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According to the Global Footprint Network, humans
are consuming resources at a rate of more than 1.7
times faster than the planet can regenerate them.
While there are no simple solutions, this imbalance
presents a significant opportunity to enable more
sustainable lifestyles. Indeed, finding ways to engage
and mobilize 8 billion people to live healthier and
more sustainably is arguably one of the great
priorities of this Decade of Action as the world works
to achieve the UN’s Sustainable Development Goals.

Results from GlobeScan’s annual Healthy &
Sustainable Living consumer research program show
that there is a large gap between what people say
that they want to do and what they are actually doing.
We need to recognize that there are still significant
obstacles for most of us when it comes to aligning
consumption patterns and lifestyles with our values.

The study has been tracking consumer attitudes and
behaviors since 2019 with annual surveys of over
25,000 respondents across 25+ countries around
living healthier and more sustainable lifestyles. The
research program has been collaboratively designed
and launched with a range of partners —
including CVS Health, IKEA, PepsiCo, Visa, and WWF
International — to help better understand the
mindsets of people globally and how to best help
them make positive changes in their lives and for the
planet.

Results of the study make it clear that climate change
remains a top concern for most, with 60 percent of
people globally saying it is a very serious issue —
including 53 percent of Americans. Concern about the
climate and other environmental issues have
remained constant over the past year, even in the
context of the pandemic and subsequent economic
impacts. Many consumers continue to feel guilty
about their own environmental impact, with half
saying that they would like to be “a great deal” more
environmentally friendly.

Nevertheless, only one-quarter claim that they have
made major changes to be more environmentally
friendly in the past year, highlighting the significant
gap between aspirations and current behavior.
Consumers increasingly say that they are considering
rewarding more responsible offerings by companies,
but the proportion who say they have actually
rewarded responsible companies has remained
stubbornly constant over time.

So, what prevents consumers from consuming more
in line with their values? GlobeScan’s Healthy &
Sustainable Living study has identified seven
important “unlocks” to help consumers to change
their behaviors and start aligning their lifestyles with
their values and aspirations.
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https://www.footprintnetwork.org/our-work/ecological-footprint/
https://globescan.com/wp-content/uploads/2020/10/GlobeScan_Healthy_and_Sustainable_Living_Highlights_Report_2020.pdf
https://cvshealth.com/social-responsibility/corporate-social-responsibility
https://about.ikea.com/en/sustainability
https://www.pepsico.com/sustainability/overview
https://usa.visa.com/about-visa.html
https://wwf.panda.org/wwf_offices/wwf_international/
https://globescan.com/healthy-sustainable-living/


When asked what companies could do to help
them live healthily and sustainably, results from
the study show that consumers most often point
to access to more affordable products and
services that are good for people and the planet.
This is consistent across nearly all markets and
generations, suggesting that premium pricing of
healthier and sustainable options remains a
prominent barrier for most. When faced with a
cheaper, non-healthy or non-sustainable option,
many consumers often feel that there is little
choice.

If brands do not make affordability a priority,
healthier and more sustainable consumption
patterns will never become a reality. Premium
pricing is the single most prevalent barrier to
consumer behavior change at scale. Brands like
IKEA are leading the way by attempting to bring
sustainable solutions that are affordable to
consumers on a large scale, such as circular
products, energy efficient solutions, and plant-
based food options.

1. Make it affordable
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https://www.ikea.com/


Although GlobeScan’s data show that trust in
large companies has increased over the past year
as businesses have responded to the pandemic,
trust in business remains low in many of the
markets surveyed and well below those of
scientists, NGOs, or even governments in some
countries. When asked about their trust in various
institutions to operate in the best interest of
society, net trust in global companies (those who
say they trust in global companies minus those
who say they do not) ranks ninth out of ten
institutions.

As a result, many consumers are cynical about
communications from companies. Only about half
(51%) agree that companies communicate

honestly and truthfully about their social and
environmental performance, while the other half
(49%) disagree, making it difficult for brands to
communicate and market in a credible way.
Brands need to boost credibility by
communicating better and being more
transparent, but also by using tools such as third-
party certifications or collaborations with
institutions that are more trusted, such as NGOs
or academic institutions. FSC is a powerful
example of a certification that helps boost
trust in brands.

2. Make it credible
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https://fsc.org/en


It can be hard for consumers to identify
sustainable options unless a product or brand can
differentiate itself from the approaches of the
status quo. To stand out, brands may need to
make radical rather than incremental changes
(e.g., electric vehicles vs traditional cars) and/or
they need to engage consumers differently around
product attributes (e.g., Patagonia). Consumers
are certainly interested in understanding how
brands are trying to be more sustainable — as
many as 85 percent globally say they are very
interested in learning more about the ways that
some companies are trying to be more socially
and environmentally responsible.

Nevertheless, few companies manage to stand
out. In the 2019 wave of the study, consumers
were asked to name a specific company or brand
that helps them live in a way that is good for
themselves, good for other people, and good for
the environment. More than half globally (56%)
could not name any. Proportions who could not
think of a single company or brand helping them
live healthier or more sustainably were even
larger in many markets in Asia, Europe, and North
America, including the United States where nearly
two-thirds of consumers (62%) were at a loss for a
response.

Clearly, companies must step up their
communication and design efforts to reach
consumers trying to make healthier and more
sustainable choices. But brands also need to
innovate to provide offerings that are radically,
instead of incrementally, better for health and the
environment so that consumers can see a real
difference.

One example of this is SodaStream, a PepsiCo
brand that has been a unique example of an
accessible reusable model of consumption with
multiple health (low calories, no artificial
ingredients) and environmental (reduced single-
use plastic) benefits.

3. Make it shine

https://www.patagonia.com/home/
https://www.pepsico.com/


GlobeScan’s research shows that consumers
increasingly feel that their desires collide with
their environmental footprints. Almost half of
consumers around the world (47%, up 13 points
compared to 2019) say that what is good for them
is often bad for the environment. At the same
time, people are increasingly feeling guilty about
their environmental impact (53%, up 10 points
compared to 2019) and three in ten also say they
felt ashamed about living a lifestyle that is not
environmentally friendly in the past year,
especially young people.

There is a big opportunity for brands to offer
consumers choices that are both desirable and
sustainable, resolving the trade-off that many
people feel they must make. This can best be
done through the development of better products
and services, as well as more effective
communications. Tesla has managed to create a
product that has become both a sustainability
game-changer and an object of desire for many.
Similarly, for both the high-end beauty and food
industries, organic and sustainably sourced
ingredients are increasingly becoming essential
selling points. However, these products are often
sold at a premium price, again limiting access for
most.

4. Make it “yes, and…”
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https://www.tesla.com/


One of the key insights from GlobeScan’s 2020
Healthy & Sustainable Living study is that people
are interested in engaging in behaviors that they
believe are easy to change and are less keen on
embracing changes that are perceived to be more
difficult.

Behavior changes that consumers perceive to be
easy and which are of high interest include
actions related to improving their personal
wellbeing, changes in the household (e.g., saving
water at home, reducing waste), and choosing
products with less packaging. Changes such as
renting items or buying them second-hand that
are more in line with the circular economy, eating
plant-based foods, traveling responsibly, and

adopting the use of new technologies like electric
cars are all seen to be relatively more difficult and
less desirable.

The strong correlation between levels of interest
in behavior change and perceived difficulty
suggests an opportunity to spur more action
through stressing convenience and demystifying
the efforts in healthy and sustainable living.
Showing consumers how easy it is to live in ways
they want is a simple but critical part of unlocking
greater activation. Visa provides an example
of a company trying to eliminate friction from
sustainable behaviors, such as green mobility.
The company is working with transit authorities
around the world to make public transit simple
and easy via digital payments.

5. Make it easy
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https://www.visa.ca/


Consumers are increasingly looking to companies
and brands that stand for something beyond
making a profit and turning out good products
and services. People around the world, especially
younger generations, are increasingly looking to
patronize brands that make a positive difference
for people and the planet.

GlobeScan found that 87 percent of consumers
now say that they try to support companies or
brands that are making a positive difference in
society through their products, services, and
operations. This is up significantly from our Radar
public opinion study in 2016, illustrating the
growing interest among consumers in the whole
notion of purposeful brands.

CVS Health is a company that has fully embraced
its purpose of helping people on their path to
better health. That purpose not only guides the
way the company does business, but also helps
CVS Health build deeper relationships with its
customers. One of the company’s most notable
demonstrations of purpose was its 2014 decision
to end tobacco sales. Since then, the company’s
purpose continues to be a critical factor in its
success and ability to engage consumers in
health and wellness.

6. Make it meaningful
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https://cvshealth.com/social-responsibility/corporate-social-responsibility


One of the most challenging obstacles to greater
consumer behavior change relates to the
perception that others are not doing enough. In
the 2019 Healthy & Sustainable Living study, the
biggest barriers mentioned by consumers to more
healthy and sustainable living include the
systemic role of key actors: not enough support
from government (47%), not enough support from
business (31%), not enough support from NGOs
(22%), and the fact that other people are not
doing it (21%).

Through detailed advanced analysis of consumer
research over many years, GlobeScan has
identified that the ability to drive greater behavior
change among consumers requires proof that
societal actors like government, companies, civil
society, and fellow citizens are all doing their part
to be sustainable. Without the reinforcement of
large-scale signals that sustainable lifestyles are
becoming the norm, it is difficult for most people
to change the way they live.

Helping to create the conditions for systemic
change is what WWF is attempting to do with its
markets practice – how to bring brands, science,
policy, and consumers together to make markets
work better for sustainable outcomes and shift
production and consumption.

If brands are able to take action on each of these
seven “unlocks,” this will help consumers to
change their behaviors and start aligning their
lifestyles with their values and aspirations.
GlobeScan’s research shows that younger
generations in particular are looking for brands to

be transformative when it comes to social and
environmental issues. There is a thirst for
something more exciting and dynamic from the
marketplace among younger people, and the more
that brands are able to help bridge the gap
between people’s aspirations and actions, the
easier it will be for them to make the changes
needed to help realize healthy and sustainable
living at scale.

7. Make it big
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https://wwf.panda.org/wwf_offices/wwf_international/
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Contact Us 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 the UN Global Compact and a
Certified B Corporation.

www.globescan.com

Enabling consumers to live more healthy and sustainable lives is an enormous opportunity for 
purpose-driven brands to build more trust, loyalty and market share and help to solve environmental 
and social challenges while doing so. GlobeScan’s Healthy & Sustainable Living: A Global Consumer 
Insights Project, an annual research program, was launched in 2019 and is designed to help 
organizations better understand the diverse mindsets of consumers that shape their barriers to, and 
enablers of, more healthy and sustainable living.

In 2020, GlobeScan partnered with CVS Health, IKEA, PepsiCo, Visa, WWF and others to identify 
opportunities for healthy and sustainable living and to share key insights to facilitate consumer 
behavior change.

globescan.com/healthy-sustainable-living/
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