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Consumers are increasingly taking 
sustainability and ethics into 
consideration during their weekly 
grocery shop. From ethical sourcing 
to certified sustainability credentials, 
people are honing in on brands that 
‘give back’. However, price is still a 
factor - so affordable, sustainable and 
ethical products will tick all the boxes.

Successful brands will be those that 
prioritise the health of the planet, and 
help consumers become part of the 
change they want to see in the world.

3 in 5 global consumers are interested in where their food comes 
from and how it is made. (Innova, 2020)

75% of global consumers say they expect companies to invest in 
sustainability. (Innova, 2020)

90% of Australian consumers are more likely to purchase ethical 
or sustainable products. (The Fifth Estate, 2020)

52% of US consumers say they live a more eco-friendly lifestyle 
in order to preserve the earth and environment for future 
generations. (Mintel, 2021)

www.hawkinswatts.com

Pana Organic Almond Mylk Chocolate 

is a natural plant based product 

made with the highest quality organic 

ingredients. Features both an ACO 

Certified Organic and a Vegan Society 

Approved logo (May 2021, NZ).

Betty Crocker Brownie Cheesecake 

Mix. 100% of the cocoa in this 

product is said to support small 

farmers and their communities (Aug 

2020, UK). 

Loving Earth Organic Plant 

Based Chocolate is a vegan, 

organic product made from 

sustainable sources (May 2021, 

AUS).

Earth Cook ‘n’ Create Meatless Mince 

is said to be a convenient, healthy, 

sustainable and ethical product, 

perfect for ‘when you don’t have the 

time to cook from scratch’ (May 2021, 

AUS).
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Tapping into this growing trend towards sustainability and ethics will be crucial over the coming 
years. Concern over how food is being produced - from both a human and an environmental 
standpoint - will continue to be of interest to consumers. 

Small changes, such as communicating existing sustainability efforts on pack, using more local 
ingredients or offering plant-based alternatives can help to position brands as more eco-minded. 
On top of this, there will be significant benefits in listing the carbon footprint of products, 
communicating the impact of any charity efforts and highlighting other tangible outcomes of a 
sustainable, ethical approach. 

Brands have the opportunity to address consumer concerns around sustainability and help to 
expand the availability of affordable, sustainable nutrition while at the same time boosting their 
brand image. 

Hawkins Watts Offerings

  Ethically Sourced Coffee and Cocoa

  Palm-free Inclusions

  Carbon Neutral Acacia Fibre

  Sustainably Sourced Omega 3

  Carbon Neutral Emulsifiers and Stabilisers

  MSC Certified Marine Collagen

Please contact Hawkins Watts for more information.

Hawkins Watts Australia
P +61 3 9561 3710
E sales@hawkinswatts.com.au

Hawkins Watts New Zealand
P +64 9 622 2720
E sales@hawkinswatts.com
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Rubies in the Rubble Plant Based 

Chilli Mayo is an ‘upcycled’ 

product, made with delicious 

ingredients that would otherwise 

have been wasted (Feb 2021, UK).

Mindful Chef Creamy Coconut 

Fish Pie with Sweet Potato 

Mash is crafted in small batches 

using quality, sustainably 

sourced ingredients without 

preservatives (Aug 2020, UK). 

Brooklyn Supreme Roasted 

Coffee uses ethically sourced 

Fair Trade specialty coffee beans 

from around the world. The 

brand is positioned as fair and 

transparent (April 2021, USA).

Innocent Blueberries, Peaches 

and Apples Smoothie is made 

with reponsibly sourced 

ingredients, including Rainforest 

Alliance certified bananas and 

apples from growers who build 

bee hotels (April 2021, UK).


