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Will sustainability survive the recession?
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getting more important:

— The recession has increased the role of price in purcha&agions athe expense of more
traditional purchasariverslike quality and convenience, but not green

— Post recession, green valuae setto get even stronger
Green is still in the news, in fashion and on the agenda

— More people are focused on Greaow thana 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 val
are important as well. Because of the recession, people believe they can be green, frugal al
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

ABOUT THIS POLL: PSB interviewed 1501 people online betWeamd1234 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 anq gender.
The margin of error for the sample as whole is2:6% but larger for subgroups. Unless otherwise statdte among all
number applies to the sample as a whole (1501).




People are still very concerned about climate change

A While the economy is grabbing the biggest headlines, financial concerns are not
squeezing environmental ones out entirely

A One of four respondents are very nervous or anxious about climate change

The current state of the economy 50%

Unemploymentrates 39%
Vo T
i Climate change 24% |
LSS H

Current military hostilities around the
20%
world
The threat of terrorism 17%

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)




onsumers say green values are relatively more in

recession, and tha

A Price, Quality and Convenience were the most important factors before the recessio

A In recession price dominates, but green values get relatively stronger as convenienc
guality are squeezed

A Post recession, green values set to get even stronger
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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)




A Widespread perception that people are more focused on the environment now
than one year ago
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1 More focused on the environment 45% :
e e e e e e e e
Just as focused as they were before 37%
Less focussed on the environment 17%

A Green is still in the news, in fashion and on the agendbmost onein-three
see it as a money saver, t0o

It's in the news more 52%

There are more ways to be green today

than there were a year ago 37%
People just to be talki bout it
eople just seem to be talking about i 34%
more
It seems more fashionable now 32%
It helps save money 29%
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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




aging people to adopt green behavior

PSB

A 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

B Doing This Less Than a Year Ago ™ Doing This More Than a Year Ago

Turning off lights/appliances when not in use 46%
Turning the heat down at home to save fuel 44%
Recycling 36%
Reusing things rather than buying new 34%
Buying energy efficient products 32%
Reducing the amount | drive 31%
Fixing things instead of replacing them 30%
Reducing the amount of travelling | do in my own time 29%
Buying locally sourced products 23%
Reducing the amount of meat in my diet / my family's diet 19%
Buying recycled products 19%

Reducing the amount of travelling for work 15%
Buying organic products 14%
Buying products with guaranteed high animal welfare standards 12%
Buying ethically sourced products 11%

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)




A When asked whet her

t hey’ ve

changed t|

because of concern for the environment, most people pick either the environment «

a combination of the two

Buying locally sourced products

Recycling

Buying organic products

Buying products with guaranteed high animal welfare standards
Buying energy efficient products

Buying recycled products

Buying ethically sourced products

Reducing the amount of meat in my diet / my family's diet
Turning the heat down at home to save fuel

Reducing the amount | drive

Reusing things rather than buying new

Turning off lights/appliances when not in use

Fixing things instead of replacing them

Reducing the amount of travelling | do in my own time

Reducing the amount of travelling for work

69%
66%
66%
64%
64%
62%
61%
59%
58%
56%
56%
55%
54%
53%
53%

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=696%




A Respondents tend to agree that behavior spurred by the recession has a green

impact, as well
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Agree Disagree Agree Disagree
Base: Among All (n=1501)




The recession could turn green into the new black
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A Conservation is ‘“In,” and ostentati ol
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55%

49%

19%
12%

Agree Disagree Agree Disagree

Base: Among All (n=1501)




f PSB But people still think that they pay a premlum 1{o]§ green C

could cause furtherenvmg_n_mental damage durlng a recessmn

A Price is the number one reason named by G¢KS NBOS&aaAzy Az
consumers for why they environmentas people will be less
willing to pay more for
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The government/ local council don't 229 55%

give me enough help °
I am not even sure if global warming

is a real problem 13%

The individual can't make a 0 13%

difference to global warming 13% -

I don't know enough about it 11% Agree Disagree

Which of the following, if any, are the greatest barriers to you personally doing more for the environment?
Base: Among all (n=1501)

& ¢ eBession is likely to hurt the environment X &

Base: Among all (n=1501)
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PSB! Savvy companies will present green as a way to achieve value

—

AThere’s a disconnect between consumer
behaviour and their belief that green lifestyles cost more.

A This is THE key opportunity for companies to seize in the growing green marketplac
A One in three believe a green lifestyle costsnometehi s is the “1 ow h
be abandoned in a recession
A And then the real challenge: convincing the 49% who think sustainable is little more

expensive to give it a try. The real opportunity

/

34% of low-hanging fruit 49%
25%
17%
8%
1%
A lot less A little less About the same A little more A lot more
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Base: Among All (n=1501) 11




A PSB regularly conducts research investigating consumer attitudes toward
sustainability and environmentalismamong other topics-around the globe

A 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 giveaadl.a

In the United Kingdom In the United States
Joel Levy Beth Lester
jlevy@ps-b.com blester@ps-b.com

+44 (0)20 7300-6408 +1 (202) 962-3042
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