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Poll

How important is 
sustainability to 
your business’ 
current strategy?



``Key Insights & 
Implications

Key Insights & 
Implications



WHAT: 

WHO: 

WHERE: 

WHEN: 

RATE YOUR CURRENT FOCUS / COMPETENCY?

ACTION REQUIRED?

Key Implication / Topic Sheet

IMPLICATION / TOPIC : ________________ 

Toolkit #1



1: 
MATERIALITY ASSESSMENT : 
THOUGHT LEADERS / 
STAKEHOLDERS

2: 
CUSTOMERS

3: 
CONSUMER

A: Buyer Barometer 

B: Depth interviews 

60+ 
189 25 11,000+ 



14 in-depth interviews with:

Online survey with:

1: 
MATERIALITY ASSESSMENT

Research Sources



Sustainability Leaders

Purchasing / Supply

General Leadership 

2(a): 
CUSTOMERS - DEPTHS



•

•

•

•

•

2(a): 
CUSTOMERS - BAROMETER



USA China Japan UAE Poland Korea

n= 1.011 n= 1.011 n= 1.001 n= 514 n= 547 n= 535

This research was conducted online among a total 

Global Sample of n=11,187 adults aged 18-65.

3: 
CONSUMER QUANTITY

Ireland Britain France
German

y
Netherl

ands
Sweden Italy

n= 
1.005

n= 
1.023

n= 
1.017

n= 
1.009

n= 
1.006

n= 502
n= 
1.006



The Key Topics 
of Sustainability

Environmental 
Sustainability

Social 
Sustainability

Economic 
Resilience
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Context



Insight

The sustainability 
agenda is accelerating



The Food sustainability landscape:
Dynamic and accelerating

BEFORE TIPPING PT. NOW NEXT



75% 64% 61%

Importance of Sustainability…

3 in 4 trade interviewees say sustainability 

is important to their business 

Almost 2 in 3 say it’s important to their role





Quorn introducing carbon labelling for their 
products 

Carrefour piloting eco scores on ecommerce 
platforms 

Colruyt introducing eco scores for private label 
products 

Carbon Numbers & 
Eco-Scores will 
change the game 



•

•

•

•

keep pace or risk 
being left behind

Insight

Implications
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Context



•

•

Communicating is complex and 
has to be targeted correctly

Insight

Signal: Multiple Topics



The Food sustainability 
landscape & Key Players:
Tiered and Adoption driven

NEXT

LAGGARDSBEFORE

ADOPTERS

AGENDA SETTERS

FOLLOWERS



AGENDA SPHERE

CONSUMPTION SPHERE

There are two clear 
“spheres of 
sustainability”

NEXT

BEFORE

A G E N D A  
S P H E R E

C O N S U M P T I O N  
S P H E R E



CURRENT
DOMINANT

LEADERSHIP
EMERGENT

NICHE
FACTORS

UNIVERSAL 
DOMINANT

ENVIRONMENT
PLANET

SOCIAL
ETHICAL

LOCAL & 
WASTEQUALITY &

SAFETY

NATURAL 

Two spheres dictate 
opportunity in two 
conversations 

A
G

E
N

D
A

 C
O

N
T

E
X

T•

•

•

•

CONSUMPTION CONTEXT



•

•

•

•

•

arm yourselves 
with the right 
messages

Insight

Implication
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Customer



51% 

Sustainability becoming a core 
purchasing criteria Insight



2 in 5 say sustainability is one of the most 
important factors when choosing a supplier

72%

53%

41%

39%

28%

28%



Importance of having 
suppliers with strong 

sustainability credentials 

The Opportunity Gap



Origin Green can encourage 
business in core sectors

% Agree



•

•

•

Sustainability becoming a core 
purchasing criteria Insight

Implications
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Customer



“(in the future) …with meat 
and vegetables, especially 
the common ones, you’re 
getting to integrated supply 
chains with dedicated 
farmers”

Opportunity for long-term 
customer partnerships through 
sustainability

Insight



Get to know your 
customers’ 
sustainability plans

•

•

•



Partnering to Win



•

•

•

Opportunity for long-term 
customer partnerships through 
sustainability

Insight

Implications



Poll

Who does the consumer think is most 
responsible for making food and drink more 
sustainable? 

Food 
producers

Farmers
Government / 
Policymakers

The 
consumer

Retailers
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Consumer



61% 

Consumers expect producers to step up Insight



Consumer puts 
responsibility for 
improving food 
sustainability on 
the food producer 
above anyone else

63%

54%

42%

42%

34%

QR1. Who do you feel is responsible for improving sustainability when it comes to food and drink?





•

•

•

Consumers want to make more sustainable 
choices, and expect producers to step up

Insight

Implications
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Consumer



42%

Packaging, waste, naturalness and welfare 
are the key consumer topics to shout about

Insight



The Top 10 
Sustainability 
Grocery Influencers 

38%

38%

34%

29%

29%

29%

27%

26%

25%

24%

When it comes to choosing food & 
drink products in general, when 
you are shopping, which of these 
things impact on your choices, if 
any? 



45

CRITICAL DRIVERS

TANGENTIALLOW IMPACT

FUTURE DRIVERS

The Critical 
Sustainability 
Drivers 

(Base: All Consumers 18-65, n=11,670



Beef: Prioritisation (Global)

High animal welfare standards

Grass-fed / pasture-raised

Quality assured



Dairy: Prioritisation (Global)

Is a fully 

natural 

product.

That animals are grass-fed / 

pasture-raised.

Quality assured



Grass-Fed Stands Out



Communicating 
Sustainability to 
Consumers

Semiotics of sustainability



Packaging, waste and animal welfare are the 
key consumer topics to shout about

Insight

Implications



``Action the 
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Key Insights & 
Implications



``Action the 
Implications

Action the 
implications



Starting from the key relationship audience perspective … 
what are the relevant insights that need actioning 

Key Relationship Summary Implications
Toolkit #2

WHO : SUPPLIER / CUSTOMER 

RELEVANT INSIGHTS / 
IMPLICATIONS

CURRENT DELIVERY ACTION













Markets and regions are 
at different points

LAGGARDS

BEFORE

FOLLOWERS

ADOPTERS

AGENDA SETTERS
NEXT



Critical Sustainability Drivers in Ireland

Critical Drivers

TangentialLow Impact

Future Drivers



Has high animal welfare 

standards

Local with low food miles

Produced with high standards of safety Quality assured

10% 15% 20% 25% 30% 35% 40% 45%

Critical Sustainability Drivers in Germany

Critical Drivers

TangentialLow Impact

Future Drivers



High animal welfare 

standards

Local with low food miles

Produced with high standards of safety

Quality assured

Critical Sustainability Drivers in China

Critical Drivers

TangentialLow Impact

Future Drivers



We have identified three 
Buyer Personas

NEXT

LAGGARDSBEFORE

FOLLOWERS

1

2

3

AGENDA SETTERS

ADOPTERS



Critical to focus on 
the right topics for 
the right audience

CURRENT
DOMINANT

LEADERSHIP
EMERGENT

NICHE
FACTORS

UNIVERSAL 
DOMINANT

A
G
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N

D
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O

N
T

E
X

T

CONSUMPTION CONTEXT



Maintain

De-EmphasiseIgnore

Action

Plot Key Topics against 
likely impact on your 
business and the current 
level of competency or focus  

Key Topic 
prioritization tool

Toolkit #3





Thank you.
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