THE WORLD OF SUSTAINABILITY THE HARTMAN GROUP

Consumer Participation Within the World of Sustainability

Eight in ten U.S. consumers are inside the World of Sustainability. Consumer culture can be thought of as comprising multiple "worlds" of activity
centered on different topics: sustainability, health and wellness, technology, etc. Anyone who considers sustainability when making purchase decisions
inhabits this "World of Sustainability." Each world has a quick-changing, involved Core and a slow-moving, less-involved Periphery.
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majority of consumers and the
greatest opportunity. Although not as
intensely involved or committed as
Core consumers, Mid-level
consumers share some attitudinal
and behavioral characteristics with
the Core and some others with the
Periphery.
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Segmentation is based on respondent behavior regarding: animal testing, packaging, community issues, supporting companies helping the local community, recycling, and price. Base: n=1,587.

Source: Sustainability: When Personal Aspiration and Behavior Diverge report. "
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