
RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

88142249260263298148228328243184178184128855164861002Unweighted base

881402462612672502112912512001501702001701105214811002Weighted base

344466726878539161544040525541153129283Tesco
38%31%27%27%25%31%25%31%24%27%26%24%26%32%37%29%27%28%

26196638344655473630262543322710480184Asda
30%13%27%15%13%18%26%16%14%15%17%15%21%19%25%20%17%18%

124124781211961642323353435149173165Waitrose
1%18%5%18%30%8%9%21%25%11%16%21%17%21%13%18%15%16%

1521333749393539423424253422177482156Sainsbury's
18%15%13%14%18%16%17%14%17%17%16%15%17%13%15%14%17%16%

61550401047312518372220151795269121Morrisons
7%11%20%15%4%19%15%9%7%18%15%12%8%10%8%10%14%12%

16710185714177910961212142None of them
1%4%3%4%7%2%3%5%7%4%6%6%5%3%1%4%4%4%

5101317715101414157151231252752Don't know
6%7%5%7%3%6%5%5%6%8%4%9%6%2%1%5%6%5%
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Q.1 Regardless of which one you shop at, which of these big supermarkets do you think is the most environmentally friendly?
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

88142249260263298148228328243184178184128855164861002Unweighted base

881402462612672502112912512001501702001701105214811002Weighted base

263468455866576543503336363838122109231Yes
30%24%27%17%22%26%27%22%17%25%22%21%18%22%35%23%23%23%

559114519019214913120418911810512314412261350324673No
63%65%59%73%72%60%62%70%76%59%70%72%72%72%55%67%67%67%

71534251735232219321311201011494898Don't know/ not thought
8%11%14%10%6%14%11%7%7%16%9%7%10%6%10%9%10%10%about it
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Q.2 Do you think the big retail chains - and I am not just including supermarkets here - are generally doing enough to reduce the impact they
have on the environment?
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

88142249260263298148228328243184178184128855164861002Unweighted base

881402462612672502112912512001501702001701105214811002Weighted base

2347751021117053127110586370786921193166359Reduce/ simplify
26%34%30%39%42%28%25%44%44%29%42%41%39%40%19%37%35%36%packaging/ have less

plastic/ cardboard
waste

264854858552669088324467616627162135297Use packaging that can
29%34%22%32%32%21%32%31%35%16%29%39%30%39%25%31%28%30%be recycled/ use

biodegradable
packaging/ avoid
plastic bags

1115242527921353713222921984161102Stock more locally
13%11%10%10%10%3%10%12%15%6%14%17%10%6%7%8%13%10%produced products that

didn't need
transportation/ don't
have to travel so far

4101531332614292519141619233524194Not automatically put
5%7%6%12%12%10%7%10%10%10%10%9%9%14%2%10%9%9%everything in plastic

bags/ not put
everything in separate
plastic bags/ use fewer
plastic bags

415221817131530199715152110433376Improve recycling
5%11%9%7%6%5%7%10%8%4%4%9%7%12%9%8%7%8%facilities/ have

somewhere you could
recycle at or near to
their stores

71210711771716866999291846Use plastic bags that
8%8%4%3%4%3%3%6%6%4%4%4%5%5%8%6%4%5%could be used many

times/ make them more
durable/ stronger

8466195321152781277232144Stock more
9%3%3%2%7%2%2%7%6%1%5%5%6%4%7%4%4%4%environmentally

friendly goods such as
low energy light-bulbs
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Q.3 In your opinion what are the main things retailers could do to help YOU reduce the impact YOU have on the environment as a result of shopping
at their stores?
Base: All respondents
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

410126131011131047108114133144Ensure good public
4%7%5%2%5%4%5%4%4%2%4%6%4%1%12%2%6%4%transport connections

to shops/ make it so
you can get to shops on
foot or bus without
needing your car

6576189413174791255241943Charge for plastic bags
7%4%3%2%7%4%2%5%7%2%5%5%6%3%5%5%4%4%

428814109978621162171935Add an environmental
4%2%3%3%5%4%4%3%3%4%4%1%6%4%2%3%4%4%levy to their prices/

make a donation to
environmental bodies
each time they sell
something

141378511511228777191332Provide more
1%3%5%3%3%2%5%2%5%1%1%5%4%4%7%4%3%3%information on the

environmental effects
of products/ have
leaflets/ someone in
store who could advise/
run public awareness
campaigns

10255749624239596139304441212610398201Something else
11%18%23%19%23%17%19%20%24%19%20%26%21%13%24%20%20%20%

27236659498260503170282038392812698224Don't know/ not really
31%16%27%23%18%33%28%17%12%35%18%12%19%23%26%24%20%22%thought about it
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

88142249260263298148228328243184178184128855164861002Unweighted base

881402462612672502112912512001501702001701105214811002Weighted base

599116616517715412420317711810012513510080343315658NET: More
66%65%67%63%66%62%59%70%71%59%67%73%68%58%72%66%66%66%

47121014991117967888242246A lot more
4%5%5%4%5%4%4%4%7%4%4%4%4%5%7%5%5%5%

5584154155164144115192159109941171289172319293612A little more
62%60%63%60%61%58%55%66%64%55%63%69%64%54%65%61%61%61%

244676898186798565734542606927162154316No more
28%33%31%34%30%34%38%29%26%36%30%24%30%40%24%31%32%32%

5357810738944524161228Don't know/ would
6%2%2%3%3%4%3%1%3%5%3%2%2%1%3%3%2%3%depend/ varies
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Q.4 All in all would you be willing to pay a lot more for goods and services that were more environmentally-friendly, would you pay a little
more or would you not be prepared to pay any more than you do now for more environmentally-friendly goods and services?
Base: All respondents
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

88142249260263298148228328243184178184128855164861002Unweighted base

881402462612672502112912512001501702001701105214811002Weighted base

Sex

416811912412998131122130927092937461-481481Male
47%48%48%48%48%39%62%42%52%46%46%54%46%43%55%-100%48%

47721271371381527916912110881781079749521-521Female
53%52%52%52%52%61%38%58%48%54%54%46%54%57%45%100%-52%

Age

6836322812234232-----110496111018-24              (21)
7%6%15%12%10%5%11%15%13%-----100%9%13%11%

172238444919505051----170-977417025-34            (29.5)
20%16%16%17%18%8%24%17%21%----100%-19%15%17%

142748525924487256---200--1079320035-44            (39.5)
16%20%19%20%22%9%23%25%23%---100%--21%19%20%

222133494627405648--170---789217045-54            (49.5)
25%15%13%19%17%11%19%19%19%--100%---15%19%17%

142439334047274334-150----817015055-64            (59.5)
16%17%16%13%15%19%13%15%14%-100%----15%14%15%

1437535145121222829200-----1089220065+                (70)
16%27%21%20%17%48%11%10%12%100%-----21%19%20%

46.7549.8846.2045.9745.6657.4042.7642.8543.2270.0059.5049.5039.5029.5021.0046.8346.2646.56Average age
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Social Class

2828437180---251293448565132121130251AB
32%20%18%27%30%---100%14%23%28%28%30%29%23%27%25%

2833667490--291-284356725042169122291C1
32%24%27%28%34%--100%-14%28%33%36%29%38%32%25%29%

1231655350-211--22274048502379131211C2
13%22%26%20%19%-100%--11%18%23%24%29%21%15%27%21%

2147726347250---121472724191215298250DE
23%34%29%24%17%100%---61%31%16%12%11%11%29%20%25%

Region

88-246--93769471665355625543174160334North
100%-100%--37%36%32%28%33%35%32%31%33%39%33%33%33%

-51-261-83618583644553655432163149312Midlands
-37%-100%-33%29%29%33%32%30%31%32%31%29%31%31%31%

-88--267747311296705262746136184172355South
-63%--100%29%35%38%38%35%35%36%37%36%33%35%36%35%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Working status

3868981161253911915313444411012710950178267445Full-time
43%49%40%45%47%16%56%53%53%2%29%64%64%64%45%34%56%44%

101131362317294126324223017168725112Part-time
11%8%13%14%9%7%14%14%10%1%16%13%15%10%14%17%5%11%

-110151315513616710133231740Not working but seeking
-1%4%6%5%6%3%5%2%*4%4%5%8%3%4%3%4%work or temporarily

unemployed/sick

131038132529232721-1825302156831100Not working/not seeking
15%7%15%5%10%12%11%9%8%-12%15%15%12%5%13%7%10%work

224660735814532374619258721-141119260Retired
25%33%25%28%22%58%15%13%18%96%39%4%1%*-27%25%26%

436722332017----834222042Student
5%2%3%3%8%1%1%7%7%----5%31%4%4%4%

1-21-2--1---112123Refused
1%-1%*-1%--*---*1%2%***
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Tenure

21508190791025788741367841301818161159320Own outright
23%36%33%34%30%41%27%30%29%68%52%24%15%10%17%31%33%32%

38559410811746971381318361021298551221190411Own with a mortgage
43%39%38%41%44%18%46%47%52%4%24%60%64%50%46%42%40%41%

161546252966322663221181531127061130Council
18%11%19%10%11%26%15%9%2%16%14%11%7%18%11%13%13%13%

23471011383751463141226Housing Assoc.
3%2%2%3%4%4%2%3%1%3%3%1%2%3%2%3%2%3%

61213242015161925655152619393776Rented from someone
7%9%5%9%8%6%8%7%10%3%3%3%8%15%18%7%8%8%else

1111331131**213527Rent free
1%1%**1%1%**1%***1%*3%1%*1%

44779841191152644122032Refused
5%3%3%3%3%3%2%4%4%5%3%1%3%2%3%2%4%3%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Foreign Holiday in last 3 years

5277154166172107128196191919111413411477341280621Yes
59%55%62%64%65%43%61%67%76%46%61%67%67%67%70%66%58%62%

36639395951448395601095956675633179201381No
41%45%38%36%35%57%39%33%24%54%39%33%33%33%30%34%42%38%

Number of cars

182857415910524413279292226281811488202None
20%20%23%16%22%42%11%14%13%40%19%13%13%16%16%22%18%20%

485611810710711296128999863698680402362004361
54%40%48%41%40%45%46%44%39%49%42%40%43%47%36%45%41%43%

1747579369257791891844587652341341492832
19%34%23%36%26%10%37%31%36%9%29%34%38%31%31%26%31%28%

691420327133130514211310183744813+
6%6%6%8%12%3%6%10%12%2%9%12%7%6%16%7%9%8%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Internet Access

629415419420495151245217559314217714794357351708At all
71%68%63%74%76%38%72%84%87%28%62%83%88%87%85%69%73%71%

548212517218579133210197517912015513084305312618At home (net)
62%58%51%66%69%32%63%72%78%25%52%70%77%76%76%59%65%62%

30366687104184512713343486927929166158324At work (net)
34%26%27%33%39%7%21%44%53%2%22%50%46%47%26%32%33%32%

305777102936810010982475854796359180179359At home
34%41%31%39%35%27%48%38%33%23%39%31%39%37%53%35%37%36%

7111917127122718-131916124412465At work
7%8%8%6%5%3%6%9%7%-9%11%8%7%4%8%5%6%

2425487092113310011442066766725125134259Both at home and at
27%18%19%27%35%4%16%34%46%2%14%39%38%39%23%24%28%26%work

2210669683412656111426Somewhere else
2%1%4%2%2%4%3%3%1%2%1%1%3%3%5%2%3%3%

26459267631556046331455729232317163130294Not at all
29%32%37%26%24%62%28%16%13%72%38%17%12%13%15%31%27%29%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

What is the highest educational level that you have achieved to date?
43811521441401701441598711693931177368293267560Secondary/ high school/
49%58%62%55%52%68%68%55%35%58%62%55%58%43%62%56%56%56%NVQ 1-3

2627437174272488101302941535433128111240University degree or
29%19%17%27%28%11%11%30%40%15%20%24%26%32%30%25%23%24%equivalent professional

qualification/ NVQ4

71116233041321495122414293375087Higher university
8%8%6%9%11%1%6%7%20%3%8%14%7%17%2%7%10%9%degree/ Doctorate/ MBA/

NVQ 5 or equivalent

91228171537261263411911123493281None of these
10%8%11%6%6%15%12%4%2%17%7%5%6%7%3%9%7%8%

388681241081453534132134Refused
4%6%3%2%3%5%2%3%3%7%4%2%3%2%3%3%4%3%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Marital Status

151961558447498751161629285787100133233Single
17%13%25%21%31%19%23%30%20%8%11%17%14%33%79%19%28%23%

4983126156131103132146164848710914310219280265545Married/ co-habiting
56%60%51%60%49%41%63%50%65%42%58%64%71%60%17%54%55%54%

213351444490264828884132247-12864192Widowed/ separated/
23%24%21%17%16%36%12%16%11%44%27%19%12%4%-25%13%19%divorced

358781041081252544131831Refused
4%3%3%3%3%4%2%3%3%6%3%1%3%2%3%3%4%3%

Children

53103162179185206125187163190138105668993360321681None aged 18 or under
60%74%66%68%69%82%59%64%65%95%92%62%33%52%84%69%67%68%

32337775763781967917621317814152141293NET: Yes
36%24%31%29%28%15%39%33%31%*5%36%65%46%13%29%29%29%

32326962693466917313471247614142122265NET: Yes any aged 15 or
36%23%28%24%26%14%32%31%29%*2%28%62%45%13%27%25%26%under

101026322213253131-173347135545101- Aged under 5
11%7%11%12%8%5%12%11%13%-*4%17%27%12%11%9%10%

171724283516264435-17674617447121- Aged 5-10
20%12%10%11%13%6%13%15%14%-1%4%33%27%1%14%10%12%

18163427391735503213426820-7262134- Aged 11-15
21%12%14%10%15%7%16%17%13%*2%25%34%12%-14%13%13%

762122159232414-530286-343770- Aged 16-18
8%4%8%8%6%4%11%8%5%-4%18%14%4%-6%8%7%

33786848896433491928Refused
4%2%3%3%2%3%2%3%3%4%4%2%2%2%3%2%4%3%
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RegionSocial ClassAgeSex
Wales

&North
Scot-SouthEng-Mid-South
landWestlandlandsEastDEC2C1AB65+55-6445-5435-4425-3418-24FemaleMaleTotal

881402462612672502112912512001501702001701105214811002Weighted base

Grocery shopping status

638616116816719012818614115210610512911934427218645I am the main grocery
72%62%65%64%63%76%61%64%56%76%71%62%64%70%31%82%45%64%shopper in the

household

699216418518619613320116615911111513713143436260696I regularly do the main
78%66%66%71%70%78%63%69%66%79%74%67%68%77%39%84%54%69%grocery shop

7210217619219118414521319015710311915413268418315733I regularly do top up
81%73%71%74%72%74%69%73%76%78%68%70%77%77%62%80%65%73%grocery shopping (buy

items or a basket of
items as they are
needed)

9184037473139453616213029233236115151I do not do grocery
11%13%16%14%17%12%18%16%15%8%14%17%15%14%29%7%24%15%shopping

23754528575231361521Refused
2%2%3%2%1%2%1%3%2%3%3%1%2%1%2%1%3%2%
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