Navigating conscious
consumerism
Over the past few years, there’s been a significant rise in conscious
consumerism globally. People are more tuned in to the environment and
how their purchasing habits are impacting the world around them.
As we look to the future of commerce, it’s important we consider how
these changing consumer behaviours and expectations align with
business products and processes, goals and intentions.
But what do we mean when we talk about conscious consumerism?

Let’s dive in.

Purpose-driven purchasing is on the rise.
44% of consumers around the world are turning to their values when it
comes to making purchases.1 They choose products and brands that align
with their beliefs, considering environmental impact and social responsibility.
The trend for purpose-led purchasing is strong around the world, but greater
among consumers in emerging economies than in developed markets. While
53% of shoppers in the UK and 78% in the US say they feel better when
they buy products that are sustainably produced, that number rises to 88%
in India and 85% in both Brazil and Turkey.2
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66%
prefer to buy from companies
that have implemented programs
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Consumers are also paying attention to product manufacturing
methods and the rights of workers.
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of Europeans believe
traceability is very
important and they’re
willing to pay a premium
for brands that provide it3
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Corporate Social Responsibility is no longer a buzzword.
In fact, 81% of US millennials expect companies to make a public commitment to good corporate citizenship11
and 74% of French shoppers are more willing to purchase from companies with a CSR policy12
Globally, shoppers want brands to take action to:13
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Ultimately, consumers want to support brands that are doing good in the world.

Consumers are willing to pay a premium to make it happen.
When it comes to living up to their values, 66% of global consumers are willing to pay more for sustainable goods14
and 50% agree that they’re ready to buy environmentally friendly products even if they cost a little bit more.15
And when it comes to deliveries, they’re willing to wait a little longer. 54% of US and UK consumers support and
shop with brands committed to carbon-reducing delivery options16 and 70% of Mexican consumers are willing to
delay delivery by 5 days if given an environmental incentive to do so17.

‘Are you willing to pay more for eco-friendly delivery?’
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Over 70% of consumers who
agree that sustainability is very
important to them would pay a
premium of 35%, on average,
for brands that are sustainable
and environmentally
responsible.3

Sustainability matters at every step.
When it comes to fashion, 1 in 3 consumers across Germany, the UK, France, Italy and Spain consider
sustainability when shopping.19 The use of sustainable materials in fashion is an important purchasing factor
for 67% of UK and German consumers.20
Shoppers around the world are turning to secondhand, with 76% of first-time secondhand apparel shoppers
planning to increase their spend over the next 5 years.21 ReCommerce is growing at such a rate that consumers
are forecast to spend $353.9B on secondhand by 2030 – a 153.5% growth from 2020 and 3.2 times that of
the 36.7 growth anticipated for the retail sector.22
And when it comes to buying online, even the packaging matters with 64% of shoppers globally wanting
packaging that’s recyclable.16
European consumers would like to see retailers using:23
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Consumers are looking local.
In fact, shoppers globally are now more likely to shop with:25
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Across Europe, it’s even more pronounced with 3 in 4 shoppers now more likely to shop in their local communities
than in 2019, and 49% spending more locally to help local communities bounce back.26
And while a large proportion of local spend is on food and groceries, 14% of European shoppers believe it’s
important the clothes they buy are produced locally27 and the average European shopper visits local or
neighbourhood boutiques 18 times a year to buy clothing28.

And they’re looking for businesses to lead the way.

90% of European consumers expect brands to be committed to
conscious commerce and help them consume better.29

Brands that talk authentically and consistently about sustainability are perceived as more trustworthy, high quality
or innovative.30 And consumers are looking for visual signals, with sustainability-marketed products growing faster
than their conventional counterparts in the US.31
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