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We’ve got history 

Founded in 1960’s in Leeds, where we’re still head quartered 

 

We’ve got scale 

Over 180,000 Asda colleagues 

Over 560 stores 

 

We’ve got reach  

Over 18 million shoppers served per week in store 

Over 98% of UK homes served through our home shopping business 

 

 

About Asda 



We believe sustainable living is for everyone, no matter who 

they are and what their income. We believe in everyday low 

prices for sustainable products. 

 

Our business is committed to delivering great value at everyday low 

prices. For us, sustainability is part of that value.  

 

We’ve worked hard for many years to reduce our environmental 

impacts and, as a result, our costs.  

 

We’re listening to what our customers care about and they want us 

to help them lead greener lives. 

 

Our sustainability vision 



Sustainability is our business 

Our business 

promise… 
…is affected by… …so we’re… 

Every Day 

Low Prices 

Increasing energy, 

fuel and food prices 

Increasing efficiencies 

across operations, saving 

over £80m to date 

Quality you 

can trust 

Customers demanding 

higher quality, more 

sustainable choices 

Collaborating with 

customers & suppliers to 

develop affordable products 

from sustainable sources 

Wide range 

of choice  

More competition for 

fewer resources, 

increased uncertainty in 

supply 

Working and investing to 

secure sustainable supply 

chains of the future 



 

Energy 

£40 million  

Energy efficiency 

Over 33% carbon 

reduction in buildings 

 

 

Sustainability saves us money 

 

Waste 

£27.4 million 

Over 96% diverted 

from landfill 

All food waste 

diverted from landfill 

 

 

 

 

Product 

£10+ million 

A third less 

packaging on Asda 

brand products  

 

 
 

Supply Chain 

£7.7 million 

18million fewer miles 

driven 

47% less carbon 

from fleet 

 

 

 

Over £80 million since 2005  

 

 



Sustainability contributes to Trust 

The link between sustainability and trust has grown even stronger. 

55% 
say sustainability is ‘very’ important when it 

comes to building trust in a retailer like Asda 40% 

92% 
say sustainability is ‘very’ or ‘somewhat’ 

important 89% 

Source: Everyday Experts PoTN surveys 

Feb ‘12 May ‘12 



Affordable sustainability 



What Customers Think 



Why 

To be recognised as the affordable green retailer and the voice of UK consumers 

To explore our customers’ motivation and to identify barriers around sustainability 

 

How 

A panel of 6,000 Asda customers 

Over 17 online surveys with average of 3,000 responses 

Backed up by focus groups 

Designed and verified with research partners The Environment Council and Populus 

 

What 

'Green Is Normal' report issued end of 2011 

Focus on food & food waste key focus in 2012 

2013 signals focus on enabling sustainable choices 

 

 

 

 

Overview 



We’ve busted five big myths about ‘who 

cares’ when it comes to sustainability: 

 

1.Green is normal 

 

2.I set the sustainability agenda 

 

3.Green should be easier to find 

 

4.I expect to be greener in the future 

 

5.The green choice shouldn’t cost more 

 

 

 

 

 

 

5 new facts 



Our customers EXPECT it 

Customers 

Say we’re #1 for ‘good 

green value’ 

97% care about being 

‘green’ 

Cost is their biggest 

barrier to buying green 

products  

 

 

 

“Asda does some stuff but 
M&S are miles ahead so Asda 
could do a lot more” 

97% of customers tell us they care, no matter what their demographics or values 

 

Source: Everyday Experts qualitative research, May 2012 Source: Everyday Experts PoTN survey, March 2011; 3349 responses 

Source: Everyday Experts qualitative research, May 2012 

What words do you associate with sustainability? 

Do you think Asda is more or less sustainable than 

other supermarkets? 

Source: Everyday Experts PoTN survey, March 2011; 3349 responses 



Our Strategy 



Sustainability framework 

Energy 

Switching off and cutting 

back 

Cutting our energy and 

carbon 

Helping Asda mums cut 

energy and car 

Waste 

Cutting waste every day 

Cutting our waste 

Helping Asda mums cut 

waste 

 

 

Products 

Improving products for 

people and the planet 

Reducing our products’ 

environmental impact  

Bringing Asda mums better 

products 
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 Asda Sustainability 2.0 

 

Focussing:  

• Reducing environmental impacts from the goods and services we sell, and the 

suppliers that make them 

• Reducing environmental impacts from operations 

Our strategic journey 
2

0
0

5
 -

 2
0

1
0

 Asda Sustainability 1.0 

 

Focused on: 

• Measuring our impacts and activities 

• Reducing the environmental impact of our operations 
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 Walmart Sustainability 360 

 

Target areas: 

Energy  

Waste  

Products 

Asda Mums  

 

Key priorities: 

Every Day Low Price 

Quality, sustainable products 

An Asda that listens to them 



Taking an holistic approach 



Sustainability 2.0: The 5-year plan 

Creating 

sustainable  

value 

A competitive business 

Resilient supply chains 

Supplier collaboration 

Climate change mitigation 

and adaptation 

Advocacy 

 

 

 

 

 

Selling quality products 

Sustainable agriculture 

Meeting customer demands 

Healthy sustainable diets 

Industry-leading products 

 

 

 

 

 

Our vision 
We believe sustainable living is for everyone, no matter who they are and what they 

earn. We believe in everyday low prices for sustainable products. 

 

Our plan 



Progress we’ve made 



Sustainability 1.0 progress (2005 – 2010) 

Property, energy & transport 

20% carbon emissions 

reduction from new depots 

40% carbon emissions 

reduction from new stores 

5% reduction in water usage 

7% absolute carbon reduction 

achieved 

40% emission reduction 

achieved (intensity target vs. 

cases delivered) 

 

 

Waste 

75% of operational waste 

diverted from landfill 

92% of construction waste 

diverted from landfill 

 

 

Product 

100% fish sold sustainably 

sourced 

First UK retailer to cut 

artificial colours, flavours, 

enhancers and artificial 

sweeteners from all products 

Local supplier regional 

hubs since 2002, a UK first 

 

 

 



Nearly 18% absolute reduction in face of significant increase in turnover 

83 tons per £1m in ’07; down to 55 tons per £1m in ’11 

Carbon Footprint Reduction YOY 

 

Main emission sources Emissions over time 



2.0 – Corporate targets 

ROI 

Return on investment decisions include shadow cost of carbon  

• In effect from January 2011 

 

Carbon footprint 

Continued, absolute 10% carbon footprint reduction to 2015 

• 17.7% reduction since 2007 

 

Climate change 

Mitigation plans in place for  five product categories by end 2012 and every building 
by 2015 

• 2012: Mapped produce supply chain 

• 2013: Mapping entire business into a framework 

 

Customer voice 

Increase input of customers and key stakeholders into our work  

• 2011: Launched Green is Normal report 

• 2012: Focus on food & reducing food waste 

• 2013: Enabling sustainable choices focus 



New property 

New stores: 60% carbon reduction by 2015 

• 45% reduction achieved 

New depots: 30% carbon reduction by 2015 

• 11.7% reduction achieved 

 

Current property 

Existing stores, offices and depots: 35% carbon reduction by 2015 

• 33% reduction achieved 

Refrigeration emissions leakage reduced to 8% by 2015 

• 7.1% leakage rate achieved and now maintaining 

 

Transport 

Transport operations: 60% carbon reduction by 2015 (intensity vs. cases 
delivered) 

• 47% reduction achieved 

 

 

 

2.0 – Energy & Transport targets 



Natural resources stewardship 

Support farmers to reduce water usage & maintain soils 

• LEAF toolkit on soils launched in 2011 & water toolkit in 2013 

Sustainably source key agricultural commodities 

• 100% sustainable palm oil through GreenPalm & move to physical 

 

Packaging 

10% reduction in carbon impact of packaging by end 2013 

• Maintain reductions & look to innovate further 

 

Supply chain 

Align suppliers with our sustainability commitments 

• Asda Sustain & Save Exchange (SSE) launched in 2012 

• Resource Saver tool in SSE helped nearly 50 companies in 2013 

2.0 – Product targets 



Supplier Collaboration 

The Asda Sustain & Save Exchange (SSE) 







http://youtu.be/9owrrT3lGM0 

Don’t just take my word for it… 

http://youtu.be/9owrrT3lGM0




Things You Can’t Plan For 



Brand damage through campaigns 

http://www.youtube.com/watch?v=2ExNmhD

LsIk 

 

http://www.youtube.com/watch?v=2ExNmhDLsIk
http://www.youtube.com/watch?v=2ExNmhDLsIk


Thank you 


