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Background

Esty Environmental Partners is pleased to join with 
WPP companies Cohn & Wolfe, Landor Associates, 
and Penn, Schoen & Berland who since 2006 have 
been surveying consumers on their perceptions of 
the rapidly evolving ñgreenò space with the 
ImagePower Green Brands Survey.

This yearôs survey is the largest ïwith over 5,000 
people in seven countries participating.

This deck begins to explain the results ïwith 
topline findings and global trends highlighted. 
However, it only begins to tell the story, so feel free 
to contact us with any questions or comments. 
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5,756 online interviews were conducted in the U.S., U.K., China, India, 

Brazil, France, and Germany from May 4 - June 13, 2009. Results are 

broken out as follows:

ÁUS: N=1,001, Margin of error = ± 3.1%

ÁUK: N=1,002, Margin of error = ± 3.1%

ÁFR: N=751, Margin of error = ± 3.6%

ÁDE: N=751, Margin of error = ± 3.6%

ÁCN: N=750, Margin of error = ± 3.6%

ÁIN: N=751, Margin of error = ± 3.6%

ÁBR: N=750, Margin of error = ± 3.6%

Interviews were conducted online among general population,  18+. In 

Brazil, China, and India, respondents were limited to tier one cities.

Methodology
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Top line Findings by Country
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Brazil

Deforestation is the major concern: 48% of the 
population considers deforestation the countryôs 
most important green issue, a concern shared only 
with India 

Putting their money where their mouth is: 
More than half the population is more concerned 
about the environment than the economy, and 73% 
say they will spend more money on green products 
in the next year. Those who plan to spend more say 
theyôll spend up to 37% more.

Media matters: The Internet is the biggest source 
of information about environmental activities, and 
Brazilians are most influenced by articles they read, 
not by advertising.
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China

Fewer consumers think the environment is 
headed in the right direction: 62% of Chinese 
consumers think the state of the environment in 
their country is headed in the right direction; in the 
same study in 2008, 89% of the population 
believed the same.

Being an environmentally friendly company is 
top priority: 97% of consumers think itôs 
somewhat or very important for companies to be 
green, which means, for the majority, a reduction 
in the amount of toxic or other dangerous 
substances in products and business processes.
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France

Environment in danger, but so is the economy: 
50% of the population say the state of the environment 
in France is on the wrong track, but only 41% think itôs 
a greater concern than the economy .

Ready for action: 91% of respondents say they would 
be somewhat likely or very likely to participate in their 
workplaceôs environmental programs.

Corporations must clean up their acts: An 
impeccable corporate reputation is now required and it 
has a significant impact on brand perception. Reducing 
the amount of toxins or other dangerous substances in 
its products and business processes is most important 
for a corporation to be considered green, as processes, 
more than claims, are verifiable.
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Germany

The global recession is strongly influencing 
green purchase behavior: More than two thirds 
(77%) of consumers think that it is important for a 
company to be green, yet only 32 percent plan to 
spend more on green products and services in the 
next year.

Green commands high customer loyalty: Prior 
experiences with a green product are the strongest 
driver of purchase intent.
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India

Indians would love to spend more on green 
products but donôt know how: 78% of Indians say 
they plan to spend more on green products in the next 
year, but 69% say that the biggest challenge to making 
green purchases is a limited selection, and 65% say that 
green products are difficult to find.  

Today more Indians are concerned about the 
environment than the economy: When asked 
whether they are more concerned about the economy or 
the environment, 53% of Indians choose the economy.

Indian consumers are receptive to advertising 
about green products: 81% say that advertising helps 
consumers make informed decisions; Indiansô purchase 
decisions on green products are most impacted by 
television.
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United Kingdom

Price proves challenging: Consumers say the biggest 
challenge to them purchasing green items is by far the 
belief they are too expensive. 

Brands battle perceptions in some categories:
While people believe Sainsburyôs is the greenest 
supermarket and the biggest improver of green 
practices, they are more likely to purchase from Tesco. 
Similarly, energy is an increasing concern and while 
consumers acknowledged the strides energy companies 
have made, purchase intent from those brands is still 
low. 

Companies need to be more than green: Being 
green will only drive wide scale consumer behavior if 
you can also demonstrate value and communicate in 
personal terms to your customers.
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United States

All is not lost in current economic climate: Despite 
the economic downturn, consumers remain interested in 
purchasing green products and purchasing products 
from companies they believe are environmentally 
responsible.

Consumers want value and values: Consumers are 
challenged in their green purchasing by what they view 
as higher pricing, confusing labeling, and lack of 
sufficient information. At the same time, they place high 
value on companies that are ñenvironmentally 
conscious,ò ranking that attribute fourth after ñoffers 
good value,ò ñtrustworthiness,ò and ñcares about its 
customers.ò

Make green obvious and easy: Consumers look for 
green certification marks and labels to tell them whether 
a product is ñgreen,ò and they pay attention to 
environmentally - related advertising.
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Global Outlook

2009 ImagePower Green Brands Survey 



14

The global economic crisis affects everyone; only India 
and Brazil are more concerned with the environment

Which concerns you more? 
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Consumers in developed countries think green products are too 
expensive while consumers in developing countries have limited 
selections to choose from

What do you think are the biggest 
challenges to purchasing green products or 
services?
Multiple Responses Permitted

US UK France Germany China India Brazil

They are too expensive 64 69 77 58 46 45 55
There is a limited selection of items from 
which to choose

47 49 45 34 58 69 69

They are difficult to find (i.e., in specialty 
stores rather than mainstream stores)

30 29 31 30 36 65 63

The green labeling or product 
information is confusing or not 
trustworthy

25 32 34 38 66 42 39

They are difficult to identify because 
they are poorly labeled

21 32 39 32 57 44 48

They are of low quality / do not function 
as well as traditional products

17 16 8 8 25 16 6

The idea of green  products is not 
important to me

3 3 0 3 0 0 0

hǘƘŜǊ κ 5ƻƴΩǘ ƪƴƻǿ 9 6 5 9 0 3 3
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Less More

Consumer spending in developing countries is 
expected to increase. 

Lƴ ǘƘŜ ƴŜȄǘ ȅŜŀǊΣ Řƻ ȅƻǳ Ǉƭŀƴ ǘƻ ǎǇŜƴŘ ƳƻǊŜΣ ǘƘŜ ǎŀƳŜ ŀƳƻǳƴǘΣ ƻǊ ƭŜǎǎ ƻƴ άƎǊŜŜƴέ ǇǊƻŘǳŎǘǎΚ
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Plans to spend 30% or more on green range 
from 8% in the U.K. to 38% in Brazil

In percentage terms, how much more are you planning to spend on green products?
ϝ!ǎƪŜŘ ƻŦ ǘƘƻǎŜ ǿƘƻ ǎŀƛŘ άaƻǊŜέ
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Overwhelmingly, consumers want to buy 
products from green companiesé

When you think about what brands you buy, how important is it that a company is environmentally 
ŦǊƛŜƴŘƭȅ ƻǊ ƛǎ ŀ άƎǊŜŜƴέ ŎƻƳǇŀƴȅΚ

19/ 77

20/ 77

10/ 89

22/ 77

3/ 97

1/ 98

5/ 93
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Wrong 
Track

Right 
Direction

Do you think the state of the environment in this country is headed in the right direction or is it 
on the wrong track?  

Brazil, the UK, and France donôt think the state of  the 
environment is on the right track; the rest of the countries do
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