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Tahle 2.1: Buving of ethical or socially-responsible grocery items over the
last vear, by country, 2006
2 respondenis  Much less  slightly less ™o change  Slightly more buch more
France 1.7% 5.6% 58.7% 19 8% B.2%
Crermany }3.8% 0% it 5% B3% 4.4%
Traly 4B% 409% 524% 22 2% E0. 7%
Metherlands 58% 465 A3 B% 10 8% 6.0%
Spain 6.6% 4.1% 54 5% 3% F2.5%
Sweden 11.8% 56% 61.5% 13.7% T13%
UK T3% TE% 52.6% 21.T% 10.6%
Earope 9.1% G5 5835 18.1% BS5%
s Q.65 50% i1 0% 14 6% DA%
Source: Husmess Insighls Consumer Survey Businegs dabghirg Lid




Tahle 2.3: Influence om purchasing hehavior and awareness of issues
regarding food and drink, 2006

Always infleenced  Sometines
by this issue  influenced

Amnimal hushandey (for meat and 20.2%
products contalning

ingredients of animal orgin)

Prowvenance and raceahiliy 16.3%
Use of Genetically Modified
Crrganisms (GMOs)

Usze of pesticides ferilizers and 212.4%

ozher potentially harmful ageochemicals

Fonod miles {the distance that a
procfuct’s ingredicnts have traveled)

Patenting of plant or TI%
animal genomes

Crverfishing 1605
Deeforestation's=mil erosion 150%
Problems associated with wasie 17.8%

disposal particularly packaging

Pauperization of small farmers 15.9%
Unfair imtemational trading practices

and rules (pacticularly at the expense o
meodnoers in developing countrics)

The loss of agriculural animal 1129
and plant varieties

The homogenization of foods 21 7%
and food cultures theough slobalization

Soorce: Besiness Insights Consumer Sarvey
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Total Products Launched

2003 2006 2007 2008

Ewvent Date

(4.433 [ Products Launched )
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Total Products Launched
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Figure 4.13:% of food and drinks products in each category launched that are

ethical, 2005 and 2007
25%
2005
20% m 2007
15%

10%)
5%
0% . r y - . !

T

Dairy  Bakery & Confection Snacks Ready Softdrinks Other
cereals -ery meals

% share of ethical products launched in each category

Note: Year ends May 21 2007.

Source: Productscan Business Insights Ltd
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Local is becoming the new ‘pash’

The chef ™"

who will 1) HE M

only use @ )
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sourced
around

London
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