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Concern about the impact
of climate change and the
future of our planet is at an

all-time high.

) Source: Porter Novelli Sustainability Research, September 2022

HOW CONCERNED ARE YOU FOR
THE FUTURE OF THE PLANET?

84%

Extremely/
Somewhat
concerned

127

Not too
concerned

4%

Not at all
concerned
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, less than a third

the people who report

being-e.xtremely concerned would be Willing to make
are willing to make a

[ —— MAIJOR lifestyle changes
protect the planet.

» Source: Porter Novelli Sustainability Research, September 2022
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What are people
wiling to do?
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The Spectrum of Sustainable Behaviors




The Spectrum of Sustainable Behaviors
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The Spectrum of Sustainable Behaviors
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The Spectrum of Sustainable Behaviors
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The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSIDERED CONSCIOUS
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Do
Nothing

Unwillingto
adoptany
sustainable
behaviors

Simple
Purchases

Willing
to adopt simple,
easy sustainable
purchasing
behaviors

Easy Behaviors

Willing
to adopt
a mix of simple,
easy behaviors
andchangesto
theirroutine

Lifestyle
Changes

Willing to adopt
a mix of small
and moderate

changes to their

lifestyle




The Spectrum of Sustainable Behaviors
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CONSCIOUS COMMITTED

Willing to adopt
a mix of small
and moderate

changes to their

lifestyle
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Way
of Life

Willing
to make
moderate
to major lifestyle
changes
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Macro Behaviors

|
CAN’T CASUAL CONS |

o)
6%
Unwilling to adopt any

sustainable purchasing
behaviors

15%

Willing to adopt simple,
easy sustainable
purchasing behaviors

(

G

54%

Willing to adopt
a mix of simple, easy
behaviors and make
small changes to their
routine

J

CONSCIOUS COMMITTED

Willing to adopt a mix
of small and moderate
changes to their
lifestyle

At a macro-level, large cohort in the middle —
significant receptivity/willingness change

8%
Willing to make

moderate to major
lifestyle changes
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How do intentions change when we move into
specific behaviors?

Eat more Consume meat moderately; consume products that

plants support regenerative agriculture.

Go Choose products made with recycled content;
Th e S p e Ct r u I I l A circular recycle, rent, share and buy used whenever possible.
B e h aVI O rs Think Buy fewer and longer-lasting products. Reduce

single-use items and purchase durable, reusable
durable products.
Choose

Buy products with cleaningredients; protect habitats

nature- and biodiversity.

friendly




The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSIDERED CONSCIOUS COMMITTED
do nothing purchase behavior lifestyle way of life

OVERALL

6%

15%

54%

18%

8%
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The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSI
do nothing purchase behz

OVERALL
6% 15% 54%
GO CIRCULAR
9% 41% 30%
Take no action. Buy products made Reuse old itemsinstead
fromrecycled content. of buyingnew ones.

CONSCIOUS COMMITTED
lifestyle way of life

18%

7%

Rentor buy used productsinstead
of new ones.

8%

12%

Turn olditemsinto
new ones (upcycling).
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The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSIDERED CONSCIOUS COMMITTED
do nothing purchase behavior lifestyle way of life

OVERALL
6%
GO CIRCULAR
9%
NATURE-FRIENDLY

14%

Take no action.

15% 54% 18%
411% 30% 7%
40% 26% 14%
Switch toa similarly Stop using products that Use products
priced product made from nature- can have a negative effecton the made from nature-
friendly ingredients. environment. friendlyingredients.

8%

12%

5%

Boycott companiesthatharmthe
environment.
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The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSIDERED CONSCIOUS COMMITTED
do nothing purchase behavior lifestyle way of life

OVERALL
6%
GO CIRCULAR
9%

NATURE-FRIENDLY

14%
THINK DURABLE

9%

Take no action.

15% 54% 18%

411% 30% 7%

40% 26% 14%

36% 26% 16%

Replace Use my existing Buy higher-quality
Single-use/disposable products and itemslonger, rather productsthatlast longer.

buy more durable,
reusable ones.

than buying new ones.

8%

12%

5%

13%

Repairworn or brokenitems
before buying new ones.
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The Spectrum of Sustainable Behaviors

CAN'T CASUAL CONSIDERED CONSCIOUS COMMITTED
do nothing purchase behavior lifestyle way of life
OVERALL
6% 15% 54% 18% 8%
GO CIRCULAR
9% 41% 30% 7% 12%
NATURE-FRIENDLY
14% 40% 26% 14% 5%
THINK DURABLE
9% 36% 26% 16% 13%
EAT MORE PLANTS
13% 51% 16% 18% 3%
Take no action. Buy more fruitsand vegetables. Skip eating meat Replace meatsanddairy Go vegetarian/vegan.
one day a week. in my diet with more plant-
based products.









Address the
Economics

“I don’t want to pay more.”
“l can’t pay more.”
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Change Perceptions

I don’t think it will perform as well.”
“I don’t think the quality is as good.”

“I like the taste of meat.”
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“Which produéis are harmful
to the environment?” —,

“Why is m/gqt bad foW 2%

“Why does bﬁying a lot of stuff impa
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If | knew, | would ...

329% | wouldeat less meat if | knew how it helped to protect the planet.
30% | wouldreduce the number of products | buy if | understood how buying fewer products protected the planet.
38% | wouldthrow away fewer products if | knew how to extend the life of existing products.

399% | would use more nature-friendly products if | knew how they are nature-friendly.

#IfIKnewlWould




Driving Consumers
Across the Sustainability
Engagement Spectrum

BRANDS

v Speakto needs states.
v' Address price.
v' Drive availability.

v' Change perceptions on performance.




Driving Consumers Across the
Sustainability Engagement
Spectrum

INDUSTRY

Public education
-Seize the moment and help people better understand how
to participatein the sustainable economy; change social norms so that people feel

compelled to optin.

Find a topic that crosses categories ... "The Second Life of a Product"
-Upcycle clothes.

-Recycle plastic.

-Refurbish electronics.

-Recondition medical devices.

-Use refillable bottles.

)




) Presentation and Point Of View About The Collaboration Opportunity

Reach out with questions, comments or interest!

Lisa.Unsworth@porternovelli.com

Sandy.Skees@porternovelli.com
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