
UNDERSTANDING ATTITUDES 
TOWARDS SUSTAINABILITY 
IN FRESH FISH PACKAGING

Delving into shopper awareness and key attitudes
towards Prevented Ocean Plastic™, and how we can help

shoppers make better choices 

A Kantar LinkQ Project for 
Bantam Materials UK Ltd.

SUMMARY REPORT:
A CONSUMER BEHAVIOURS STUDY 



Key Objectives 

01 Understand consumer perceptions, 
attitudes and behaviours when it comes 
to sustainable shopping

02 Understand consumer awareness and 
perceptions of Prevented Ocean Plastic

Fieldwork 21/03 - 05/05 2022 
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Pg.10



Fieldwork 21/03 - 05/05 2022
Note we have also tried to represent the profile of the fresh fish buyer 
demographically across our whole sample by social class and lifestage



Source: Kantar | Total Fresh Fish | Demographics | Index vs Total Grocery
52 w/e 26 Dec 2021



Agenda

01 Understand consumer perceptions and 
behaviours when it comes to 
sustainable shopping

02 Understand consumer awareness and 
perceptions of Prevented Ocean Plastic



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q7. “Which of the below statements most reflect your opinion toward 
buying products packaged in plastic from grocery stores.”
Sample size: 1770



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q5. “Do you know if this product has any of the following features?
Sample size: 1770



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q6. “When thinking about your general everyday behaviours, to what 
extent do you agree or disagree with the following statements?”
Sample size: 1770



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q6. “When thinking about your general everyday behaviours, to what 
extent do you agree or disagree with the following statements?”
Sample size: 1770



Agenda

01 Understand consumer perceptions and 
behaviours when it comes to 
sustainable shopping

02 Understand consumer awareness and 
perceptions of Prevented Ocean Plastic



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q9b. “Have you ever seen the following logos before?”
Sample size: 1360



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q9b. “Have you ever seen the following logos before?”
Sample size: 1661



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q9b. “Have you ever seen the following logos before?”
Sample size: 1360

26.5

22.9 17.9

15.8

18.8

23.422.6



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q10a. “Which of the below words best describe what this logo means to you 
when on plastic packaging?”
Sample size:330 



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q11a. “With this description in mind, would you be interested in purchasing  
chilled fresh fish products packaged in Prevented Ocean Plastic?
Sample size:1170 

73%

24.5%



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q11b “You told us you would consider buying chillded fresh fish packaged
in Prevented Ocean Plastic. Why is this?” 
Sample size:1292 



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q11c “You told us you weren’t sure if you would buy chiled fish packaged in
Prevented Ocean Plastic. What, if anything, would prevent you from
considering this?” Sample size: 435 



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q11c “You told us you weren’t sure if you would buy chilled fish packaged in
Prevented Ocean Plastic. What, if anything, would prevent you from
considering this?” Sample size: 435 



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q11d “You told us you would not buy chilled fish packaged in Prevented
Ocean Plastic. What, if anything, would prevent you from considering this?”
Sample size: 45 



Bantam Materials UK Ltd/Prevented Ocean Plastic LinkQ Survey, 2022 
Q12 “If Prevented Ocean Plastic had been available in this store. What, if
anything, would prevent you from considering this?” Sample size:1360 



Key Takeaways

01 Fresh fish shoppers want to make better plastic
choices are open and willing to make changes. 

02 There are barriers to achieving this. Consumers currently
lack the confidence and ability to make  sustainable
shopping decisions at the point of purchase - and this is
even harder online. 

03 23% are familiar with the Prevented Ocean Plastic logo,
purchase intent is high, and there are no real barriers to
the brand, but there is still some education required to
better inform consumers about Prevented Ocean Plastic. 



For sales questions and commercial opportunities 
sales@preventedoceanplastic.com

For comms and marketing 
comms@preventedoceanplastic.com

For any other enquiries 
team@preventedoceanplastic.com


