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"Ethics have become increasingly important to a
company’s reputation. Due to a nearly ceaseless stream of

information, consumers are bombarded with issues to care
about, and many do feel that they should take a stance in

support of or against differing opinions. How they go about
showing or demonstrating a commitment, however, varies

from passive avoidance to zealous evangelism."
- Lauren Bonetto, Lifestyles & Leisure Analyst

This report looks at the following areas:

• People expect ethical behavior – What is the best way to communicate the message?
• Confusion over ethical terms and icons may lead to rejection
• Taking a stance on a polarizing issue can attract and repel
• Big companies struggle with an image problem
• Consumers more likely to punish the bad than to reward the good

Marketing to the ethical consumer can be difficult due to wavering interest and skepticism. Though
investing in the “ethical-ization” of a business may not offer a return on investment, it is increasingly
necessary to protect the company from being criticized by the media and boycotted by consumers who
find business practices or company ethics unsatisfactory.

For the purposes of this Report, Mintel has used the following definitions:

“Ethical consumer” is defined as someone whose purchasing decisions are at least sometimes
influenced by a company’s ethics.

“Ethical actions” are defined as efforts by a company to be honest, fair, and responsible. Examples
include, but are not limited to, efforts to be green, to treat animals humanely, and to treat employees
well.
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Wanting to be Won (26%) – Selective but dedicated
Figure 25: Attitudes toward company ethics, by ethical consumer segments, April 2015

Notorious and Noted Companies

Actions Taken in Response to Company Ethics

Ethical Icon Recognition

Attitudes and Opinions toward Ethics

Consumer Segmentation

Appendix – Data Sources and Abbreviations

Report Price: £2466.89 | $3995.00 | €3133.71

The Ethical Consumer - US - July 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716584/
mailto:reports@mintel.com


Data sources

Consumer survey data

Consumer qualitative research

Abbreviations and terms

Abbreviations

Figure 26: Share of US product launches with an ethical claim, by ethical claim type, 2006-15*

Figure 27: Share of US product launches with an ethical claim, by product category, 2006-15*

Figure 28: Share of US product launches with an ethical claim, by product category and by ethical claim type, 2014-15*

The most ethical companies

The least ethical companies

Consumers who are influenced by ethical efforts

Consumers who are not influenced by (or are averse to) ethical efforts

Attitudes toward company size

Appendix – The Market

Appendix – Qualitative Research

Report Price: £2466.89 | $3995.00 | €3133.71

The Ethical Consumer - US - July 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/716584/
mailto:reports@mintel.com

	The Ethical Consumer - US - July 2015
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	The Market – What You Need to Know
	Ethical Product Launches
	Market Factors
	Key Players – What You Need to Know
	What’s Working?
	Case Studies
	What’s Struggling?
	What’s Next?
	The Consumer – What You Need to Know
	Influence of Ethics on Purchasing Decisions
	Ethical Factors Considered
	Notorious and Noted Companies
	Actions Taken in Response to Company Ethics
	Ethical Icon Recognition
	Attitudes and Opinions toward Ethics
	Consumer Segmentation
	Appendix – Data Sources and Abbreviations
	Appendix – The Market
	Appendix – Qualitative Research



