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FOREWORD BY DAN WILLIAMS, MD, 100% GROUP

Understanding the environmental impact of your brand can be complex. How 

do you provide sustainability throughout the lifecycle of the product 

without sacrificing brand objectives?  

For most retail brands, sustainability efforts typically focus on the 

input of resources to the product at point of manufacture. Raw 

materials, such as Palm Oil, single use plastic packaging or sustainable 

wood, are widely reported on and for many companies are environmentally 

well managed. What about further down the supply chain? Are brands 

addressing what happens further down the product life cycle? Are they 

considering the impact of the product once it’s left the factory and are 

they taking responsibility for it? 

This is what we set out to establish when we undertook our research into 

sustainability in the retail display market. Working with Sapio Research 

we interviewed over 200 retail professionals to try and understand how 

brands were managing sustainability; how they measure it; and whether 

they were exploring alternative possibilities for how they deal with, 

not just the end of life product, but also by-products created as a 

result – specifically retail displays. 

What we found was that often the brands’ view or approach to 

sustainability is too narrow. While they’re focused on the input, the 

possibility of circular sustainability – where the retail fixture is 

re-used, reduced, recycled or even re-deployed – is being missed. Once 

the retail display reaches the end of its life, it’s forgotten about and 

ignored – often left to the retailer to dispose of or recycle.

But what if the fixtures could be broken down and re-used or even 

re-deployed? What we found is that brands are either not aware of 

services that exist or worse choosing to ignore them as they don’t 

consider it a priority. 

We believe that this thinking is short-sighted. We believe that it is 

possible to be responsible and apply sustainability throughout the 

supply chain. We’re calling on brands to broaden their thinking and 

apply the same level of environmental importance on outputs as they do 

on inputs.

EXECUTIVE SUMMARY



METHODOLOGY
This study was conducted among 201 retail professionals with  

responsibility for the creation, manufacture, management or 

implementation of brand retail displays. Respondents were all management 

level or above and would have had job titles that include retail display 

manager, brand manager and store manager.
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THE IMPORTANCE OF
RETAIL DISPLAYS ON THE
CUSTOMER EXPERIENCE

SECTION ONE

Retail displays are a must – 96% of respondents say they are an important 

part of the customer experience, and 97% say they are important for 

sales. But can this value be quantified and to what extent? 

On average, a planned and implemented retail display increases sales by 

30%, profits by 28% and footfall/traffic by 25%. With brands vying for 

space in an ever-reducing high street, and customers looking to retail 

stores to deliver a strong customer experience, the benefit of retail 

installations can’t be undervalued.  

Of course, retail fixtures come at a cost. Brands in every sector – from 

electronics and cosmetics, to sportswear and luxury goods – are 

developing ever more creative solutions to allow customers to interact 

with products at a store level to deliver as close to a bought experience 

as possible. Our survey found that the cost of a POP fixture is more than 

outweighed by the benefits. When we asked about the impact of a retail 

display on costs, brands told us that they’d see an increase of 18% in 

expenditure, but measured against an increase of 28% in profits and 25% 

in footfall, it looks like brands have more to gain than they 

have to lose.

If retail fixtures are so critical to the brand in driving footfall, it’s 

inevitable that these displays will need to be updated as new product 

innovations require new ways to be presented. At the end of life point, 

what happens to these displays? And does anyone care? 

OF COSMETICS BRANDS AND 81% OF ENTERTAINMENT/TOY 

BRANDS BELIEVE THAT RETAIL DISPLAYS ARE IMPORTANT 

TO THE CUSTOMER EXPERIENCE.81

74
OF LUXURY GOODS BRANDS BELIEVE THAT RETAIL 
INSTALLATIONS ARE IMPORTANT TO SALES.



SECTION ONE

Following a planned implementation of a retail display:

NEARLY A FIFTH OF ELECTRONICS BRANDS SEE AN 

INCREASE OF MORE THAN 75% IN FOOTFALL 
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FIGURE 1: HOW IMPORTANT ARE RETAIL DISPLAYS 

TO THE CUSTOMER EXPERIENCE AND SALES?

FIGURE 2: THE IMPACT OF A PLANNED AND IMPLEMENTED RETAIL DISPLAY ON THE BUSINESS
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CRITICAL
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FIGURE 3A: HOW IMPORTANT SUSTAINABILITY 

IS TO THE COMPETITIVENESS OF BRAND 

FIGURE 3B: HOW IMPORTANT SUSTAINABILITY IS 

TO THE CUSTOMER BUYING DECISION PROCESS
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RETAIL DISPLAY
SUSTAINABILITY AND THE
IMPACT ON THE BRAND

SECTION TWO

Overall 85% of respondents say that sustainability is important to their 

brand. And when it comes to sustainability on retail displays 

specifically, brands tells us they’re of equal importance - 85%.  This is 

a clear indication that brands are taking sustainability seriously. So 

what comes as a surprise then is that only 68% say that their brand has a 

sustainability policy.

It’s external factors that are the driving force behind sustainability. 

86% believe sustainability is important to customers when making a 

purchase decision. We checked with consumers and they agree (albeit with 

less importance placed on it), 60% say that they would be more likely to 

buy a product if it had a demonstrable sustainability policy.
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The majority of brands (61%) told us that their retail displays are 

sustainable. But as our findings show this focus is concentrated on the 

input of resources, such as the use of sustainable wood in the build of 

a display, rather than on the re-use, recycle or even the redeployment 

of installations. Interestingly there are mixed messages coming from the 

brands. Of the third of respondents who don’t have a recycling policy 

for their end of life retail displays, a fifth said that it wasn’t a 

customer priority. 

Despite that startling fact, sustainability is growing in importance - 

86% believe sustainability will be more important to customers in 

the future. 

SECTION TWO

FIGURE 4: AREAS OF THE BRAND/PRODUCT WHERE SUSTAINABILITY IS TAKEN IN TO ACCOUNT
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OVER HALF OF GROCERY BRANDS DO NOT TAKE 

SUSTAINABILITY INTO ACCOUNT FOR PACKAGING.



Given how important sustainability is to customers, it’s not surprising 

then that 82% believe that their sustainability efforts are reflected in 

the brand itself. Although this number drops considerably across the 

different sectors, with only 54% sports brands, 53% of cosmetics brands 

and 52% of entertainment/toys brands reflecting a sustainable message in 

their marketing. It’s possible that brands that fail to build sustaina-

bility into their values could lose out.

OVER HALF OF SPORTS, COSMETICS AND 

ENTERTAINMENT/TOY BRANDS BELIEVE THAT THEIR 

CURRENT BRANDING FULLY REFLECTS THEIR 

SUSTAINABILITY EFFORTS.

SECTION TWO

FIGURE 5: DOES YOU CURRENT BRANDING REFLECT YOUR SUSTAINABLE EFFORTS?
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WALKING THE WALK,
TALKING THE TALK

SECTION THREE

The good news is that the future of retail is definitely green – 22% of 

brands already have sustainability measures initiatives in place, whilst 

a further 43% are planning to introduce them within a year.

Yet with two thirds responding that their brand has an environmental 

sustainability policy in place, the focus again is clearly on the inputs 

of resources and not outcomes. The top three answers correspond to 

materials and consumption. 57% of those with a policy are using recycling 

targets to manage it, 45% use materials reduction targets and 41% energy 

consumption targets. While recycling is clearly a good measure to prevent 

waste, it doesn’t address more effective sustainability measures such as 

re-use or redeployment. 

When looking at retail displays specifically, 61% say their retail 

displays are very or extremely sustainable in comparison to just 54% who 

say the manufacturing of their product is. But there is a disconnect 

between what brands say and what brands do. 85% of respondents said that 

sustainability is important to retail displays specifically, whereas they 

also told us that only 61% are actually sustainable. This indicates a 

state of confusion by the brands on what and how retail displays can be 

made more sustainable. Again, the overriding emphasis is on what 

materials are used in the display rather than what happens when they 

reach the end of their life.

Furthermore, there is a disconnect between how sustainable brands are in 

comparison to how important they feel a demonstrable commitment to 

sustainability is. Of those surveyed, there was a 9% difference between 

those who were sustainable in packaging (58%) versus those who thought 

that it was important to demonstrate a commitment (49%)

ONLY 22% OF SPORTING BRANDS HAVE REDUCTION 

TARGETS FOR RAW MATERIAL CONSUMPTION BUT ARE 

THE STRONGEST SECTOR FOR RE-USE TARGETS (67%).



SECTION THREE

Despite these figures, of the third of respondents who don’t have a re-

cycling policy for their end of life retail displays, 30% put it down to 

it not being a corporate brand priority. Worryingly this figure rose 

considerably when we looked at sector variations with nearly 70% of 

electronics brands not placing recycling as a corporate brand priority. 

Yet 31% of electronics brands believe that it’s critical for them to 

demonstrate sustainability efforts to stakeholders. Of more concern was 

the 50% of sporting goods companies who didn’t recycle because they felt 

it was simply too much effort. 

FIGURE 6: WHY DO BRANDS NOT HAVE A RECYCLING POLICY FOR THEIR END OF LIFE DISPLAYS

UNAWARE OF ANY SERVICES THAT CAN 
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NEARLY HALF OF ALL BRANDS FELT THAT THEIR OWN 

CULTURE WAS A CHALLENGE TO THEIR ORGANISATION 

BECOMING MORE SUSTAINABLE.

38% OF BRANDS FELT THAT A LACK OF MANAGEMENT 

BUY-IN WAS A CHALLENGE TO THEIR ORGANISATION 

BECOMING MORE SUSTAINABLE.



SECTION THREE

Does this mean that brands are merely ‘talking the talk’, rather than 

‘walking the walk’? When we asked who drove the recycling process/poli-

cy, 43% said the retailer led it. Only 17% believe that it come from the 

marketing department, and 6% from their own CSR department. This indi-

cates a lack of ownership internally, which may hamper success further 

down the road. 

THE LUXURY GOODS SECTOR IS THE LEAST 

PROACTIVE WHEN IT COMES TO RECYCLING 

DISPLAYS – BELIEVING THAT IT ISN’T A 

CUSTOMER PRIORITY.



Often sustainability programmes are viewed as carrying a hefty price 

tag. However our research found that brands understand the value that 

such a programme delivers against the cost of investment. According to 

brands, implementing a retail display sustainability programme will 

incur on average an 18% increase in costs but will produce on average 

23% increase in sales, 22% increase in profits and a 20.3% increase in 

footfall – demonstrating how important brands feel that sustainability 

is to the customer.

Interestingly when we asked about the impact of NOT implementing a 

retail display sustainability programme, brands felt that sales could 

decrease by 14.4%, profits by 15.5%, and footfall by 13.4% - although 

costs would decrease in line (13.8%).

RETAIL DISPLAY
SUSTAINABILITY AND COST

SECTION FOUR
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FIGURE 7: THE LIKELY IMPACT OF IMPLEMENTING A RETAIL DISPLAY SUSTAINABILITY PROGRAMME

FIGURE 8: THE LIKELY IMPACT OF NOT IMPLEMENTING A RETAIL DISPLAY SUSTAINABILITY PROGRAMME



SECTION FOUR

DO YOU HAVE A
SUSTAINABILITY POLICY?

Of the third of respondents who don’t have a recycling policy for 

their end of life retail displays, 16% said that it was too 

expensive. There seems to be a lack of impetus on behalf of those 

brands not currently recycling their displays, with a third not even 

investigating the possibility. 

Vital to the success of and investment in sustainability is a company’s 

ability to accurately measure the contribution or cost that sustaina-

bility makes. While a fifth have measures in place, most brands are 

expecting to measure the contribution within six months (24%) to a year 

(19%). Although some brands are taking it more slowly, with a fifth 

expecting it to take from between one and five years. The electronics 

industry will take the longest to put measures in place, with 31% of 

these brands expecting it to take longer than a year.  

YES

NO

DON’T KNOW

FIGURE 9: WHEN BRANDS ARE 

PLANNING TO INTRODUCE 

SUSTAINABILITY MEASURES

ALREADY HAVE INITIATIVES IN PLACE
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SECTION FIVE

RETAIL DISPLAY SUSTAINABILITY
AND THE FUTURE
Given the importance of sustainability for customers, it’s positive that 

92% of respondents believe that in the future it will be important for 

them to demonstrate their sustainability efforts. There were some who felt 

that it was critical: 31% of electronics companies, 31% of entertain-

ment/toys and 30% of those in cosmetics. 

It’s vital that brands stay focused on ensuring that their packaging is 

sustainable as possible in the future – over a third believe it will be 

the most important sustainability focus in future. However, retail 

displays came in a close second in terms of future focuses for brands. 

Encouragingly, a quarter of brands recognised that they need to ensure 

that displays are removed responsibly, and then recycled or re-used where 

possible. 

Interestingly, some sectors place a greater emphasis on sustainability of 

retail displays in the future than others. Higher than the average, 37% of 

luxury good brands, 31% of sporting good brands and 33% of cosmetic brands 

recognise the future importance of sustainability in retail displays.

FIGURE 10: HOW CRITICAL IT WILL BE FOR BRANDS TO DEMONSTRATE THEIR SUSTAINABILITY IN THE FUTURE
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SECTION FIVE

FIGURE 10: HOW CRITICAL IT WILL BE FOR BRANDS TO DEMONSTRATE THEIR SUSTAINABILITY IN THE FUTURE
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SECTION SIX

CONFUSION RULES
There does appear to be some confusion in the market about who to go to 

or where to get help when it comes to building circular sustainability 

into retail display installations. While we know that efforts are 

focused on the inputs to the display (raw materials), of the third of 

respondents who don’t have a recycling policy for their end of life 

retail displays, 41% were unaware of any services that could recycle 

end of life retail displays. 

With many brands simply abandoning retail displays once they’ve reached 

their end of life, it’s the retailer who appears to bare the burden for 

their disposal. As many as 43% of brands said that it was the store 

driving the recycling programme. 

With confusion reigning on who to turn to for help, brands are likely 

to use recycling services for retail displays provided by their display 

manufacturer than their installation partner (54% vs. 34%). 

UNAWARE OF ANY SERVICES THAT CAN

RECYCLE END OF LIFE RETAIL DISPLAYS

NOT A CORPORATE BRAND PRIORITY

NOT A CUSTOMER PRIORITY
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FIGURE 12: REASONS FOR NOT HAVING AN END OF LIFE POLICY FOR RETAIL DISPLAYS

OVER HALF OF SPORTING GOODS BRANDS DON’T KNOW 

WHERE TO TURN FOR HELP WITH RECYCLING DISPLAYS.



SECTION SIX

There’s not just confusion when it comes to how to complete the sus-

tainability life cycle, it appears that brands are struggling to 

manage uncertainty across borders more broadly when it comes to 

retail display implementation. Over half (56%) say that managing and 

implementing retail displays across multiple countries is a chal-

lenge, with the most challenging aspect being ‘Brexit uncertainty’ 

(67%), local store regulations (44%) and local government and employ-

ment regulations (30%).

Local country issues also factor highly. Access to local suppliers 

(26%), international import and export regulations (26%) and cultural 

and language differences (26%) are causing brands a problem. 

FIGURE 13: THE ASPECTS OF MANAGING AND IMPLEMENTING INTERNATIONAL RETAIL DISPLAYS 

THAT BRANDS FIND THE MOST CHALLENGING.
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LIFE CYCLE
SECTION SEVEN

With huge volumes of end of life retail display fixtures ending up in 

the bin, it’s imperative that brands look for solutions beyond just 

recycling. Redeployment is a far more attractive option than simply 

recycling a product or material. Consider the possibilities of a giving 

those fixtures and fittings a second life by redeploying the materials 

to be made into something else that’s of value. It’s possible to find 

innovative new applications for retail materials that would have 

otherwise be thrown away. Displays can be repurposed into products with 

similar functions for example, retail display tables can be used in a 

home. Remodelling, where materials from the display can made into 

something else. The possibilities are endless, from desks and table 

lamps, to gases that can be used in other production areas.
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SECTION SEVEN

MARKS & SPENCER

APPLE

SAMSUNG
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FIGURE 13: OF THE HIGH STREET BRANDS, MARKS & SPENCER IS CONSIDERED TO BE THE MOST 

SUSTAINABLE BRAND, WITH POUNDLAND RATED AS THE LEAST.
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SECTION EIGHT

SUMMARY
What’s clear from the research is that there is a bright future for 

sustainability within retail and specifically retail displays. Brands 

have sustainability at the front of mind when developing a new 

installation. The challenge is that sustainability for retail displays 

isn’t circular and that much of the effort goes into managing the inputs 

of raw materials and less focus occurs when the retail display comes to 

the end of its life. Yet, it really is simple to the close the loop on 

sustainability. There are lots of options available to brands – from 

remodelling displays into something that will be useful elsewhere, to 
redeploying the fixture and of course, as a last measure, recycling it. 

Brands do however need to continue to put sustainability at the 

forefront of the retail installations to avoid it dropping down the list 

of considerations. There is evidently some confusion about the options 

available to brand and retail display owners. The industry needs to help 

brands close the loop quicker and more easily so that each and every 

retail display created and installed has a sustainable end-of-life plan 

already mapped out for it. 



SECTION NINE

SUSTAINABILITY CHECKLIST
What you need to consider when planning your next display:

Consider carefully the impact of the display during the design 

phase as it’s the decisions made here that will have the biggest 

impact. As part of the design process, consider the impact of 

materials, manufacturing process, transport and logistics as what 

happens to the display at the end of life.

DESIGN1

Consider which materials have the least impact on the environment. 

Is it possible to re-use recycled materials in the display?  Measuring the 

use of materials is key to ensuring that we preserve natural resources, 

including water and energy.

MATERIALS2

efficient management of the process is key to reducing the impact of the 

display on the environment. Considering how efficiently a display can be 

produced may help to reduce the energy required by the process. Create a 

quality management system (QMS) that

covers manufacturing.

MANUFACTURING3

Do you have an environmental vehicle policy, or do your install partners? 

Check with them to see how they plan and map the optimal route. And 

whether they can demonstrate how the locations of their hubs are able to 

support sustainability efforts. 

TRANSPORT/LOGISTICS4

Consider whether it’s possible to extend the display’s life with on-going 

maintenance. 

MAINTENANCE5

even the most sustainable materials used in the manufacturer of a display 

become less effective if it’s simply thrown away. Remember to map the 

entire life cycle of the display during the design phase so that when you 

reach its end-of-life the retailer knows exactly what the plan is. 

For more information on implementing sustainability throughout the lifecycle 

of your display, download POPAI’s guide to sustainable best practice and 

accreditation here.   

REDEPLOY6



100% undertake and manage both domestic and international POS 

and POP retail and graphics installation to the highest 

quality on behalf of leading brands. 

With a smooth, transparent and professional approach, 100% 

endeavor to deliver solutions in even the most challenging

of situations.  

FOR MORE INFORMATION ON HOW TO REDEPLOY YOUR END OF LIFE 

RETAIL DISPLAYS, VISIT WWW.100PERCENTGROUP.COM

OR TO DISCUSS YOUR SPECIFIC REQUIREMENTS CONTACT OUR TEAM 

ON 0161 929 9599 OR EMAIL US AT HELLO@100PERCENTGROUP.COM

Installation Updates Maintenance ReDeploy
Surveys and

audits


