MINTEL

The Ethical Consumer - UK - July 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £2195.00 | $3554.69 | €2788.33 B

“For today’s consumers there is a sense that companies are

WS inherently immoral, unless they can demonstrate that’s not
the case. The most effective way of asserting CSR
(Corporate Social Responsibility) credentials is not via
annual company reports, but via product packaging and
television, which will have the most direct impact on
people’s purchasing decisions.”

— Jack Duckett, Consumer Lifestyles Analyst
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< Companies need to improve visibility of their CSR
< If handled properly, bad publicity can be good for business
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making a profit. Today big companies are called upon to be good citizens and they are keen to show
that they are, in a variety of ways.
CALL:

Annual company reports often talk proudly not just in terms of profit, but in how they are providing a EMEA
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Mintel data shows that the vast majority of consumers expect companies to act in an ethical way. On
the flip side, behaving unethically could cost companies dearly in terms of their reputation, consumer
trust and loyalty, and ultimately their bottom line. Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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