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Our Purpose:  Helping to redefine what it means to be in business today.
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Our Clients
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• Trust & Expectations

• Ethical Consumerism

• Purpose

• Aspirationals

• Consumer Engagement and Ethical Marketing

• Implications: Collaboration

Agenda
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Trust
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National governments, global companies, press 

/ media are the least trusted institutions globally
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Implications of low trust

52

41

“Large Companies Pay Their Fair Share of Taxes in 

Our Country” Agree (1+2), Average of 16 Countries,* 

2009–2015
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Growing support for regulations on business 
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Mind the Gap: 

Expectations vs Performance
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The global public holds companies responsible for 
fulfilling operational and societal responsibilities
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Large but shrinking gap between public expectations 
for CSR and perceived CSR performance
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Ethical Consumerism 
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Not enough attention paid to demand-side
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Consumers – especially those in emerging markets –
feel increasingly empowered to make a difference in 
how responsibly companies behave
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Globally, ‘ethical consumerism’ is now at its 
highest level since tracking began in 1999
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But Consumers are stuck
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Consumer Behavior is Stuck:

Greendex: Overall Scores, Trends 2008-2014
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Purpose
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The thick trust equation

COMPETENCY  +  HUMAN  +  PURPOSE =  TRUST

(what you do)              (how you do it)    (why you do it)
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In its simplest form, purpose is about marrying 
business value with societal value

Your 

Business 

Solutions

How You 

Make The 

World Better

Purpose
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Two thirds of consumers value purpose

65%

of CONSUMERS 

globally try to 

support brands 

that are 

purposeful

67%

of CONSUMERS

in Asia try to 

support brands 

that are 

purposeful
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What drives trust?

• Creating jobs

• Providing high quality products at a 

fair price

• Being environmentally friendly

• Treating employees well

• Supporting charities and good 

causes

• Being open and honest

• Being innovative

• Having a corporate purpose 
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Purpose drives trust
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Top 5 purposeful brands

*No company receives more than 6% mentions in any region
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A majority of people globally are unable to 
name a company that has strong purpose

of people in Asia are 

UNABLE to name a 

company with a strong 

purpose

49%

of people globally are 

UNABLE to name a 

company with a strong 

purpose

55%
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Meet the Aspirationals
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A BRIEF HISTORY OF SUSTAINABILITY 

MARKET RESEARCH  
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The Tyranny of ‘OR’
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The Opportunity: the Aspirational Consumer

Happiness  beyond stuff

Love to shop

Consume less
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A Purposeful Consumer segment
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Aspirationals are everywhere, but are particularly 
prominent in the emerging markets
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Consumerism and Fair Trade

IDEAS - APPLIED

Ways of Engaging Consumers
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Ethical Consumerism requires Better Marketing

• Segmentation is Key: ethical consumerism 

and sustainability traditionally target - and 

preach to the converted:

• Advocates – rewarding and 

punishing brands

• and Practicals – recycling, 

discounts
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Ethical Consumerism requires Better Marketing

• These groups are not growing 

and are not the future (mostly 

baby boomers – born 1950-70)

• Aspirational consumers are the 

largest and growing group 

• This group loves to shop, and 

consists for a large deal of 

Millennial's (born 1980-2000)

• Especially in Asia – this is the 

group to target. Increasingly, 

companies are doing this
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Segments and Values – Drivers and Behavior

Aspirationals 

(39%)

Practicals

(25%)

Advocates

(26%)

Indifferents

(10%)

Key

motivator
Style

65% care a lot about 

how they look 

Product 

efficacy 

Responsibility

and guilt
Convenience 

Core 

Value

Product 

efficacy

82% would buy more 

sustainable products 

if they performed 

comparable to 

and/or better than 

their usual brand 

Credibility, 

proof 

It’s worth 

paying for 
Individualism 

Signature 

behavior
Shopping

70% say “shopping 

for new things 

makes me happy” 

Recycling 

Rewarding 

and punishing 

brands based 

on practices 

Skepticism 

Important 

lever

Community

of peers

53% would buy more 

sustainable products 

if this connected 

them to a 

community of peers 

with shared values

Rewards, 

promotions 

Knowledge of 

positive 

impact 

Word of mouth 
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There is a growing market for ethical products, but this market is mostly reviewed 

from a supply side rather than a demand perspective

Most consumers are followers, not leaders

Empower change-agent leaders through collaboration

Education is not enough on its own, and civil society can’t do it all

Resist price premiums: ethical consumers should not be responsible for 

compensating perverse subsidies / partial-costing 

Change the rules of engagement from less to more, from sacrifice to success

So?
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Implications / Recommendations 

Conduct Market Research and use Marketing – similar to successful companies

Treat the ethical consumer as any other consumer

 Segmentation

 Messaging

 Medium / channels – leverage digital and mobile

Follow successful brands – copy what is relevant

 Engagement

 Something to believe in, to belong to

 Platform for action

Partnerships

 Companies have the scale and money for successful marketing

 NGO’s and ethical organization have the trust of the public

 Collaboration is a Win-Win



43

Destination, not the Journey


