
This report looks at the following areas:

•• Regulatory changes relating to sustainability in food.
•• Recent trends in food and drink product launches making links to

sustainability.
•• Barriers to buying sustainable food and drink products.
•• Consumer behaviours relating to sustainability in food, including openness

to synthetic products.
•• Consumer attitudes towards sustainability in food, including interest in

‘traffic light’ labels.

Consumers show an openness to synthetically produced food; 46% of people
who buy sustainable food/drink say they would prefer a more sustainable,
synthetically produced food or drink product over a less sustainable, naturally
produced one. While naturalness is typically highly valued by consumers in food
and drink, a spotlight on their green credentials offers a powerful means to
drive acceptance of synthetically made products.
The rising cost of living is causing consumers to reconsider their priorities, with
sustainability taking a backseat for many when it comes to grocery shopping.
Amongst those who opt for food/drink products with sustainability claims, 65%
say the rising cost of living will make this aspect less important to them.

Even among those with healthy finances, price is a top barrier to engaging
more with sustainable food and drink, their being too expensive cited as a
reason by 39% of those who don’t always choose such products. Brands able to
offer budget-friendly, sustainable products will gain goodwill, this associating
them with helping consumers enjoy the feelgood factor that buying sustainable
food and drink can bring; 73% of those choosing sustainable products report
this.

‘Traffic light’ style sustainability labels hold strong potential for driving
engagement with sustainable food and drink, as 59% of people say these
would be helpful. This points to how the many and varied aspects of
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sustainability can make it difficult for consumers to weigh the green credentials
of products against one another, and that current trials of this style of labelling
are heading in the right direction.
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• Inflation is the key concern for consumers and brands…
• …and despite government support, energy prices are still a

major concern
• Rising interest rates mean that the pressure will move up to

middle- and higher-income households
• High inflation and rising interest rates will compound the

impact of the slowing recovery
• Consumer spending power will be curbed
• Unemployment is at a near-50 year low
• Consumers’ financial wellbeing has fallen from the highs of

2021…
Figure 9: Household financial wellbeing index, 2009-22

• …and most people are feeling the effects of price rises
• Income squeeze challenges importance of sustainability

Figure 10: Agreement that rising cost of living will make the
sustainability of food and drink products less important, 2022

• Meat reduction trend halts in 2022, plant-based milks hit by
income squeeze

• Courtauld Commitment 2030 spans food waste, greenhouse
gas emissions and water stress

• Reviews and inquiries put a further spotlight on eco
labelling and soil health

• Environmental Land Management Schemes replace CAP
farm subsidies

• Genetic Technology Bill suggests sustainability benefits
• EU laws set to expire automatically at the end of 2023

under Retained EU Law Bill
• DRS to begin in Scotland in 2023
• Plastic Packaging Tax comes into force, Extended Producer

Responsibility due in 2024

• Environmentally friendly product claims continue to gain
share of food and drink launches
Figure 11: Share of UK food and drink product launches with
an environmentally friendly product claim, 2017-22
Figure 12: Share of UK food and drink product launches with
sustainable resource-related claims, 2017-22

• Chorus of supermarkets ditch ‘best-before’ dates in
selected fresh food
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Figure 13: Sainsbury’s ‘no date’ call out and Onken ‘Too Good
to Go’ label, 2021-23

• Various brands put a spotlight on green specifics and soil
Figure 14: Hippeas packaging revamp with details of
chickpeas’ low water and fertiliser use, 2022
Figure 15: Mighty M.lkology packaging outlines CO2 and
water impact, 2022

• Dairy and ready meals brands tackle carbon
Figure 16: Examples of dairy products with carbon-related
claims on-pack, 2022

• BrewDog launches carbon-neutral beer
Figure 17: BrewDog Lost Planet First Lager, 2021

• RSPB relaunches Fair to Nature scheme, Red Tractor
explores eco label

• Lavazza uses gamification to drive eco message in the
metaverse

• Industry bodies turn to consumer advertising
• AHDB champions green credentials of British farming
• Dairy UK launches consumer-facing ad to highlight

progress on sustainability
• Alpro and Innocent spotlight helping the planet
• Alpro positions itself among planet-friendly choices
• Innocent’s 2021 advert focuses on “helping people and the

planet”
• Birds Eye supports Green Cuisine relaunch
• Lactofree and Pepsi MAX highlight new packaging
• Pepsi MAX calls out recycled plastic
• Lactofree highlights greener cartons
• WRAP looks to demonstrate link between food waste and

climate change

• Four in five choose products with sustainability claims
• Most reach for sustainable products, but conflicting

priorities make them a rare choice
• Under-45s are most engaged with sustainable choices

Figure 18: Frequency of choosing sustainable food and drink
products, by age and financial situation, 2022

• Price prevents more engagement for half
• Price is a key barrier with cost of living making

sustainability less important

ADVERTISING AND MARKETING ACTIVITY

PREVALENCE OF AND BARRIERS TO BUYING SUSTAINABLE
FOOD AND DRINK PRODUCTS
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• Sustainable choices spark feelgood among shoppers…
• …that budget-friendly sustainable choices can tap into

Figure 19: Barriers to choosing food/drink products with
sustainability claims over others more often, 2022

• Combatting food waste appeals to consumers
Figure 20: Most appealing sustainability-related claims when
choosing food/drink, 2022

• Most supermarkets offer ‘wonky’ veg
• Many brands are innovating with surplus ingredients…

Figure 21: Rubies in the Rubble Tomato Ketchup, Toast Ale and
Squished Energy Balls made with surplus ingredients, 2018-22

• …with more scope to communicate this and explore new
areas
Figure 22: ICA Broccoli Pieces and Makea Moka Sugar
Confectionery, 2021-22

• Combatting waste in the supply chain can win consumer
goodwill

• The grocers make the connection between saving money
and avoiding food waste
Figure 23: M&S Fresh Pasta Dine In shelf label guidance on
suitability for freezing and Tropicana ‘Too Good to Go’ label,
2022

• Sustainable yet synthetic holds potential
Figure 24: Behaviours related to sustainability in food, 2022

• Molecular drinks report to sharply cut carbon and water
footprint

• Cell-cultured products could be on the menu
• Consumers are open to unusual ingredients if they are

sustainable
• Interest among the young bodes well for growth of novel

ingredients
• Insects remain little explored
• Food waste and foraged ingredients can gain buy-in by

spotlighting sustainability
Figure 25: Zirp Eat For Future Zirp Burger Patties and Rubies
in the Rubble Banana Ketchup, 2020-21

• Consolidating sustainability information appeals to many
Figure 26: Attitudes towards sustainability in food, 2022

MOST APPEALING SUSTAINABILITY-RELATED CLAIMS

BEHAVIOURS RELATED TO SUSTAINABILITY IN FOOD

ATTITUDES TOWARDS SUSTAINABILITY IN FOOD
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• Eco-Score and Eco Impact labels are being trialled
Figure 27: Better Naked Pork Chipolatas with Eco Impact
score, 2022

• External certifications bolster trust for half of consumers

• Abbreviations
• Consumer research methodology

Figure 28: Selected claims in UK beer launches, 2018-22
Figure 29: Selected claims in UK wine launches, 2018-22

Figure 30: Consumer priorities when buying food and drink
products, 2022

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION

APPENDIX – LAUNCH ACTIVITY AND INNOVATION

APPENDIX – THE CONSUMER – CONSUMER PRIORITIES WHEN
BUYING FOOD AND DRINK PRODUCTS

Sustainability in Food - UK - 2023

Report Price: £2195 | $2995 | €2600

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

© 2023 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.reports.mintel.com

What's included
Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

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

All Mintel 2020 reports
contain specific COVID-19
related research and
forecasts. The world’s
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now
Visit

EMEA

Brazil

Americas

China

APAC

store.mintel.com

+44 (0) 20 7606 4533

0800 095 9094

+1 (312) 943 5250

+86 (21) 6032 7300

+61 (0) 2 8284 8100

/reports.mintel.com//display/store/1103447/


About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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