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Executive Summary
Concern for the environment and interest in ethical consumerism
have been two of the major talking points across the globe during
2007. Not surprisingly, debate has often focused on the food and
grocery industry as a whole and the products that are available to
the British Shopper.
Interest in these issues and the associated
responses to the changing environment has
generated a vast amount of media activity and
industry initiatives. Britain’s Ethical Shopper:
Which Way Now? looks at this topic from the
consumers’ perspective and examines their
attitudes, behaviour and purchasing in regard to
environmental and ethical concerns. During the
course of 2007 there have been a series of events
such as Live Earth and weather conditions from
droughts to floods that have turned this topic
into a reality for all.
The Impact of Climate Change is becoming a real
concern
From a wide range of potential issues, people are most
concerned about climate change - they can see the evidence
of this affecting their own lives, but during the year concerns
over packaging waste have risen linked to increased awareness
and implementation of a variety of initiatives. People who are
most concerned about climate change are those who have
young children and are consequently worried about what this
will mean for future generations.

Packaging has a role to play – but keep it to a
minimum
About one third of people are concerned about packaging
waste, but the majority of people recognise that packaging
does play an important functional role in keeping products in
good condition, maintaining hygiene and providing information.
To benefit the environment, more than two thirds of people
would be prepared to give up packaging that has purely an
aesthetic function. Only one in five respondents would be
willing to sacrifice protection and hygiene for the sake of the
environment.

Recycling schemes are widely used
Clearly, it is essential to reduce packaging where possible, but at
the same time enabling products and packaging to be recycled
is important. This will impact the type of materials used and
also the requirement to provide accessible recycling facilities.
Over two thirds of people regularly recycle glass, cans and
plastic while over 90% recycle paper. Only 3% of people admit
to not recycling anything at all. The vast majority of people use
doorstep collection schemes to recycle. One in three people
use collection facilities at retail stores.

Whilst there is a high level of debate on the subject of both
individual and company carbon footprints, slightly over half
of people can correctly identify what a carbon footprint
measures.
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Consumers are actively seeking to buy more local
products

Product choices start to include environmental and
ethical criteria

Environmental and ethical concerns cover a broad range of
issues for the British shopper. For many, the most important
aspects are about being able to buy local products, products
with minimum packaging or energy efficient appliances.
Over the year we have seen that consumers are responding
increasingly positively to many of these factors and are far
more environmentally aware. However, there is a high degree
of debate about what constitutes a local product. Across the
country there is a much greater desire to buy local products
for people who live in Scotland, Wales and the South West
compared to London and the Midlands. More affluent
households believe that it is worth paying extra for products
that are ethically produced or kinder to the environment and
are more likely to buy local, organic and Fairtrade products.

From a product perspective, almost two thirds of people
indicate that they would switch to another brand or own
label if the alternative product had less packaging or was in
recyclable packaging. In order for consumers to make informed
choices regarding environmental issues it will be important
that products are made available that meet these needs and
that information is presented to them in a clear and consistent
form.

Purchasing of organic and Fairtrade products
continues to grow
The value of organic products sold in grocery multiples for the
year to August 2007 reached £1.4 billion, up almost 20% on
the previous year. Sales of Fairtrade products have reached
over £240 million, increasing almost 40% on the previous year.
Though both still only account for a small percentage of overall
sales, the number of people buying organic and Fairtrade
products continues to rise as both are becoming more accessible
and are receiving higher levels of support in the grocery trade.

Retailer initiatives
During the year we have seen many retailers implement
environmentally friendly initiatives, but it is their support
of local products, and increasingly, their support of the local
community that is important to shoppers. More people would
change to another retailer for their grocery shopping if they
thought that retailer had more locally produced products than
if the alternative retailer had more recyclable packaging and
bags.
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Overall, the attitudes expressed as part of this study indicate
that overall there is a real desire by the British shopper to
“do the right thing” when making their shopping and product
choices. The purchasing trends of organic and Fairtrade show
that people are adapting their shopping behaviour to reflect
their rising awareness of the environment and ethical issues,
as well as taking advantage of the increased availability of
products positioned in this manner.

Methodology
A range of Nielsen services were used to provide the insights in
this report
̐

Homescan

̐

Scantrack

̐

BuzzMetrics

Nielsen Homescan is a consumer panel of 15,000 GB
households who scan all fmcg purchases made for in
home consumption. All data is weighted to reflect the GB
population. The Britain’s Ethical Shopper Survey polled
a statistically representative sub-section of the Nielsen
Homescan Panel and received 5,500 responses in February
and 5,160 responses in July.

Nielsen Scantrack monitors weekly sales from a
nationwide network of EPoS checkout scanners and
represents sales in over 74,000 stores. Coverage
includes grocery multiples, co-ops, multiple off-licences,
independents, symbols and multiple forecourts. Nielsen’s
retail measurement service provides comprehensive
information on actual purchases, market shares,
distribution, pricing and promotional activities and is the
fastest and most accurate monitor of consumer sales.
Scantrack picks up 87p in every £1 spent in UK fmcg with
full scanning inputs.
Nielsen BuzzMetrics helps marketers promote, protect
and gain unique insights about their brands through
the analysis of online word of mouth—also known as
Consumer-Generated Media (CGM).
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Sustainability:
What Are Shoppers
Talking About?

52

The Buzz
on sustainability is increasing
Discussion about sustainability among bloggers

Earth Day, April 22, 2007

0.12%

0.10%

0.08%

0.06%

0.04%

0.02%

Note: n = 755, 677,192 messages, between 7/1/2006 to 6/30/2007 – US based study

The topic of sustainability in relation to consumer packaged
goods categories is one of the emerging discussion points online by consumers. The level of discussion about sustainability
has been rising steadily through 2007.
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Earth Day (April 22) prompts consumers to discuss actions
towards a greener lifestyle.
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But what is sustainability?

“Sustainable Development is development that meets the
needs of the present without compromising the ability of
future generations to meet their own needs.”
(‘Brundtland Report’)

For a company to operate sustainably....

“Ensure you do not undermine the continuing capacity of the

natural environment to provide services...Ensure you do not
contribute to any instability in the communities and economies
in which you operate.”
(Business in the Environment)

‘Sustainability’ covers many areas!
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The Buzz
on sustainable consumer goods
Buzz share for key categories, as a % of sustainability discussion
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n = 241,227 messages about sustainability, between 7/01/2006 and 6/30/2007

By monitoring Consumer Generated Media (CGM) it is
possible to identify which topics regarding sustainability are
being “talked about” most by on-line consumers in relation
to given consumer packaged goods categories. Cloth nappies,
light bulbs, detergents and bottled water emerge within total
sustainability conversation, as consumers focus on behavioral
changes that are relatively easy to modify.
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In May, buzz increases for light bulbs as homeowners mention
switching to energy saving bulbs.
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The Buzz
on sustainable consumer goods
The buzz around environmental concerns and global warming is growing but how concerned are shoppers about environmental issues in reality and would they make changes to their purchasing based on
their beliefs and concerns.

% of Sustainability Mentions for All Trends
Except Organic
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n = 241,227 messages about sustainability, between 7/01/2006 and 6/30/2007

Key topics driving sustainability buzz include the environment,
global warming, and organic.
̐
̐
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Organic as a % of Sustainability Mentions

Buzz share for key trends, as a % of sustainability discussion

Organic is a key tenet of sustainable living with organic
products driving 53% of sustainability discussion.
Buzz for product attributes like Fairtrade is volatile; peaks
in December and January are driven by a discussion thread
on Discussfairtrade.com.

̐

CSA

Organic

Source: NielsenBuzzMetrics

Plastic packaging and the growing utilization of CSAs
(community supported agriculture) elicit steady buzz over
the timeframe.

The following research, conducted by Nielsen in February
2007 and July 2007, explores shoppers’ response to questions
on the environment and more importantly, their purchasing
behaviour.

The
Environmental
Concerns of
Today’s Shopper
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Climate change top concern...
“Which of these environment and related issues concerns you the most?”
43%

Climate change

33%
22%

Packaging waste

30%
17%
15%

Pollution
Pesticides
Sustainable farming
Fuel emissions
Food miles
I am not worried about the environment

5%
7%

Feb-07

3%
5%
4%
4%

Jul-07
% Respondents

3%
3%
4%
3%

Source : Nielsen Homescan Survey February 2007 and July 2007

...but consumer worries about fortnightly rubbish collections and waste
collection charges drives packaging waste concerns
When shoppers were asked which single environmental related
issue concerned them most, climate change and packaging
waste were cited as the top two concerns.
Extreme weather and heavy media focus on climate change
(such as reporting around the G8 Summit and the global Live
Earth event) have raised awareness of these issues. Between
February and July the number of people who chose climate
change as their biggest concern decreased although it remained
the top priority. In the same period concern about packaging
waste increased.
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Proposals by some local councils to introduce charging for
household waste collections raised awareness among some
shoppers about the amount of waste they throw away. During
IGD qualitative research conducted in February 2007 on food
waste in the home, shoppers indicated that much of their
rubbish is food packaging. However, while many shoppers try
to recycle, what they actually recycle will be dependent on
what their local council collects.

A concern for future generations
Demographic Profile
Respondents who cited ‘Climate Change’ as their most concerning issue

65+
45-64

31

Older Singles

27
31

35-44

Older Couples
35

25-34

43

16-24

35

26

Post Family

33

Established Families

33

Maturing Families

42

New Families
E

34

D

AB

Female
Male
All HH

Pre-family

40

36

C2
C1

36

34
5+ children

33
31

34

53

3-4 children

40

2 children

41

1 child

35

0 children

32

31

All HH

33

33
% Respondents

Source : Nielsen Homescan Survey July 2007

Looking at the demographic profile of respondents who are
concerned about climate change, it is apparent that those
with children are more concerned than those without. With
the effects of climate change being felt increasingly as the
years go by, a concern for the world in which our children and
grandchildren will one day live, is perhaps unsurprising.

Many young respondents (25-34) also cited climate change as
their main concern. This is significant to grocery manufacturers
and retailers alike as shopping habits and loyalties are still
forming at this life-stage and there is an opportunity to appeal
to and gain loyalty from this lucrative sector early through
environmental messages.
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Yorkshire and Wales/West lead
on ‘climate change’ concern
Regionality Respondents who cited
‘Climate Change’ as their most concerning issue
Respondents in Yorkshire and Wales and West regions are
most concerned about climate change. Areas with the least
percentages indicating concern about climate change are North
Scotland and the South West. One third (33%) of shoppers
in the Midlands indicated they are concerned about Climate
Change; the same percentage as mentioned this overall.
Climate change is an area which is expected to increase in
importance across all regions in the future as households are
encouraged to reduce their carbon footprint.
Defra launched a campaign at the end of March 2007
supported by online advertising to raise awareness of the link
between personal behaviour and climate change. The campaign
highlights the wide range of individual behaviours that cause
CO2 emissions and the impact everyone has on climate change.
Source:defra.gov.uk

North Scotland
28%

Central
Scotland
34%
Tyne
Tees
31%
Lancashire
31%
Yorkshire
37%
Wales
West
37%

Midlands
33%

Index Compared to Total GB
Above Average
(by 10% or more)

South West
28%

South
31%

Anglia
35%
London
34%

Average
Below Average
(by 10% or more)

Source : Nielsen Homescan Survey July 2007
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Increasing understanding is key
We asked how many consumers actually
understand what is meant by the term
‘household carbon footprint’.
Whilst there is much in the news regarding reduction of carbon
footprints and carbon neutral products, consumer understanding
is not high with only a little over half of respondents surveyed
selecting the correct definition out of five given choices. Since
the question was asked in February, many more attempted an
answer rather than admitting that they do not know, but only
6% more people got the answer correct.

Climate change is one of the biggest challenges faced by the
world today. However there is still a lot of confusion about
what it is and how it can be tackled. Labelling schemes will
need credibility and require consumer education. Increasing
understanding is an important step forward as well as making
everyone aware of the role they can play.

“Based on what you know now, what is a Carbon Footprint for a household?”

10%

How much electricity and gas a
household uses every day

A measure of how much packaging
a household throws away

18%
% Respondents

6%
4%

A measure of the environmental impact
based on how much carbon dioxide is
emitted through combustion of fossil fuels
A measure of fuel consumption for
cars owned by a household

51%
57%
3%
3%
31%

I don’t know
18%

Feb-07
Jul-07

Source : Nielsen Homescan Survey February 2007 and July 2007
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Waste generated through excess
packaging is a universal concern
Demographic Profile
Respondents who cited ‘Packaging Waste’ as their most concerning issue

65+

Older Singles

29

45-64

31

35-44
25-34
16-24

30

27

D

27

Established Families

31

Maturing Families

30

Pre-family

C2

32

C1

30

AB

31

Male

29

All HH

30

29

32

3-4 children

32

1 child

30

28

5+ children

2 children
Female

32

Post Family

New Families
E

33

Older Couples

33
26

24

30
28

0 children

31

All HH

30

% Respondents

Source : Nielsen Homescan Survey February 2007 and July 2007

Looking at the demographic profile of those concerned about
packaging waste reveals few differences between different
sectors of our community. However, there are certain groups
for whom the concern is slightly less prevalent.

̐

Older singles are also slightly more detached from
the concerns about packaging, possibly because their
packaging consumption is relatively low compared to
other life-stages such as families.

̐

̐

D/E socio-economic groups – education and awareness of
issues relating to packaging waste should be targeted at a
cross section of society.
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The 25-34 year old age group who, as noted earlier, are
more likely to focus their environmental concerns on
climate issues.

Southern England and Northern
Scotland most concerned about
packaging waste
Regionality Respondents who cited
‘Packaging Waste’ as their most concerning issue
Consumers who live in the South are most likely to cite
packaging waste as a concern, followed by those in North
Scotland. Conversely, it was these regions that were least likely
to mention climate change. Areas with the least number of
consumers indicating concern about packaging waste are the
South West, Yorkshire and London.

North Scotland
34%

Central
Scotland
32%
Tyne
Tees
30%
Lancashire
28%
Yorkshire
26%
Wales

Index Compared to Total GB

and West
29%

Above Average
(by 10% or more)
Average

South West
25%

"

Midlands
32%

South
37%

Anglia
31%
London
27%

Below Average
(by 10% or more)

Source : Nielsen Homescan Survey July 2007
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Protection & hygiene valued
by shoppers
“Which of these aspects of packaging would you be prepared
to give up if it meant that it would benefit the environment”
73%

Appearance

69%
55%
56%

Convenience
48%
49%

Storage

46%
47%

Transport home
30%
29%

Information

25%
28%

Preserving
19%
21%

Hygiene
Protection
None of these

Feb-07
Jul-07

16%
18%
7%
5%

Source : Nielsen Homescan Survey February 2007 and July 2007

While the amount of packaging is under close scrutiny, it
does play an important role in keeping products in good
condition, maintaining hygiene and providing product
information. To be kinder to the environment, more
than two thirds (69%) are prepared to give up packaging
that just has an aesthetic function. Over half (56%) will
give up the convenience aspect. Consumers understand
the relative functional importance of different aspects
of packaging. However, product protection and hygiene
are valued by shoppers with approximately only one in
five respondents indicating that they would trade these
aspects off in favour of environmental benefits.
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Note - These packaging aspects were described as follows:
Hygiene

keeping the products clean and untouched by other people

Convenience

in a pack I can cook in, or keep it in at home as a resealable
container

Preserving

keeping the product in an environment that means it will
have a longer shelf life

Information

packaging that includes cooking and usage instructions

Appearance

Packaging that is purely for appearance

Storage

in a form that means I can stack and store products easily

Protection

keeping the products in good condition

Transport

having the products in a package that means I can carry
them home easily

Recycling
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Shoppers act on waste concerns
“Which of these products do you regularly recycle”

92%
Paper

94%
82%

Glass

85%
77%

Cans

81%
66%

Plastics

70%
45%

Greens/Veg waste

49%
20%

Batteries
Do not recycle
anything

Feb-07

21%

Jul-07

5%
3%
% Respondents

Source : Nielsen Homescan Survey

With packaging waste being a key concern for respondents,
it follows that the majority of people are actively involved in
recycling initiatives. The materials which most respondents
regularly recycle are paper, glass and cans.
With high media interest and an increase in doorstep collections,
the number of people who are recycling has increased across all
types of materials during 2007.
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There is some way to go to increase recycling levels of green
waste and batteries. Although packaging waste has been clearly
recognised as an environmental concern, the environmental
impact of food waste disposed of in landfill must not be
overlooked. As food decays it can produce methane (a significant
greenhouse gas). WRAP estimates that on average nearly one
third of all the food purchased by households is wasted, of which
approximately half is inedible and half is edible. This equates to
6.7 million tonnes of food waste produced by UK households
per year – about one fifth of the UK’s household waste.

Local authority facilities drive
recycling effort
“How/where do you recycle?”

85%

Doorstep collection
point

84%
45%

Local authority
collection point

49%

Feb-07
Jul-07

29%

Retail store collection
point

30%
13%

Other
13%

% Respondents

Source : Nielsen Homescan Survey

The importance of convenience is highlighted by the fact that
the most popular recycle point is doorstep (kerbside) collection
which was mentioned by over eight in ten respondents (84%).
Three in ten respondents indicated that they use facilities
offered by retail stores. Since the beginning of 2007, more
people are using Local Authority collection points to recycle.

Collection facilities available to households will be a key driver
in what is recycled in the future. Few councils currently collect
food waste and the other materials that are collected vary
across the country. During IGD research in February 2007,
shoppers indicated during in-depth interviews that they were
happy to recycle and compost if the process was made easy
for them. As a result the level of recycling will be dependant on
what collection services are provided by local councils.
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Purchase
Behaviour

22 1

Saving energy equals
saving money
“Which of these types of products do you actively try to buy?
48%

Local products

57%
45%

Products with minimum/no packaging

55%
27%

Energy efficient products or appliances

48%
38%

Products in recyclable packaging

44%
36%

Products not tested on animals

43%
29%
33%
35%
26%
25%
26%

Fairtrade products
Products grown without pesticides
Products from a Farmers’ market

18%
21%
16%
17%
13%

Ethically produced or grown products
Organic products
None of these

February 2007
July 2007

7%

Source : Nielsen Homescan Survey

Consumer responses to many aspects of ethical products
are becoming increasingly positive. Retailer support of local
products and the local community is very important to shoppers
with local products being cited as the top ethical type product.
The number of shoppers buying products with little or no
packaging rose by about a quarter from 45% to 55% in just
four months (February-July 2007), a reflection of the growing
awareness of climate change and focus on household waste.

The greatest increase from February to July was from shoppers
indicating that they actively buy energy efficient products or
appliances. A product which is environmentally friendly and has
the potential to reduce energy bills fits perfectly the consumer
agenda today as we enter into a period of more cautious
spending. Providing for sale low energy light bulbs is one way
that the grocery industry has helped take this concept to the
mass-market. The news surrounding Home Information Packs
(HIP) could also have raised awareness here. The Pack includes
an Energy Performance Certificate (EPC), containing advice on
how to cut carbon emissions and fuel bills.
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Target ‘Greys’ for local
product initiatives
Older consumers and those from higher socio-economic
households (AB) are the most likely to claim that they actively
try to buy local products. There may be a combination of factors
that contribute to making locally sourced products attractive to
these groups, including a closer sense of affinity with the area in

which they live and their greater economic means. In order to
maximise the power of any Local Produce initiatives targeting
this ‘Grey’ market would likely be a fruitful strategy.

Demographic Profile
Respondents who actively try to buy local products
Older Singles
Older Couples

69

Post Family

55

Established Families

55

Maturing Families

67

65+

63

62

45-64
35-44

50

25-34

49

16-24

42

47

New Families

48

E

Pre-family

49

D
C2

5 or more person HH

C1

47

56
54
56
54
65

AB
3-4 person HH

54

2 person HH

62

Female

58

Sgle person HH

57

Male

57

All HH

57

All HH

57

% Respondents

Source : Nielsen Homescan Survey
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Rural regions favour local
Regionality Respondents
who actively try to buy local products
The South West, North Scotland and Wales and the West have
a greater desire to buy local produce than more urban regions.
This appears to reflect the relative strength of identity that
consumers have with their region in these parts of the country.
Some areas in the country will have a stronger food heritage
than others. IGD qualitative research for Food From Britain
has found that shoppers will associate certain regions of the
country with specific products, e.g. Cornish Ice Cream.

North Scotland
72%

It is perhaps unsurprising that London shoppers are less likely
to actively buy local foods as IGD’s report has indicated that
shoppers in greater London define local as food produced in
adjoining counties. These shoppers are less likely to associate
their local area with food production. Having said this, ‘urban
chef’ Oliver Rowe has proven that many locally grown foods
can be sourced within the area covered by the underground.

Central
Scotland
54%
Tyne
Tees
59%
Lancashire
58%
Yorkshire
59%
Wales
and West
63%

South West
67%

"
Midlands
53%

South
64%

Anglia
60%

London
49%

Index Compared to Total GB
Above Average
(by 10% or more)
Page 26

Average
Below Average
(by 10% or more)

Source : Nielsen Homescan Survey July 2007
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Wealthy more likely to aim for
packaging reductions
It is those from higher socio-economic backgrounds (AB) who
are most likely to actively try to buy products with little or
no packaging. This sector has a leaning towards the ethical

lifestyle in general. Across other demographics there was little
difference in response suggesting across all age groups and
lifestages there is a similar view.

Demographic Profile
Respondents who actively try to buy products with little or no packaging

65+

56

45-64

57

35-44
25-34
16-24

Older Singles
Older Couples

57

Post Family

57

Established Families

57

55
53
49

Maturing Families
E
D

51

Pre-family

54

C1

53

AB

52

5 or more person HH

54

3-4 person HH

55

2 person HH

58

Sgle person HH

50
55

% Respondents

All HH

Source : Nielsen Homescan Survey July 2007
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58

63

Female

All HH

52

New Families

54

C2

Male

54

58
53
55

Recyclable packaging a
compromise for busy families
Mums are most likely to actively try to buy products in recyclable
packaging. It’s also interesting to note that Maturing Families
are more likely than consumers at other life stages to look for
recyclable packaging whilst they were one of the groups least

likely to look for products that had little or no packaging. This
is possibly because the demands of a growing family increase
the felt need for convenience, food preservation and hygiene;
making innovative packaging solutions attractive.

Demographic Profile
Respondents who actively try to buy products in recyclable packaging

65+

40

Older Singles
44

45-64
35-44

47

25-34

47

16-24

Older Couples

40
42

Post Family

46

Established Families

47

41
50

Maturing Families

C2

43

AB

46

Female

46

All HH

41

41

C1

Male

Pre-family

45

D

47

New Families

46

E

44

49

3-4 person HH
2 person HH
Sgle person HH

39

47

5 or more person HH

% Respondents

All HH

43
40
44

Source : Nielsen Homescan Survey July 2007
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Younger shoppers and women
hold animals dear
Women and younger consumers are particularly active in looking
to buy products that are not tested on animals. Concern for this
issue is closely correlated to age, with older consumers much
less likely to be seeking out products not tested on animals.

Demographic Profile
Respondents who actively try to buy products not tested on animals

65+

40

Older Singles
44

45-64
35-44

47

25-34

47

16-24

Older Couples

40
42

Post Family

46

Established Families

47

41
50

Maturing Families

C2

43

AB

46

Female

46

All HH

44

49

3-4 person HH
2 person HH
Sgle person HH

39

47

5 or more person HH

% Respondents

All HH

Source : Nielsen Homescan Survey July 2007
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41

41

C1

Male

Pre-family

45

D

47

New Families

46

E

43
40
44

Fairtrade appeals to older,
upmarket shoppers
Older consumers are most likely to actively try to buy Fairtrade
products, as are those from the highest social grade (AB). Men
and women are equally inclined to look for Fairtrade products.

Demographic Profile
Respondents who actively try to buy Fairtrade products

40

65+

Older Singles

39

34

45-64

Older Couples
35-44

29

25-34

29

16-24

Post Family

Maturing Families

D
C2
C1

New Families

35
23

Pre-family

33
29
28
30

27
33

5 or more person HH

28

44

AB

3-4 person HH
Female

30

Established Families

25

E

37
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But would they pay extra?
Almost half (46%) of all respondents agree that it is worth
paying extra for products that are ethically produced or kinder
to the environment, although very few agree strongly to this.
With many not having an opinion on the matter, there are only
14% who disagree with this sentiment. Those from high social

grades (AB) are the most likely to agree that paying extra for
ethical products is worth it. Those in the middle age group (aged
35-44) are less likely to see a worth in paying extra for ethical
goods, possibly due to the pressures on household budgets
amongst those with growing families.

It is worth paying extra for products that are ethically produced or kinder to the environment
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Pre-family shoppers are also more inclined to pay extra
for products that are ethically produced or kinder to the
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environment. These shoppers are more likely to have a higher
disposable income than those with families.

Potential for growth
through organic
Defined Organic Value Sales £mil
Grocery Multiples

Annual Household:

2004

2005

2006

Penetration

74%

76%

83%

1,411

Increasing demand within the UK for natural foods and
concern for the environment is running alongside an increase
in the amount of organic products purchased. During 2006
penetration of organic products continued to increase with
over 83% of households purchasing at least one organic
product – illustrating the mainstream availability of products
and heightened consumer engagement.

1,187
991
+20%

Year to 20th Aug
05

+19%

Year to 19th Aug
06

% of Organic Sales to Total
Category Grocery Multiples

Year to 18th Aug
07

% sales growth
2007 v 2006

Organic sales in Grocery Multiples are now worth over £1.4
billion, maintaining strong growth at 19%. Whilst the level of
growth achieved over the last few years by organic is slowing
down, organic sectors are consistently out-performing the
category averages. Overall, there is plenty of potential
headroom for organic across all categories, as the organic share
of the parent category only exceeds 2% in just three categories:
Dairy, Produce and Meat Fish and Poultry.

Source : Nielsen ScanTrack Grocery Multiples
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Consumers increasingly
resistant to premium price tag
of organics
The debate continues as to whether organic foods are worth
a premium price. There has been a number of press reports
questioning the benefits of organic products – overall one in
five of people do believe that the benefits are worth paying
a premium for. This is lower than all other years since 2004,
suggesting that consumers are becoming desensitised to the
premium positioning of organic.

However, it is worth noting that even
those who do not believe it is worth
paying extra for organic foods spent almost
£300 million on organic products in 2006!

“It’s worth paying extra for organic products”
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23%

Organic fans go for fresh produce
It is possible to examine the actual purchasing of organic
products by the two groups who expressed different views to
the question “It is worth paying extra for organic products” and
identify the organic products that they spend the most money
on. People who are willing to pay extra for organic products
spend more on organic dairy (milk and eggs) and fresh fruit and

Top 15: Those who agree it is worth
paying more for Organic Foods

vegetables. But those who “do not believe it is worth paying
extra for organic products” spend money on organic brands
like Yeo Valley and Green & Blacks. This suggests that it is the
product attributes such as quality and taste that is driving their
purchasing behaviour rather than necessarily that the product
is organic.

Top 15: Those who disagree it is worth
paying more for Organic Foods
Sales
(£‘M)

Sales
(£‘M)

Carrots- Pre-packed & Unprepared

£6.9

Yeo Valley Natural Yogurt (500g)

£3.0

Tesco Semi Skimmed Milk (4 pts)

£6.6

Carrots- Pre-packed & Unprepared

£2.7

Tesco Bananas

£6.5

Sainsbury Bananas (7 pack)

£2.7

Sainsbury Bananas (7 pack)

£5.9

Tesco Semi-Skimmed Milk (4 pts)

£2.2

Peppers

£5.8

Yeo Valley Fat Free Natural Yog (500g)

£2.1

Sainsbury Semi Skimmed (4 pts)

£5.6

Tesco Bananas Fun Size (6 pack)

£2.0

Strawberries

£5.2

Tesco Bananas

£1.9

Tesco Hen’s Eggs Medium (6 pack)

£4.5

Cafe Direct 5065 Decaf Coffee (100g)

£1.9

Tesco Whole Milk (4 pts)

£4.4

Green & Blacks Plain Chocolate (100g)

£1.9

Waitrose Bananas (5 pack)

£4.0

Yeo Valley Apricot Yogurt (450g)

£1.8

Tesco Healthy Eating S.Skim Milk (2 pts)

£3.6

Yeo Valley Fruity Favourites (4 x 125g)

£1.8

Mushrooms- Pre-packed

£3.5

Tesco Hens Eggs Large (6 pack)

£1.7

Sainsbury Whole Milk (4 pts)

£3.5

Rice Dream Enriched (1 litre)

£1.6

Royal Gala Apples

£3.2

Peppers

£1.5

Tesco Hen’s Eggs Large (6 pack)

£3.0

Strawberries

£1.3

Sources : Nielsen Homescan Survey October 2006
Nielsen Homescan Year to December 2006
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Heavy organic buyers will
change shopping habits for
their beliefs
Demographic profile of heavy
organic buyers indexed on all households
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“Heavy Organic” buyers have been identified by their actual
purchasing behaviour and account for 80% of all expenditure
on organic products and 20% of households who buy organic
products. Heavy organic buyers are strongly biased towards
the higher income AB households and fall into two key groups:
New Families and Older Couples. Young mothers affiliation
towards organic is likely to be driven by their concerned about
avoiding artificial ingredients and giving their children natural
products.
Heavy Organic buyers firmly believe that it is worth paying
extra for products that are ethically produced or kinder to
the environment, and actively try and buy these products.
Examination of their purchasing behaviour* proves that this
is indeed the case. In terms of their concerns they are big
supporters of sustainable farming and local products and have
worries over pesticides. This group of shoppers is also one of
the most likely to change where they do their grocery shopping
if they thought another retailer was more environmentally
friendly. By the same token they are also likely to change their
product choice if another product was made by a company
with better environmental credentials or had a lower carbon
footprint.
*via cross referencing actual purchasing data of this group with the responses
from the survey questions

Fairtrade message
getting through
positioned accordingly – these attitudes are reflected in their
purchasing of Fairtrade products.

Just over half of all GB households buy Fairtrade products.
Whilst the profile has some bias towards more affluent
households (AB) and older couples, the overall demographic
profile and regional indicators fit the general population. The
research shows that this group of households are supporters
of environmental and particularly ethical initiatives, and they
indicate that they are prepared to pay more for products

Total Fairtrade sales in defined grocery multiples for the year
to the end of July 2007 reached £244 million, up 38% on the
previous year. This growth has been accelerated by consumers’
willingness to buy into more ethical products, as well as the
increased availability through new sourcing arrangements.

Total Fairtrade Sterling sales in defined Grocery Multiples

244

176
140

+38%
+26%

£ Mil
Year to July 2005

Year to July 2006

Year to July 2007

Source : Nielsen ScanTrack Defined Grocery Multiples
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Fairtrade Fortnight drives
sales uplifts
Weekly Sales of Fairtrade Certified Products in Defined Grocery Multiples
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Looking at weekly sales for Fairtrade products in defined grocery
multiples illustrates the steady growth over the last three years
plus the significant lifts achieved each year during Fairtrade
Fortnight. Sales were given an additional boost at the beginning
of 2007 when Sainsbury’s announced their total commitment
to Fairtrade bananas from the Windward Isles.
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Whilst the number of products carrying the Fairtrade Foundation
mark is increasing, due to the focus on third world countries, it
is limited in application across all grocery product categories.
Consequently, there are an increasing number of initiatives to
ensure that companies are “trading fairly” whether in sourcing
products from the third world or from the UK.

Industry
Response

361

Retailer initiatives to meet
consumer demands
“I would change where I buy my grocery shopping ... “

47%

... if I thought another retailer sold more locally
produced products”

47%
39%

... if I thought another retailer did more to help the
local community”

44%
40%

... if I thought another retailer used more
recyclable packaging and bags”

41%
32%

... if I thought another retailer was more
environmentally friendly”

30%

Feb-07
Jul-07

Source : Nielsen Homescan Survey February 2007 and July 2007

Retailers’ relationships with the local community is important.
Despite many retailers implementing environmentally friendly
initiatives; it is their support of local products and the local
community that is more important to shoppers. Overall more
than one third of shoppers would change the retailer they
use for their grocery shopping if they felt another grocer had
better environmental and local credentials. Tipping points for
this decision will be influenced by positive and perhaps more
importantly, negative media coverage.
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The importance of Corporate Social Responsibility and initiatives
that make a difference in terms of supporting local producers
and putting something back into the local community are clear.
In particular shoppers are increasingly looking to retailers to do
more to help the local community and would be influenced to
change where they shop if a retailer displayed strong credentials
in this area.

Attitudes and purchasing
behaviour differs considerably
by different retail shoppers
“It is worth paying extra for products that are ethically produced or kinder to the environment”
Retail shoppers
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99
124

M&S
110

Somerfield

Source : Nielsen Homescan Survey February 2007 and July 2007

Not surprising, given the demographic profile of the Waitrose
shopper and the strong ethical credentials of Waitrose, many of
their customers strongly agree that it is worth paying extra for
products that are ethically produced or kinder to the environment
and can afford to do so. Shoppers at Sainsbury’s and Marks and
Spencer also recognise the fact that environmental initiatives

may result in higher prices for products. On the other hand
ASDA and Morrisons shoppers are less likely to be prepared to
pay extra for environmentally friendly products, possibly due
to the economic constraints of their shoppers rather than an
unwillingness to support the environment.
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How are retailers responding?
All retailers now have CSR at the heart of what they do. This has evolved from a token report which few people read to being much
more visible and is now starting to have much more impact on daily operations (and costs). The retailers all have detailed plans
specifying their targets to reduce their impact on the environment, some examples of which are detailed below.

25% packaging reduction target by 2008

25% packaging reduction target by 2012

15% packaging reduction target by 2010

Includes Budgens and Londis

In the process of revising their packaging guidelines
to incorporate need for reduction
5% packaging reduction by 2008
Redesigning their ready meal packaging to extend
shelf life and cut food waste
25% reduction across all packaging including brand
& own label by 2010
Put in place targets to keep future packaging levels below those of 2002, and have cut packaging
waste growth by 15% in 2006
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Supplier initiatives
influencing change
“I would change to another brand or own label if I thought ...”

65%

... the alternative product had less packaging”
... the alternative product was in a recycled or
recyclable packing compared to my usual product.”

63%

... the company that made it used more locally
produced products or ingredients”

59%

46%

... the company that made it was more
environmentally friendly than my usual brand”

42%

... the alternative product had a lower carbon
footprint”

Source : Nielsen Homescan Survey July 2007

From a product perspective – potential loyalty is lower than
for retail stores when consumers consider switching their
product choices based on ethical and environmentally friendly
credentials. Almost two thirds of consumers say that they
would switch to another product if it has less packaging or
if the packaging was recyclable. Again, the appeal of locally
produced products and local ingredients scores very favourably
with shoppers.
Just over 40% of shoppers indicated that they would change

brands to an alternative product if it had a lower carbon
footprint. Given that at present very few products carry this
information, and there is a low level of understanding of the
measurement, this perhaps indicates more than anything a
desire by shoppers to “do the right thing” when making their
product choices. Clearly the physical action of switching will
depend on whether this information is easily accessible to
shoppers across a broad range of comparable products and that
they have sufficient knowledge to make an informed choice.
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Manufacturers responding
Nine leading companies including Coca-Cola, Cadbury and
Scottish & Newcastle have signed up to a scheme to measure and reduce the carbon footprint of certain products. They
will measure the ecological impact of each product from the
sourcing of raw materials through to disposal.
Cadbury Schweppes has pledged:
̐

a 50% reduction of net absolute carbon emissions by
2020

̐

10% reduction in packaging used per tonne of product

̐

Use of more environmentally sustainable forms of
packaging - aim for 60% biodegradable

The firms will use a draft product standard which is being
developed by the government, Carbon Trust and BSI British
Standards.
Cadbury Schweppes will be calculating the embodied
greenhouse gas emissions during the life cycle of a Dairy Milk
bar, while Coca-Cola will consider the carbon footprint of both
a sparkling and still drink from its product range.
Other food and drinks companies involved and the products
they will focus on are:
̐

Kimberly-Clark - Andrex Toilet Tissue and Huggies nappies

̐

The Co-operative Group - 200g and 400g punnet
strawberries

̐

Halifax - Halifax Web Saver account

̐

Muller Dairy (UK) Limited - one type of yoghurt

̐

Scottish & Newcastle - Fosters lager and Bulmers cider

The remaining two companies involved are:
Aggregate Industries - Hard landscaping products (paving
stones etc)
Marshalls - Hard landscaping products (paving stones etc)
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Carbon footprints already
calculated

Earlier this year the Carbon Trust launched the carbon reduction
label with Walkers, Boots, and drinks makers Innocent.
In April 2007, Walkers Crisps began labelling its cheese and onion
bags with a carbon footprint - how many grams of greenhouse
gases were emitted in its production - and that has been rolled
out to other flavours.

The use of the Carbon Trust’s label means that participating
companies must commit to reducing the carbon footprint of
their products within two years, with the label being removed if
no action has been taken. There is much activity taking place on
agreeing the measurement methodology for carbon emissions,
including what’s counted and what’s excluded.
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Summary
Sustainability and environmental issues are important to
consumers. The food industry is clearly responding with various
initiatives such as reducing packaging and reducing carbon
footprints as well as extending product choice to make ranges
such as local produced, organic and Fairtrade more accessible.
Environmental and Ethical issues are gaining momentum not
only within the food industry but on a much wider scale. Being
successful now and in the future, companies need to address
the concerns of shoppers which, as we have seen, have grown in
a short time period and are expected to continue to grow.

About IGD
Britain’s Ethical Shopper Which Way Now? was first published
in October 2007 in conjunction with IGD for the IGD 2007
Convention. At IGD, we make it our business to understand
what’s in the hearts and minds of consumers and how this
shapes the food and grocery industry. Our ongoing research
investigates shopper behaviour and attitudes so that we
understand their needs. Through our online service The Shopper,
we pull together all our consumer and shopper research into a
single annual subscription. For more information please visit
www.igd.com/shopper
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