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Doing the right thing

We aim to support our partners, suppliers, 
colleagues and customers in doing their bit 
for the environment we all share.

Environmentalism has grown quickly over time
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“I’m concerned about what I personally can do to help protect the environment”
% agree/strongly agree
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…and is now a mainstream issue

“I’m concerned about what I personally can do to help protect the environment”
% growth in agreeing

Prophets of profit?
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A little perspective – ethics & environment is not a significant driver of decision-making

Ethical or environmental concerns influencing last purchase of food

Source: nVision Research

Base: UK, 1,200 aged 15+, 2007

Chicken and Egg?

Market equating to 4.4billion eggs sold each year worth over £700 
million.

Cage                vs.         Free Range

Increased Media Focus
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Changing Dynamics in UK laying flocks from 2000 

Free Range now accounts for  1/3 of all the UK laying flocks
Caged is in long term decline but still represents the majority of the UK laying flock
Organic & Barn participation has reduced over the last 2 years

7 4 .6

5 8 .7

3 .6
5 .8
1 9 .6

3 3 .2

4 .5
00

1 0

2 0

3 0

4 0

5 0

6 0

7 0

8 0

2 0 0 0 2 0 0 1 2 0 0 2 2 0 0 3 2 0 0 4 2 0 0 5 2 0 0 6 2 0 0 7 2 0 0 8

C a g e B a rn F R O rg

% Participation by production System 2000 - 2008

Free Range YOY %Growth Sept 2008 – Sept 2006
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Market volume growth (excl Asda) has accelerated over the 
last 12 months with Asda growth remaining significantly ahead
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Asda Free Range Performance

Volume growth of free range in Asda over the last 52 weeks puts 
Asda as the market leaders out of the top four retailers

This growth is 3 times the overall market growth

Asda account for one third of all additional free range sales across
the UK market

This equates to an additional quarter of a million free range hens 
laying for Asda

The additional  free range volumes sold at Asda are 35% higher 
than Marks & Spencer’s entire free range volume
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2025% Contribution 
from N2O

5552% Contribution 
from methane

2523% Contribution 
from CO2

745907g ‘CO2 equivalent’
per litre milk

Conventional
Top 25%

Conventional
Average

System

Milk – dairy farm C footprint Key Points

The carbon footprint varies significantly between farms so a 
“standard” footprint for milk cannot be applied.
The contribution from direct sources for milk production is relatively 
modest at 20-25%.
The contribution due to methane is the largest component. 
Efficiency of production on farm is the key driver to reducing the 
carbon footprint of milk.  
Unintended consequences

20181158100Index against cage

10.54.288.305.26
Total KG's carbon per 
hen

1.361.361.361.36External

1.831.831.831.20
Packing and 
Distribution

6.690.414.432.27Laying

0.670.670.670.43Rearing

O
rganic 

Respect
ful

Free 
Range

Cage

Kgs CO2 produced per hen place for different egg production systems
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Moves firmly to the 
top of the listCost of living

Healthy eating

Violent crime Stress

Environment Housing market New entrants

No longer on the top 
of mind radar 

Nice to haves, but of 
increasingly less 

importance

Giving way to 
resignation

Christmas

Market Forces – changing economic circumstance Coming to Save the World?
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And what about water?

1000l water per litre of milk

4500l water per steak

140l water per cup of coffee

900l water per kg of maize

Average household water use for washing and drinking in the UK is 
about 150 litres a person daily, 

Taking virtual water into account, each of us soaks up 4,645 litres 
(38% from domestic supplies)     WWF 2008

Imports of Food

‘The main argument against these taxes is based on a great principle, 
which is that this country should be free to purchase its supplies of 
food wherever it chooses and whenever it chooses in the open 
markets of the world’

Winston Churchill, House of Commons 5th March 1905


