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Welcome

The insight in this presentation has been commissioned by The Knowledge 
Bank from Kantar Worldpanel

The Knowledge Bank is a brand new project launched by the Scotland Food & Drink
Partnership and challenged with the task of identifying and developing new market
opportunities using, research, insight, market data and knowledge to deliver sustainable
growth for the Scottish food and drink industry.

Focusing on today’smarkets and tomorrow’s opportunities, The Knowledge Bank will work
across the Scottish food and drink industry to stimulate thinking and encourage action.

Supported by Scottish Government via the SF&DPartnership Food andDrink Recovery Plan
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Today’s webinar

Claire Bourzeix
Marketing Experts Solutions Consultant

Claire.Bourzeix@kantar.com
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01. Who cares about 

sustainability?



As sustainability is rising up the agenda, it’s 

becoming increasingly important to understand not 

only how real people think and feel about 

sustainability, but also how their thoughts and 

feelings impact their behaviour.

To create a competitive advantage through 

sustainability you need to understand those who both 

say they care and those who actually do.

The study pinpoints and examines the behaviour of 
different shoppers from those who are taking action, 
those that would like to but aren’t, to those that really 
don’t care. 

Accessing this insight will give you a competitive 
advantage in understanding how to maximise the 
opportunity, as well as minimise risk, within 
sustainability.

The sustainability issue and how this impacts what we do
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Globally harmonised survey across 26 

countries and >88,000 respondents to 

understand how to gain a competitive advantage 

through sustainability

Link to real purchase behaviour to see what 

those that say they care are actually buying and 

to understand the relationship between these 

people and your brands and categories

Our third year of linking attitudes around sustainability to purchase behaviour

in a globally consistent way

Great British and Scottish perspective to 

understand how your shoppers think and feel 

about sustainability, and how this impacts their 

behaviour
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1 in 3 Scots are Eco-Actives

Eco-Actives make up as much of the population in 

Scotland than in GB, ahead of the global benchmark. 

Eco-Actives

Eco-Considerers

Eco-Dismissers

Shoppers who are highly concerned about the 

environment, and are taking many actions to 

reduce their impact. They feel an intrinsic 

responsibility to be more sustainable, follow the 

topic more actively and have a greater awareness. 

Shoppers who are worried about the 

environment and are taking some actions to 

reduce their impact, but not as many as the Eco 

Actives. Their biggest barriers are convenience 

and price. 

Shoppers who have little or no interest in the 

environment and taking no steps to reduce their 

impact. They lack awareness of environmental 

concerns and do not believe they can make a 

difference..

Household Population share 

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink  

38%
30% 32%

40%

41% 39%

22%
29% 29%

Global 2021 GB 2021 Scotland 2021
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Busting some myths about who the Eco Actives are

Slight demographic biases but there are people from all walks of life in our groups

More likely to be older shoppers who are retired 

and living in 2 person households without kids.

54% 
are aged 55 or older 

(index 95 vs. total population)

More likely to be a higher social class and on a 

higher income

61% 
are social class ABC1 

(index 114 vs. total population)

Source: Kantar - Who Cares, Who Does 2021 9



Eco-Actives are characterised by a 

strong feeling that they can make a 

difference

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

Agree/strongly agree %

I feel that I can make a difference to the world around me through the 
choices I make and the actions I take:

61%

82%

65%

37%

ALL SHOPPERS ECO-ACTIVES ECO-CONSIDERERS ECO-DISMISSERS
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02. Why is this 

an opportunity 

for you?



Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

Annual spend on FMCG in Scotland

£3.5b29%
Eco-Actives 

spend Share

Sustainable shoppers currently represent close to a third of the market
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22%

29%

36%

43%

51%

58%
62%

2019 2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

ECO-ACTIVES Household Population share -

Projection based on 2019-2021 trend - GB

If Eco Actives continue growing at the rate they have been growing over the 

past two years, 62% of the population will be an Eco Active by 2030.

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink 13



You can help shoppers act on their aspirations. 

34% of the population try to 

make sustainable choices but 

doesn’t regularly manage to do it. 

These shoppers are worth

£4.2b

61%

27%

of people try to buy environ-

mentally friendly packaging of people regularly avoid 

plastic packaging

…but only

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink 14



Nearly all of us feel there is a need to act

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

<10% of shoppers believe that environmental problems are not 

bad enough to justify going out of their way.

Agree/strongly agree %

I don't believe environmental problems are bad enough to 
justify going out of my way to change my behaviour

7%

5%
6%

11%

ALL SHOPPERS ECO-ACTIVES ECO-CONSIDERERS ECO-DISMISSERS
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Who can make a difference? Who is expected to act?

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

The expectation to act is on Governments and 

manufacturers. 

41% of Scottish shoppers say the Government is the #1 actor who can 

make a difference to control and limit environmental damage. Still, 

consumers count more on manufacturers than they do on themselves. 

Only 19% think consumers can make the biggest difference vs. 35% 

who name manufacturers. 

35%
41%

19%

6

Consumers

Retailers

Government

Manufacturers

Who shoppers think can make the biggest difference to control and limit environmental damage % top rank 
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Half of Scottish shoppers are satisfied 

with the sustainable offering their 

preferred retailer provides. 

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

Somewhat/very Satisfied

Somewhat/very Unsatisfied

Undecided

How satisfied are you with the way [your preferred store] helps you to be 
sustainable (average across all stores in country)

53%
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Eco-actives particularly over-trade with Sainsbury’s and Morrisons. 

18Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

25% 24% 25% 26%

8% 10% 8% 7%

15% 13% 15% 15%

12% 14% 11% 10%

8% 9%
6% 10%

Scotland Scotland Scotland Scotland

Other retailers

Iceland

Marks & Spencer

Waitrose

The Co-Operative

Lidl

Aldi

Morrisons

Asda

Sainsbury's

Tesco

Retailer Value share within segment at FMCG level

MAT Q2 2021

E C O - D I S M I S S E R SE C O - A C T I V E S E C O - C O N S I D E R E R SA L L  S H O P P E R S



But only 1 in 3 Eco-Actives can name 

a brand that does a lot for the 

environment…. There is room for 

more sustainable brands.

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

E C O - D I S M I S S E R S

E C O - A C T I V E S

E C O - C O N S I D E R E R S

A L L  S H O P P E R S

23%

33%

24%

13%

Can name a brand that does a lot for the environment
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Brands with a focus on sustainability will be rewarded

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

13

27

42

48

26

20

19

5

ALL SHOPPERS

ECO-ACTIVES

Stop buying products/services 

because of their negative impact 

Switch to comparable products/services 

that have a positive impact 

INTEND TO NO PLANSFREQUENTLY OCCASIONALLY

Which of the following behaviours, if any, you currently do, or plan to do, to improve the environment or society?
% of shoppers 

12

26

50

55

23

18

16

2
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The strongest brands with eco-actives are invariably those with sustainability 

at their heart.

#1 #2 #3 #4 #5

#6 #7 #8 #9 #10

index 211 index 208 index 181 index 178 index 176

index 173 index 172 index 169 index 165 index 163

Top 10 Brands with the highest over-trade with Eco-Actives, index vs. Total GB FMCG, controlled for life stage

52 w/e 05-Sep-21

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink 21



The top 20 eco-active brands are growing at more than double the rate of FMCG

+5.2%+2.2%

Total FMCG

Top 20 Brands with the highest over-trade with Eco-Actives in GB, % value sales growth

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink 22



Tony’s Chocoloney has grown rapidly with sustainability at its core

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

14
7

35 45

52
48

2020 2021

Tony’s Chocolonely - % sales by segment (£)

x6 vs. 2019

50% of sales continue to come from eco-actives.

Growth figures are GB Take Home retail sales 52 w/e Sep-21 vs. 52 w/e Sep-19
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Evian has grown with Actives & Considerers from a very different starting point

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

40

28

34

44

26 29

2020 2021

Evian - % sales by segment (£)

+15% vs. 2019

A focus on recyclability has removed purchase barriers for the more eco conscious

Growth figures are GB Take Home retail sales 52 w/e Sep-21 vs. 52 w/e Sep-19
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03. What does it take to 

win with sustainable 

shoppers?



Which of the following shape your behaviour regarding the 

environment and society? - Scotland

% Agree

There are many sources of influence when it comes to sustainability, but 

getting the correct messaging on product packaging is key

26

Eco Actives media consumption - GB

index 111 index 104 index 103

More likely to subscribe to on demand services

index 101index 105 index 104index 111 index 85index 90

More likely to use Pinterest, Instagram, Twitter & Facebook, but 

less likely to use Tik Tok & Snapchat

More likely to listen to Podcasts

index 119

More likely to read the news

index 104

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

A L L  S H O P P E R S E C O - A C T I V E S

Television or Radio programmes 

Product packaging

Friends and colleagues

Family

Charities

Social media

Newspaper/magazine features

Government / Politicians

Brand websites

Influencers 

Other website 

40%

39%

36%

34%

26%

25%

24%

19%

9%

2%

2%

46%

54%

43%

36%

36%

26%

31%

21%

9%

2%

2%



Plastic Waste is the biggest issue but climate change is a close second

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

Plastic Waste Climate change Deforestation Air pollution

1

2

3

4

5

Extinction of Species

Respondents including issue in their top 3 concerns

48% 42%

44%

34%

30%

31%

32%

29%

30%46%
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Packaging is very top of mind for shoppers. 

There is more to be done on education 

consumers about Zero Carbon.

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

76

70

57

50

48

41

40

Reduce the amount of packaging

Introducing more sustainable packaging

Providing refillable options

Sourcing ingredients sustainably / naturally

Encouraging recycling

Reducing water waste / pollution

Zero carbon footprint

Which of the following behaviours do you associate with brands that show a 

genuine concern for the environment (y/n) 

Glass produces 

2-3x the carbon footprint
but when asked about which types of packaging 

are the worst for the environment, 40% of 

Scottish shoppers name plastic bottles and 

only 5% name glass bottles.
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Adding a zero carbon label on the packaging will only get you so far. 

Labels relating to recyclability are by far the most looked for. 

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

61%

53%

44% 42%
36%

40%

31%
26%

12% 10%

76%
73%

55%
59%

50%
48%

44%

37%

20%

14%

69%

57%

47%
41%

39%
41%

35%

28%

11% 10%

Packaging that can
be recycled

Packaging made of
recycled material

How to recycle
instructions

Fairtrade-certificate Animal welfare
stamp

Country of origin Doesn’t contain 
palm oil

Contains
sustainable
ingredients

Organic/bio stamp Zero carbon labels

E C O - D I S M I S S E R SE C O - A C T I V E S E C O - C O N S I D E R E R S

What information on packaging related to the environment and society do you look for on a regular basis. 

% respondents yes/no, rank on all shoppers

Not even Eco-

Actives 

regularly look 

for carbon-zero 

labels
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Even on recyclability, shoppers don’t always 

know what to do: almost half wish-cycle!

Source: Kantar - Who Cares, Who Does 2021 - Scotland Food & Drink

I often recycle items which I am unsure whether they 

should be recycled or not 

49%
44%

51% 50%

SCOTLAND SHOPPERS ECO-ACTIVES ECO-CONSIDERERS ECO-DISMISSERS

Agree/strongly agree %
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Price and convenience are key barriers to 

buying more sustainable choices

66%

73%

67%

57%

Total Shoppers Eco Actives Eco Considerers Eco Dismissers

“It's difficult to be more environmentally friendly because the products that 

are better for the environment are harder to find or more expensive”

Strongly Agree / Slightly Agree

Source: Kantar - Who Cares, Who Does 2021 31



Most eco-actives have a desire to show off what they believe in.

Source: Kantar - Who Cares, Who Does 2021

35%

60%

35%

11%

Total Shoppers Eco Actives Eco Considerers Eco Dismissers

“Buying sustainable products shows others what I believe in”

Strongly Agree / Slightly Agree
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01 Who cares about sustainability?
32% of shoppers are eco-actives: They are highly concerned about the environment, and are taking many actions to reduce their 
impact. There are slight demographic biases towards younger and more affluent shoppers but Eco-Actives can be anyone with a 
strong feeling that they can make a difference.

02 Why is this an opportunity for you?
Eco-actives represent almost a third of the market spend and they will continue to grow!
Brands with a focus on sustainability will be rewarded: The top 20 eco-active brands are growing at more than double the rate of
FMCG.

03 What does it take to win with sustainable shoppers?

MAKE IT REWARDING MAKE IT EASY MAKE IT OBVIOUS

✓ Provide opportunities for shoppers to 
show off their sustainable purchases e.g. 
visually appealing

✓ Show shoppers that they can make a 
difference to the world through the 
positive actions they take

✓ Provide affordable sustainable products

✓ Provide innovations which are 
convenient and are easy for people to 
do.

✓ Signpost sustainable credentials to stand 
out from the noise

✓ Educate consumers on why Net Zero is 
the right thing to do as it doesn’t 
resonate with them yet.

S U M M A R Y
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THANK YOU

info@theknowledgebank.scot


