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METHODOLOGY

SAMPLE DESCRIPTION 

Nationally representative sample 18+ for each of the 
markets. 

SAMPLE SIZE
N = 12000 total - 1000 in each market (12 markets)

Field markets: Sweden, Denmark, Norway, UK, 
Ireland, Turkey, Poland, Romania, Germany, 
France, Italy and Spain

DATA COLLECTION MODE 

Online interviews

FIELD PERIOD

01.12. - 14.12.2022
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THE EASE OF MAKING 
SUSTAINABLE CHOICES

31%

47%

44%

35%

33%

33%

29%

29%

27%

26%

25%

25%

17%

50%

45%

45%

43%

50%

53%

44%

51%

55%

49%

57%

52%

53%

19%

8%

11%

23%

17%

14%

28%

21%

18%

24%

18%

23%

30%

European
average

Romania

Poland

Turkey

 Ireland

France

Sweden

Spain

Germany

Denmark

Italy

UK

Norway

Yes On just a few things No

Q1. Do you feel it is easy enough to 
understand climate emissions from 
everything we use in our daily lives 
so you´re able to make sustainable 
choices?

Base: 12000 (around 1000 per market)
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IMPORTANCE OF
CLIMATE IMPACT 

Q2. How important is the climate 
impact to you when buying food 
and beverage items?

Base: 12000 (around 1000 per market)

58%

73%

71%

67%

66%

65%

59%

55%

53%

53%

50%

45%

34%

15%

8%

8%

6%

13%

11%

14%

17%

20%

21%

21%

21%

26%

European
average

Poland

Italy

Turkey

Romania

Spain

Germany

France

 Ireland

UK

Sweden

Denmark

Norway

Very Important/Quite important Not important at all/Quite unimportant
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FOSSIL FREE FOOD ITEMS 
VERSUS LOW CARBON 
ALTERNATIVES

26%

40%

37%

36%

29%

27%

26%

23%

22%

20%

20%

16%

14%

43%

50%

46%

45%

33%

49%

44%

49%

41%

24%

37%

60%

42%

31%

10%

17%

19%

38%

24%

29%

28%

37%

56%

43%

24%

44%

European
average

Turkey

Italy

Poland

Sweden

Romania

France

Germany

 Ireland

Norway

UK

Spain

Denmark

The fossil free food item
The low carbon item
The cheapest product – even if it is the least climate friendly one

Q3. If you had the choice between 
buying a food item made without 
fossil energy sources, versus a low 
carbon item or other conventional 
alternatives, which one would you 
chose?

Base: 12000 (around 1000 per market)
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CARBON FOOTPRINT ON 
LABEL

76%

90%

88%

84%

83%

81%

79%

73%

72%

70%

68%

68%

57%

24%

10%

12%

16%

17%

19%

21%

27%

28%

30%

32%

32%

43%

European
average

Turkey

Romania

Italy

Spain

Poland

 Ireland

France

UK

Germany

Sweden

Denmark

Norway

Yes No

Q4. Would you prefer to be able to 
read the carbon footprint of food 
items on the label? 

Base: 12000 (around 1000 per market)
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PAY PREMIUM? 51%

75%

63%

62%

58%

53%

53%

49%

45%

42%

42%

38%

34%

49%

25%

37%

38%

42%

47%

47%

51%

55%

58%

58%

62%

66%

European
average

Turkey

Italy

Poland

Romania

Spain

Germany

Sweden

France

 Ireland

Denmark

UK

Norway

Yes No

Q5. Would you be willing to pay a 
premium for fossil free food items?

Base: 12000 (around 1000 per market)
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REDUCTION OF EMISSIONS 
FROM FOOD PRODUCTION

74%

81%

79%

79%

77%

76%

75%

75%

74%

71%

68%

67%

65%

10%

9%

7%

8%

8%

11%

11%

11%

7%

11%

12%

9%

11%

European
average

Romania

Poland

Italy

Spain

Turkey

UK

 Ireland

Germany

Sweden

France

Denmark

Norway

To a large extent/To some extent Not at all/To a small extent

Q6. To what extent do you think 
food producers should work to 
reduce their emissions from food 
production?

Base: 12000 (around 1000 per market)
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SUPPORT PRODUCERS 
THAT CUT EMISSIONS

43%

64%

51%

49%

47%

46%

41%

41%

40%

39%

38%

34%

32%

52%

33%

45%

47%

50%

52%

57%

54%

55%

56%

54%

60%

61%

5%

2%

3%

4%

3%

3%

2%

5%

6%

5%

8%

6%

7%

European
average

Turkey

Spain

Poland

Romania

Italy

 Ireland

France

Sweden

UK

Germany

Denmark

Norway

Yes Depending on the quality of that product No

Q7. If food producers found a way 
to cut emissions by up to 20% on 
food items, would you support 
them and buy these items?

Base: 12000 (around 1000 per market)
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IMPACT ON THE WAY YOU 
BUY FOOD

56%

71%

64%

62%

62%

59%

55%

55%

54%

50%

48%

46%

43%

44%

29%

36%

38%

38%

41%

45%

45%

46%

50%

52%

54%

57%

European
average

Turkey

Italy

Spain

France

Romania

Poland

 Ireland

UK

Denmark

Sweden

Norway

Germany

Yes No

Q8. If you take into consideration 
that the worlds food production 
represents 26% of global 
emissions, will that affect the way 
you buy food?

Base: 12000 (around 1000 per market)
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INCENTIVES? 79%

84%

83%

81%

81%

81%

80%

79%

78%

78%

75%

73%

71%

21%

16%

17%

19%

19%

19%

20%

21%

22%

22%

25%

27%

29%

European
average

Romania

Turkey

Germany

Italy

Spain

UK

 Ireland

Poland

France

Sweden

Norway

Denmark

Yes No

Q9. Do you believe farmers growing 
food responsibly should be 
incentivized to do reduce carbon 
emissions?

Base: 12000 (around 1000 per market)
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STRICTER LEGISLATION? 71%

88%

83%

81%

78%

75%

71%

69%

69%

67%

64%

58%

55%

29%

12%

17%

19%

22%

25%

29%

31%

31%

33%

36%

42%

45%

European
average

Turkey

Italy

Romania

Spain

UK

France

Poland

 Ireland

Germany

Sweden

Denmark

Norway

Yes No

Q10. Do you believe current 
legislation about greenhouse gas 
emissions should be stricter?

Base: 12000 (around 1000 per market)
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THANK
YOU!

+47 975 18 123
ola.paulsrud@ipsos.com

OLA PAULSRUD

+47 934 52 000
kjetil.stromseth@ipsos.com

KJETIL STRØMSETH
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GAME CHANGERS
In our world of rapid change, the need for reliable information
to make confident decisions has never been greater. 

At Ipsos we believe our clients need more than a data supplier, 
they need a partner who can produce accurate and relevant 
information and turn it into actionable truth.  

This is why our passionately curious experts not only provide 
the most precise measurement, but shape it to provide True 
Understanding of Society, Markets and People. 

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, 
speed and substance to everything we do.  

So that our clients can act faster, smarter and bolder. 
Ultimately, success comes down to a simple truth:  
You act better when you are sure.

ABOUT IPSOS
Ipsos is the third largest market research company in the world, 
present in 90 markets and employing more than 19,000 people.

Our research professionals, analysts and scientists have built 
unique multi-specialist capabilities that provide powerful 
insights into the actions, opinions and motivations of citizens, 
consumers, patients, customers or employees. Our 75 
business solutions are based on primary data coming from our 
surveys, social media monitoring, and qualitative or 
observational techniques.

“Game Changers” – our tagline – summarizes our ambition to 
help our 5,000 clients to navigate more easily in our deeply 
changing world.

Founded in France in 1975, Ipsos is listed on the Euronext 
Paris since July 1st, 1999. The company is part of the SBF 120 
and the Mid-60 index and is eligible for the Deferred Settlement 
Service (SRD).

ISIN code FR0000073298, Reuters ISOS.PA, 
Bloomberg IPS:FP
www.ipsos.com
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