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Introduction and Methodology
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WHO

1000 adults 18+ in 31 countries

HOW

Respondents from online consumer
panels, recruited in a way that
reflects census data
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Views about the
Environment
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War and conflict are seen as most serious in North America, followed by Healthy &

concerns about natural resources, water pollution, and climate change \S‘i?\tf?r:'&“ble
war/conflict | N
Perceived Seriousness Depletion of natural resources _ 57
of Global Problems Water pollution [ 56
"Very Serious,” North America, 2023 Climate change N s . 21% Gen Z
Extreme poverty [ AR -
Human rights abuses | R E R ;-
Shortages of fresh water [ 53
Air pollution [ 51
Loss of biodiversity [N 1 . 26% Gen Z
Deforestation in the Amazon _ 48
Gap between rich and poor _ 48

Spread of diseases

State of the global economy
Single-use plastic waste
Discrimination against minorities
Unequal treatment of women

Social/political division

. Environmental issues Unemployment
Dangers of artificial intelligence ||| GTcNGGEEEEEEE ::
8 . . o . . . Globe
T1. For each of the following possible global problems, please indicate if you see it as a very serious, somewhat serious, Scan A=

not very serious, or not at all serious problem.
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North Americans are more likely than other parts of the world to say
that depletion of natural resources is a very serious global problem

Perceived Seriousness of Global Problems
“Very Serious,” Top Issues, by Region, 2023

War and armed conflict

Depletion of natural
resources

Water pollution

Extreme poverty

Human rights abuses

War and armed conflict

Extreme poverty

Water pollution

Human rights abuses

Unemployment

Climate change

War and armed conflict

Air pollution

Single-use plastic waste

Water pollution

War and armed conflict

Water pollution

Depletion of natural
resources

Climate change

Loss of biodiversity
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Latin America

Water pollution

Depletion of natural
resources

Extreme poverty

Shortages of fresh water

Climate change

T1. For each of the following possible global problems, please indicate if you see it as a very serious, somewhat serious,

not very serious, or not at all serious problem.
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People feel the cost of living more acutely than climate change, but Healthy &

generational differences emerge \Sﬁ\t,ﬂ.:gqble
Extent Personally Affected by Cost of Living & Climate Change
North America, 2023
M Greatly B Moderately M Greatly B Moderately
Total affected: 86% Total affected: 64%
® ® C ®
Increased cost of living 58 Climate change
Greatly affected Greatly affected
Baby Boomer+ _ 49 Baby Boomer+ _ 24
Globe 1/

10 T2. How much are you personally affected by each of the following? Scan A=



North Americans feel increasingly greatly affected by climate change, even Healthyz
Sustainable

with increased cost of living Living

Extent Personally Affected by Climate Change
"Greatly Affected,” North America, 2020-2023
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11 T2. How much are you personally affected by each of the following? — Climate change or global warming cana=—
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What are they
doing about it?
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And across generations, they express interested in buying healthy and Healthy &

. Sustainable
sustainable products <Living

Interest in Buying Healthy and Sustainable Products
Canada, and USA, 2023

H Interested Not interested

Buying sustainable products

I*I Canada

Buying healthy products

Buying sustainable products

USA

Buying healthy products

13 Q53a. Are you interested in buying products that are better for the environment and nature? Glggg 7{_/_
Q54a. Are you interested in buying products that are better for your health?



There is a gap in how North Americans say they want to live vs what they Healthy &

i i Sustainable
are actually doing to change behavior Living

Desire to Change vs Changes Made to Lifestyle
Canada vs USA, 2023

Desire to change lifestyle Changes made in the past year
to be more... “A great deal” to be more... “Yes, major changes”
H USA Canada
Healthy
53 23
Sustainable
38 18
14 Q2. How much would you like to change your lifestyle to be more...? Gsl?:gﬁ 7{../..

Q3. Have you made any changes to your lifestyle in the past year to be more...?



Gen Z is more motivated toward sustainability than other generations Healthy &

in North America, and most likely to say they are changing behaviors \Slﬁ‘t’ﬂigdble

Desire to Change Lifestyle to Be More Environmentally Friendly vs Changes Made in Past Year
North America, Canada, USA, by Demographics, 2023

B “A great deal” of desire Have made "major changes" Gap (% pts.)
P
Gen Z 17
28
Millennial T :: 15
18
cenx T o 20
20
K
Baby Boomer + 23

14

Globe 1/

15 Q2.1 How much would you like to change your lifestyle to be more...? Q3.1 Have you made any changes to your lifestyle in the past year ScanaA™
to be more...?



Main barriers to sustainable lifestyles differ by country, though expense,

reluctance to change, and lack of government support are consistent for H%?J!.:tr::m;able
both Americans and Canadians W Living
Barriers to Improving Lifestyle to Be Healthier and More Sustainable
Total Mentions, Canada vs USA, 2023
Too expensive . 51 o
: : I, 7
| like the way | live now 31
Not enough government support I— 29 36
- I 2
I'm not sure how 24
Don't trust what | read/hear _19 25
Won't make any difference _17 23
; I, 2>
Inconvenient 24
- I 21
Not enough business support 30
Not enough NGO/charity support _1719
I'm not personally concerned _13 18 | USA
| don't have time 18 Canada
Other people not doing it _1;3
16 Q7. What is preventing you from living in a way that is good for you, good for other people, and good for the environment? Please select three things Globe v/

Scana™

from the following list in order of importance, with 1 being the most important, 2 the second most important, and 3 the third most important.



Gen Z also cites price as a barrier, though to a lesser degree; they are more

. Y : Healthy &
open to lifestyle change if it makes a difference, and want support from Sustainable
NGOs and peers NLiving

Barriers to Improving Lifestyle to Be Healthier and More Sustainable
Total Mentions, Select Barriers with Generational Differences, North America, 2023

45

Too expensive
P 55

N
o

| like the way | live now 34

Won't make any difference
Not enough NGO/charity support

Not enough business support 26 B Gen Z in North America

| don't have time Total North America

=y
(<)}

Other people not doing it 13 21

-
oo

Don't trust what | read/hear 22

Globe 1/
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17 Q7. What is preventing you from living in a way that is good for you, good for other people, and good for the environment? Please select three things
from the following list in order of importance, with 1 being the most important, 2 the second most important, and 3 the third most important.



Younger consumers are more likely to feel pressure and guilt to Healthy &

live a more sustainable lifestyle Sustainable
NLliving

Guilt and Pressures for Sustainable Lifestyles
"Very Often” and "Often,” North America

Have been encouraged to live sustainable
lifestyle by family/friends

Felt ashamed about living unsustainable
lifestyle

B GenZ

Received critical comments on lifestyle for
being unsustainable

North America

Have been offered financial _ 26
rewards/incentives to live sustainable
lifestyle 13
18 Globe v/

Q52. Over the past year, please indicate how often you have done or experienced each of the following related to the environment. cana™
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Consumers



Consumers are paying attention to sustainability communications from Healthy &

i Sustainable
brands, especially Gen Z Living

Consumers Have Heard/Seen Information in Past 12 Months
North America, 2023

49

Have heard, read, or seen

information in the past 12 months
o
about how brands are helping them to 3 3 /O

live in a way that is healthy and good
for the environment

Total North America Gen Z in North America

Globe 1/
Scana™

20 Q15. Have you heard, read, or seen any information in the past 12 months about how brands are helping you to live in a way that is healthy and good
for the environment?



North Americans - particularly Gen Z - are actively seeking out Healthy &

information on sustainability and talking about it in their social circles \Slﬁ‘t’ﬂigdble

Information on Sustainable Lifestyles
“Very Often” and "Often,” North America, 2023

Sought out information related to sustainable
lifestyles

Discussed sustainable lifestyles with
family/friends

23
Shared with others about how | live sustainable _

lifestyle

B Gen Z North America

Total North America

Have been inspired by online influencer or
celebrity to live sustainable lifestyle

Glob
so e v/

21
Q52. Over the past year, please indicate how often you have done or experienced each of the following related to the environment. cana™



Across generations, six in ten North Americans want to see more

information on how companies make their products good for the H%?J!.:trmﬁable
environment N\Living

If and How Consumers Want to See Information on Environmentally Friendly Products

North America, Top Three, 2023

Top ways consumers want to become informed about environmentally friendly products:

62— = ... WS-
packaging 47
say they want to see B Gen Z in North
more information on America
what companies are Information from
doing to make their o the retailer 16 Total North
products good for the America
environment.
ﬂ— . .
e
19
22 Q56. Would you like to see more or less information on what companies are doing to make their products good for the environment? Globe v/,

Q57. What would be the best way to inform you about how environmentally friendly the products are that you buy? Please choose one.

cana™



ToSumUp...

€ North Americans are concerned about a number of environmental issues

® Climate change is increasingly affecting North Americans, with Gen Z leading
this sentiment in both Canada and the USA

®  Across generations, people in North America want to change their lifestyles to be
better for the environment, but need help to do so; Gen Z are most likely to want
to change behavior, and most likely to say they have made big changes

® Gen Z is also more likely to engage with sustainability both in their social circles
and communications from brands

& It takes a multi-channel approach for sustainability communications to reach
consumers: packaging, in-store, and advertising campaigns
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Know your world.
Lead the future.

Contact Us:

Christine.LaMontagne@GlobeScan.com

GlobeScan is a global insights and advisory
consultancy working at the intersection of
brand purpose, sustainability, and trust.

We partner with leading companies, NGOs, and
governmental organizations to deliver insights that guide
decision-making and build strategies that contribute to a
sustainable and equitable future.

www.GlobeScan.com
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For a Healthier Planet

Reach for MSC certified
sustainable seafood
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How the campaigh comes to life
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Campaign highlights

Out of home & Influencer & creator Social media &
Guerilla marketing engagement streaming

| | |




Opportunities to get involved @
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Engage your network
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Involve your employees




- 340 H‘;L W
"~ - _._ “*.  ICHOOSEBLUE

& r ' For a Healthier Planet
- .-

ol -'-q'f‘@'&q

- ‘
. -9
. ;“ .,ﬁ..’ " .
-8 gred
ol ~
-~ v
.

Fducate in-store




Next steps

Webinar recording and
link to campaign toolkit

Connect to discuss
additional opportunities

Join us in Boston for a
campaign launch party







THANK YOU FOR CHOOSING BLUE!
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