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▪ What keeps us awake at night?

▪ A growing sustainability wave

▪ Trust in Institutions 

▪ Increasing consumers engagement around corporate responsibility and 

sustainability

▪ Corporate Social Responsibility

▪ Corporate – Civil Society Partnerships

Agenda for today - Key Societal Trends [2020 Global Survey]
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The Research – Methodology and Coverage

• Representative online samples 

of approximately 1,000 adults 

per country in each of 

27 countries

• Samples representative of 

online population, weighted to 

reflect general population 

census data

• Online surveying in June 2020

• Where historical data are 

shown, questions were asked 

using an in-person and 

telephone methodology before 

2019.



Issues which are keeping us awake

A Growing Sustainability Wave
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Looking at 2020 - what is keeping us awake in Asia?   

People are more concerned—not less—about 

addressing environmental challenges and are more 

committed to changing their own behavior 

90%
air pollution 

91% 
climate change 

94% 
COVID-19
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Coronavirus/COVID-19

Spread of human diseases

Climate change

Depletion of natural…

Extreme poverty

Air pollution

Single-use plastic waste

Unemployment

Shortages of fresh water

Loss of biodiversity

Gap between rich and poor

State of the global economy

Online data security/privacy

Unequal treatment of…

Social/political division

Mental health problems

Radar T1. For each of the following possible global problems, please indicate if you see it as a very serious, somewhat serious, not very 

serous, or not at all serious problem.

Hong Kong

Average of 27 Global Markets

Majorities globally

are very worried 

about COVID-19 and 

climate change

What specifically are people concerned about? 

“Very Serious” Concern about Global Issues – Globally and Hong Kong  



7

Climate change and COVID-19

T13. For each of the following statements, please indicate if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree. – We as a 

society should respond to climate change with the same urgency as we have responded to the coronavirus/COVID-19 pandemic. 

30

51

59

55

53

35

33
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16

10

6

8

1

4

1

2

Hong Kong

OECD

Non-OECD

Average of 27 markets

Strongly agree Somewhat agree Somewhat disagree Strongly disagree
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Environmental Attitudes

Q11. Please indicate whether you strongly agree, somewhat agree, neither agree nor disagree, somewhat disagree, or strongly disagree 

with each of the following statements.

84

73

69

53

80

64

63

43

I am trying to improve my own

health and well-being

I want to reduce the impact that I

personally have on the environment and

nature by a large amount

I am doing all I personally can to

protect the environment

I feel guilty about my negative

impact on the environment

2020

2019

Positive Environmental Attitudes

*Does not include Singapore, Thailand, and Vietnam as tracking data unavailable.

“Strongly Agree” and “Somewhat Agree - Average of 24 Countries,* 2019–2020 

81%
in Asian countries 

are trying to 

improve their health 

and wellbeing
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Opinions on Environment and Consumerism

Q11. Please indicate whether you strongly agree, somewhat agree, neither agree nor disagree, somewhat disagree, or 

strongly disagree with each of the following statements

74

57

26

66

50

22

I believe we need to consume less to

preserve

the environment for future generations

I am willing to pay more for products or

brands

that work to improve society and the…

In order to be happy, I need

a lot of material possessions
2020
2019

*Does not include Singapore, Thailand, and Vietnam as tracking data unavailable.

“Strongly Agree” and “Somewhat Agree - Average of 24 Countries,* 2019–2020 

Increasing year on 

year trend showing 

people are 

concerned about the 

environment and 

willing to pay more 



Trust in Institutions

Corporate Responsibility and

Consumer Engagement
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17

23

-18

6
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13

16

26

28

33

34

41

73

82

Press/media

Global companies

National government

United Nations

Large national companies

Large charitable foundations

Fellow citizens

NGOs

Science/academic research institutions

Medical profession

TOTAL
Hong Kong

*“A lot of trust” and “Some trust” minus “Not much trust” and “No trust at all” 

Global and Hong Kong Trust in Institutions

Net Trust,* Average of 27 Markets**, 2020

T2. Please indicate how much you trust each of the following institutions to operate in the best interest of our society. Would you say you have a lot of trust, some trust, not much trust, 

or no trust at all in…? 
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Expectations around core responsibilities are increasing

T23. Below are things some people say should be part of the responsibilities of large companies. For each one, please indicate to what extent you think 

companies should be held responsible. 

76

73

72

64

40

50

60

70

80

Safe/healthy products

Providing fair wages

Treating employees fairly

Don’t harm environment

Vision to make world better
Hong Kong

(59)
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Consumers have become more interested in learning about ways 
companies are being socially/environmentally responsible

*Includes Argentina, Australia, Brazil, Canada, China, France, Germany, India, Indonesia, Kenya, Mexico, Nigeria, Russia, Spain, Turkey, UK, and USA

T13. For each of the following statements, please indicate if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree. – I am very 

interested in learning more about the ways that some companies are trying to be more socially and environmentally responsible.

91

86

82

50

60

70

80

90

100

Non-OECD countries

Average of 17 countries*

OECD countries

Younger consumers, especially 

those between 18 and 24, are 

also more interested in learning 

about what companies are 

doing to be socially and 

environmentally responsible.

Hong Kong (77)
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Corporate employees are increasingly motivated by 
social/environmental responsibility of employer

T20. Please indicate if you strongly agree, somewhat agree, somewhat disagree, or strongly disagree with each of the following statements. 

91

60

70

80

90

100

Hong Kong (86)
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Respect for Company Would Go Up if it Partnered with an NGO
“Strongly Agree” and “Somewhat Agree,” Average of 19 Countries* and by Economic Development,** 2020

T13. For each of the following statements, please indicate if you strongly agree, somewhat agree, somewhat disagree, or 

strongly disagree. – My respect for a company would go up if it partnered with a charitable or non-governmental organization to 

help solve social problems.

89

84

81

50

60

70

80

90

100

Non-OECD countries

Average of 17 countries

OECD countries

Hong Kong (85)
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Consumers Can Make a Difference in How Companies Behave
“Strongly Agree” and “Somewhat Agree,” Average of 19 Countries* and by Economic Development, 2020

T13. For each of the following statements, please indicate if you strongly agree, somewhat agree, somewhat disagree, or 

strongly disagree. – As a consumer, I can make a difference in how responsibly a company behaves. 

81
78
76

40

50

60

70

80

90

Non-OECD countries

Average of 17 countries

OECD countries

Hong Kong (52)
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Rewarding Socially Responsible Companies
“Have Rewarded Companies Seen as Socially Responsible” vs “Considered This, But Did Not Actually Do,” Average of 16 Countries,* 1999–2020

T24. Over the past year, have you considered rewarding a socially responsible company by either buying their products or 

speaking positively about the company to others? Would you say you have...? “You have actually done this in the past year”

*Includes Argentina, Australia, Brazil, Canada, China, France, Germany, India, Indonesia, Mexico, Nigeria, Russia, Spain, Turkey, UK, and USA. 

Not all countries were asked in all years. Before 2019 this question was asked using an in-person and telephone methodology.

Considered rewarding

Rewarded

Hong Kong (50)  (51)

Hong Kong (27)  (23)

Enormous gap –

Big opportunity to 

engage Hong Kong 

citizens and 

corporations on 

social responsibility
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GlobeScan is an insights and strategy consultancy, focused on helping our 

clients build long-term trusting relationships with their stakeholders. Offering a 

suite of specialist research and advisory services, we partner with business, 

NGOs and governmental organizations to meet strategic objectives across 

reputation, sustainability and purpose.

Established in 1987, GlobeScan has offices in Cape Town, Hong Kong, 

London, Paris, San Francisco, São Paulo and Toronto, and is a participant of 

the UN Global Compact and a Certified B Corporation.

www.globescan.com

http://www.globescan.com/


NAB Assist



Agenda 2030
Business can’t succeed in a failing society

Source: Azote for Stockholm Resilience Centre, Stockholm University



“Purpose is the engine to long -te rm  profitab ility”
Larry Fink, CEO, BlackRock

A Monumental Tideshift
Aiming to serve all stakeholders

Busine ss Round tab le  Sta te m e nt 
on the  Purpose  of a  Corporation



What is Creating Shared Value ?
A business strategy to create competitive advantage

Shared Value is: 

• Economic value for business and benefits for society
• Social issues = business opportunities
• Profitable, Impactful and Scalable
• Making the pie bigger

Shared Value is NOT:
• Shared value s
• Giving back, philanthropy
• Compliance or reputation building

Business 
Opportunities

Corporate 
Assets & 
Expertise

Societal 
Needs

CSV



Business 
Opportunities

Corporate 
Assets & 
Expertise

Societal 
Needs

CSV

Profitable

ScalableImpactful

CSV

A CSV initiative is…
Profitable, Impactful and Scalable

BAUSE

CSR



Reconceive Products or Markets
AXA Mind Health



Redefine Productivity in Value Chains
The Billie System by Novetex



Reconceive Products or Markets
Battery as a service



Reconceive Products or Markets
Tricor SPOT



Creating Shared Value
Making business part of the solution

Societal issues as
business opportunities

Align profit & 
purpose

Business as 
problem solvers

RELEVANCEPROFITS DIFFERENTIATION TRUST



A Global Network
Leading the way on Shared Value



Our Members
Leaders in their community

3 tiers: - Founding
- Industry
- SME



Shared Value Project Hong Kong
The roadmap to a purpose -led business

Partner on the journey

Roadmap to Purpose



Our Pillars



If Purpose is the WHY
Creating Shared Value is the HOW
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Source: m ackaycartoons.ne t



Mental 
We ll-be ing

Age ing  
Socie ty

Youth 
De ve lopm e nt

Thematic Initiatives
Building the muscle

Cre ating  Share d  Value  for 
Hong  Kong’s ne e ds

Financing  
Clim ate  

Transition

Growing  
Circular 

Econom y
TBC



Jul Se p  

SVPHK Thematic Initiatives

2019 2020 2021

Mental 
Well -being

Ageing 
Society

Youth 
Development

Climate 
Change

Aug Apr 

2022

De c 

Growing  Circular Econom y

Fe b  

Financing  Clim ate  Transition

TBD

Mar May Se p  



Striving for Human -Centered Design



Youth Development in HK
Students Non-degree Underserved

Employability

Personal 
Development

Opportunity & 
Independence



SVPHK Youth Dev. Partners



Youth Development HK Insights

1. Youth can benefit from greater and earlier exposure to employers to inform 
exploration of career choices and personal ambitions. 

2. HK faces a diverging mismatch between the skillset of university graduates 
coming out of the education system and what employers need.

3. Youth not following conventional education and career paths are 
underappreciated and do not receive enough recognition and support.

4. To not overlook qualified talent, we must reassess recruitment criteria to 
clarify skills and traits truly needed outside of academic qualifications.

5. The next generation of talent is more purpose -driven and seeks diverse 
career experiences, so workplace culture must adapt. 



6. Shifting  from  hie rarchical inte rac tion to e m powe ring  youth in decision -
making can im prove  p roductivity and  e ngage m e nt of younge r ta le nt.

7. Give n the lack of Whole  Pe rson De ve lopm e nt in local e ducation, p rom oting  
service leadership e nab le s ve rsatility and  adap tab ility in the  se rvice  
e conom y. 

8. De ve lop ing  entrepreneurial skills foste rs  c ritical thinking , p rob le m  solving  
and  re silie nce , e quipp ing  youth to take  owne rship  of the ir future .

9. Social inc lusion is  lacking  for youth in underserved segments such as 
d isab le d , e thnic  m inoritie s  and  SEN, le ad ing  to ine qualitie s  in m obility.

10. Younge r custom e rs te nd  to “vote with their wallet” and  show loyalty 
towards com panie s a ligne d  on value s, inc l. e thics and  political s tance s.



Financing Climate Transition Initiative

Source: The Economist



SVPHK Climate Change Partners



1. Hong  Kong  will not achie ve  ne t ze ro and  othe r e fforts  will m e an little  
if the re  is  no shift away from fossil fuels .

2. Give n that 90% of Hong  Kong’s e ne rgy use  is  in build ings, p rope rty owne rs 
m ust p rioritise  building efficiency and  e m issions re duction.

3. The  consum e r goods industry has a  huge  opportunity to ge t ahe ad  of m arke t shift 
via  low-carbon innovations and  circular approaches .

4. To cap ture  e xpone ntia l rise  in impact -driven capital , busine sse s m ust appe al to the  
ne w ge ne ration of purpose -d rive n we alth owne rs.

5. Busine sse s that do not look be yond  15 ye ars  for climate scenario planning will 
suffe r m ore  costs  as  gove rnm e nts ine vitab ly e nforce  ne t ze ro.

Expediting Climate Transition HK Insights



6. Adopting  science -based frameworks such as TCFD is  c rucial for inve stors  and  
busine sse s to holis tically asse ss risk, cap ture  opportunitie s  and  e xpe d ite  transition.

7. Busine sse s ne e d  to account for and  aggre ssive ly reduce Scope 3 emissions, inc l. 
loans and  inve stm e nts  or purchase d  goods and  se rvice s to truly achie ve  ne t ze ro.

8. Hong  Kong  is  lagg ing  in climate governance - incre asing  ESG scrutiny will hold  C-suite  
and  the  board  re sponsib le  and  challe nge  the  c ity’s  e dge  as a  financial hub .

9. A cross -industry collaborative effort is  vita l to p roactive ly shape  the  low carbon m arke t 
and  e nsure  an inc lusive  carbon transition, influe ncing  policy and  re gulations.

10. It is  im pe rative  for re g ional CEOs to urge ntly build  capacity and  de vise  a  localised 
climate action plan , acce le rating  e xe cution unde r he adquarte rs’ m andate s.





Financing Transition vs. Sustainable Finance

• Channelling existing capital 
toward low -carbon transition 
projects & organisations

• Raising more capital to 
finance  unde r-re source d  
se gm e nts of low-carbon 
transition

• Reducing current investment
in carbon-inte nsive  p roje cts

• Re-evaluating client 
relationships with no inte ntion 
of low-carbon transition

• Amplifying innovative 
financial instruments to 
ince ntivise , re ward  and  
collaborate

• Improving the evidence base
for long-te rm  outpe rform ance  
and  com pe titive ne ss



Talent Data Policy Activation

Financing Climate Transition: 4 Gaps

TALENT GAP
• Upskilling  curre nt ta le nt
• Re cruiting  ne w tale nt
• Changing  old  m indse ts

DATA GAP
• Calculating  finance d  e m issions 
• Aligning  taxonom ie s and  re porting
• Shifting  backward - to forward -looking

POLICY GAP
• Pre -e m pting  policy re sponse
• De signing  pub lic-p rivate  finance
• Re ducing  transition risk

ACTIVATION GAP
• Localis ing g lobal am bitions
• Stre ng the ning  tri-se c tor partne rships
• Com m unicating  targe ts  & progre ss



Business for Good HK Movement
How can we evolve through the crisis?



www.sharedvalueprojecthongkong.com

Newsletter: bit.ly/ SVPHKsubscribe

Aligning Profit & Purpose

http://bit.ly/SVPHKsubscribe
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