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Over 50 percent of consumers report that they try to reduce water or energy usage, reuse 
single use plastic bags, or recycle plastic household items at home.

Environmentally sustainable consumer behaviors to date
`

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “What actions have you taken to live a more environmentally sustainable lifestyle? Select all that apply.“
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023
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Approximately 15 percent of consumers plan to start refusing single use plastic items or 
unnecessary product packaging or purchasing alternatively packaged items.

New environmentally sustainable consumer behaviors, 2023 (planned)
`

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “Which of the following environmentally sustainable actions are you planning to start this year (2023)? Select all that apply.“
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023
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Most consumers who already take environmentally sustainable actions plan to continue these 
actions in 2023.

Continued environmentally sustainable consumer behaviors, 2023 (planned) (a)

`

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “Which of the following environmentally sustainable actions are you least likely to continue this year (2023)? Select all that apply.”; (a) For each 
activity, n count includes only those respondents who indicated that they already do the respective action.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023
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Consumers are most often motivated to be environmentally sustainable by their social 
communities (30 percent), schools (29 percent), and residential communities (29 percent).

Environmental sustainability influencers
`

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, where applicable, asked, “How did you become interested in living a more environmentally sustainable lifestyle? Select all that apply.”
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023
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Only 8 percent of consumers report that they have not taken any environmentally sustainable 
actions and do not plan to in 2023.

Environmental sustainability obstacles

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “What actions have you taken to live a more environmentally sustainable lifestyle? Select all that apply.“; “Which of the following environmentally 
sustainable actions are you planning to start this year (2023)? Select all that apply.“; and, where applicable, “What is preventing you from adopting a more environmentally sustainable lifestyle? Select all that apply.”

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023
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sustainable actions at home

(Respondents may select multiple responses)

90%

10%

Qualified 
respondents

(n=1,091)

None of
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On average, student consumers behave similarly at home and at school with respect to 
environmental sustainability; those who behave differently at home or at school, do so due to 
access to recycling bins and reusable items.

Student sustainability behavior

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States. Respondents under 18 years old were asked, “Are you more environmentally conscious in your home or at school?“, and “Why are you more environmentally conscious at 
home/school?”; (a) Includes only underage Gen Z respondents.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`Reasons for being more sustainable at home
(Respondents may select multiple responses)

Sustainability 
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More environmentally
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100%
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Most adults (62 percent) behave similarly at home and at work with respect to environmental 
sustainability; those who behave differently at home or at work, do so due to access to 
recycling bins and reusable items.

Employee sustainability behavior

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, adult respondents who work at least part time in a workplace were asked, “Are you more environmentally conscious in your home or at work?“, and “Why are you more 
environmentally conscious at home/work?”; (a) Includes only employed adult respondents who do not work from home full-time.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`

63%
34% 30% 26%

100%
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Same at home
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More environmentally
conscious at home

Sustainability 
behavior

Reasons for being more sustainable at home
(Respondents may select multiple responses)

Reasons for being more sustainable at work
(Respondents may select multiple responses)
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Over 35 percent of consumers say environmental sustainability is important to purchase 
decisions; over 75 percent of these consumers are looking for environmentally friendly 
products and/or packaging.

Environmental sustainability purchase criteria importance

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is environmentally sustainability to you when making a purchase decision between similar products? Please indicate the 
importance on a scale of 1 to 7, 1 being not important and 7 being extremely important.” and “How important are the following environmental sustainability topics to you when making purchase decisions? Please indicate the importance of each criteria on a scale of 1 to 7,
1 being not important and 7 being extremely important.”

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

Environmentally conscious consumers’ top 
environmental sustainability purchase criteria

Environmental sustainability 
importance rating

n = 399 qualified respondents who say environmental sustainability is important to purchase decisions

46%

18%

36%

Neutral
(4)

Not important
(1 to 3)

Qualified respondents
(n=1,091)

Important
(5 to 7)

10% 11% 10% 12% 12% 16% 16%
23%

11% 12% 15% 15% 14% 15% 17%

23%

79% 77% 74% 73% 73% 73% 69% 67%
54%

13%

Environmentally 
friendly products

(n=399)

Renewable 
energy usage

(n=399)

16%

Waste 
management

(n=399)

Environmentally 
friendly 

packaging
(n=399)

Water efficiency
(n=399)

Energy efficiency
(n=399)

GHG emissions 
reductions/goals

(n=399)

Deforestation/ 
Biodiversity 

(n=399)

Circularity
(n=399)

100%
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Over 35 percent of consumers say environmental sustainability is important to purchase 
decisions; underage Gen Z consumers are most likely to say that environmental sustainability 
is important to purchase decisions (50 percent).

Environmental sustainability purchase criteria importance by demographic segment

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important are the following criteria to you when making a purchase decision between similar products? Please indicate the importance of 
each criteria on a scale of 1 to 7, 1 being not important and 7 being extremely important..”; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

Total sample Gender (a) Generation Income

46%

18%

36%

Qualified 
respondents

(n=1,091)

Not important
(1 to 3)

Neutral
(4)

Important
(5 to 7)

49% 44%

16%
19%

35% 37%

Male
(n=517)

Female
(n=564)

39% 45% 46% 51%

21% 15% 16%
19%

40% 40% 38%
30%

Baby 
Boomer+
(n=319)

Gen Z
(n=222)

Gen X
(n=285)

Millennials
(n=265)

31%
46%

19%

22%

50%

32%

<18 Gen Z
(n=100)

18+ Gen Z
(n=122)

43%
53%

46% 49%

18%

15%
20% 18%

39%
32% 34% 33%

Less than 
$50k

(n=357)

$50k to 
$99k

(n=298)

$100k to 
$199k

(n=251)

$200k 
or more
(n=85)

100%
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Approximately 50 percent of consumers who say environmental sustainability is important to 
their purchase decisions determine a product’s environmental sustainability based on 
product labels, descriptions, images, or marketing.

Environmentally conscious consumers’ key indicators regarding product environmental sustainability 

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is environmentally sustainability to you when making a purchase decision between similar products? Please indicate the 
importance on a scale of 1 to 7, 1 being not important and 7 being extremely important.” and, where applicable “How do you determine whether a brand is environmentally sustainable? Select all that apply.”

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`Consumer indicators regarding product environmental sustainability
(Respondents may select multiple responses) 

Environmental sustainability 
importance rating

46%

18%

36%

Qualified respondents
(n=1,091)

Not important
(1 to 3)

Neutral
(4)

Important
(5 to 7)

51%
45%

35% 37% 34%
21%

I rely on word of mouth 
from friends and family

I research the company’s 
environmental efforts on 

its website

100%

I check the product label 
for green certifications 

or fabric content

I decide based on 
product descriptions, 
images, or marketing

I research the company’s 
environmental efforts 

online

I rely on word of mouth 
from social media 

influencers that I follow
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Consumers are most likely to choose a product/service based on environmental sustainability 
features in the personal care products (48 percent), groceries (44 percent), restaurants (42 
percent), and apparel (42 percent) categories.

Impact of environmental sustainability on purchase decisions by category

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “For each of the following products or service categories, how likely are you to choose a particular brand or retailer because of its environmental 
sustainability features or commitments?”; (a) Automotive includes gas, tolls, auto insurance, and auto maintenance; (b) Hobby supplies includes sporting goods, musical instruments, books, and other hobby supplies.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

n = 1,091 qualified respondents

Extremely likely NeutralLikely Unlikely Extremely unlikely

12% 11% 10% 11% 10% 9% 9% 7% 11% 9% 9% 9% 8% 9% 8% 8% 7%

36%
31% 34% 31%

26% 27% 27% 26% 25% 24% 25% 20% 21% 21% 22%

35%
41% 39% 39% 44% 43% 44% 47% 41% 49% 43% 46% 46% 46% 46%

11% 11% 11% 13% 13% 14% 13% 12%
12% 13% 13% 15% 17% 17% 17% 16% 14%

6% 6% 6% 6% 7% 7% 7% 7% 10% 6% 8% 7% 7% 8% 8% 9% 11%

Travel/ 
vacations

Personal 
care 

products

100%100%

Restaurants Pet supplies, 
accessories, 

and toys

Home 
improvement 

products/ 
supplies

27%

Apparel Electronics 
and 

appliances

Groceries Personal 
care 

services

Office/ 
school 

supplies

100%

Furniture

100%100%

Automotive
(a)

Home 
improvement 

services

Entertainment/ 
media

Prescription 
medications

100%100%

Hobby 
supplies (b)

Toys

100% 100% 100% 100%

44%

100% 100% 100% 100% 100%

23%

45%

100%
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Approximately 40 percent of consumers who say environmental sustainability is important to 
purchase decisions (and approximately 20 percent overall) claim that they would boycott a 
company for not being environmentally sustainable.

Consumer likelihood of boycotting a company they believe is not environmentally sustainable

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is environmentally sustainability to you when making a purchase decision between similar products? 
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

7%
15% 4%

15%

24%

15%
9%

37%

37%

20%

16%
24%

23%

21%
13% 13%

Qualified respondents who are neutral
(n=192)

Qualified respondents
(n=1,091)

Extremely unlikely

Qualified respondents who say 
environmental responsibility is not 
important to purchase decisions

(n=500)

Qualified respondents who say 
environmental responsibility is 

important to purchase decisions
(n=399)

3%

Unlikely

Neutral

Likely

Extremely likely

100%

44%

28%

32%
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Approximately 40 percent of overall consumers are unlikely to boycott a brand they believe is 
not environmentally sustainable; Baby Boomers+ are least likely, with nearly 50 percent 
saying they are unlikely or extremely unlikely to boycott. 

Consumer likelihood of boycotting a company they believe is not environmentally sustainable by demographic segment

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How likely are you to boycott a company for not being environmentally sustainable?”; (a) Respondents who selected “Prefer to self describe” 
have been excluded due to low sample size.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

Total sample Gender (a) Generation Income

7%

15%

37%

20%

21%

Qualified 
respondents

(n=1,091)

6% 8%

17% 13%

34% 39%

23% 18%

20% 22%

Female
(n=564)

Male
(n=517)

5%
12% 7% 5%

16%

17%
14% 14%

37%

39%

38%
33%

23%
15%

21%
23%

19% 17% 20% 25%

Gen Z
(n=222)

Millennials
(n=265)

Gen X
(n=285)

Baby 
Boomer+
(n=319)

6% 5%

16% 15%

38% 37%

22% 23%

18% 20%

<18 Gen Z
(n=100)

18+ Gen Z
(n=122)

8% 6% 8% 7%

13% 17% 16% 18%

40% 33% 36% 34%

16% 22%
23% 21%

23% 22% 17% 20%

100%

$100k to 
$199k

(n=251)

Less than 
$50k

(n=357)

$50k to 
$99k

(n=298)

$200k 
or more
(n=85)

Extremely likely

Neutral

Likely

Unlikely

Extremely unlikely
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Over 40 percent of consumers have tried and plan to continue purchasing products through 
thrift/consignment (49 percent) or resale (43 percent).

Environmentally sustainable product channels

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How much experience do you have with each of the following non-traditional product purchasing alternatives?”
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

49% 43%

22% 23% 25%

22%
24%

25% 20% 17%

29% 33%

53% 57% 58%

Have tried and plan on continuing

Swapping for freeResaleThrift/ 
consignment

Rental Upcycled

Have tried but do not plan on continuing

Have never tried

100%

n = 1,091 qualified respondentsNearly 50% of consumers have tried 
renting products but half of them no 
longer plan to access products this way.
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One in three consumers say a company’s social responsibility is important to their purchase 
decisions; 75 percent or more say that employee human rights and living wages are important 
to their purchase decisions.

Social responsibility purchase criteria importance

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is social responsibility to you when making a purchase decision between similar products?  Please indicate the importance on a 
scale of 1 to 7, 1 being not important and 7 being extremely important.” and “How important are the following social responsibility topics to you when making purchase decisions?  Please indicate the importance of each criteria on a scale of 1 to 7, 1 being and 7 being 
extremely important.“

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

Socially responsible consumers’ top 
social responsibility purchase criteria

Social responsibility 
importance rating

11% 12% 11% 15% 14% 20% 20% 22%
31%10% 13% 15% 12% 12%

15% 16%
20%

17%

79% 75% 74% 73% 74%
65% 64% 58% 52%

Employee 
human rights

Social advocacy/ 
alignment with 

my values

DEIEmployee 
living wages

Employee 
learning and 
development

Employee and 
supply chain 

health and safety

Animal 
well-being

Community 
service

Corporate 
donations

100%

50%

17%

33%Important
(5 to 7)

Qualified respondents
(n=1,091)

Neutral
(4)

Not important
(1 to 3)

100%
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Underage Gen Z consumers are more likely to say that social responsibility is important to their 
purchase decisions (41 percent versus 33 percent for overall consumers).

Social responsibility importance by demographic

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is social responsibility to you when making a purchase decision between similar products? Please indicate the importance on a 
scale of 1 to 7, 1 being not important and 7 being extremely important.”; (a) Respondents who selected “Prefer to self describe” have been excluded due to low sample size; (b) Underage respondents were excluded from questions pertaining to household income.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`Total sample Gender (a) Generation Income (b)

50%

17%

33%

Qualified 
respondents

(n=1,091)

Important
(5 to 7)

Neutral
(4)

Not important
(1 to 3)

52% 50%

15% 18%

33% 32%

Female
(n=564)

Male
(n=517)

44% 47%
54% 55%

20% 18%
13% 17%

36% 35% 33% 28%

Millennials
(n=265)

Gen Z
(n=222)

Gen X
(n=285)

Baby 
Boomer
(n=319)

35%

52%

24%

17%

41%
31%

<18 Gen Z
(n=100)

18+ Gen Z
(n=122)

50% 55% 51% 54%

14%
13% 22% 18%

36% 32% 27% 28%

$200,000 
or more
(n=85)

Less than 
$50k

(n=357)

$50k to 
$99k

(n=298)

$100k to 
$199k

(n=251)

100%
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51 percent of consumers that are extremely familiar with social responsibility say it is 
important to their buying decision.

Importance of social responsibility to consumers based on level of familiarity

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How important is social responsibility to you when making a purchase decision between similar products? Please indicate the importance on a 
scale of 1 to 7, 1 being not important and 7 being extremely important.” and “How familiar are you with the term social responsibility?”

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

Importance of social responsibility to consumer purchase decisions 
by level of familiarity with the term social responsibility

66%
54% 53% 50%

36%

10%

15% 20%
19%

13%

24%
31% 27% 31%

51%

Not at all familiar
(n=102)

Extremely familiar
(n=191)

Slightly familiar
(n=163)

Somewhat familiar
(n=365)

Not important
(1 to 3)

Moderately familiar
(n=270)

Important
(5 to 7)

Neutral
(4)

100%

The more familiar a consumer is with the term social responsibility, 
the more likely it is to be important to their purchase decisions.
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Of those consumers unfamiliar or slightly unfamiliar with the term social responsibility, nearly 
50 percent claim that their purchase decisions have at some point been influenced by at least 
one social responsibility related topic.

Social responsibility and consumer behaviors

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How familiar are you with the term “social responsibility”?” and “Have you ever made purchasing decisions based on whether a brand or retailer 
does or doesn’t demonstrate any of the following socially responsible characteristics?“

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`
Impact of social responsibility on purchase decisions

(Respondents may select multiple responses)
Familiarity with social responsibility

18%

25%

33%

15%

9%

100%

Not at all familiar

Qualified 
respondents

(n=1,091)

Slightly familiar

Moderately familiar

Somewhat familiar

Extremely familiar 21% 23% 18% 20% 16% 16% 15% 12% 10%

51%

49%

Employee 
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human rights
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wellbeing
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supply chain 
health/safety
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No impact 
my purchase 

decisions

100%
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Over 75 percent of consumers are at least somewhat familiar with social responsibility; over 
50 percent of them associate social responsibility with DEI, employee human rights, health 
and safety, and fair wages.

Social responsibility and consumer behaviors

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How familiar are you with the term “social responsibility”?” and “What do you think it means for a company to be “socially responsible”?”
Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`
Understanding of social responsibility

(Respondents may select multiple responses)
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18%

25%
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15%
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respondents
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Not at all familiar

Slightly familiar

Somewhat familiar
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Extremely familiar
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Of consumers who say a company’s social responsibility is important to their purchase 
decisions, over half (51 percent) determine a product’s social responsibility based on 
product labels.

Social responsible consumers’ key indicators regarding social responsibility

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How do you determine whether a brand or retailer is socially responsible?“ Please indicate the importance on a scale of 1 to 7, 1 being not 
important and 7 being extremely important.” and “How important are the following social responsibility topics to you when making purchase decisions?  

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`Consumer indicators regarding product social responsibility
(Respondents may select multiple responses)

Social responsibility importance rating

50%

17%

33%

Qualified respondents
(n=1,091)

Not important
(1 to 3)

Important
(5 to 7)

Neutral
(4)

100%

51%
42% 39% 39% 36%

26%
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label for social 
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I identify socially 
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I rely on word of mouth
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The  categories for which consumers are most likely to choose a product or service based on 
social responsibility features are restaurants, apparel, and personal care products.

Impact of social responsibility on purchase decisions by category

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “For each of the following products or service categories, how likely are you to choose a particular brand or retailer because of its social 
responsibility values or commitments?“ (a) Automotive includes gas, tolls, auto insurance, and auto maintenance; (b) Hobby supplies includes sporting goods, musical instruments, books, and other hobby supplies.

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`

LikelyExtremely likely Extremely unlikelyNeutral Unlikely

11% 11% 11% 10% 12% 8% 11% 9% 8% 7% 8% 7% 8% 7% 7% 8% 7%

32% 31% 30% 27% 25% 31% 23% 25% 24% 24% 24% 25% 22% 22% 22% 22% 22%
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11% 11% 12% 12% 12% 14% 12% 14% 14% 15% 14% 14% 15% 14% 17% 16% 15%
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Nearly 50 percent of consumers who say social sustainability is important to purchase 
decisions (and 31 percent overall) claim that they would be likely to boycott a company for not 
being socially responsible.

Consumer likelihood of boycotting brands they believe are not environmentally sustainable

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How likely are you to boycott a company for not being socially responsible?“, “How important are the following criteria to you when making a 
purchase decision between similar products?”

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`

10%
18%

11% 5%

21%

30%

19%

15%

32%

19%

13%
15%

24%

17%
9% 14%

24%

Qualified respondents who say 
social responsibility is not 

important to purchase decisions
(n=551)
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Higher income households and underage Gen Z consumers are more likely to boycott a 
company that they believe is not socially responsible.

Consumer likelihood of boycotting brands they believe are not environmentally sustainable

Note(s): KPMG conducted surveys of a representative sample of 1,091 consumers across the United States and, in all instances, asked, “How likely are you to boycott a company for not being socially responsible?“; (a) Respondents who selected “Prefer to self describe” have been 
excluded due to low sample size; (b) Underage respondents were excluded from questions pertaining to household income. 

Source(s): KPMG Consumer Pulse Survey, fielded January 31, 2023–February 10, 2023

`Total sample Gender (a) Generation Income (b)
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21%
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17%
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Female
(n=564)

10% 14% 9% 8%

23%
21%

20% 19%

38% 35%
34%

29%

19%
15%

19%
21%

10% 15% 18% 23%

Baby 
Boomer+
(n=319)
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	Consumer pulse �March 2023 report: ESG data�
	Consumer environmental sustainability efforts
	Over 50 percent of consumers report that they try to reduce water or energy usage, reuse single use plastic bags, or recycle plastic household items at home.
	Approximately 15 percent of consumers plan to start refusing single use plastic items or unnecessary product packaging or purchasing alternatively packaged items.
	Most consumers who already take environmentally sustainable actions plan to continue these actions in 2023.
	Consumers are most often motivated to be environmentally sustainable by their social communities (30 percent), schools (29 percent), and residential communities (29 percent).
	Only 8 percent of consumers report that they have not taken any environmentally sustainable actions and do not plan to in 2023.
	On average, student consumers behave similarly at home and at school with respect to environmental sustainability; those who behave differently at home or at school, do so due to access to recycling bins and reusable items.
	Most adults (62 percent) behave similarly at home and at work with respect to environmental sustainability; those who behave differently at home or at work, do so due to access to recycling bins and reusable items.
	Environmental sustainability and consumer purchasing behaviors
	Over 35 percent of consumers say environmental sustainability is important to purchase decisions; over 75 percent of these consumers are looking for environmentally friendly products and/or packaging.
	Over 35 percent of consumers say environmental sustainability is important to purchase decisions; underage Gen Z consumers are most likely to say that environmental sustainability is important to purchase decisions (50 percent).
	Approximately 50 percent of consumers who say environmental sustainability is important to their purchase decisions determine a product’s environmental sustainability based on product labels, descriptions, images, or marketing.
	Consumers are most likely to choose a product/service based on environmental sustainability features in the personal care products (48 percent), groceries (44 percent), restaurants (42 percent), and apparel (42 percent) categories.
	Approximately 40 percent of consumers who say environmental sustainability is important to purchase decisions (and approximately 20 percent overall) claim that they would boycott a company for not being environmentally sustainable.
	Approximately 40 percent of overall consumers are unlikely to boycott a brand they believe is not environmentally sustainable; Baby Boomers+ are least likely, with nearly 50 percent saying they are unlikely or extremely unlikely to boycott. 
	Over 40 percent of consumers have tried and plan to continue purchasing products through thrift/consignment (49 percent) or resale (43 percent).
	Social responsibility and consumer purchasing behaviors
	One in three consumers say a company’s social responsibility is important to their purchase decisions; 75 percent or more say that employee human rights and living wages are important to their purchase decisions.
	Underage Gen Z consumers are more likely to say that social responsibility is important to their purchase decisions (41 percent versus 33 percent for overall consumers).
	51 percent of consumers that are extremely familiar with social responsibility say it is important to their buying decision.
	Of those consumers unfamiliar or slightly unfamiliar with the term social responsibility, nearly 50 percent claim that their purchase decisions have at some point been influenced by at least one social responsibility related topic.
	Over 75 percent of consumers are at least somewhat familiar with social responsibility; over 50 percent of them associate social responsibility with DEI, employee human rights, health and safety, and fair wages.
	Of consumers who say a company’s social responsibility is important to their purchase decisions, over half (51 percent) determine a product’s social responsibility based on �product labels.
	The  categories for which consumers are most likely to choose a product or service based on social responsibility features are restaurants, apparel, and personal care products.
	Nearly 50 percent of consumers who say social sustainability is important to purchase decisions (and 31 percent overall) claim that they would be likely to boycott a company for not being socially responsible.
	Higher income households and underage Gen Z consumers are more likely to boycott a company that they believe is not socially responsible.
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