
SUPERMARKETS
KEY INSIGHTS FROM OUR GREAT GREEN
SUSTAINABILITY STUDY

Sustainability is 5% less important than it
was in October 2019 

Customer service is 21% more important
than it was in October 2019

Range of products is 14% more important
than it was in October 2019

Location/ convenience is 8% more important
than it was in October 2019

INSIGHT 1: SUSTAINABILITY IS A DIFFERENTIATOR

Impact launched a sustainability tracker in October 2019 and we
have recently completed the 4th wave of the study. The tracker
takes place twice a year in April and October and we speak to over
6,000 people, nationally representative of the UK 18+ population.

The study explores:
Consumer knowledge and awareness of environmental issues
Consumers' current behaviours and attitudes towards being eco-
friendly
Influencers on consumers' attitudes and behaviours
Perceptions of some of the biggest brands (covering over 150
FMCG and retail brands) and familiarity with their initiatives

Value for money and quality of products are the top priorities when choosing a supermarket, and
have remained that way for the last 2 years of research.

Sustainability has become marginally less important than it was pre-Covid in October 2019, while there
has been an increased focus on: range of products, customer service and location/convenience (largely
driven by lockdown restrictions).

However, sustainability is a differentiator and can make your supermarket stand out from competition.



Over half of consumers
place "the packaging is

recyclable" in the top 3 claims
supermarkets should make on

their own packaging

53%

This will help aid consumer
understanding, as we know it's
not always clear to them what

can and can't be recycled

40%

40% would feel more positive
about a supermarket claiming

"100% of our own label
packaging is recyclable"

1 in 5 claim packaging materials
influenced their perceptions of

supermarkets being
environmentally-friendly

Price

Quality of
products
sold

Packaging
materials 

£

28%

23%

21%

Packaging and recycling are areas to prioritise. They will help to improve perceptions of being
environmentally-friendly (the main component of our sustainability score) and in turn also increase
positivity towards your brand.

Packaging is the 3rd most important influencer on environmental perceptions of supermarkets
(behind quality and price), while recyclability of the packaging is deemed most important to
communicate on packaging for supermarkets.

INSIGHT 2: PACKAGING AND RECYCLING SHOULD BE KEY FOCUS AREAS

To hear more about our study and how we can help
you with your sustainability goals, please contact:

Tom Gould, Head of Consumer on:

tom.gould@impactmr.com

In partnership with

Supermarkets are highly associated with helping in the community and supporting charities. This
suggests that they are seen as a key part of the local community, so community outreach programmes
are important for them to continue to garner support.

Top 5 Retailers for helping the community and supporting charities are all supermarkets:

INSIGHT 3: DON'T FORGET ABOUT CHARITY AND COMMUNITY WORK


