
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“How consumers judge the ethics of brands often differs
dramatically from the how they judge specific brands they

that know and use. Many factors aside from ethics come
into play when people decide which brand to use, and

ethics can sometimes be overlooked if other aspects of the
brand can deliver a superior experience to competitors.”

– Richard Hopping, Brand and Household Analyst

This report looks at the following areas:

• Low perceived ethics does not always equal unethical
• No defined link between ethics and awareness
• Other factors important when making a purchase
• Consumers reluctant to align with brands without ethical image
• Link between ethics and value is blurred

When it comes to ethics, the way people judge non-specific brands and companies can often be very
different to the way they judge the brands that they use on a regular basis or their favourite brands,
suggesting a disconnect between idealistic views and those influenced by other real-life factors.

Given the choice of two identical brands offering the same product or service at exactly the same price,
it is likely that consumers will choose to use the one they consider more ethical. However, few things
are ever that simple, and once other factors come into play, consumers are not always as keen to
choose the more ethical option.
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Consumers reluctant to align with brands without ethical image
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Green & Black’s and Clipper benefit from accreditation

Focus on fair trade coffee prompts other brands to behave ethically
Figure 55: Topic cloud around fair trade, September 2008-July 2016

Figure 56: Agreement with “ethical”, by proportion of users, within coffee and coffee shop brands, May 2014-July 2016

Pattern between usage and ethics less obvious in chocolate brands
Figure 57: Agreement with “ethical”, by proportion of users, within chocolate brands, February 2014-January 2016
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2014-July 2016
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BPC and food the two main areas where organic is a factor
Figure 62: Topic cloud around organic, September 2008-July 2016

Majority of organic food brands considered more ethical than average
Figure 63: Brand perceptions of food and drink brands listed on Mintel GNPD as launching products with organic claims since 2011,
January 2014-July 2016
Figure 64: Examples of food and drink launches with organic claims, October 2011-August 2016

Bottled water may face different expectations from consumers

Some organic BPC brands struggle to create above-average score for ethics
Figure 65: Brand perceptions of BPC brands listed on Mintel GNPD as launching products with organic claims since 2011, August
2014-March 2016
Figure 66: Examples of BPC launches with organic claims, January-June 2016

Expense is likely to be an issue

Retailers able to boost perception through products they stock
Figure 67: Brand perceptions of retailers listed on Mintel GNPD as launching products with organic claims since 2011, November
2015-May 2016

A third consider British influence before buying

Born in Britain
Figure 68: Agreement with “ethical” among selected brands with UK production focus, compared with sector averages, January
2014-July 2016

Investing in local communities
Figure 69: Agreement with “ethical” among selected brands with UK focus, compared with sector averages, January 2014-July 2016

Evidence that British or local pride boosts ethical associations
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Natural and Organic

Brand Britain
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