
As part of our Earth Week series, our second infographic takes a look at the opportunities brands have to make 
an impact on sustainability. From a focus on accessibility and pricing to education, brands can not only make a 
mark for themselves but create experiences with consumers that spark action and positively impact our planet. 

Methodology Summary
This report presents the findings of a survey conducted among a global sample of 11,310 adults comprising 5,619 men and 5,691 women 18-64 years 
of age in the following countries: Australia, Brazil, Canada, China, Germany, France, India, Japan, Mexico, South Korea, United Kingdom, and the 
United States. Engine’s Online CARAVAN® International omnibus study is conducted once a week, among an Internet representative sample 18-64 
years of age.  This survey was live on April 5-10, 2019.

82%
of global purchases are 
influenced by sustainability

Global consumers want to support sustainable brands, 
but may need help moving from admiration to purchasing. 
Still, some Americans remain uninvolved.

Food tops the list at 69%, followed closely by energy-efficient light 
bulbs at 68%. Still over half of global consumers, 54%, regularly try 
to buy non-toxic and environmentally safe cleaning products.  

Consumers are buying sustainable products, but cost is a concern.

At 46%, organic food 
was reported as the 
most problematic cost

1 in 3 global 
consumers say its 
not easy enough 
to recycle

29% of global consumers 
say stores don’t offer 
enough organic, sustainable, 
or environmentally 
friendly options

20% of Americans are not 
influenced by sustainability at all
This is twice the global average.   

% of respondents by country that admire companies and 
brands that have strong values and commitments towards 
the long-term health of the planet:

% of respondents factoring sustainability 
into their everyday purchases:

China leads the world with 93% of 
respondents factoring sustainability into 
their everyday purchasing decisions.
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SUSTAINABILITY: OPPORTUNITIES 
FOR BRANDS TO MAKE AN IMPACT

More than 1 in 7 American and 1 in 4 Japanese respondents 
don’t know enough about sustainability to factor it into their 
everyday purchasing.
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A significant majority of global consumers 
admire sustainable commitments

92% of global consumers try to 
regularly make sustainable purchases

66% of global consumers say that cost is 
a barrier to living a “greener lifestyle”

Despite a broad range of 
influence (58% - 93%), the fact 
that all countries are over 50% 

is significant.  This provides 
opportunities for brands to 

more prominently market the 
sustainable role they are 
playing, and in turn drive 

these levels of influence even 
higher in those countries on 

the lower side.

OPPORTUNITY

Companies or brands with a heavy presence in the 
U.S. and Japan can do more to educate consumers 
about sustainable sources of materials and products 
so it is considered in their future purchasing decisions.  

Further embrace sustainable 
practices and be stewards for the 

long-term health of the planet.  
Basic admiration is high, and even 

though sustainability’s current 
purchase influence lags behind, there 
is great opportunity to close that gap 

between admiration and influence.

OPPORTUNITY

While cost is a barrier, the findings suggest 
there are other ways to address the gap between 
influence/admiration/intended/desired behaviors, 
such as the packaging of products and basic 
education/availability of education for consumers 
to know if they are purchasing a sustainable product.

OPPORTUNITY
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