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Global harmonised survey of 24 countries and 99,000 

respondents - to understand how to gain a competitive 

advantage from sustainability

Our fourth year of linking attitudes 

around sustainability to purchase 

behaviour in a globally consistent way

Link to real purchase behaviour - to see what was 

actually bought by those that say they care and to 

understand the relationship between these people and 

your brand
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Our Eco segmentation 

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

Eco-Actives

Eco-Considerers

Eco-Dismissers

Shoppers who are highly 

concerned about the 

environment, and are making 

the most of actions to reduce 

their waste. They feel an 

intrinsic responsibility to be 

more sustainable, follow the 

topic more actively and have a 

greater awareness. 

Shoppers who have little or no 

interest in the environment and 

making no steps to reduce 

waste. The topic rarely features 

amongst friends and family and 

they are lacking awareness of 

environmental concerns. They 

do not think they make a 

difference.

They are worried about the 

environment and plastic 

waste, at similar levels to 

Eco-Actives. But they are 

actually closer to Eco-

Dismissers in how they act, 

not making many actions to 

reduce their waste. Their 

biggest barriers are 

convenience and price. 
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New Challenges
Economic uncertainty 

impacting consumer action



45%
37% 37%

44%

37%
41% 41%

38%

17% 22% 22% 18%

Global 2019 Global 2020 Global 2021 Global 2022

For the first time Eco Actives are declining and Eco Dismissers are increasing
Eco Actives remain above 2019 levels and are worth $376bn to FMCG

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

FMCG spending in year ending 2021

Household Population share 

Eco-Actives

Eco-Considerers

Eco-Dismissers

$376 bn

$766 bn

$1.14 trillion
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1%

-3%

-5% -5%

-8%

0.0%

-3%

-2%

0%

-2%

-3%
-4%

-5%
-4%

France GB Ireland Portugal Spain US Eastern
Europe

Chile Colombia Peru Mexico Brazil India Mainland
China

The decline is spread across markets 

with the largest drop being in Spain

Change in Eco-Actives vs. 2021

-1.4%

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

- 4.6%
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45% of respondents felt that it was harder to act sustainably 

recently due to social or financial constraints also suggesting 

economic concerns are impacting people’s ability to act

4%

11%

36% 36%

9%

Strongly disagree Disagree Neither agree nor
disagree

Agree Strongly agree

Harder to act sustainably due to 

financial or social constraints
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Frustration at lack of progress from companies could also be a 

factor in the drop off in actions by people as what sets Eco Actives 

apart is their belief they can make a difference

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

All companies only care about profits and 

eco-claims is just another marketing tool 53%

31%

12%

Agree Neither agree or disagree Disagree

Over 50%
are cynical about brands’ motives
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The core brands appealing to Eco Actives have found it 

harder to grow in 2022. The picture is stronger in developing markets 

and we also see more multinationals playing a larger role with this group

Number of top 10 brands over indexing with Eco Actives in growth in 2022

Only includes brands over 5% penetration   

4/10
Spain

2/10
UK

3/10
France

5/10
Brazil

7/10
Colombia

6/10
India
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One reason is that the majority of Eco brands in Europe have a price premium. 

The average premium in the UK is 175 putting it in a declining sector of the 

market

Source: Kantar, FMCG Panel, Average of the top 100 categories, 12 w/e 12-Jun-22 UK example

0.8%

1.4%

-0.3%
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Share change vs. yr ago 12 w/e 12-Jun-22

UK Take Home FMCG – % packs sold by price index vs. category average (price indices based on price per pack) 
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New Opportunities
The continued case

for brands to engage



Underlying concern around climate and environmental 

issues is still strong and issues of waste and packaging are 

still a key area that people see as being in their control 

Source: Kantar’s Global Issues Barometer – Wave 2, April 2022 

Q5 What are some of the big issues that you think something needs to be done about? (OE)

Base: Total (19 countries)

% People mentioning big issues that need to be solved

35%
War

35%
Economy

28%
Climate Issues

Source: Kantar Sustainability Sector Index 2022. Concerns Importance - Q16. Which of the following environmental or 

social issues should companies be most concerned about tackling and least concerned about? (Max Diff). Category 

Relevance – Q20. Please indicate which of the following environmental issues, if any, you associate most with each 

category. Base: Flavoured beverages (e.g. soft drinks, juices, etc.) n =5230

Ocean plastic and overpacking highly relevant to FMCG categories
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Countries that have maintained Eco Actives have had large scale corporate or 

government activations impacting behaviour and keeping climate and 

environmental concerns top of mind

60%
War

35%
Economy

40%
Climate Issues

New law from the senate to ban a number of single use 

plastics and retailers stepping up to provide more recycling 

15%
Eco Actives

Colombia

-1%
Dismissers

82%
War

30%
Economy

33%
Climate Issues

Government enacting law changes to ban single use 

plastics and provide alternatives to bottled water

15%
Eco Actives

France

-1%
Dismissers

Significantly lower vs total Significantly higher vs total 16



The unmet need of the Value-Action gap in packaging

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

The majority of people still have good intentions and therefore a lot of headroom to be found 

in helping people to close this gap 

62%

of people try to buy

environmentally friendly 

packaging

24%

of people regularly

avoid plastic packaging

…BUT ONLY

Want to do more

38%
Population share

+1pt
Year-on-year

change

$991bn
Worth
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Eco Actives could reach $1.12 trillion in value in FMCG by 2027

18

We look towards the optimistic scenario as company and government pledges should 

ensure that we have innovation and regulation coming that will reignite momentum

17.0%

22.0% 22.0%

18.0%

2019 2020 2021 2022 2027

-4 % vs. 2021

+1 % vs. 2019

Optimistic forecast

= 38%

Pessimistic forecast

= 21.7%

ECO-ACTIVES Household Population share - Projection based on 2019-2022 trend

GLOBAL AVG

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022



The evolution of 

sustainable products
Right target with the right product



Local and natural needs are the most chosen and next is packaging to reduce 

virgin plastic and waste. 

Eco Actives are more engaged in all the areas

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

44%

32%

31%

25%

23%

22%

19%

18%

13%

13%

11%

9%

63%

56%

54%

47%

43%

44%

37%

32%

26%

29%

25%

17%

Locally produced meat, fish, fruit, or vegetables

Personal care products with natural ingredients

Household products that have fewer harsh chemicals

Refillable over single-use products

Products made from recycled plastic

Products with biodegradable ingredients

Products with animal welfare stamps on packaging

Plant-based food and drink products

Brands that advertise to have a happy, well supported workforce.

Support charities and fund local initiatives

Products with reduced carbon footprint labels

Represent different types of people in their advertising.

Products people frequently choose

Local/Natural

Packaging

Animal welfare

Social and 

carbon
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Fresh local products are the most consistently chosen across the 

regions with supporting local producers and quality being top of mind  

WCWD Global 2022 Kantar, GFK. Which products do frequently choose. Why do yyou choose this- select up to 3 that apply

44%
Global

41%
Europe

42%
Latam

63%
Asia

Support local

farmers/ fishermen 62%

Better quality taste 54%

Better for the environment

with less carbon footprint 35%

Cheaper 30%

Global
I have frequently chosen 

locally produced meat, fish, 

fruit, or vegetables
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Local brands are over represented amongst 

Eco Actives across the world

6.1%

174

+22%

7.6%

166

+4%

10.4% 

150 

+1.4%

China Spain France UK

Penetration 

Eco Active Index

Growth Value 

year-on-year

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

42.4%

116

+25%
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Multi nationals are generally less likely to appeal to Eco Actives and have 

some real opportunities to grow

% brands under-index with Eco-Actives

(top 10 manufacturers-France)

62%

83%
78%

73%
69% 68% 68%

60%

50%

41%
35%

TOTAL TOP 10 L'OREAL UNILEVER FERRERO MONDELEZ DANONE P&G MARS INC NESTLE SAVENCIA LACTALIS
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Eco Actives are most likely to choose personal and home 

care brands with natural positioning and ingredients 

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

I frequently buy personal care with natural ingredients

32%

56%

35%

20%

All shoppers Eco-Actives Eco-Considerers Eco-Dismissers

China has the strongest affinity with 

naturals with >50% frequently choosing in 

both categories, followed by France

I frequently homecare with fewer harsh chemicals

31%

54%

35%

17%

All shoppers Eco-Actives Eco-Considerers Eco-Dismissers

Henkel had two brands in France’s Top 

10 over indexing brands with their natural 

toothpaste and laundry brands
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Why did you choose Naturea personal care/household products with fewer checmicals? Select all that apply

WCWD 2022 Kantar and GFKl

Environment

Health Quality

10%

22% 3%10%

12%

34% 2%

Health and environment are a powerful combination driving product choice.

46% of natural product choosers are doing so for both reasons

26



Shoppers see fewer chemicals in homecare and plant 

based foods as compromising on the main job

You have told us that you regularly choose… There may be several reasons why you would make this choice. Please tick up to 3 of the below

Why do you choose these products?
Quality/ Taste

19%

38%
20%

Fewer harsh chemicals 

in household products

Natural Personal Care

Plant based
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Refills are another area where growth is slowing as shoppers have to 

compromise and they are often not easy, meaningful or rewarding

Source: Worldpanel Division, Kantar, UK Household panel purchasing data

Easy

Online only

Meaningful

£4.69/ 1L
Refill

£5.70/ 1L
Non- promo

£4 for 2 500ml 

bottles
Promo

Rewarding

Not widely-

recyclable 

Hard to remove 

lid from bottle to 

refill so waste 

product

0.1
0.3

1.8

2.4 2.5
3.4

3.7

4.5

6.7

7.4

0

1

2

3

4

5
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7

8

 12 Aug 18  11 Aug 19  09 Aug 20  08 Aug 21  07 Aug 22

Household Cleaners Liquid Soaps

% packs sold by category that are refills

UK Household 

cleaning refills are 

flattening before 

reaching a high 

market share
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Innovation can be the way forward to expand this segment as new 

technologies emerge offer convenience and price benefits 

Godrej Protekt – Mr Magic
India

Capsules for 

Homecare 

without plastic 

YVY
Brazil

Penetration up 14% 

year on year to 9.1%

29



Plant Based products were chosen frequently by 18% of the 

global population, but this was the most polarising trend

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

Plant based products had the highest % of 

people saying they do not plan to buy

18%
24%

44%

44%

29%19%

9%13%

Plant Based ProductsAverage for all choices

I have frequently

I have occasionally

I do not plan to

I haven’t seen this

Spain, Mainland China, 

Philippines, Netherlands, Peru 

France, GB and Chile

With 61% of French and 

50% in Chile rejecting

US is the most polarised

with higher than average 

% buying frequently and 

also not planning to buy
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Spain and Philippines are two countries where strong local brands have 

helped create a growing market for plant-based alternatives to meat 

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

Vegetable-based alternatives purchase trend

5.1 5.7 5.7 6.1 6.0

13.6

18.8

2017 2018 2019 2020 2021

Frecuencia de compra Penetración %

Heura
2.8% Penetration in 2022 

(4.6% in Eco Actives)

Only major brand to also 

grow frequency

Local emerging brand
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Recommendations



1

2

3

Don’t put off change
Consumer action tied to the news cycle and 

availability, but concern runs deep meaning 

delaying action will leave brands exposed in 

future 

Target your potential early adopters
Eco Actives love new brands and green 

innovation making them a group most likely to be 

receptive to your new ideas. Health x 

environment is a sweet spot

Innovate with value in mind
Compromises in product quality and price are 

blocking growth for eco products. Space for real 

innovation to stand out- especially at a 

competitive price point. Think beyond Europe 

here to not be left out 
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Download the report at

www.kantar.com/whocareswhodoes

Creating a competitive advantage through sustainability 

Natalie Babbage
Global LinkQ Director

Natalie.Babbage@kantar.com

For additional information on 

Who Cares, Who Does? contact

If you are interested in your country report 

please contact your usual contacts at Kantar, Europanel or GfK

Europe webinar

30 September
https://www.gfk.com/lp_eu_202109_wcwd-webinar-registration-page 

UK webinar

19 October

Latin America webinar

21 October

http://www.kantar.com/whocareswhodoes
mailto:Natalie.Babbage@kantar.com
https://www.gfk.com/lp_eu_202109_wcwd-webinar-registration-page

