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Methodology Review
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Representative online samples of
approximately 1,000 adults in
each of 31 markets (500 each

in Hong Kong and

Singapore) (n=30,352)

Samples representative of online
population, weighted to reflect
general population census data

Online surveying in June and July
2021

Where historical data are

shown, questions were asked
using an in-person and telephone
methodology before 2019.
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Worries about COVID-19 continue to dominate, but is followed closely by MRy

concerns about climate change, natural resource depletion, and water pollution Suﬁ?,}'ggb'e

Seriousness of Global Problems, “Very Serious,” Average of 31 Markets, 2021 Global Consumer insights
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The coronavirus/COVID-19 pandemic
Climate change
Depletion of natural resources

Water pollution

Extreme poverty in the world

Air pollution

Human rights abuses

Single-use plastic waste
Biodiversity loss
Deforestation in the Amazon rainforest
Shortages of fresh water
Lack of access to healthcare
Unemployment

Gap between rich and poor
Online data security/privacy

Unequal treatment of women
Discrimination against minorities (ethnic/racial/religious)
Global economy

Mental health problems
Social/political division
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T41. For each of the following possible global problems, please indicate if you see it as a very serious, somewhat serious, G|Obe l/
not very serious, or not at all serious problem. Scana™—™



Perceived seriousness of climate change is at the highest level in 23 years Healthy &

. thy &
of tracking M
Seriousness of Global Problems (1/3),“Very Serious,” Average of 17 Markets,* 2001-2021 Global Cansamer tnsights
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*Includes Australia, Brazil, Canada, China, France, Germany, India, Indonesia, Italy, Kenya, Mexico, Nigeria, Russia, Spain, Turkey, UK, and USA
Not asked in all markets in all years. Before 2019 this question was asked using an in-person and telephone methodology.

T41. For each of the following possible global problems, please indicate if you see it as a very serious, GIObe l/
somewhat serious, not very serious, or not at all serious problem. Scana



People feel increasingly affected by climate change while the impact of

. . Healthy &
the economic recession has lessened SusLti%.i.g%me
“Greatly Affected,” Average of 27 Markets,* 2020-2021 R e

The coronavirus/
COVID-19 pandemic

Climate change

m2021

. ) m 2020
The economic recession

*For consistent tracking, this chart does not include Colombia, Netherlands, Peru, and Portugal, as these markets
were not surveyed in 2020.

T2. How much are you personally affected by each of the following? GIObe '/
Scana™—



People in nearly all markets are feeling increasingly personally impacted Healthy &

by climate SusLt_ai_nabIe
Extent Personally Affected by Climate Change, “Greatly Affected,” by Market, 2020-2021 B e
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T4. For each of the following possible global problems, please indicate if you see it as a very serious, GIObe l/
somewhat serious, not very serious, or not at all serious problem. - Climate change or global warming Scan a—-



Growing support for a carbon tax across the world Healthy &

“Somewhat/Strongly Favour” vs “Somewhat/Strongly Oppose” Raising Taxes on Climate Change- S”Sﬁﬂmable
causing Energy, Average of 17 Countries,* 2007-2021 Global Cansamer tnsights
H Favour B Oppose Don't know

2021

2015

2013

2007

* Includes Australia, Canada, China, France, Germany, India, Indonesia, Kenya, Mexico, Nigeria, Peru, Russia, South Korea, Spain, Turkey,
UK, and USA. Not asked in all countries in all years. Before 2021 this question was asked using an in-person and telephone methodology.

B10 Would you favor or oppose raising taxes on the types of energy, such as coal and oil/petrol, that most cause climate

change in order to encourage individuals and businesses to use less of these?
BEEC::
Scana™—



Consumers’ attitudes towards sustainability have shifted through the pandemic
Environmental Attitudes, “Strongly Agree” and “Somewhat Agree,” Average of 24 Markets,*

2019-2021

m2021 2019

| believe we need to consume less to preserve
the environment for future generations

I -
66
| want to reduce the impact that | personally _ 73
have on the environment and nature by a large
amount 64
I o
63

| am doing all | personally can to
protect the environment

| am willing to pay more for products/brands _ 57

that work to improve society/environment 50
What is good for me is often not good for the _ 43
environment 34

*For consistent tracking, this chart does not include Colombia, Netherlands, Peru, Portugal, Singapore, Thailand,
and Vietnam, as these markets were not surveyed in 2019.

Q6. Please indicate whether you strongly agree, somewhat agree, neither agree nor disagree, somewhat disagree, or
strongly disagree with each of the following statements.
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Consumer Segmentation: Shift towards Aspirationals and Advocates kit 8

Average of 31 Markets, 2021 ~—_Living

Global Consumer Insights

Higher
consumerism

) (up 3 pointg
Practicals from 2019)

/'

Aspirationals

Materialism

(down 5 points
from 2019)

Advocates
(up 2 points
from 2019) ‘

Less desire to live Sustainable Living More desire to live
sustainably sustainably

Lower
consumerism
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Webinar Series Part 2 and 3

22nd February 2022 @ 11am NY / 4pm London

Behaviour Change: How to Narrow
the Aspiration-Action Gap

akatu

@ PEPSICO
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22nd March 2022 @ 11am NY / 3pm London

Towards the Future: Where Healthy
& Sustainable Living is Likely to Go -

Trends (n Issues and Demographics
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GlobeScan is a global insights and advisory consultancy working at the
intersection of brand purpose, sustainability, and trust.

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

We combine over 30 years of data-driven insights with a global network
of experts and the ability to engage any stakeholder or consumer — from
the boardroom to new voices breaking through.

Established in 1987, we have offices in Cape Town, Hong Kong, London,
Mumbai, Paris, San Francisco, Sao Paulo, and Toronto.

We're a Certified B Corp and a participant of the UN Global Compact.

www.GlobeScan.com
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Know your world.
Lead the future.


http://www.globescan.com/
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