
'NEWS 

its challenge consumers 
fy plastic consumption 
,eace and 

tic challenged 

count the 

;tic waste they 

>ne week. 

included 

holds, 96 

classrooms. 

tted up the

;tic packag

threw away 

e of seven

ta national

lig Plastic

aimed to 

:ollective 

ption.

ihold or

,d an infor

Kplaining

ies of plastic

rrectly count

:is collected 

, Greenpeace 

and Everyday Plastic, who 

hoped the count would 

offer important insight into 

how much plastic waste UK 

households are accountable 

for - currently only sur

passed by the US, according 

to research published in 

Science Advances - and 

lead to 'radical action by 

Government and supermar

kets ... to reduce how much 

plastic is produced and to 

improve recycling rates'. 

According to Greenpeace 

plastics campaigner, Chris 

Thorne, who spoke to the 

BBC, it was the 'biggest ever 

investigation' of its kind. 

"Millions of us do our part to 

recycle but we don't really 

know where our plastic 

waste ends up," he said. 

The national results will 

be released in July. 

The sustainability squeeze: 
environment vs finances 
BAZAARVOICE - a tech
nology platform which ena
bles companies to connect 
with their consumers - says 
research by its shopper
based lnfluenster commu
nity reveals that almost half 
of Brits 'can't afford to be 
more sustainable'. 

Using clothing as an 
example, Bazaarvoice says 
that while 66% of the 1,000-
plus respondents recognize 
the negative impact of fast 
fashion, and although 44% 
say they would like to ditch 
fast fashion and opt for more 
sustainably made garments, 
'they simply cannot afford the 
difference in cost'. 

The data offers insight into 
the mentality of shoppers: 
four in five consumers admit 
they are more likely to make 
sustainable swaps if they 
are offered incentives (for 
example, discounted items 
in exchange for participation 
in recycling programmes). 
29% doubt the authentic-
ity of brands' sustainability 
agendas, believing them to 
be 'marketing ploys', but 41% 
take the time to visit a brand's 
website and read up on any 

sustainability practices which 
may be in place to avoid suc
cumbing to greenwashing. 

Ed Hill, senior vice presi
dent, EMEA, Bazaarvoice, 
comments: "In recent years 
we've seen that consumers 
don't just want to shop, they 
want to support and shop 
from brands whose values 
and beliefs mirror their own. 
As we see the cost of basic 
necessities increase across 
the UK, it understandably 
puts consumers in a predica
ment as they try to balance 
ethics with the income they 
have at their disposal. 

"It's important that brands 
and retailers are either able 
to offer sustainable options 
that are affordable, or that 
they are able to take the guilt 
out of fast fashion purchases 
by properly promoting - and 
following through on - their 
sustainability commitments. 
To build trust, companies ulti
mately need to do more than 
just talk the talk, they need 
demonstrate their willingness 
to contribute to the greater 
good. But they must do so in 
a way that's authentic, trans
parent and backed by actions 
that drive real change." 
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produce soups and sauces, 

ready meals and prepared 

foods, fish, meat and dairy 

products, ice creams and 

chocolate, as well as vegan 

and plant-based brands. 

"Partnerships such as 

this really chime with the 

consumer as it's such a 

pressing environmental 

issue - and means compa-

nies can lead the way with 

initiatives that care for the 

planet and leverage their 

environmental commitments. 

"In addition, we provide 

the marketing services 

needed to communicate 

the initiative to increase 

customer engagement and 

awareness and can work in 

partnership on social media 

and PR campaigns. 

"Our solution has shown 

to be a true win-win. Con-

sumers prefer brands that 

do something positive for 

the environment and by part-

nering with ReSea Project 

our partners get a brilliant 

chance to show consumers 

that choosing their brand 

has a direct and documented 

impact for our planet. As our 

movement grows, so does 

our impact, allowing us to 

make waves beyond the sea 

we work in." 
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Stop funding industrial animal 
agriculture, NGOs tell banks 
NGOS including Compassion 
in World Farming - a farm ani
mal welfare organization - are 
calling on major world banks 
to stop funding intensive 
animal agriculture. 

The group is collectively 
advocating for an end to the 
funding of industrial farm 
systems by multinational 
development banks (MDBs). 
Its letter, which was deliv
ered during a week of Spring 
Meetings of the International 
Monetary Fund and the World 
Bank Group, urges MDBs to 
stop lending financial support 
to industrial animal agriculture 
and instead back 'sustainable 
forms of animal and plant
based production'. 

The NGOs argue that 
the act of continuing to fund 
intensive animal agriculture 
and the 'high meat consump
tion that it supports' places 
the goals of the Paris Climate 
Agreement 'out of reach'. 

The group cites the recent 
Intergovernmental Panel on 
Climate Change report, which 
states: "Diets high in plant 
protein and low in meat and 
dairy are associated with 
lower GHGs." 

Peter Stevenson, chief 
policy advisor at Compassion 

in World Farming, comments: 
"There are many reasons 
why MDBs should not finance 
industrial animal agriculture. 
With its overcrowded, siress
ful conditions where animals 
never see the light of day, 
industrial animal agriculture 
contributes to the emergence 
and spread of pathogens, 
some of which are zoonotic. 

"The last pandemic before 
COVID-19 emerged from 
farm animals. This was the 
2009 swine flu pandemic. 
We need to build back better 
post-COVID and that should 
include changing our relation
ship with animals. We should 
rear farm animals to high 
welfare standards and include 
them as an integral part of 
regenerative agriculture 
systems that can restore 
biodiversity, rebuild soil qual
ity, and halt deforestation." 

Brits bin 7,000 single-use items a year 
A NEW nationwide study from 
reusable baby wipe brand 
Cheeky Wipes has revealed 
the vast quantity of single-use 
waste generated by British 
consumers - and wipes, tea 
bags and nappies are topping 
the charts. 

With more than 7,000 
single-use items hitting 
Britain's landfill sites every 
year, Cheeky Wipes reports 
that the average citizen 
annually throws away the 
following: 3,796 baby 
wipes and 1,352 nappies 
(in parents with a child under 
two years old); 1,560 tea 
bags; 795 paper towels; 
689 food packaging items; 
416 drinks cans; 416 antibac
terial wipes; 364 face wipes; 
364 drinks bottles; 312 dispos
able face masks; 312 bin 
liners; 312 cotton wipes; 
264 cotton buds; 208 sheets 
of silver foil; 156 coffee cups; 
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156 condoms; 156 plastic 
straws; 84 period products; 
52 disposable razors; 52 
shampoo bottles; 52 shower 
gel bottles; 52 takeaway 
boxes/cutlery; and 26 
washing-up gloves. 

Amounting to approxi
mately 7,000 single-use 
items per consumer, per 
year, this staggering figure 
equates to almost five billion 
items being disposed of as 
domestic waste. 

INDUSTRY NEWS 

HFMA Bulletin 
Robert Taylor, vice president, Health Food 

Manufacturers' Association 

Back to the future - can we continue 
the new 'healthy normal'? 

ow we've passed the two-year mark 
since COVID took off, we're seeing a 
return to normal life, with restaurants, 

bars and airports packed. But as we scramble 
to reclaim our lives, we must do all we can to 
ensure the healthy changes that were preva
lent during lockdown - home cooking, outdoor 
exercise, preventative nutrition - continue. 

Are we seeing a 'return to normality' for 
supplements? There's certainly been a slow
down in VMS sales, with current year-on-year 
sales about 4% down [Nielsen]. Unsurpris
ingly, the immune category saw the biggest 
surge in demand over the last couple of years, 
with vitamin D, C, turmeric and probiotics 
(if I can use that word!) as big risers. But 
we're now seeing a predictable steep decline 
{19%) in the immune category. Despite this, 
there is reason to be hopeful as vitamin D 
and C may be down year-on-year (-4% and 
-17%) but remain buoyant compared to 2019
pre-pandemic figures (+159% and +15%).
Unlike immunity, sleep and stress are two 
related VMS categories which have sustained 
growth beyond lockdown {+5%) partly due to 
increased adoption of smartphone technology. 

Another major trend over the last few 
months was the bounce back in bricks and 
mortar sales and decline in what we can now 
see were artificially high e-commerce gains. 
The convenience and face-to-face interaction 
of in-store shopping is something that online 

just can't replicate. Despite a drop in online 
sales, the rates are still higher than 2019 (up 
to 180% growth versus 2019), again showing 
that new habits may have been retained. 

The other factor set to dominate VMS mar
ket dynamics for the foreseeable is the cost of 
living crunch. With inflation at its highest since 
1992, the everyday Brit now faces a flood of 
rising prices. Certain nutritional categories will 
be scrutinized even more. 

Still, there is plenty to be optimistic about 
and much that can be done to ensure we 
keep the 'new normal' health momentum 
going. The Office for Health Improvement 
and Disparities is seeking views on how to 
improve the vitamin D status of the population 
with a view to: addressing health disparities 
related to vitamin D; improving awareness of 
vitamin D among the public and healthcare 
professionals; and improving access to vita
min D status through supplements. 

This Government-backed consultation is 
something the HFMA is engaging with, and 
will be pressing to make recommendations 
simpler; for example, Government advice on 
vitamin D should be changed to encompass 
the whole population, all year. The pandemic 
has given the public a newfound appreciation 
tor wellbeing, resulting in a more thoughtful 
and preventative approach. As long as we 
can maintain our healthy habits, despite the 
odd relapse, it's hopefully set to stay. 
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Despite 85% saying 
they're trying to live more 
eco-consciously, 44% of 
those polled admitted to being 
'addicted' to certain single-use 
items due to convenience, 
while 25% are swayed by 'the 
lower cost compared to reus
able alternatives'. 

The more encouraging 
figure of 53% who claim to 
'try their level best to avoid 
buying single-use items' is 
counteracted by the 63% who 
admit to having binned recy
clable items rather than going 
through proper channels to 
dispose of them. 

Of the parents polled, 
57% confessed that having 
a new baby threw them off 
course and their 'green inten
tions' fell by the wayside. 
This translated as 25% stop
ping recycling after becom
ing parents; 26% deviating 
off their plan to use reusable 
nappies (64% consider dis
posable nappies an essential 
'baby bag' item when out 
and about); and 29% resort
ing to single-use wipes to 
keep their babies clean (71 % 
of new parents wouldn't 
leave home without this 
convenience item). 

But the data also indicates 
this single-use behaviour is 
weighing on the conscience 
of the majority of Brits: 84% 
said if they had the opportu
nity to buy easy-to-use eco 
nappies and wipes they would 
take it; 83% have expressed 
feelings of 'guilt' over acciden
tally or deliberately throwing 
non-biodegradable wipes 
down the toilet; and 40% 
of respondents have been 
'ticked off' at their partners for 
purchasing single-use items. 

The study was conducted 
by Perspectus Global with 
1,500 British residents. 
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