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•²ƘƛƭŜ ǘƘŜ ŜŎƻƴƻƳȅ ƛǎ ǘƘŜ ōƛƎ ŎƻƴŎŜǊƴΣ ƛǘ ƛǎ ƴƻǘ ǎǉǳŜŜȊƛƴƎ ǘƘŜ ŜƴǾƛǊƻƴƳŜƴǘ ƻǳǘΣ ƛƴ ŦŀŎǘ ƛǘΩǎ 
getting more important:
– The recession has increased the role of price in purchasing decisions at the expense of more 

traditional purchase drivers like quality and convenience, but not green

– Post recession, green values are set to get even stronger

• Green is still in the news, in fashion and on the agenda
– More people are focused on Green now than a year ago 

– 3 times as many people believe their country is getting more rather than less green

• The recession is actually encouraging people to reduce, reuse, recycle more
– Whiletheir concern about the recession is a key driver, large majorities claim their green values 

are important as well. Because of the recession, people believe they can be green, frugal and 
fashionable

•One in three believe a green lifestyle costs no more - but price perceptions remain a big 
barrier to being more green

• The opportunity is for those who can package green values as added value or just plain 
affordable

Will sustainability survive the recession?

ABOUT THIS POLL: PSB interviewed 1501 people online between 12th and 23rd March 2009. We conducted interviews in 
the US (501), UK (500) and Japan (500). Quotas were set in each market to ensure a representative mix of age and gender. 
The margin of error for the sample as whole is +/- 2.5%  but larger for subgroups. Unless otherwise stated –the among all 
number applies to the sample as a whole (1501).    



ÅWhile the economy is grabbing the biggest headlines,  financial concerns are not 
squeezing environmental ones out entirely
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Q: For each of the following, please indicate how nervous or anxious you currently are, or not. (% saying very nervous or anxious) 
Base: All respondents (n= 1501)

People are still very concerned about climate change

ÅOne of four respondents are very nervous or anxious about climate change
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ÅPrice, Quality and Convenience were the most important factors before the recession
Å In recession price dominates, but green values get relatively stronger as convenience and 

quality are squeezed
ÅPost recession, green values set to get even stronger

Q: Please choose ONE of the factors below which was most important in affecting your purchasing decisions and your choice of where to shop BEFORE 
the global economic downturn
Base: All respondents (n= 1501)
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Consumers say green values are relatively more important in a 
recession, and that they will continue to gain in importance



ÅGreen is still in the news, in fashion and on the agenda –almost one-in-three 
see it as a money saver, too

vΥ /ƻƳǇŀǊŜŘ ǘƻ ŀ ȅŜŀǊ ŀƎƻΣ Řƻ ȅƻǳ ǘƘƛƴƪ ǇŜƻǇƭŜ ǘƻŘŀȅ ŀǊŜΧΚ 
BASE: All respondents (n=1501)
Q: Which of the following do you think are reasons why people today are focusing more on the environment compared to a year ago?
BASE: Those saying there is a greater or the same focus on the environment  n= 1249
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ÅWidespread perception that people are more focused on the environment now 
than one year ago

Green is more culturally relevant than it was a year ago, partly 
because nearly one in three think it helps save money



The recession is encouraging people to adopt green behavior
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Å Rather than push people away from sustainable activities, the recession is doing the opposite. 
Over the last year, energy and meat consumption are down, and recycling and reuse are up 

Q: For each of the items listed below, please indicate whether you are doing that more, less or just as much as you did a year ago.
Base: All respondents (n= 1501)



While concern about the recession is a key driver, large 
majorities claim their green values are important as well 

Q: And of these things that you are doing more than a year ago, is that more because of your concern about the recession, or more because of 
your concern about the environment. 
(Showing percent saying greener behaviour due to a concern about the environment or environment and recession equally ).
Base: Those doing each item more than a year ago (n= 165- 690) 
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Å When asked whether they’ve changed their behavior because of the recession or 
because of concern for the environment, most people pick either the environment or 
a combination of the two 



ά.ȅ ŎǳǘǘƛƴƎ ōŀŎƪ ǘƻ ƘŜƭǇ ƳŀƪŜ 
ends meet, people are becoming  

environmentally friendly"

People believe they can be both frugal and green

Base: Among All (n=1501)
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ά¢ƘŜ ǊŜŎŜǎǎƛƻƴ ƛǎ ŦƻǊŎƛƴƎ 
ǇŜƻǇƭŜ ǘƻ ŎƻƴǎǳƳŜ ƭŜǎǎέ

Å Respondents tend to agree that behavior spurred by the recession has a green 
impact, as well 



The recession could turn green into the new black

Base: Among All (n=1501)
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άtŜƻǇƭŜ ǿƘƻ ŘǊƛǾŜ ōƛƎ ŎŀǊǎ ŀƴŘ 
{¦±Ωǎ ŀǊŜ ōŜŎƻƳƛƴƎ ƻǳǘŎŀǎǘǎΣ ƪƛƴŘ 

of like smokers have become 
ƻǳǘŎŀǎǘǎέ

ά¢ƘŜ ǊŜŎŜǎǎƛƻƴ ƛǎ ƳŀƪƛƴƎ 
conserving resources more 

ŦŀǎƘƛƻƴŀōƭŜέ

Å Conservation is ‘In,” and ostentatious resource consumption is “Out” 



But people still think that they pay a premium for green ςwhich 
could cause further environmental damage during a recession

Which of the following, if any, are the greatest barriers to you personally doing more for the environment? 
Base: Among all (n=1501)
ά¢ƘŜ recession is likely to hurt the environment Χέ
Base: Among all (n=1501)
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Å Price is the number one reason named by 
consumers for why they aren’t more green

ά¢ƘŜ ǊŜŎŜǎǎƛƻƴ ƛǎ ƭƛƪŜƭȅ ǘƻ ƘǳǊǘ ǘƘŜ 
environment as people will be less 

willing to pay more for 
environmentally friendly products 

ŀƴŘ ǎŜǊǾƛŎŜǎέ



ÅThere’s a disconnect between consumers’ observation of cost savings from green 
behaviour and their belief that green lifestyles cost more.

Å This is THE key opportunity for companies to seize in the growing green marketplace. 
Å One in three believe a green lifestyle costs no more –this is the “low hanging fruit”, not to 

be abandoned in a recession
Å And then the real challenge: convincing the 49% who think sustainable is little more 

expensive to give it a try. 

vΥ Lƴ ƎŜƴŜǊŀƭΣ Řƻ ȅƻǳ ǘƘƛƴƪ ƭƛǾƛƴƎ ŀ άƎǊŜŜƴέ ƻǊ άŜƴǾƛǊƻƴƳŜƴǘŀƭƭȅ ŦǊƛŜƴŘƭȅέ ƭƛŦŜǎǘȅƭŜ Ŏƻǎǘǎ ȅƻǳ ΧΚ 
Base: Among All (n=1501) 11

34% of low-hanging fruit

Savvy companies will present green as a way to achieve value

The real opportunity
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More about Sustainability from PSB

ÅPSB regularly conducts research investigating consumer attitudes toward 
sustainability and environmentalism –among other topics –around the globe

Å This deck presents only a small portion of the data available. For more 
information about this survey,  including variations by audience, and 
receptivity to sustainable messaging,  please just give us a call:

In the United Kingdom

Joel Levy
jlevy@ps-b.com

+44 (0)20 7300-6408

In the United States 

Beth Lester
blester@ps-b.com

+1 (202) 962-3042
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