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Climate issues being part of the TOP3 global concerns, sustainability and 

sustainable issues are indeed important to consumers across Europe

pay lot of attention to environmental 
and societal issues in the news 48%

are prepared to invest time and money 
in companies that try to do good 39%

believe buying sustainable products 
is a demonstration of who they are44%

Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)
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When it comes to food sectors , deforestation, intensive farming, 

and loss of biodiversity are key concerns for people

Deforestation

Loss of biodiversity on land 

Intensive farming and animal cruelty

Ocean plastic and microplastics pollution

Poverty

Child labor & workers exploitation

Overpackaging

Overconsumption and waste

Limited supply of safe and nutritious food

SWORDS SHIELDS

Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)

KEY CONCERNS RELATED TO THE FOOD INDUSTRY
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Regarding Palm Oil, European consumers assume that it is mainly used in 

food industry and they mostly think negatively of it, being often seen as the 

worst oil in many aspects

Palm oil is mostly 

associated to confectionery

and patisserie; spreads,

fast food and fried food 

Oils & Fats 

perception 
Best oil(s)
/ fat(s)

Worst oil(s)
/ fat(s)

FOR PEOPLE’S
HEALTH

ENVIRONMENT
IMPACT

SOCIAL
IMPAC

T

Olive oil
Palm oil, lard, 

butter, margarine

Olive oil Palm oil

Olive oil,

butter
Palm oil

Source: Fats and Oils consumer perception 2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviews pe r country, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spain and the UK)
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Indeed, perceptions of Palm Oil impact are negative across countries, and 

especially in France and Austria

Source: Fats and Oils consumer perception 2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviews pe r country, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spain and the UK)

PALM OIL PERCEPTION ON 
ENVIRONMENT IMPACT 

PALM OIL PERCEPTION ON 
SOCIAL IMPACT 

38

52
45

37 37 36 34 30 30

5 3 5 3 4 4
9 6 7

28

40
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27 31 28
23 19

24
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Moreover, sustainable palm oil is still very little known – from 27% in the UK to 

only 9% in Spain

Q. Have you ever heard about Sustainable Palm Oil?

Source: Fats and Oils consumer perception 2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviews pe r country, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spain and the UK)

AUST
RIA

FRAN
CE

GER
MAN
Y

SPAI
N

ITALYUK POLA
ND

BELG
IUM

KNOW 
PALM 

OIL

61% 72% 67% 66% 65% 54% 58% 69%

ARE AWARE OF 
SUSTAINABLE 

PALM OIL

27% 24% 23% 19% 18% 18% 16% 9%

OUT OF
TOTAL SAMPLE

15% 17% 15% 12% 11

%

9% 9% 6%
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The overall Value Action Gap

Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)

96% of people want to 

live a sustainable lifestyle

BUT ONLY

11% of people are actively
changing their behaviour

80% take careful note or sometimes 

consider the causes brands support
when making purchase decisions

When purchasing a product…
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Yet, trust in companies about their 

sustainable claims is limited, 

proof would be needed to boost credibility

59% worry brands are involved in social issues 

just for commercial reasons

16% claimed to have never seen or heard false 
or misleading information about 
sustainable actions taken by companies. 

ONLY…

Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)
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The industry needs to move from ambition into action

Don't know where

to find sustainable

/ethical products

Can confidently assert that 

the brands they like offer 

ethical/sustainable 

versions of their products

DESIGN FOR SUCCESS SCALE

Clear certification 

explaining 

the environmental 

/ethical benefits would 

influence me

Feel that it is really 

hard to tell 

which products are good 

or bad ethically / for the 

environment

SIGNAL 

AND CUE

TELL ME 

WHY

38%20% 61%56%

Source: Kantar Sustainability Sector Index 2022, Zoom on European results (16 countries)
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In this regard, improving awareness of certifications, and especially RSPO, 

appears essential to prove Palm Oil’s sustainability and the commitment of the 

industry

Source: Fats and Oils consumer perception 2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviews pe r country, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spain and the UK)

REMINDER

On average, only 12% 

of Europeans are aware 

of the existence of 

sustainable Palm Oil 

On average, 24%

assume that WWF 

supports the use of 

sustainable Palm Oil 

AUST
RIA

FRAN
CE

GER
MAN

Y

SPAI
N

ITALY UKPOLA
ND

BELG
IUM

LABEL 

AWARENESS RSPO RAINFOREST

ALLIANCE 

WWF

6 9 8 7 7 7 5 4 3

32
28 26

62

32
38 41

35

20

78 76

95
88

84

94
89 91

75

Avera
ge
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Source: Fats and Oils consumer perception 2021, conducted by Kantar, on behalf of a food/beverage company. 1000 interviews pe r country, 8 European countries (Austria, Belgium, France, Germany, Italy, Poland, Spain and the UK)

While having in mind the most reliable sources of information on palm oil to do 

so: science magazines, TV documentaries and environmental associations 

Blogs

In-store com

Consumers' associations

Daily newspapers

Medical prof.

Environmental 
associations

Web sites

Manufacturers, 
food producers

Palm Oil associations

Politicians

Retailers

Science magazines

Social media

TV documentaries

TV news TV investigation prog.

A
ve

ra
g

e

RELIABLE SOURCES
OF INFORMATION ON PALM OIL

WOM

TV

Press

Internet

Word of mouth

Other sources

SOURCES 
OF AWARENESS
OF PALM OIL

Average
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