, and as consumers have settled into a “new reality” of dealing with the
pandemic, better than half of the Europeans claim they are “not stocking up” on
any food items currently (a significant shift compared to findings in Phase I), while
at least 1 in 10 of those who were mentioned non-perishables, dried beans, chicken,
nuts, apples and other fresh fruit and seafood.

Q10. Are you stocking up on food items that you didn’t prior to the coronavirus outbreak?  If so, which ones?

31%

23% 20%
17% 17% 14% 15%

11%

42%

19%
16% 14% 14%

11% 10% 10% 9% 9%

55%
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STATEMENT AGREEMENT

Q23.  How much do you agree or disagree with the following statements? 22

Notably, half of the respondents are paying more attention to where the food products they buy come from, while an
nearly half are also concerned about buying nutritionally beneficial products their family and looking for foods that can
last a long time, with 48% reportedly moving back toward fresh produce. In addition, better than 45% of the shoppers
also reported that the pandemic will have a long term impact on how and where they buy food products as well as which
food products they buy, while also changing the way they think about what’s important when buying food products.

Phase I
Top-2 
Box
%

Phase II
Top-2 
Box
%

I am paying more attention to where the food products I buy come from – which country they’re produced in (as 
a result of the coronavirus)

NA 50

I am more concerned about buying food products for myself and/or my family that are nutritionally beneficial –
rather than what everybody likes

55 49

I am looking for foods that can last a long time/have a longer shelf life 65 48

I’m moving back toward perishable products and fresh produce NA 48

The coronavirus will have a long-term impact on how and where I shop for food products that I buy for myself 
and/or my family

54 47

The coronavirus has changed the way that I think about what’s important to me when I buy food products for 
myself and/or my family

56 47

The coronavirus will have a long-term impact on the types of food products I decide to buy for myself and/or my 
family

54 46

I am looking for more convenient food choices now than ever before 54 44

I will be less likely to taste a sample of a food product when shopping than I used to be (prior to the coronavirus 
outbreak)

NA 43



PERCEPTIONS OF U.S. DRIED BEANS/ 
FOOD PRODUCTS FROM THE U.S.



TRUST DRIED BEANS VS. U.S. FOOD PRODUCTS

As seen in findings across the globe, trust in food products from the U.S. has
dropped significantly since Phase I findings, with trust in dried beans from the U.S.
falling from 61% to 47% (top-2 box) in Phase II.

Q13.  Thinking about the following products that come from the U.S., please indicate how much you currently trust them.

26%
17%

35% 30%29% 32%

5% 8%6% 12%

0%
10%

20%
30%

40%

Phase I Phase II

Dried Beans Definitely trust them

Somewhat trust them

Might or might not trust them

Somewhat don't trust them

Don't trust them at all
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AGREEMENT WITH BEAN STATEMENTS

Q18.  How much do you agree or disagree with the following statements…?

25

While directionally lower than Phase I findings, about two-thirds of the European
shoppers continue to agree that beans offer a safe and long-lasting alternative to
traditional sources of protein, while at least half are more apt to think about buying
beans to keep in the house and will become more of a staple item in their family’s
house moving forward.

Phase I
Top-2 
Box
%

Phase II
Top-2 
Box
%

Beans offer a safe and long-lasting alternative to traditional sources of protein 73 67

I think that beans will become more of a staple item in my/my family’s diet moving forward 54 53

After a crisis like this, I’m more apt to think about buying beans to keep in our house 54 50



FRESH PRODUCT SAFETY – BY COUNTRY

New Question – Q13b.  How would you rate the following countries/regions in terms of the overall safety of their fresh products (i.e. fruits, nuts, vegetables, meat/poultry, seafood, etc.)
26

Germany
%

France
%

Italy
%

Spain
%

U.K.
%

Canada
%

Top-2 Box 50 47 45 42 38 37

Extremely safe 18 16 15 15 13 12

Very safe 32 31 29 27 25 26

Somewhat safe 35 37 36 35 38 39

Bottom-2 Box 15 17 19 23 24 24

Not very safe 9 10 11 14 14 14

Not at all safe 6 7 8 8 9 10

Not surprising, the most trusted countries that supply fresh produce are the European countries – including
Germany, France, Italy, Spain and the U.K., with nearly two-fifths trusting products from Canada. At
significantly lower levels and something to monitor moving forward, only about 1 in 4 are comfortable with
fresh produce coming from the U.S., with a greater number feeling it’s unsafe.

U.S.
%

Japan
%

Mexico
%

China
%

Indonesia
%

Vietnam
%

Top-2 Box 26 24 17 14 12 12

Extremely safe 7 8 5 5 4 4

Very safe 18 16 12 9 8 8

Somewhat safe 36 34 36 22 28 27

Bottom-2 Box 38 42 47 65 59 61

Not very safe 21 23 31 32 37 36

Not at all safe 17 19 16 32 23 25



PERCEIVED SAFETY OF U.S. FOOD PRODUCTS

Importantly, a majority of the European shoppers agreed (completely or somewhat)
that the current COVID-19 infection rate in the U.S. makes them question the overall
safety of U.S. food products, with about one-third on the fence (32% - neither agree
nor disagree).

Q23b. How much do you agree or disagree with the following statement:  “The current Covid-19 infection rate in the U.S. makes me question the overall safety of U.S. food products”?
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33% 32%
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0%

5%

10%

15%

20%

25%

30%

35%
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ALTERNATIVE PROTEIN SOURCES (SUCH AS BEANS) 
MOVING FORWARD

Encouragingly, nearly three-fifths of the consumers continue to anticipate turning to
alternative protein sources, such as beans, more often than they currently do –
more or less in line with Phase I findings.

Q16.  Do you think that moving forward you will turn to alternate sources of protein, such as beans, more often than you currently do? 28

Yes, 61%

No, 39%

Yes, 57%

No, 43%

Phase I Phase II



CONFIDENCE IN CRISIS ATTRIBUTES

Compared to Phase I findings, while there is the same amount of consumer
confidence in their financial situation stabilizing, there is significantly less trust in
the government’s ability to handle the crisis and the pandemic ending in the next 3
months, with faith that the spread will continue to decline pretty low as well.

Q15.  Please indicate how confident you are based on the following statements: 29

13% 14% 13%
25% 22% 19%

30% 34% 30%
18% 20% 23%

14% 11% 15%

0%
10%
20%
30%
40%

Your government's ability to handle
the crisis

The coronavirus pandemic will ease
within the next 3 months

Your financial situation will be
stable after the coronavirus

pandemic

Phase I Extremely confident

Very confident

Somewhat confident

Not very confident

Not at all confident

8% 7% 10% 9%
21% 15% 22% 18%

32% 27%
37%

31%
21%

29%
20%

28%
18% 22%

11% 15%

0%
10%
20%
30%
40%

Your government's ability
to handle the crisis

The coronavirus pandemic
will ease within the next 3

months

Your financial situation
will be stable after the
coronavirus pandemic

The spread of the
coronavirus will contiue to

decline

Phase II Extremely confident

Very confident

Somewhat confident

Not very confident

Not at all confident


