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Climate change is the greatest threat we face as a society, and we
as an industry have a duty to fight it. The products consumers
buy from our stores account for nearly a third of each household’s
carbon emissions. Our role helping consumers to make better
choices will be crucial in delivering our own Net Zero target
by 2040 but more importantly making a huge contribution to the
UK’s Net Zero ambitions.
This guide lays the foundations for a key element of our Climate
Action Roadmap; helping our customers to live low-carbon lifestyles.
It is designed for retailers, to help you understand your customer,
why they might – or might not – change their behaviours, what
you can do to encourage such change and how you can implement
those changes.
Customers are key to ensuring we meet the Roadmap’s Net Zero
ambition by driving the market to supply better low-carbon products.
We know customers want to do the right thing on climate change,
but they need help from retailers to do so.
How can retailers help? It starts with better information and products
which are better for the environment but are as affordable and useful
as their current choices.
Retailers are great at adapting, innovating and delivering for their
customers. I hope this guide will stimulate debate and discussion in
every retail business, showing how we can help customers on their
journey to Net Zero.

Helen Dickinson OBE
Chief Executive
British Retail Consortium
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Climate change is
one of the world’s
most formidable
challenges to date,
but the retail sector
is well placed to
lead in the fight

Introduction
Net Zero by 2040. That’s the target set for the UK retail industry.
Climate change is one of the world’s most formidable challenges
to date, but the retail sector is well placed to lead in the fight, acting
as the bridge between consumers and supply chains, combining
individual actions with powerful systemic change. While the biggest
benefits will come from changes in operations throughout the value
chain, the industry can also drive sustainability by encouraging
customers to live low-carbon lifestyles.

Helping Customers Live Low-Carbon Lifestyles

This guide aims to show retailers and
retail organisations how to help customers
move to low-carbon living by 2040, and
focuses on four key questions:

1

Who are the different
types of customers
when it comes to living
a low-carbon lifestyle?

3

What are the best
practices for changing
customer behaviour?

2

Why would
customers change
their behaviours…
or why not?

4

how can organisations
build internal capacity
to implement these
best practices?

By answering these four
questions, we can better
encourage low-carbon choices
at every stage of the customer
journey: when we first engage
with consumers, when they buy,
when they use our products
and services, and when their
purchases reach end of life.
To drive low-carbon customer
behaviour, two key factors
are important. The first is
consumers’ levels of awareness
and caring about climate change
(their climate ‘consciousness’).
The second is the barriers that
can prevent them from acting
on low-carbon intentions.

A Practical Guide for Retailers
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Ideal end state:

THE FUTURE OF RETAIL NEEDS
TO BE FULLY NET ZERO BY 2040

PICTURE A DAY IN THE LIFE
OF A FUTURE CUSTOMER…2040:
It may be 2040, but my fridge doesn’t restock itself automatically
(yet!), so I head out to pick up some groceries. At the supermarket,
I find products on the shelves that are Net Zero across the supply
chain. As I browse, interactive digital technology highlights the
sustainability of every item, giving me the information I need
to choose the right products and understand which will gain me
loyalty points. It’s easy to find what I’m looking for because the
retailer has already calculated the environmental impact of every
item. My digital receipt also summarises the carbon footprint of my
purchases and suggests other ways to lower my carbon impacts.
Back at home, I unwrap a parcel that’s been delivered by a solarpowered drone. It’s a T-shirt that was upcycled from an old shirt
I’d sent to the retailer.
Just then, I notice that the water- and energy-efficient washing
machine in my kitchen is broken. No worries, though: it’s a
smart appliance that’s already prepared an error report telling me
what’s wrong. It suggests that I contact the shop where I bought
it and provides a link noting that a service person could come
by tomorrow. All I need to do is tap “OK” and I’m done! What’s
more, I know that once the washing machine reaches the end
of its life, the retailer will take it back and either repair, reuse
or recycle it as part of a circular economy.
Later that evening, I receive a notification from the supermarket
with tips on how to further limit the carbon footprint of my purchases
as I use and dispose of them. As I read the advice I feel assured,
knowing that – at every step – I’ve minimised my carbon footprint
and impact on the environment.

Helping Customers Live Low-Carbon Lifestyles
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Current state:

WHERE ARE WE NOW?
Our climate is changing rapidly, and some changes
will be irreversible in our lifetimes. The world is
on track to see dangerous warming of as much as
2°C over coming decades, according to the latest
Intergovernmental Panel on Climate Change (IPCC)
report, released in August 2021.

To do this, retailers must join forces. A siloed
approach will only leave individual businesses
struggling to reduce carbon impacts at scale,
and it will cost them more too. Done right,
transforming to Net Zero will create value
for retailers.

The retail industry – including product supply
chains – is one of the largest contributors to UK
greenhouse gas (GHG) emissions. In 2017, the full
lifecycle of the sector’s sold goods had a footprint
of around 215 million tonnes of CO2 equivalent
(tCO2e) – that’s 31% of all GHG emissions
associated with UK consumption (a total of 695
million tCO2e).

A growing number of customers care about
the environment and want to reduce their
impacts. They want visibility into supply chains
and product sources. Nearly four out of five
consumers say they have changed or will change
their purchasing preferences based on social
responsibility, inclusiveness or environmental
impacts, and 88% want brands to help them
live sustainably. Customers expect brands and
retailers to do good, and to help lead the way
on change. Retailers that can do this will increase
their market share and unlock new markets.
Doing good is good for business.

To limit the retail sector’s impacts on climate
change – and mitigate climate consequences
on the sector – retailers need to be proactive
in decarbonising their operations and supply
chains and using their power to influence
customer behaviour.

Helping Customers Live Low-Carbon Lifestyles

A growing number
of customers
care about the
environment and
want to reduce
their impacts.
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steps to take:

GETTING TO WHERE WE NEED TO BE

There are three main levers to help drive low-carbon customer behaviour:

Increase consumer ‘consciousness’
Retailers need to understand where their different customers lie on the
adoption curve for low-carbon behaviour. Then can then help to raise consumer
‘consciousness’ around sustainable living. Throughout this guide, ‘consciousness’
is used to refer to the extent to which consumers are aware of climate issues,
understand what they can do to help and care about doing so. In this sense, an
individual’s ‘consciousness’ is determined by a number of factors (both personal
and external,) and can develop over time.

Enable consumer action by reducing friction
Retailers should encourage customers to move up the low-carbon adoption curve
by making it easier for people to shop and live more sustainably. This requires
retailers to reduce friction throughout the customer journey, increasing people’s
propensity to act. The goal is to enable all consumers to make low-carbon choices
easily, including those who don’t prioritise sustainability, or those who are typically
inhibited by factors such as accessibility, cost and time.

Beyond consumer and retailer: Systemic change
Achieving a Net Zero retail economy by 2040 will require ever larger-scale
changes. Over the longer-term, retailers need to shift the frame of choice for their
customers, ensuring every basket is a ‘Net Zero basket’. Of course, retailers and
consumers can’t do this alone. Governments and supply chains also have a role
to play. Collaboration is key.

Helping Customers Live Low-Carbon Lifestyles
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Ethical consumerism has grown substantially over the past
10 years. This has broad ramifications for brands and consumers.

Many recent surveys show a growing number of
consumers are conscious about climate change
and want sustainable shopping choices to reduce
their carbon footprint. PwC’s 2021 Global Consumer
Insights Pulse Survey found that 50% of consumers
say they have recently become more eco-friendly.
Only 19% reported no interest in sustainability
or ethically produced products.
But there’s a gap between ‘consciousness’
(people’s intent to act) and actively making
sustainable choices (taking action). Brands should
target this discrepancy in order to move more
customers up the low-carbon adoption curve.

Helping Customers Live Low-Carbon Lifestyles

LOW-CARBON OPPORTUNISTS

NET ZERO HEROES

CONSCIOUSNESS

Who are the
different types of
customers when
it comes to living
a low-carbon
lifestyle?

ACTION

LOW-CARBON
ADOPTION CURVE

The low-carbon
adoption curve
Consumers fall along different parts of the
low-carbon adoption curve depending on how
much they are aware of – and care about –
sustainability (their ‘consciousness’). Their place
on the curve is also determined by how likely
they are to act on that awareness and care.
Four personas, based on these two axes of
consciousness and action, can help to bring this
to life; Non-Ecos, Low-Carbon Opportunists,
Low-Carbon Hopefuls and Net Zero Heroes.

NON-ECOS

LOW-CARBON HOPEFULS

Low-carbon adoption curve: Where consumers sit relative
to their propensity to act versus their consciousness.
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Four types of consumers
1. Non-Ecos

3. Low-Carbon Hopefuls

Consumers who don’t deeply care about climate change or
actively make sustainable choices. They are often older and
haven’t engaged with information aimed at helping consumers
make sustainable choices.

Consumers who care about climate change and would like to
make sustainable choices, but don’t have the means or the right
information to buy such options.
Consciousness: High Propensity to act: Low

Consciousness: Low Propensity to act: Low
This shopper type doesn’t tend to prioritise anything ‘eco’.
According to Kantar’s Eco-Segmentation, this type of consumer
constitutes 41% of the global population. Non-Ecos tend to be
older Gen X and Baby Boomers and tend to live alone.

2. Low-Carbon Opportunists

Low-Carbon Hopefuls fall across demographic categories,
and sustainability is not their default choice. They are often
Millennials and Gen Z who understand the gravity of climate
change but are limited by cost and convenience. They include
the 40% of respondents to PwC’s Global Consumer Insights
Pulse Survey who believe sustainable products are too expensive
– a belief that’s reinforced when many sustainable products are
found in premium aisles.

Consumers who engage in luxury products with sustainability as
a by-product. They don’t deeply care about climate change, but
like the individualism that comes with luxury purchases.

4. Net Zero Heroes

Consciousness: Low Propensity to act: High

Consumers who care deeply about climate change, engage
with ethical brands and – whenever possible – actively choose
the most sustainable option.

Low-Carbon Opportunists tend to be wealthy and often
engage with sustainability as part of a luxury brand proposition.
Luxury and sustainability are intimately connected – luxury
brands typically use sustainability to remain relevant and avoid
reputational damage. Opportunists embrace the individualism
of, for example, a Tesla car, not only because of its status as a
low-carbon product, but also because of social relevance and
the reputation of the brand. Their propensity to pay is high but
their lifestyle may not be consistently low-carbon yet.

Consciousness: Very high Propensity to act: High
Net Zero Heroes represent the 20% of PwC Global Consumer
Insights Pulse Survey respondents who strongly agree that
they “buy from companies that are conscious and supportive of
protecting the environment”. They are most likely to be Gen X
and Millennials between 25 and 45 years old, who are employed
full time and now often work from home. The top category in
which these shoppers choose to ‘go green’ is perishable grocery
items, but they prioritise sustainability in all buying areas.
Ultimately, the goal is to move as many consumers as possible
up the adoption curve and into the top right quadrant, converting
them into Net Zero Heroes.

Helping Customers Live Low-Carbon Lifestyles
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Why would
customers change
their behaviours…
or why not?
Now we’re familiar with the different consumer personas, we’re ready to think about
ways to shift each type towards a lower-carbon lifestyle. But in order to change
consumer behaviour, we need to understand why people change their behaviour,
or why they don’t.

Life events and forced changes to ways of living:
PwC’s 2021 Global Consumer Insights Pulse Survey
shows that the COVID-19 pandemic caused a
historic and dramatic shift in customer behaviour,
which appears set to stay. Many consumers rapidly
became more digital and eco-friendly between
the first Pulse survey in October 2020 and the
second in March 2021.

Helping Customers Live Low-Carbon Lifestyles

Other priorities: Some customers view
sustainability as a bonus rather than as a reason
to make a purchase. Their priority might instead
be health, price, product reliability, enjoyment,
quality or convenience. Someone who enjoys
quality products may not be willing to put up with
kitchen roll made from recycled paper if it looks
grey or rips poorly, for example.

Social influence: Some customers may even
drop their usual priorities due to a desire for
social approval. For instance, they might buy
sustainable clothing brands simply because
their friends wear them.

The intent-action gap: Successfully changing
the behaviour of your customers is complicated
by the intent-action gap, which was recognised
in the WFA’s Sustainability and Marketing Report
2021. Many consumers want to live more
sustainably but don’t do so because of multiple
hurdles: price, convenience, safety concerns
and so on. This is especially true for Low-Carbon
Hopefuls. Even a well-intentioned shopper
who needs to quickly grab lunch on the way
to a meeting may not have time to scrutinise
packaging, compare ingredients or search for
the ‘green aisle’. And customers don’t always
perceive brands to be an ally here: over 40%
believe that brands actually make it harder for
them to act sustainably.

Consumers can also change personas over time,
or according to the retailer. These changes might
depend on a person’s mood or on external factors
such as time constraints or recent conversations.
For example, a Net Zero Hero in grocery shopping
can be a Low-Carbon Hopeful when shopping for
electronics and technology.

A Practical Guide for Retailers
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Ultimately, behavioural change always comes
down to a combination of three factors:

WILL

How much customers care

The intent-action gap reveals that even the most
well-intentioned consumers (those with strong
will) can face barriers to low-carbon living due
to a lack of skill (understanding of the best option)
or a lack of opportunity (ability to purchase or
behave in the best way). This is why retailers must
target all three factors.
Used together, the first two levers we can use
to change customer behaviours - increasing
conciousness and enabling action - address
customers’ will, skill and opportunity:
1. Increase consumer consciousness: Providing
the right information to raise awareness of
issues, encouraging consumers to care about
climate action and letting them know what
they can do to help (improves will and skill)

SKILL

How much customers
understand what they
need to do

Opportunity

Customers’ ability to act
on positive intentions

Helping Customers Live Low-Carbon Lifestyles

2. Enable consumer action: Increasing
customers’ ability and likelihood to take action
by removing friction and ‘nudging’ consumers
in the right directions (improves opportunity),
essentially closing the intent-action gap.
While a majority of consumers say they’re
willing to change purchasing behaviour to reduce
environmental impacts, a substantial proportion
aren’t willing. Retailers can still help such people
move up the adoption curve, but this will take
time. As a longer-term strategy, retailers will need
to do more than just encourage customers to
make different choices – they will need to shift
the whole frame of consumer choice by making
product options low-carbon by default. This
is part of the systemic change that will ultimately
be needed.

A Practical Guide for Retailers
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What are the best
practices to
change customer
behaviour?
Now we know who are customers are and why they may or may not adopt more
sustainable behaviours, it’s time for action. We can do a lot to nudge the different
personas using optimised customer marketing and behavioural economics.

Enabling customers to live a low-carbon life
ENGAGE

USE

How do retailers educate and
encourage customers to value
low-carbon choices pre-sale?

How do retailers ensure the
consumer uses their product
in a carbon-efficient way?

1

4
BUY

DISPOSE

How do retailers (in-store and
online) ensure the customer
purchases the most low-carbon
product option and chooses lowcarbon delivery/transport options?

How do retailers ensure
responsible consumer behaviour
at the product’s end of life, or
when disposing of packaging?

Helping Customers Live Low-Carbon Lifestyles

THE EXTENT TO WHICH YOU ARE CURRENTLY
UNDERTAKING EACH OF THE BEST PRACTICES
IN THE FOLLOWING SECTION. YOU CAN THEN
USE THIS AS A BASIS TO HELP DEVELOP HOW
YOU HELP YOUR CUSTOMERS.
Consciousness: Provide information
More consumers than ever care about sustainability
and that’s driving retailers and brands to act.
But despite these trends, too few consumers –
even well-intentioned ones – purchase sustainable
products. Consumers tend to mention the lack
of product sustainability information as a key barrier
to adopting a sustainable lifestyle, along with the
idea that they don’t feel their individual actions
make a big enough difference.
You can provide customers with different types
of information to address this:

3
2

CONDUCT A GAP ANALYSIS BY CONSIDERING

1. Educate them about environmental issues,
climate change and the need to reduce carbon.
Increase their skill regarding the issues and
increase their will by giving them reasons to
care (for example, by appealing to emotion).

2. Inform them about the positive choices they
can make, for example by providing them
with product-related sustainability data.
This will increase their skill for low-carbon
decision-making. Consumers will find it easier
to make better choices if they can make
apples-to-apples comparisons of different
products’ impacts.
Help your customers understand how their
choices impact the environment at every stage
of the customer journey: engage, buy, use
and dispose. The engage and buy phases are
particularly good times to provide consumers
with such information.

A Practical Guide for Retailers
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Consciousness: Provide information

Engage
Encourage cultural shifts around responsibly produced and zerowaste goods and lead by example.

� Connect with causes your customers care about
Climate change is a global concern but people’s views on
sustainability vary by age, background, culture, community and
geography. They understand environmental issues in a localised
context. So research your customers and their specific priorities,
then provide information on the causes they care about, using
tailored messages.

� Talk to the head or the heart
How you communicate information can affect people’s decisions.
Messages can appeal to either the head or the heart. With evidencebased approaches, show how your values support low-carbon
living. (Only 42% of consumers believe businesses are investing
enough time and resources on climate and carbon, so there’s room
for improvement.) Customers do respond to data, especially if
it is relatable – for example, if the point of reference is local, such
as: “You consume more energy than x% of your borough”.
Emotional pleas work well when they focus on positivity, hope
and pride. Storytelling can help shift behaviour, as can speaking
to people’s sense of community pride. Inspire others by sharing
information about positive trends – for example, by highlighting
stories about people adopting plant-based diets or using reusable
cups. However, beware of greenwashing – for example using tricky
language or making claims which are hard to substantiate. – which
works against behavioural change. And be transparent about your Net
Zero strategy and progress.

Helping Customers Live Low-Carbon Lifestyles

�

Choose the right voices to deliver
your message and use social influence

Different voices work for different consumers. Consider different
voices – yours, formal authorities, social influencers – to inform
consumers about low-carbon living. People tend to listen most
to individuals they look up to or to people they see as similar
to them. For example, an anti-littering campaign in New York used
basketball players – held in high esteem by many teenage boys – to
successfully target male youths who tend to litter more than others.
About one-third of people in Europe and the US say they rely on friends
and family to suggest brands committed to positive social and
environmental impacts. Social reinforcement is a powerful tool and
people tend to conform to the behaviours of those around them.
Handing out stickers that say, “I’ve had my COVID vaccination”,
promotes social approval in the battle against vaccine hesitancy.
The same can work for low-carbon habits. Incentivise local action
by making low-carbon behaviour publicly visible and ‘the thing to
do’. Just remember that social motivators can be a turnoff if people
associate certain behaviours or products with things they don’t like
– such as an opposing political ideology.

�

Harness life events to change habits for the better

Big life changes present a great opportunity to break bad habits and
replace them with more sustainable ones. The COVID-19 pandemic
disrupted our lives, causing many people to change jobs or move
house. Recent statistics show that 34% of consumers globally adopted
more sustainable behaviours resulting from the pandemic. Use
your customer data to identify and target people when they’re at
a crossroads – when they may be more open and willing to change.

A Practical Guide for Retailers
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Consciousness: Provide information

Buy
In-store and online interactions allow retailers to inform customers
about lower-carbon options.

�

Make key information stand out

Consumers can easily be overwhelmed by the volume of product
information in-store, online and on packaging. Make information
easy to find and present it at times and places where customers are
most likely to engage with it. Good opportunities can be found at
the point of sale and on receipts:
•

Certifications and product labels – Amazon’s Climate Pledge
Friendly label indicates that a product has one or more of 31
sustainability certifications. Similarly, Foundation Earth, a nonprofit organisation, plans to start issuing labels with traffic-light
scoring (developed by Mondra) to show the environmental
impact of food products. By using primary supply chain data,
the label lets customers compare products of the same type.

•

Environmental pricing – The German supermarket Penny’s
flagship store uses shelf-edge price tags to display the ‘true
cost’ of some foods. Developed by the University of Augsburg,
the system factors in the effects of nitrogen, greenhouse gases
and energy across the supply chain.

•

Interactive apps – Coop Denmark’s app uses a carbon footprint
calculator to show customers the impact of their product
choices. Customers can review this information post-purchase
and use it to adjust their shopping behaviour.

CASE STUDY: COOP DENMARK’S CARBON FOOTPRINT TRACKER
Initiative:

How can you build on this?

In Denmark, Coop uses an interactive app with
a feature that helps customers to understand
the CO2 footprint of their groceries (developed
with Lobyco). By giving tips, setting targets and
comparing the consumer’s footprint to the
average consumer, Coop Danmark helps their
customers to live a more low-carbon lifestyle.

This example for grocery shopping can be
applied to other retail categories like clothing
and technology & electronics. A carbon footprint
tracker can be particularly impactful if it manages
to make the data understandable: e.g. what does
a carbon footprint of about 4 kg CO2e per kg of
rice actually mean? And what are other options?
Are there tips to be given on the use phase
(e.g. reducing energy consumption of an appliance
or ways to reduce food waste)? Tracking progress
over time can help to keep your customers
engaged and thereby

Impact:
So far, 27% of the 1.2 million app users in
Denmark have checked their carbon footprint.
The climate footprint tracker can increase the
consciousness of the customer and the app
makes it easier for customers to take action by
suggesting sustainable product choices. There
are also benefits for the retailer, who can use the
purchase data to identify their Net Zero Heroes,
gain valuable insights and play into the shopping
behaviour, helping to drive action even further.

�

Make your receipt talk

The moment immediately after purchase provides
an opportunity to engage with and inform
consumers. For instance, a receipt could show the
carbon impact of purchases, including the impacts
of delivery for online purchases, or it could include
tips for low-carbon living.
Another strategy is to use receipts to compare
a customer’s carbon impact to the ‘average’

Helping Customers Live Low-Carbon Lifestyles

customer. It’s difficult to precisely assess such
impacts, but you could start by using the average
carbon footprint for that particular product
category, such as dairy, meat or imported
produce. Think of this as the first step towards
the ideal state – imperfect information is
no reason not to act. But be transparent with
customers about the assumptions you make.
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Consciousness: Provide information

Use
It’s typically harder to interact with consumers after they have
purchased a product and are using it at home. To encourage lowcarbon lifestyles through product packaging and user guides, make
messaging obvious and interactions effortless for the consumer.

�

Talk about usage impacts

It’s typically harder
to interact with
consumers after
they have purchased
a product and are
using it at home.

Carbon impacts of product usage depend on the specific product
and how the individual consumer behaves at home. Educate
consumers about optimal usage changes that are easy to adopt.
An example of a campaign that focuses on this is Ariel’s Wash Cold
Challenge, which encourages consumers to lower the temperature
of their clothes wash, directly linking this behaviour with impacts
on climate change.

�

Help consumers make usage comparisons

Consumers can find it hard to understand differences in carbon
footprints when they make tradeoffs between reusable and
disposable products. Reusable diapers, for instance, generate less
apparent waste, but are less convenient and involve emissions
during washing and drying. Remind customers about how long
it will take to see benefits and what those benefits are over the
life of the product – such as, “You’ll save £50 over the lifetime
of this product.” Text message or email reminders can be effective,
especially for higher-value, longer-life products.

Helping Customers Live Low-Carbon Lifestyles
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Consciousness: Provide information

Dispose
�

Show the possibilities at the product’s end of life

At the end of a product’s life, direct customers to resources and
ideas for repairing, reusing or upcycling products. Let consumers
know how the wrong actions can have big impacts on the overall
carbon footprint of the product.
You could support or set up an upcycling community and partner
with local artists or craftspeople. Think Etsy, but for upcycling. IKEA
UK&IE informs consumers about sustainable living – including ways
to upcycle furniture – through its Live Lagom community, for example.

CASE STUDY: IKEA UK&IE LIVE LAGOM PROGRAMME
Initiative:

Impact:

IKEA UK&IE has committed to inspiring and
enabling 1billion people to live a better life within
the limits of the planet by 2030. The Live LAGOM
programme aims to enable families to live a more
sustainable life. IKEA UK&IE recruits around 210
households in the UK and Ireland yearly for a
10-month engagement journey on how to save
energy and water, reduce waste and promote a
healthy lifestyle. These families attend workshops
where they learn tips and tricks on how to “Live
LAGOM”, a Swedish philosophy on everyday
life with “just the right amount”. Live LAGOM is
about living a rewarding but responsible life: not
denying yourself or sacrificing what you love,
while not taking from the planet more than you
need. Becoming more sustainable can seem like
a daunting and overwhelming task, but the Live
LAGOM programme suggests small and easy
changes that can help people live a more healthy
and sustainable life at home.

IKEA UK&IE works with the University of Surrey
to measure the impact of Live LAGOM. Participants
save on carbon emissions equivalent to planting
53 trees per year. There’s also a financial benefit
to living LAGOM, with participating households
saving on average £1,440 per year. Importantly,
92% of participants said they learned new life skills
through the programme, learned that sustainable
living can be easy and affordable, and adopted
sustainable behaviours that lasted after the
programme finished.
How can you build on this?
Whatever product you are selling, creating
a sense of community can help you increase
customer loyalty and engage your customers
to live a more sustainable lifestyle. People
love to share tips and tricks and sustaining the
community feel will make sure behaviours for a
low-carbon lifestyle are embedded long term.

Besides these workshops, where participants
also benefit from learning from each other, the
online community on the Live LAGOM Facebook
group is always active, with members supporting
each other, sharing knowledge and spreading
sustainable practices.

Helping Customers Live Low-Carbon Lifestyles
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Action: Reduce friction
Retailers can close the intent-action gap by removing friction for
consumers who already have positive intentions (that is, increase
opportunity). You can also make the right actions easier for people
who don’t know much about the need for low-carbon living.
Consumers rarely choose products based on sustainability or
low-carbon footprint alone. As a retailer, you can nudge consumers
in the right direction by increasing barriers for unsustainable
behaviour and reducing barriers for sustainable behaviour.

Engage
�

Highlight other benefits to make
low-carbon choices attractive

Rebrand sustainable alternatives to make them more attractive.
Be cautious about the messages you send as for most consumers,
sustainability is not (yet) the main reason they buy a product. So
link other benefits to sustainability to increase a product’s appeal:
Price, health, quality, taste, style and convenience can all influence
customer choices.
Show that sustainable alternatives are not less effective. For example,
advertising plant-based foods as delicious and satisfying can make
them more appealing than calling attention to what they lack (that
is, “meat free” or “dairy free”). Highlight ways in which sustainable
alternatives can be cool, luxurious or fun. Or use “approved by”
labels – the more local (“Leicestershire’s most-loved cheese”) or
relatable (“Parents’ #1 choice”), the better.

�

Make it playful

Gamifying engagement around low-carbon choices can boost
consumers’ interest. For example, you can run social media
contests challenging your customers to show their best low-carbon
behaviour. Winners can be rewarded with an appropriately
sustainable gift to help them on their low-carbon journey.
While such an approach might appeal most to younger generations,
other ideas can work across age groups. For example, encourage
customers to engage in healthy competition by comparing their
sustainable actions with peers, friends and family. Or set up a
pop-up shop to promote eco-friendly products, with games and
opportunities to share content on social media.

Helping Customers Live Low-Carbon Lifestyles
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Action: Reduce friction

Buy

CASE STUDY: ASDA’S REFILL ZONE

The buying stage matters most: A good decision at this stage is
likely to have the greatest impact on Net Zero goals, so retailers
should concentrate on the buying stage for all consumers.

Initiative:

Impact:

In October 2020, Asda launched a refill zone in
Middleton, as part of a strategy to reduce, reuse
and recycle grocery packaging. The supermarket
has partnered with popular household brands
including PG Tips, Kellogg’s and Persil to deliver
this as well as some Asda brand staples like rice
and pasta. Customers bring their own containers,
fill them up and pay at the till.

The launch of the Middleton refill zone was
exceptionally well received, with customers of
all types excited to get involved and research
showing a 96% positive response. Some of
the most successful Refill products have seen
100% incrementality to their sales, plus an
apparent halo lift on their packaged offer in this
store too. Despite operating mainly through lock
down periods, repeat rates for some refills have
exceeded their packaged equivalent, with several
thousand Middleton transactions recorded.
Customers requested extended ranges – for
example wholewheat pasta and Yorkshire tea –
which have now been added to the offering.

�

Make Net Zero the default

Opt-out strategies are more successful than opt-in ones, so make
the most sustainable option the default option. Look for ways to
implement this on store shelves or via in-store cafeterias.

�

Sustainable = easy, unsustainable = hard

If you can’t yet make sustainable options the default, look for ways
to make sustainable products and options readily available, easy
to find and more prevalent. Put low-carbon choices at eye height,
on gondola ends, by the till or in the front of the store to highlight
them. Also position sustainable alternatives next to traditional
choices to make them appear more mainstream. One Belgian
supermarket doubled sales of veggie spreads by putting them next
to meat-based options.
Online, use prompts to substitute traditional products with more
sustainable ones – a “Green my basket” approach. Or use customers’
past purchases to suggest sustainable alternatives to their favourites
before they add anything to their baskets. In the Nordics, Elkjøp
(part of Currys) showcases returned, used or damaged versions of
products right next to new ones online, at a lower price.You can also
encourage consumers to act by increasing barriers for unsustainable
behaviour (the loss aversion approach) – such as the well-known
example of charging extra for bags.
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The products in the Refill zone were chosen
to be familiar, bright, family favourites to reduce
customer apprehension of trying something new,
and to create a destination for week-in-weekout shopping. A key feature is that all products
are line priced or cheaper than their packaged
alternatives; despite the fact that serving through
this model is currently much more operationally
expensive than selling packaged goods, Asda
felt that all customers should be able to afford
to participate and price must not be a barrier.
Asda aims to roll out its refill proposition to four
more stores by the end of 2021, testing different
models including positioning Refill stations within
the parent aisle (e.g. pasta dispenser in the pasta
aisle). Through trying different things, Asda aims
to understand how best to maximise customer
participation and ultimately build the case for
a national offer.

How can you build on this?
‘Reduce, reuse, recycle’ is an old mantra, but
despite that, there’s a huge opportunity in the
different retail categories to improve in these
3 areas. ‘Reduce’ by making zero packaging the
default; if customers have to ask or pay for
packaging, they’re more likely to accept life
without it. Engage with your customers to help
them ‘reuse’ products and packaging and give tips
at the right time so they’re more likely to adopt
these behaviours. Finally, try to make ‘recycling’
as easy as possible for example by providing
easily accessible infrastructure in-store. Online
stores could even experiment with how delivery
providers could help recycle packaging. How will
you revive ‘reduce, reuse, recycle’?
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�

Use incentives to encourage low-carbon choices

Use in-store, online and in-app incentives to promote more
sustainable options. These could be loyalty points, reduced prices,
bundle deals that nudge consumers to more sustainable purchases
or offers for food items nearing their “use by” date. But be careful:
incentives can remove intrinsic motivation and so withdrawing
incentives can reverse customer behaviour. Be wary of using them
in isolation if you want to create permanent behaviour change.

�

Enable a sharing economy

�

Remember that all parts of the
shopping experience count

Don’t forget about other activities around the buying stage, such
as encouraging people to cycle to store by providing bike storage for
shoppers and employees. Providing electric vehicle (EV) charging
points close to the entrance rewards the use of EVs and makes
it visible. You can also offer green product delivery or make green
delivery the default option. Such changes might take more effort
than nudges around product positioning, but they also have the
potential for greater impact.

Consuming less is the best way to avoid emissions. Promote
an experience, sharing or rental economy over ownership.
Some in the fashion industry have begun taking the idea of ‘thrifting’
to another level with platforms where customers can both sell
and rent pre-loved items to others. This approach could satisfy
consumers’ cravings for ‘newness’ while reducing production and
consumption. The idea was born in the realm of designer wear
with sites like ‘Rent the Runway’, co-founded in 2009. But it’s slowly
creeping towards the mass market with apps like ‘By Rotation’, which
accepts ‘mid-market fashion’ and high-street labels if they are part
of an exclusive collaboration. This model adds the incentivising
benefit of generating cash for the product owner.
Think about how you could apply this model to your products
but be sure to do this in a green way: studies show that renting
clothes can sometimes be worse for the environment than
throwing clothes away, depending on dry cleaning and packaging
processes. The concept of a ‘product library’ (‘The Library of Things’)
could be particularly attractive to customers for higher-value
items such as tools or leisure equipment.

Helping Customers Live Low-Carbon Lifestyles
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Action: Reduce friction

Use

Dispose

Make sure the products you offer are used sustainably,
either by design or through consumer education.

The way a customer gets rid of their product has a strong impact
on the end-of-life emissions. The old mantra Reduce, Reuse, Recycle
remains relevant, but you can give it a twist.

�

Build in sustainability

Ideally, sustainability should be built into products so that action
comes naturally to users. This might mean influencing a supplier
or manufacturer to make changes. These could include adding
default eco settings to appliances or designing packaging that
indicates recommended dosages or even better, ensures only the
recommended amount of product is dispensed at one time.
Where product changes are not possible, retailers could provide

�

Promote repairs

customers with guidance on how to best use products in a
low-carbon way.

Repairs should be the first option before disposal. You play a vital
role in helping customers with this, so make your repair services
clear and available. Some fashion brands are even starting to offer
a free repair service for the life of their products. It’s a bold – even
potentially risky – move for a fashion retailer in a throw-away culture.
But the industry needs courage to achieve its 2040 Net Zero goals.
Think about how to position and price repair services to ensure
they generate value for you and give customers a reason to choose
that option over buying new.

�

�

Highlight the benefits of using products
and services in low-carbon ways

Help customers use products the right way by highlighting other
benefits. For example, a washing powder package might note that
washing in a particular way protects the environment and preserves
clothing quality. Nudie Jeans even promotes the idea of not washing
clothes so often.
Make advice easy and obvious as people don’t tend to read lengthy
instructions. Remember that different customer age groups process
advice through different channels – whilst some like physical
instruction manuals, others prefer online channels like YouTube.
For example, two million people watched a TikTok video about how
to use the refill zone in Asda’s Middleton store.
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Second-hand markets can work

Setting up a second-hand market isn’t necessarily a risk. La Redoute,
for instance, manages its own second-hand e-commerce site called
La Reboucle (meaning ‘loop back’). You could create a second-hand
market platform for your branded items that safeguards brand value
by using blockchain to prove authenticity and tell a story about
the product’s previous life. You could also partner with charities
to help resell products in the dispose phase, demonstrating your
commitment to other important causes.

�

Make recycling easy and fun

Make recycling fun or interesting to reduce end-of-life product
waste, and ensure that recycling facilities are available and easy to
use. You can help by accepting products for recycling in store. Currys
offers to pick up small electrical items for recycling for free when it
delivers new large items. It highlights this service in delivery emails
and text messages to customers.
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You can also make recycling fun through
gamification or rewards (such as a discount for
customers who bring in old clothes to be recycled
or entering those customers into a lottery).
Deposit schemes are also effective. Germany is
a leader here with its ‘pfand’ system for recyclable
glass and plastic bottles. When consumers pay a
bit more in the buy stage, they have an incentive
to return those items for recycling later.

CASE STUDY: CURRYS TAKE-BACK
SCHEME FOR ELECTRICAL APPLIANCES
Initiative:
Since 2003 Currys has offered customers a take-back
service for their old white goods when delivering
customers their new products. It wasn’t until the
WEEE (Waste Electrical and Electronic Equipment)
regulations came into force in the UK in 2007,
that it became a mandatory obligation on retailers
selling electrical products to offer take-back of old
electrical equipment from their customers. UK
retailers were given two options to comply; set-up
their own in-store take-back or join the Distributor
Take-back Scheme (DTS) (which allowed companies
to pay an offset fee/cost). The majority of retailers
opted for the Distributor Take-back Scheme but
Currys decided to expand their offer to include
product take-back across all its stores as well as when
delivering new items. Currys continued to offer a
solution to its customers which was unique to others.
In many cases, when customers are purchasing new
tech they are often replacing old or broken items,
so being able to recycle those items at the same
time as buying new allows for a seamless shopping
experience. Currys also went above the legislative
requirement, allowing anyone, regardless of if they
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Similarly, consider how investing into ‘refillable’
products could encourage customers to recycle
parts of products or packaging. Make packaging
more beautiful and robust, so customers want
to keep it and refill or reuse it. This could work
particularly well in personal care or grocery
categories. Selling bundles, like a desirable
refillable bottle with a bulk refill, would help
to get people started.

are buying anything, to visit any store to recycle
old tech; this significantly increased the number of
convenient recycling points across the country for
unwanted electricals. Currys don’t charge to drop
off any item in-store for recycling – whether you’ve
bought something or not - but there is a small
charge when collecting large household appliances
during home delivery

Impact:

How can you build on this?

From 2008 to 2020 collections of e-waste
through Currys stores and home delivery have
totalled in excess of 700,000 tonnes, which is
65% of all the e-waste collected back by UK
retailers during that time frame.

This example shows how you can boost your
initiatives by going above and beyond legislation
to help provide consumers with the services they
need. If you do this right, you’ll build trust with
your customers which gives you the opportunity
to bring your customers on board with other
initiatives you might have.

Moreover, repairing or reusing products is a
triple win: it reduces the carbon footprint by
saving emissions from new products and avoided
recycling, it creates jobs and it generates value for
charities or low income households. Since 2014,
working with the Reuse Network, Currys has
helped over 100,000 low-income households
get access to high quality refurbished appliances,
saving them £17m and over 8,000 tonnes of CO2e.

This example also shows how partnerships with
charities can generate value through the second
life of a product. When rolling out initiatives,
think about how you can double your impact
through both lowering carbon emissions and
creating wider socio-economic benefits.

Some of these collected items are still fully or
partially functional, so Currys works with partners
such as the Reuse Network and Environcom who
test, clean and refurbish large house appliances so
they can be sold or donated to support charities,
local communities and social housing. Products
beyond repair are recycled to enable valuable
materials to remain in use in new products. A video
explains the process in more detail for customers.
Currys continued to develop new ways to ensure
more e-waste is captured and in 2018 rolled out the
collection of small electricals when they deliver large
appliances to customers, to help capture smaller
tech which often gets hoarded away or disposed of
incorrectly in household bins. Notification of this
new service is included in customers’ delivery text
alerts – this increases awareness and ensures items
are ready on arrival.
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How can
organisations
build internal
capacity to
implement these
best practices?

Helping Customers Live Low-Carbon Lifestyles

This guide has covered a plethora of ways you can nudge your
customers towards low-carbon living. How will you kick this into
action? While you have great ideas, bringing those to life can seem
daunting. Getting execution right is absolutely essential – not
only to ensure your business thrives in a changing world where
sustainability is ever more important, but also to build and maintain
trust among your customers.
To help your customers to act, you need an internal business
environment that enables you to act. This section will look at some
‘behind-the-scenes’ areas you can focus on to drive impactful and
long-lasting change for your customers, starting with how to spark (or
grow) momentum internally and then looking at the long-term plan.
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Sparking momentum
- or helping it grow
As a retailer, people are at the heart of your business. Wherever
you are on your journey, building internal support will spur on
sustainability initiatives.

Align with your organisational Purpose
Building support can be a lot easier if you consider your organisation’s
Purpose. This is your organisation’s reason for being, which usually
extends beyond just generating cash. What’s your company’s story?
What gaps were you trying to fill? Your organisation’s Purpose might
not obviously be linked to a low-carbon future, but climate change
is an issue so pervasive that you’ll no doubt find a way that it plays
in. For example, an organisation with a Purpose to deliver worldclass design may not obviously see how this links to a Net Zero
future, but surely the classification of ‘world-class’ is likely to soon
include planet-positive aspects? Similarly, an organisational Purpose
to make people feel good doesn’t obviously link to climate, but
helping people to live a low-carbon lifestyle will in-turn make them
feel good about themselves if the impacts of their actions are made
clear to them.
Help your colleagues to see how encouraging customers to live
low-carbon lifestyles is uniquely and inherently linked to your
organisational Purpose, and therefore how it is likely to help the
business thrive and survive in the long term. Your Purpose should
be the driving force of the business, so doing this will make sure
everyone is rallied and aligned to your low-carbon objectives.

Build a team of change champions
Assemble a cross-functional team of change champions. Start
by identifying who in your business is passionate about this topic,
and help them to bring their passion to life in their daily work.
These people will help you win hearts and minds and can act
as coordinators as you roll out initiatives.

Helping Customers Live Low-Carbon Lifestyles

Start by delivering some quick wins - demonstrate benefits and
then use these to ignite enthusiasm. Start with executing one
‘quick and dirty’ idea from the list – one which feels accessible
to you based on your business context. Create an example of the
impact you can have as a retailer and use this to start broader
conversations internally.
With this team, establish a regular cadence of communication and
aim for the right balance between listening, incorporating their
suggestions into your plans and then acting. These champions
might provide some of your best ideas, so recognise and reward
their work. Keeping them engaged is vital to success.

Upskill your people
Just as with customers, one of the biggest challenges with
employees can be their lack of understanding about low-carbon
problems and solutions. Use your change champions to design
and deliver a learning journey for other employees, taking into
account different roles and requirements. Identify partnerships
and resources you can draw on.
Define key interventions for the next six months and identify the
top three messages you want people to take away. What do you
want them to think, feel and do?
Consider other ways to communicate too, such as a regular
sustainability segment in your newsletter, or via regular updates from
the CEO. Pair easily consumed articles with formal training courses
to capture as many people as possible and provide a balance.

Adopt an agile mindset
Throughout your efforts, adopt an agile mindset and always have a
‘pilot-first’ approach to test new low-carbon propositions fast. Build
on what you learn and welcome failure: it will allow you to iterate
and invest time and effort more wisely as you gain experience.
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Building the longer-term plan
After you’ve achieved some quick wins and started to drum up
support, start thinking about longer-term strategic options. Ask
yourself if you have a clear sustainability strategy, along with the
committed resources to get things done.

Ambition

Governance

Strategy

Set the ambition to achieve
Net Zero emissions by no
later than 2040 and limit
warming to 1.5°C.

Set up strong governance
frameworks with
accountability driven from
the top to enable decision
making on your Net Zero
ambitions.

Embed Net Zero into
company strategy by
understanding transition
risks and opportunities
– how to minimise value
destruction and maximise
value creation.

Enterprise

Supply Chains

Innovation

Adapt your operating model
– design and implement
transformation programmes
to build Net Zero into
corporate structure,
business functions and
business capabilities.

Transform your traditional
supply chains to a
connected, smart and
highly efficient supply
chain ecosystem.

Deploy existing
technologies and develop
innovative new solutions
to deliver Net Zero.

Finance

Transparency

Engagement

Develop a Net Zero
corporate investment
strategy to deliver on the
Net Zero transformation.

Communicate your
progress against your
ambition.

Engage and influence
stakeholders across
ecosystems to deliver
emissions reductions
at pace and scale.

Transforming the retail industry to Net Zero by 2040 requires you
to move to “a state in which the activities within your value chain result
in no net impact on the climate from greenhouse gas emissions”.
To transform an industry, we’ll need to transform our businesses.
PwC and Microsoft’s nine Building Blocks for Net Zero Transformation is a
practical framework to embed Net Zero aspirations and actions across
your business. This will underpin your ability to support customers.
You can use a checklist with key actions for each building block,
along with practical guidance to help you implement these changes.

Helping Customers Live Low-Carbon Lifestyles
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To bring some of these building blocks to life, here are
some practical examples of what you might consider:

Governance: Reward and compensation
Besides assigning responsibility for delivering on the Net Zero
transformation, recognising and rewarding progress is important.
Look for ways to praise individuals who are making a difference
at all levels of your business. Embed sustainability-related rewards
and compensation into your people strategy and remove those
that might hinder progress on Net Zero transformation.

Innovation: Data
Understanding the carbon footprint of your products, across their
full lifecycle, is challenging, but a clear priority. Look for innovative
ways to collect and use this data to help you deliver on your Net
Zero ambition and provide customers with the facts they need.
For example, fashion label Reformation uses FibreTrace technology
which enables customers to scan their clothes to uncover lifecycle
information. Also consider how to best collect and use customer
insights around existing attitudes and behaviours to guide the shift
to low-carbon choices.
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Finance: Set up a Net Zero investment strategy
Business transformation requires investment into each of the
nine building blocks. By developing a Net Zero investment strategy,
you can identify, support and scale transformative programmes.
Consider a budget for two areas: a dedicated strategic budget
to help you drive the long-term changes required and a budget
for innovation, to enable pilot projects and the ‘fail fast’ approach
described earlier.

Transparency: Disclose your progress
By disclosing progress on your Net Zero ambition, you demonstrate
accountability and commitment to your customers and other
stakeholders. To do this, create KPIs that track your progress against
targets and report these regularly and consistently. This allows you
to establish regular checkpoints, reflect on successes and failures,
and think about what more you can do.

A Practical Guide for Retailers

48

49

Conclusion
FINAL THOUGHTS
This guide laid out thegroundwork for you to help your customers live a low-carbon lifestyle.

•

•

•

We started off by considering who your
different customers might be. Through the
two axes of consciousness and action, we
identified four example personas. Your aim
is to move customers up the low-carbon
adoption curve: helping Non-Ecos to become
Low-Carbon Opportunists or Low-Carbon
Hopefuls, and eventually helping all customers
to become Net Zero Heroes.
We continued to investigate why customers
would or would not change their behaviours
and how addressing your customers’ will, skill
and opportunity could help.
We discussed best practices for changing
behaviours, using the levers of increasing
consumer consciousness and reducing friction
to enable action. For each, we walked
through the customer journey (engage, buy,
use and dispose).
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•

Finally, we considered how organisations
can build internal capacity to implement
these best practices by demonstrating quick
wins, building support and using the Building
Blocks for Net Zero Transformation.

The best practices in this guide are based on
behavioural economics and marketing. However,
the suggested actions will only help the retail
industry onto the first stepping stone – systemic
change and longer-term initiatives are needed to
reach Net Zero by 2040. Ultimately the goal is to
make every basket a Net Zero basket by default,
that is to shift the frame of choice for your
customers, whether they are a Net Zero Hero
or a Non-Eco.

Systemic change will require cultural change at an
individual, organisational, sector and cross-sector level:
•

At the individual level, consumers must
change consumption habits: reducing overall
consumption and prioritising a circular economy.

•

At the organisational level, retail employees
and business models must align toward the
2040 Net Zero goal. This means addressing
the Building Blocks for Net Zero Transformation
and working across all five Pathways of the
BRC Climate Action Roadmap. Retailers
must be ready to embrace new consumption
models – moving away from the traditional
‘sell more product’ approach and instead
looking for ways to generate revenue through
alternative, nurturing business models – for
example, by providing customers with repair
services. Your goal is to encourage customers
to want to get the most out of the products
they buy, rather than buying something less
durable more cheaply from a competitor.

•

At a broader scale you’ll need to collaborate
both with other retailers and with other
sectors. With other retailers you can set up
partnerships and work together to share
information and best practices, accelerating a
reduction in emissions. Consider the retailers
trialing the Foundation Earth carbon label,
or direct competitors Nestlé and JDE Peet’s
joint effort to launch a nationwide coffee pod
recycling scheme. Working in collaboration
will enable you to avoid ‘first-mover risks’
while doing the right thing and even having
a greater overall impact.

•

With regards to other sectors, use your
capacity to influence and collaborate with
governments and supply chains. Advocate
for climate-positive policies and build out
mutually beneficial Net Zero programmes.
By working together, we will enable and
accelerate progress.
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and climate reporting; invest for the future; and support their people
through a fair transition. We’re also making sure our own business
is ready to meet the challenge, too. Together, we can build good
businesses for a stronger world.
About PwC
At PwC, our purpose is to build trust in society and solve important
problems. We’re a network of firms in 155 countries with over
284,000 people who are committed to delivering quality in assurance,
advisory and tax services. Find out more and tell us what matters
to you by visiting us at www.pwc.com.
PwC refers to the PwC network and/or one or more of its member
firms, each of which is a separate legal entity. Please see www.pwc.
com/structure for further details.
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