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IMPLEMENTATION

Featured the MSC/sustainable
fisheries on in-store ‘brand
walls’ to leverage 20t
anniversary of the MSC

and celebrate Sainsbury’s
involvement in

sustainable fishing.

RSPCA and Woodland Trust
also featured as part of wider
sourcing campaign.

Made a public commitment that
fish sold will be independently
certified as sustainable

by 2020.

Won the MSC’s retailer of the
year award five times.

Marine Stewardship
Council has named us the
best sustainable seafood

supermarket in the world.

We’ve topped its annual
Supermarket League
every year since 2010.
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