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Eco-Actives

Eco-Considerers

Eco-Dismissers

Shoppers who are highly concerned about the 

environment, and are taking many actions to 

reduce their impact. They feel an intrinsic 

responsibility to be more sustainable, follow the 

topic more actively and have a greater awareness. 

Shoppers who are worried about the 

environment and are taking some actions to 

reduce their impact, but not as many as the Eco 

Actives. Their biggest barriers are convenience 

and price. 

Shoppers who have little or no interest in the 

environment and taking no steps to reduce their 

impact. They lack awareness of environmental 

concerns and do not believe they can make a 

difference..

Household Population share 
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Source: Kantar - Who Cares, Who Does 2021

Eco- Active share of UK population
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• A high level of customer awareness of the environmental impact of packaging, with the issue 
amongst the top 5 concerns in ESG surveys. 

• Multiple UK government interventions including Plastic Packaging Tax (PPT), Extended Producer 
Responsibility (EPR), and Deposit Return Scheme (DRS) in Scotland in 2023. 

• Asda’s first sustainability trial store launched in Leeds in 2020.  
• Three more stores (York, Milton Keynes, Glasgow) were launched in H2 2021. 

Refill – the case for change
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• Refill: allows customers to fill their own containers (Tupperware, 

soup pots, takeaway containers) with a range of dry products such 

as rice, pasta and cereal from a gravity-fed hopper. The hoppers 

dispense as much or as little product as customers need via a 

simple three step process (weigh empty, fill container, weigh full).

• Format: we tested ‘zone’ and ‘in-aisle’ propositions to understand 

which works best for the customer and for stores. 

• Store responsibility: daily tasks: replenishment, cleaning, waste 

process and ordering trialled through store colleague model and 

dedicated agency. 

• Wet Refill: working with Unilever, we trialled Refill and Prefill 

options. 

Overview of a Store Refill model
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• Pre and Post-family, main shop, Asda loyalists.
• Zone performed better than in-aisle.
• Wet – Prefill preferred.
• Research identified price comparison and ease of use as the biggest obstacles to more 

customers using Refill.

Refill – what we’ve found



5

• Refill Price Promise introduction… 
• Focus on 4 core product areas. 
• Continue with own brand and branded offering.
• Refresh all 4 trial stores – in-aisle to zones, introduce new ‘nudges’ bays: energy saving, reduce 

food waste etc.

Refill – what’s next for Asda
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Thank You


