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Our global consumer research on C&S provides 
a comprehensive view on consumer-centric sustainability

8 Countries 14 Categories

ItalyFrance

Japan

Brazil

China

India

USA Germany

CPG
• Beverages
• Snacks
• Skincare
• Home care

Retail
• Grocery retail
• Dining

Leisure Travel 

Apparel

TMT: Streaming services

Electronic devices (PC/tablets)

Building materials

Luxury products

Utilities: Electricity

Automotive/Mobility: Cars

What are the key 
barriers towards greater 
adoption?

What will it take to drive 
action – what language, 
influencers, prices?

Topics Covered
What do consumers think 
about sustainability –
concern, action, 
willingness to pay?
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Consumers in Italy are concerned about the 
environment, but also disillusioned

Source: BCG climate and sustainability consumer survey, June 2022.
Note: 1Question: B4.2 How likely are you to be thinking about sustainability when you make day-to-day decisions? (% of respondents showing concern at least on 5 out of 10 times when buying or using 
products & services); Market representative sample size (n=11,836) 2Question: E1.1 Which of the following players are most responsible for climate change?; 3Question: E1.6 How much do you 
agree/disagree with the following regarding sustainability? n=19,024; weighted market representative sample of countries USA, Japan, Germany, France, Italy, China, India and Brazil.

Concerned1

About what’s happening 
to the environment

Confused2

About their role 

Disillusioned3

About what companies 
are doing

Feel that companies communicate sustainability 
only to improve their image or sell
(% of consumers)

Understand that individuals have a role to play in 
climate change
(% of consumers)

Thinking about sustainability in day-to-day 
decisions
(% of consumers)
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Categories are at different stages of maturity on 
sustainable action by consumers

1. Concerned
… about sustainability 
in category

2. Adopting 
… sustainable 
behaviors

3. Acting
… by purchasing 
sustainable 

4. Paying
… stated premium 
for sustainability

Source: BCG cl imate and sustainability consumer survey, June 2022
Note: Weighted market representative random sample only, n=11,836;countries include USA, Japan, Germany, France, Italy, China, India and Brazil. Numbers represent simple averages of % of respondents per country 1Question: B4.2 How 
l ikely are you to be thinking about sustainability when you make day-to-day decisions? 2Question: B5.2 How frequently do you engage in these sustainable behaviours? 3Question: B5.2 How frequently do you engage in "purchase-related" 
sustainable behaviours? 4Question: B1.12a Would you expect the price of product with sustainable characteristic to be more expensive than regular products ?; % acting consumers who have purchased sustainable products or services and 
bel ieve i t had a higher price premium versus regular product or service. 5India, China and Brazil excluded from electricity provider acting s tage as not applicable, Luxury excluded from Germany, India and Brazil. 6Building material excluded 
from India due to low sample size. 

3. Acting

Less Evolved

Apparel
Home
care

Skincare 
Products

Grocery 
reta il Car Snacks PCs , Tablets 5. Luxury Beverages

5.Electricity
provider

Dining 
out

Leisure 
Travel

41% 40% 29% 40% 34% 32% 36% 43% 38% 66% 69% 57%

80% 89% 68% 84% 73% 85% 81% 81% 80% 85% 86% 60%

11% 11% 11% 12% 12% 14% 16% 18% 19% 21% 23% 27%

3% 1% 5% 6% 2% 6% 6% 6% 6% 11% 10% 10%

More Evolved
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Higher adoption to sustainability among consumers from Italy 
compared to other high-income markets

Source: BCG climate and sustainability consumer survey, June 2022.
Note: Weighted market representative random sample only n=11,836; countries include USA, Japan, Germany, France, Italy, China, India and Brazil. Question: B5.1 Which of these behaviours have you 
followed when purchasing or using [category]. B5.2 How frequently do you engage in these sustainable behaviours?, Note: Luxury excluded from Germany, India, Brazil due to low sample size. Building 
material excluded from India due to low sample size. Simple average of market % taken to arrive at category level percentages.

Grocery 

retail
Snacks Luxury

Electricity 

provider

Building 

Material

Leisure 

Travel

PCs, 

Tablets
Car Beverages

Skincare 

Products
Apparel

Dining 

out

Home

care

USA

Japan

Germany

France

Italy

China

India

Brazil

Industry 

average

% consumers who are 

adopting sustainable 

behaviors1

31%27% 57%32% 53%38%34%33% 41% 39%60% 48% 33%

>1.3x global category average 1.1 to 1.3x global category average 0.7 to 0.9x global category average0.9 to 1.1x global category average <0.7x global category average Not applicable
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..And consumers from Italy are also ahead on 'acting' (buying 
sustainable products/ services) from other markets except China

Grocery 

retail
Snacks Luxury

Electricity 

provider

Building 

Material

Leisure 

Travel

PCs, 

Tablets
Car Beverages

Skincare 

Products
Apparel

Dining 

out

Home

care

USA

Japan

Germany

France

Italy

China

India

Brazil

Industry 

average

% consumers who are 

buying sustainable 

products/services1.

12%8% 18%12%7% 16%12%10%15% 11% 11%16% 12%

>1.3x global category average 1.1 to 1.3x global category average 0.7 to 0.9x global category average0.9 to 1.1x global category average <0.7x global category average Not applicable

Source: BCG climate and sustainability consumer survey, June 2022.
Note: Weighted market representative random sample only n=11,836; countries include USA, Japan, Germany, France, Italy, China, India and Brazil. Question: B5.1 Which of these behaviours have you 
followed when purchasing or using [category]. B5.2 How frequently do you engage in these sustainable behaviours?, Note: Luxury excluded from Germany, India, Brazil due to low sample size. Building 
material excluded from India due to low sample size. Simple average of market % taken to arrive at category level percentages.
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The services and materials provided by Boston Consulting Group (BCG) are subject to BCG's Standard Terms 
(a copy of which is available upon request) or such other agreement as may have been previously executed by BCG. 
BCG does not provide legal, accounting, or tax advice. The Client is responsible for obtaining independent advice 

concerning these matters. This advice may affect the guidance given by BCG. Further, BCG has made no undertaking 
to update these materials after the date hereof, notwithstanding that such information may become outdated 

or inaccurate.

The materials contained in this presentation are designed for the sole use by the board of directors or senior 

management of the Client and solely for the limited purposes described in the presentation. The materials shall not be 
copied or given to any person or entity other than the Client (“Third Party”) without the prior written consent of BCG. 

These materials serve only as the focus for discussion; they are incomplete without the accompanying oral commentary 
and may not be relied on as a stand-alone document. Further, Third Parties may not, and it is unreasonable for any 
Third Party to, rely on these materials for any purpose whatsoever. To the fullest extent permitted by law (and except 

to the extent otherwise agreed in a signed writing by BCG), BCG shall have no liability whatsoever to any Third Party, 
and any Third Party hereby waives any rights and claims it may have at any time against BCG with regard to the 

services, this presentation, or other materials, including the accuracy or completeness thereof. Receipt and review of 
this document shall be deemed agreement with and consideration for the foregoing.

BCG does not provide fairness opinions or valuations of market transactions, and these materials should not be relied on 
or construed as such. Further, the financial evaluations, projected market and financial information, and conclusions 

contained in these materials are based upon standard valuation methodologies, are not definitive forecasts, and are not 
guaranteed by BCG. BCG has used public and/or confidential data and assumptions provided to BCG by the Client. 
BCG has not independently verified the data and assumptions used in these analyses. Changes in the underlying data or 

operating assumptions will clearly impact the analyses and conclusions.
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