
This report looks at the following areas:

•• US consumers’ attitudes towards and personal engagement with living a
sustainable lifestyle

•• Consumers’ understanding of sustainability concepts and predominant
knowledge gaps

•• The potential impacts of the climate crisis that concern consumers the most
•• Consumers’ expectations for brands’ sustainability and the most resonating

environmental claims

The attention and spotlight placed on the current climate crisis has only
continued to intensify, emphasizing the need for more sustainable lifestyles and
business practices worldwide. Despite this growing need, the majority of US
consumers continue to demonstrate little engagement in adopting more
sustainable behaviors. Consumers continue to struggle with the challenges of
living a sustainable lifestyle, particularly a widespread lack of knowledge and
understanding when it comes to sustainability concepts. Long-standing
concepts such as the need for recycling and the consequences of wasting
natural resources are top of mind among consumers; however, more abstract
concepts such the impact of their carbon footprint or the need for
regenerative agriculture fail to meaningfully resonate with consumers.
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• Sustainably Overwhelmed (24%)
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Figure 13: Demographic profile – Sustainably Overwhelmed
segment, 2022

• The climate crisis continues to escalate
• Consumers’ financial wellbeing vs sustainability behaviors

Figure 14: Consumer Price Index – Change from previous
period, 2007-22
Figure 15: Top issues of concern over next six months, US, 2022

• Only four in 10 consumers feel they currently live a
sustainable lifestyle
Figure 16: Dedication to living sustainably, 2022
Figure 17: Dedication to living sustainably, by generation and
by parental status, 2022

• It’s challenging to live a fully sustainable lifestyle
Figure 18: Challenges to sustainable living, 2022
Figure 19: Challenges to sustainable living – costs, by current
financial situation, 2022

• The majority of consumers feel sustainable actions have a
positive impact
Figure 20: Impact of sustainable actions, 2022

• Gen Zs are more likely to be skeptical about the impact of
personal sustainability
Figure 21: Impact of sustainable actions, by Generation, 2022

• When it comes to sustainability, consumers are most focused
on the impact of wasting resources and the growing rate of
personal waste
Figure 22: Positive vs negative impact on sustainability, 2022

• Brand spotlight: Stop The Water While Using Me!
Figure 23: Stop The Water While Using me! – Refill your
karma, 2022

• Younger generations are more focused on day-to-day
sustainability behaviors, while older generations are more
focused on the sustainability of their home
Figure 24: Positive vs negative impact on sustainability, by
generation, 2022

• The most common sustainable behaviors are shopping
alternatives such as buying secondhand, repairing or
restoring, and donating

FACTORS IMPACTING SUSTAINABILITY

THE SUSTAINABLE CONSUMER – FAST FACTS
SUSTAINABLE LIFESTYLE ENGAGEMENT

CURRENT SUSTAINABILITY ACTIONS AND PERCEIVED IMPACT
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Figure 25: Current sustainable behaviors, 2022
• Consumers are fairly divided on changing their food

behaviors to be more sustainable
Figure 26: Sustainable solution – food and beverage, 2022

• Younger consumers and parents are more open to changing
their diet for the environment
Figure 27: Sustainable solution – food and beverage, by
generation and parental status, 2022

• Parents are the most likely to compost
Figure 28: Sustainable solution – Behaviors to decrease
waste, by generation, and by parental status, 2022
Figure 29: Andersonville’s Clark Street Composts, September
2021

• Nearly half of consumers are unsure what “sustainably
made” actually means
Figure 30: Understanding sustainably made, by sustainability
segments, 2022

• Across levels of affluence, consumers’ confusion around the
concept of sustainability remains consistent
Figure 31: Understanding “sustainably made,” by household
income and education, 2022

• The gaps in consumers’ sustainability knowledge extend
from food to electronics to home efficiency
Figure 32: Sustainability knowledge, 2022
Figure 33: Sustainability knowledge, by sustainability
segments, 2022

• Consumers are most concerned about the climate crisis
causing global climate disasters, rising prices and negative
effects on wildlife
Figure 34: Climate crisis concerns, 2022

• Two thirds of consumers have three or more climate crisis
concerns
Figure 35: Climate crisis concerns – repertoire analysis, 2022

• Older generations have more climate crisis concerns
compared to younger generations, but this trend could be
due to current stage of life
Figure 36: Climate crisis concerns – repertoire analysis, by
generation, 2022

SUSTAINABILITY UNDERSTANDING AND KNOWLEDGE GAPS

CLIMATE CONCERNS
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Figure 37: Climate crisis concerns – select responses, by
generation, 2022

• Sustainably Unsure consumers have the most climate crisis
concerns, followed by Sustainability Enthusiasts
Figure 38: Climate crisis concerns – repertoire analysis, by
sustainability segments, 2022

• Sustainably unconcerned segments are most apprehensive
about climate change causing rising prices
Figure 39: Climate crisis concerns, by sustainability segment,
2022

• The number of consumers’ climate concerns aligns with their
sustainability efforts
Figure 40: Sustainability dedication, by climate concerns
repertoire, 2022

• Among CSR-focused consumers, two in 10 feel
environmental sustainability is the top social cause brands
should support
Figure 41: Attention to and importance of CSR initiatives, 2022
Figure 42: Important causes, 2022

• Interest in brands’ sustainability continues to be widespread
among the general population
Figure 43: Importance of brand sustainability, 2022
Figure 44: Importance of brand sustainability, 2022

• Millennials, in particular, will pay more for sustainability
Figure 45: Paying more for a sustainable brand, by
generation, 2022

• Packaging that is recyclable or made from recycled
materials are the top sustainable claims
Figure 46: Interest in environmental claims, 2022

• There’s opportunity to market repair and rental options to
younger consumers
Figure 47: Sustainable solution – Buying new alternatives, by
generation, 2022

• The majority of consumers have not yet invested in
proactive sustainable purchases, but are interested
Figure 48: Sustainable solution – Proactive purchases, 2022
Figure 49: Sustainable solution – Proactive purchases, by
generations and parental status, 2022

EXPECTATIONS FOR BRANDS’ SUSTAINABILITY EFFORTS

INTEREST IN ENVIRONMENTAL CLAIMS
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• Tackling Climate Complexity
• Food and Beverage Landscape
• Dogfish Head Brewery and Patagonia Provisions partner to

create perennial pilsner
Figure 50: Drink up to draw down, April 2022

• Fashion Retail Landscape
• Fashion retailer Toward introduced purchase cap to fight

overconsumption
Figure 51: Thoughtful, conscious purchasing with Toward,
January 2022

• H&M launched compostable baby clothing line
Figure 52: Compostable clothes for tiny fashion fans, April
2022

• Technology Landscape
• Secondhand smartphone vending machines from Swappie

• Data sources
• Consumer survey data
• Consumer qualitative research
• Abbreviations and terms
• Abbreviations
• Terms

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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