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Waitrose Share Index 

I am prepared to pay more for organic food 205

I regard myself as a connoisseur of food and wine 191

I actively seek out fair trade products 179

The brand name of the clothes I wear is important to me 149

I try to buy environmentally friendly products 145

I am more likely to buy a HBA product if it is made of more natural ingredients 141

It is important to me what brand I buy 137

I try to buy local product whenever I can 134

I have a pastime/hobby that is an important part of my life 128

I am willing to travel further to shop at the supermarket I prefer 128

If usual item is not available than I buy another size rather than change brands 126

I regularly take active exercise 121

I stick with a brand I usually buy than try something I am not very sure of 117

I/my partner enjoy cooking to entertain friends and family 116
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The nutritional labeling on food & drink products has an effect on what I buy 113

I often treat myself/family to a meal out 112
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I try to lead a healthy lifestyle 111

Till Roll Share indexed on All Shoppers – 52 w/e Jun 09 2013 
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Sainsbury Share Index 

I actively seek out fair trade products 135

I am prepared to pay more for organic food 122

The nutritional labeling on food & drink products has an effect on what I buy 116

The brand name of the clothes I wear is important to me 112

It is important to me what brand I buy 111

My style is influenced by celebrities or people I see in TV or in magazines 111

I try to buy environmentally friendly products 109

I regard myself as a connoisseur of food and wine 109

I am more likely to buy a HBA product if it is made of more natural ingredients 108

I am willing to travel further to shop at the supermarket I prefer 107

I regularly take active exercise 106

I/my partner enjoy cooking to entertain friends and family 106

I often treat myself/family to a meal out 106

If usual item is not available than I buy another size rather than change brands 105

I try to lead a healthy lifestyle 105

I try to buy local product whenever I can 105

I stick with a brand I usually buy than try something I am not very sure of 105

My diet is very important to me 104

I make a shopping list before I go out and stick to it 104

I have a pastime/hobby that is an important part of my life 104

Till Roll Share indexed on All Shoppers – 52 w/e Jun 09 2013 
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The Agenda 

> 

– Austerity 

– Niches 

– The Big 4  

– Home Delivery 

– Seeking Differentiation 

– A role for Ethical Claims 
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Eggs 
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Free-range Chickens 
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When the ethics go wrong 
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% Change % Change

Total Organic Market 10 Yeo Valley Organic 18

Branded 11 Green+Blacks 9

Own Label 8

52 w/e 15 Sep 13
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Final thoughts 

Sustainability has consumer appeal 

Sustainability can differentiate retailers 

..but 

Increasing the Sustainability premium moves from Mainstream to 

Niche 
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