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Our Green Britain Index
Over the past three years we have been talking to our 
customers about sustainability and using their views to shape 
the way we do business. We call this our Green Britain Index 
and it is made up of 20,000 Asda customers from up and 
down the country and at lots of different stages in their lives. 

Sustainability/green means different things to different people. 
The most widely recognised definition for our customer is – 
‘looking after the planet and resources for future generations’. 
Our Green Britain Index have been giving their thoughts and 
views on what sustainability means to them and how Asda can 
help them to live more sustainably at home. 

In the next update…
We ask our customers what they 
think about food waste and how we 
can help them tackle this problem. 

Get in touch
If you have any questions please 
contact Laura Babbs: 

laura.babbs@asda.co.uk
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10%

32%

17%
6%

2%

33%

63%

37% primary shoppers  
secondary shoppers

67% 
33%

Customers care
of

 c
us

to
m

er
s c

are
 about being green ca

re very much about being green92% 21%

 97% are encouraged to do 
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Buying green

74% have paid more for a 
green product, and are 

most willing to pay more 
for a green or local product

95%
have bought a green 
product over the last month, 
with reusable and recyclable, 
local and Fairtrade products 
being the most popular

Food matters

‘Locally sourced’, ‘Fairtrade’ and 
‘sustainable fish’ are consistently 
the most important food issues 

for our customers

of customers and their 
families have questioned 
where their food comes 
from over the last month72%

Spread the word

talk to their friends  
and family about living 
a greener lifestyle78%78%

of our customers believe 
that environmental 
problems have a direct 
effect on their daily lives

78%
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I expect to be greener in 
the future

I set the sustainability 
agenda

I shop green 

Green is normal
The green choice 

shouldn’t cost more

Customer know their minds



But, our customers care no matter what their income



So what about food waste?

Food waste it’s a big problem…  

92% of customers throw away 
food at home 

71% have stopped purchasing a 
product because they have 
previously wasted it 

 



Final Thoughts 



Damla Özlüer
Project Director, Myra 
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Çocuk yaşta evlilik suçtur!
Çocukları küçük yaşta evlendirmek, 

evliliği teşvik etmek 

ve edenleri korumak yasalara aykırıdır.

 Bu suça ortak olmayın! 
Sessiz kalmayın!



...can change!Things...
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Dr Alison Browne
Sustainable Consumption Institute, University of Manchester



Dirt:  
Bodies, Festivals, Cleanliness

Dr Ali Browne

Sustainable Consumption Institute &


Department of Geography, University of Manchester


@dralibrowne 

alison.browne@manchester.ac.uk



The Way We Were



The Way We Are



The Way We Are: 
Patterns of Bodily Cleanliness in South UK 

GET WET EVERDAY

RISE OF THE 
HYPERCLEAN

RELICS OF 
THE PAST



The Way We Could (and sometimes LOVE to) Be



So How Do We Achieve A ‘Sustainable’ Future?

Space age high tech luxury? The rise of the Hyperclean? 
Or are different trajectories of sustainable practice emerging?



Gildas Bonnel & Nicolas Perdrix
Partners, Sidiese 



FROM STAKEHOLDERS’ WHISTLEBLOWING 
TO NEW WAYS OF CREATING CAMPAIGNS



YES, HE’S A 
BROTHER FROM 

ANOTHER 
MOTHER.

DO YOU KNOW ZIS 
STEVE CONNOR?







“Ecology:  
it’s time to talk less 
and do more.“ 
 
New  
Le Chat Eco Efficacité

1st attempt 2009

Self-proclaimed 
labels





No promise 
anymore…

2nd attempt 
January 2010  



“For the past 20 years, Le 
Chat traces the road to 
combine ecology and 
effectiveness.“ 

3rd attempt  
Summer 2010

Self-proclaimed 
labels





FAIL















@NicoPerdrix           @GildasBonnel          @AgenceSidiese
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Thank You


