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Sustainability is increasingly vital in today’s market, influencing consumer choices and business practices alike. 
Recognizing the importance of this trend, businesses must align their strategies with the growing demand for 
eco-friendly products and practices. To explore this alignment, Sogolytics conducted a survey in March 2024 
with 1,006 participants, aiming to dissect how sustainability factors into consumer purchasing decisions and 
to identify the main drivers and barriers to sustainable behavior. This study offers businesses valuable insights 
into consumer preferences and their impact on brand perception, guiding strategic adjustments in marketing 
and product development to cater to the environmentally conscious consumer.
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In an increasingly eco-conscious world, consumers are not just looking for products; they are seeking brands 
that embody sustainability. This means adopting practices that not only reduce environmental impact but also 
promote social equity and economic viability. In 2021, Statista reported that 44% of global consumers were 
more inclined to purchase from brands with clear commitments to these sustainability principles. This sentiment 
is echoed in the Capgemini Research Institute's 2020 findings, where 79% of consumers adjusted their buying 
preferences in favor of brands demonstrating greater social responsibility and environmental stewardship. 
Such statistics not only highlight a significant shift in consumer behavior but also underscore the pressing 
need for businesses to integrate sustainability into their core values to meet market demand and build lasting 
consumer trust. 
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https://www.statista.com/statistics/1305896/share-of-consumers-more-likely-to-buy-from-sustainable-brands/
https://www.capgemini.com/insights/research-library/how-sustainability-is-fundamentally-changing-consumer-preferences/


In March 2024, Sogolytics conducted a survey with 1,006 participants to examine the impact of sustainability 
on consumer purchasing behaviors. With a balanced gender representation and a diverse age range from 
18 to over 85, the study targeted individuals across urban, suburban, and rural areas in the United States, 
ensuring a broad demographic scope. The survey included 19 questions, covering a mix of demographic 
queries and various types of questions such as Likert scales, radio buttons, rating scales, and open-ended 
responses, designed to capture a wide spectrum of consumer attitudes and behaviors. The primary 
goal was to uncover the key factors that drive or hinder the adoption of sustainable practices among 
consumers. Insights from this study are intended to guide businesses in refining their marketing strategies 
and product developments to meet the evolving expectations of environmentally conscious consumers. 
This detailed examination of data through diverse question formats enhances the robustness of the 
findings, providing actionable insights for companies looking to integrate sustainability more deeply 
into their operations. 

Survey Methodology 
and Demographics
2024 Sogolytics Survey 
on Sustainability
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The Importance of 
Sustainability for the 
Average Consumer 
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Figure 1: Importance of Buying Sustainable Products Across Age Ranges

The survey reveals that 39% of survey respondents prioritize environmental sustainability in their purchases. 
This significant percentage highlights the importance of eco-friendliness in appealing to consumer values. 
The increasing awareness is illustrated through the individual testimonies of survey participants. "With climate 
change, it’s necessary to utilize sustainable energy and products," one voice declares, highlighting the proactive 
stance many are adopting. Another emphasizes the fundamental need for sustainability: "I think sustainability 
is essential to man's survival on the planet." Such declarations are accompanied by tangible actions, as 
individuals endeavor to make a difference: "I do think it is necessary to leave our planet better than we found it. 
I try to recycle all I can and not waste food and water." 

The consumer mindset toward environmental sustainability shows nuanced differences across age groups. 
Among survey participants, 37% aged 25-44 actively consider sustainability in their buying decisions. In comparison, 
as seen in Figure 1, only 33% of those aged 45–54 show similar priorities. However, this growing environmental 
awareness is tempered by tangible skepticism regarding corporate claims on sustainability. Some participants 
reported distrust: "I don't believe a lot of the claims businesses make about sustainability," which coexists 
with a yearning for more information: "I wish there was more facts and research around it... but I do want to 
believe." These sentiments underline a critical demand for transparency and authenticity, painting a nuanced 
picture of today's consumer landscape where optimism and skepticism coexist, urging businesses to foster 
genuine sustainability. 



Navigating the Path 
to Sustainability
Consumer Habits and 
Transformative Choices
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Amid rising global sustainability awareness, consumers are reshaping daily habits and pioneering transformative 
lifestyle changes for planetary welfare. This section explores these emerging norms and impactful choices, 
guiding businesses and policymakers to align with the evolving consumer ethos and nurture a broader 
sustainability culture. 

Figure 2: Paperless Billing Preference

The data from the survey highlights significant engagement with sustainable practices, with 44% of consumers consistently choosing paperless 
billing and 42% doing so sometimes, reflecting an embrace of digital solutions to reduce paper waste. 

Sustainable Habits of the Average Consumer 
Sustainable habits are becoming integral to daily life as consumers integrate more eco-friendly choices into 
their routines. Activities such as opting for paperless billing or preferring reusable items illustrate a collective 
move toward more mindful consumption. The forthcoming section examines the extent of these practices 
among average consumers, offering insight into the frequency and nature of their sustainable choices and 
shedding light on the everyday actions that are forging a path toward a more sustainable future.   
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Figure 4: Consumers Prefer Locally Sourced Products

Figure 3: Reusable vs. Single-Use Items

Results show a strong commitment to sustainability, with 36% of participants always using reusable products over single-use items and 56% 
doing so occasionally. 

Sustainable Habits of the Average Consumer 

Figure 5: Preference for Consolidated Deliveries 

26% of consumers regularly choose consolidated deliveries, with an additional 59% selecting this option at times, indicating a notable inclination 
toward eco-conscious shipping choices. 

The data reveals that 30% of consumers always choose locally sourced products, with an additional 58% doing so sometimes, showcasing a 
commitment to minimizing carbon footprint through reduced transportation distances. 
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Figure 6: Electric Vehicle Ownership

As humans chart a course toward a more sustainable future, individuals are increasingly confronted with 
choices that profoundly impact the environment. Decisions such as embracing renewable energy, opting for 
eco-friendly transportation, or participating in community eco-efforts stand as crucial markers on the path 
to environmental stewardship. Electric vehicle (EV) ownership stands as a notable sustainability opportunity. 
Per Figure 6, 11% of participants have already chosen EVs for their eco-friendly advantages, and an additional 
29% are contemplating the switch. Meanwhile, a significant majority, 51%, haven't considered the prospect of 
going electric. The data suggests a considerable untapped market for EVs, underscoring the potential 
for educational and marketing efforts to encourage more sustainable choices among consumers. 

Transformative Lifestyle 
Choices for Sustainability 
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Four critical areas where individual lifestyle choices intersect with sustainability efforts 
are examined in this section, as illustrated in Figure 7:

Community Action and Recycling: Bridging the Engagement Gap1.

Despite 59% of people being very likely to recycle, only 37% are very likely to participate in community-based 
sustainability efforts. The reluctance toward these activities suggests a need for better advocacy and awareness 
to increase engagement in collective environmental actions.

Water Conservation Efforts: Expanding Conscious Consumption2.

Water conservation is emerging as a priority among consumers, with 52% actively adopting measures to 
save water. However, with 37% undecided and 12% disengaged, there's ample scope for promoting water 
conservation measures.  

Energy-Smart Choices: Navigating Efficiency and Renewables3.

A robust 65% of individuals are making conscious decisions to choose energy-efficient appliances and lighting, 
indicating a strong inclination toward energy conservation. Conversely, the home adoption of renewable energy 
illustrates diverse attitudes: 34% have embraced it, but hesitation persists among 45% uncertain and 22% 
uninterested respondents. The disparity highlights the need for clearer incentives and information to foster 
a wider embrace of renewable energy solutions. 

Transportation Choices: Weighing Eco-Friendly Alternatives Against Convenience 4.
The choice between sustainable transportation methods and personal vehicle use reveals a divided consumer 
perspective: 30% regularly choose environmentally friendly transportation options, while an equal percentage 
remain inclined toward personal vehicles. The split underscores the potential for strategic initiatives to further 
incentivize the shift toward more sustainable commuting practices. 

Figure 7: Consumer Readiness for Sustainable Lifestyle Choices

The choice between sustainable transportation methods and personal vehicle use reveals a divided 
consumer perspective: 30% regularly choose environmentally friendly transportation options, while an 
equal percentage remain inclined toward personal vehicles. The split underscores the potential for 
strategic initiatives to further incentivize the shift toward more sustainable commuting practices. 
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Consumer Preferences 
and Motivations for 
Sustainable Products 

Figure 8: Top 5 Preferred Sustainable Product Categories

As sustainability becomes a pivotal factor in consumer choices, understanding both what types of products 
consumers prefer and why they prefer them is essential. A complex mix of motivations drives the shift toward 
eco-conscious purchasing across a broad spectrum of categories. 

Preferred Sustainable Product Categories:

Food and Beverages: 59% of consumers indicate a strong demand for organic and ethically produced items1.

Home Cleaning Products: 57% of participants prefer sustainable cleaning products for their minimal 
environmental impact and safety

2.

Personal Care and Beauty Products: 50% of consumers seeking out sustainable options in personal and beauty 
products underscores the current market’s inclination towards eco-conscious choices

3.

Clothing and Apparel: 40% of survey participants show a preference for sustainable fashion, spotlighting 
eco-friendly fabrics and manufacturing

4.

Healthcare Products: 31% prefer sustainable healthcare options, reflecting the importance of natural and 
environmentally friendly health solutions

5.
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Figure 9: Bar Chart- Motivations for Choosing Sustainable Products

This comprehensive overview reveals that sustainability in consumer behavior is not just about making 
eco-friendly choices but is deeply intertwined with personal values, health considerations, and economic 
factors. The data presents a clear message: Consumers are actively seeking sustainable products across 
various categories for reasons that extend well beyond simple environmental concern. This suggests a 
significant shift toward more responsible and mindful consumption patterns. 

Key Motivations for Choosing Sustainable Products

Environmental Impact (51%): The primary driver, emphasizing a commitment to reducing personal and global 
environmental footprints

1.

Health and Safety (49%): Nearly as significant, with consumers valuing the direct benefits to personal well-being 
alongside environmental care

2.

Availability (20%) and Social Influence (10%): Underscores the role of accessibility and community in shaping 
sustainable choices

6.

Personal Values and Ethical Concerns (29% each): Reflecting a deep alignment with ethical consumption, fair labor, 
and animal welfare 

3.

Quality and Durability (25%): Highlighting the association between sustainability and superior 
product performance 

4.

Cost Effectiveness (25%): Demonstrating an understanding of the economic benefits of sustainable living 5.
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Generational Views 
on Paying a Premium 
for Sustainability 

33%
willing to pay a
6-10% premium

willing to pay a
5% premium

GenZ Millenials GenX Baby Boomers

28%
willing to pay a

5% premium

30%
not willing to pay

any premium

41%

Willingness to pay a sustainability premium varies among age groups*. Younger demographics, specifically 
Gen Z and Millennials, demonstrate a greater openness to paying extra for sustainable products, showcasing 
their deeper commitment to environmental concerns. Notably, 33% of Gen Z and 28% of Millennials are inclined 
to pay a 6% to 10% premium, indicating robust support for sustainable practices. Meanwhile, Gen X shows a 
moderate willingness, with 30% open to paying up to a 5% premium, reflecting a cautious yet positive stance 
toward sustainability. In stark contrast, Baby Boomers exhibit the highest resistance, with 41% unwilling to pay 
any extra. This underscores a significant generational gap in sustainability investment. The enthusiasm for 
paying higher premiums noticeably wanes as the requested increase surpasses 10%, with none of the Silent 
Generation willing to pay more than a 20% premium for sustainability. 

*For the purposes of this study, the generational age ranges are defined as follows: 18-24 for Gen Z, 25-44 for Millennials, 45-54 for Gen X, 55-74 for 
Baby Boomers, and 75 or older for the Silent Generation.



Sustainability Leaders:
Consumer Trust 
and Brand Commitment
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Recognizing Sustainability Pioneers
In the landscape of sustainable business practices, consumer perceptions play a pivotal role in highlighting 
brands that lead by example. A word cloud analysis reveals that Amazon, Nike, and Apple emerge as top brands 
recognized for their efforts in sustainability. These companies, alongside others like Seventh Generation, Tesla, 
and Patagonia, are frequently cited by consumers as pioneers in integrating environmental responsibility into 
their operations and product offerings. 

Figure 10: Public Perception of Leading Sustainable Brands 
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Consumer Trust: What Builds It? 
In exploring consumer perceptions, it's important to understand what drives their beliefs and perceptions 
that brands are committed to sustainable principles. Understanding the reasons behind consumer trust is 
essential, particularly as 28% consistently back businesses prioritizing environmental responsibility, while 57% 
occasionally support such endeavors. Trust in a brand's sustainability is predominantly influenced by positive 
reports from credible sources (44%) and concrete evidence of environmental impact (43%). This highlights 
the critical role of authenticity and measurable results in shaping consumer perceptions. Witnessing tangible 
actions is paramount for consumers, solidifying their beliefs in a brand's commitment to sustainability. 

Figure 11: Factors Contributing to Trust in Brand Sustainability Claims
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Figure 10: Motivations and Inspirations for Increased Sustainability

Despite these trends, a notable proportion (10%) remains skeptical, believing sustainability to be a hoax. 
These insights highlight the diverse perspectives and challenges in promoting sustainable practices 
across consumer segments. This data underscores the need for tailored approaches to encourage 
increased engagement with sustainability practices and reveals the complex interplay of factors that 
shape consumer behavior.  

Motivations and Inspirations 
for Increased Sustainability 

Consumer motivations to embrace sustainability are multifaceted and diverse, reflecting a range 
of factors that influence their choices. As seen in Figure 12, the top three motivators are: 

Financial Incentives: Discounts or tax breaks as significant drivers, with 33% of consumers showing interest 1.

Verifiable Evidence: Proof from companies that their products are genuinely sustainable, sought by 
31% of consumers

2.

Convenience: A desire for more convenient sustainable options, noted by 30%3.
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Despite these trends, a notable proportion (10%) remains skeptical, believing sustainability to be a hoax. 
These insights highlight the diverse perspectives and challenges in promoting sustainable practices 
across consumer segments. This data underscores the need for tailored approaches to encourage 
increased engagement with sustainability practices and reveals the complex interplay of factors that 
shape consumer behavior.  

While there is growing momentum toward sustainability, consumers still face significant barriers 
that hinder their ability to make more eco-conscious choices. Foremost among these obstacles 
as seen in Figure 13 are the following: 

High Cost: 57% of respondents cite cost as a major deterrent1.

Limited availability: 39% of participants express difficulty in finding eco-friendly alternatives locally2.

Lack of clear information: 34% of consumers struggle with identifying genuinely sustainable products, 
highlighting the need for greater transparency and education

3.

Skepticism about impact: 25% show concerns about the efficacy of sustainable products, further contributing 
to the barriers encountered by consumers

4.

Barriers to 
Sustainable Living 

Figure 13: Barriers to Adopting Sustainable Choices 
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Strategies for Building Trust and Enhancing 
Sustainability Practices*

Enhance transparency in sustainability claims: Brands should provide clear and verifiable evidence of their 
sustainability efforts, such as certifications, third-party audits, or detailed sustainability reports. This transparency 
helps build trust and credibility with consumers.

"It's difficult for me to determine if a company has 
sustainable products.”

"I believe sustainability can be reached. It needs to be more 
available and cost-efficient."

1.

Increase accessibility and affordability of sustainable options: Brands should prioritize making sustainable 
products more accessible and affordable to a wider range of consumers. This can involve streamlining supply 
chains, reducing production costs, and offering incentives or subsidies for sustainable purchases.

2.

"Recycling started when I was a teen and I'm 68. When are we 
going to learn?"

Engage with consumers and provide education: Brands should actively engage with consumers on sustainability 
issues, provide information about the benefits of sustainable practices, and offer guidance on making environmentally 
conscious choices. Educating consumers about the importance of sustainability and empowering them to make 
informed decisions can foster trust and loyalty toward sustainable brands.

5.

"As much as I favor everything sustainable, I often have 
doubts that the sustainable products will perform equally or 
better than non-sustainable products." 

Prioritize product performance and quality: Address consumer concerns about the performance and 
effectiveness of sustainable products by ensuring that they meet or exceed the quality standards of traditional 
alternatives. Brands should focus on delivering high-quality, sustainable products that offer comparable or 
superior performance to non-sustainable counterparts.

4.

"The sustainable alternatives need to find an inroad 
that is profitable." 

Leverage sustainability as a competitive advantage: By positioning sustainability as a core value and competitive 
advantage, brands can drive innovation in product design and communication strategies. This includes highlighting 
the environmental benefits of their products, engaging with consumers on sustainability issues, and showcasing 
their commitment to responsible business practices.

3.

*All quotes on this page are taken verbatim from open-ended responses from survey participants.



Toward a 
Sustainable Future
Aligning Consumer Values 
with Business Practices
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In conclusion, this comprehensive study underscores a pivotal move in consumer behavior toward sustainability, 
revealing a deep-seated commitment to environmental stewardship and social responsibility. The findings 
highlight that consumers are not only prioritizing sustainability in their purchasing decisions but are also willing 
to transform their lifestyles to align with these values. This evolution presents a clear call to action for 
businesses and policymakers to adopt and promote sustainable practices more vigorously. By enhancing 
transparency, accessibility, and affordability of sustainable options, and by actively engaging with 
consumers to educate and motivate them toward sustainable choices, businesses can foster a more 
sustainable future. Ultimately, this alignment between consumer expectations and business practices 
is not just beneficial for the environment but is also essential for building brand loyalty, trust, and competitive 
advantage in the increasingly eco-conscious market. 

The Statista. Global share of consumers more likely to buy from sustainable brands 2021

https://www.statista.com/statistics/1305896/share-of-consumers-more-likely-to-buy-from-sustainable-brands/

Capgemini. How Sustainability is Fundamentally Changing Consumer Preferences

References & Bibliography

https://www.capgemini.com/insights/research-library/how-sustainability-is-fundamentally-changing-consumer-preferences/

https://www.statista.com/statistics/1305896/share-of-consumers-more-likely-to-buy-from-sustainable-brands/
https://www.capgemini.com/insights/research-library/how-sustainability-is-fundamentally-changing-consumer-preferences/


www.sogolytics.com

info@sogolytics.com

Email

+1 (800) 646-0520

Phone

www.sogolytics.com

Website

17

2024 SogoStudy

At Sogolytics, we walk the walk, too! 
Protecting our planet is one of the core 
causes we support within our SoGood 
initiative to build stronger selves, safe 
spaces, and sustainable societies.

Full report Download
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To learn more about 
Sogolytics and how we can 
help you to conduct your 
own research, connect 
with our team today!
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