WASTE AND RESOURCES ACTION PROGRAMME - CARRIER BAG USAGE AND ATTITUDES - summary
In February 2005, research was undertaken to benchmark UK consumer behaviour towards free plastic carrier bags dispensed at check-out and to establish if alternatives, such as “Bag for Life” were recognized and used. The full Contractor’s research report is published at http://www.wrap.org.uk/downloads/CarrierBagUsageFull.3722cd41.pdf
along with WRAP’s key findings (see some extracts below) at http://www.wrap.org.uk/downloads/CarrierBagUsage.3b16ee7c.pdf 
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Conclusions include…


The design and appearance of bags is likely to impact on take-up of the B4L concept. 

Ways retailers could incentivise/encourage consumers to get into the B4L habit might include: 

charging for single use bags 

offering loyalty points for re-using B4ls 

donations to a (local) charity for re-using B4Ls 

money off for B4L usage. 
 More generally, we believe that a co-ordinated marketing approach is required: 

a communications strategy needs to be developed which would involve educating and motivating consumers; 

supermarkets/retailers need to be encouraged to give greater priority to promoting B4Ls and their regular usage. 

Negatives to single use bags included: 􀂾 propensity to split/tear (even for new bags) if caught by sharp edges or overloaded 􀂾 biodegradable bags (e.g. from ASDA) seen as thin and flimsy.
“It’s all about image, it’s all about how other people look at you and how you’re portrayed by the bag that you’re carrying.”

Awareness of the adverse environmental consequence of single use bags was fairly limited. Rather, most seemed relatively not troubled by the adverse affect of single use bags. 

Extracts from WRAP research study on Carrier Bag Usage And Attitudes, 

Key Findings (http://www.wrap.org.uk/downloads/CarrierBagUsage.3b16ee7c.pdf)

Consumer Research, Attitudes to carrier bags, Feb 2005 

Attitudes to Free Carrier Bags

􀁺 80% put “everything” into free carriers at main shop

􀁺 No such thing as “single use”– 75% reuse all at home

􀁺 Shoppers expect bags at checkouts

􀁺 50% had some dislikes with vest carriers – most were quality/ function related, 11% had environmental concerns

􀁺 However, 37% claim to regularly use alternatives to vest Carriers

Awareness of “Bag for Life”

􀁺 61% have seen or heard of B4L.

􀁺 39% have not

􀁺 Half those who didn’t buy B4L, did know the term

􀁺 But 25% of those who’d bought B4L, did not know the term

􀁺 55% said they will use B4L in future – because?

- Stronger (36%),

- Have one already (19%),

- Better for environment (16%)

􀁺 33% who purchased B4L understood free replacement & 12% have replaced

Take-up of stronger bags sold at checkout

(Sample of 1048 people)
85% “I’m aware”

40% “I’ve purchased”

26% “I’ve re-used”

13% “I reuse all/most of the time”

Conclusions

􀁺 Free Carrier bags are embedded in consumer behaviour

􀁺 Many consumers like durable “Strong” Bags

􀁺 Environment low priority

􀁺 13% reuse regularly

􀁺 Significant percentage forget to reuse bags

