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500 CAWI interviews per country / wave

8500+ interviews worldwide, 6000+ in Europe

18-65 y.o., internet users

2 waves: 2023 & 2024



Behaviors done often or always
Waste Management and Recycling

 

80

81

63

37

78

79

58

33

Avoid food waste

Sort and recycle waste

Give objects/ clothing
a second life

Purchase second-hand
objects/ clothing

Romania Europe



Behaviors done often or always
Responsible Consumption        

 
70

65

63

63

53

51

48

47

65

60

51

50

48

45

42

39

Avoiding impulse buying

Reduce single-use plastic usage

Purchase local products

Purchase quality products,
 made with care

Purchase reusable or
biodegradable products

Purchase products without
 unnecessary packaging

Purchase products made with
organic/ natural ingredients

Purchase ethically and responsibly
produced products
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Behaviors done often or always
Energy & Transport Sustainability

 

76

63

61

56

29

74

49

55

50

35

Reduce energy consumption
(turn off lights, take short showers etc)

Improve home energy efficiency
(insulation, energy sources etc)

Limit number of airplane flights

Limit daily car use
(use public transport, walking etc)

Purchase energy from renewable sources

Romania Europe



Behaviors done often or always
Social and Ethical Responsibility

65

40

38

36

28

20

20

51

35

35

31

24

21

24

Pay attention to how companies
use their data

Purchase products from companies
who take care of the environment

Purchase products from companies
who have ethical policies

Choose employer who have
environment and/or ethical policies

Choose bank according to
nature of its investments

Supporting NGOs
(through donations, volunteering etc)

Invest in companies with positive impact
on ethical and/or environmental causes
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Familiarity with ESG

69

22

9

62

21

17

Unfamiliar

Somewhat familiar

Familiar

36

50

14
Social

Environmental

Governance

46

45

9

“ESG” term 
is…

Most 
important 
pillar is…
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Opinions on companies 
addressing ESG

68

60

51

33

30

25

63

54

51

34

32

26

Companies are still learning how to work with ESG
and still have a lot to do

Companies are talking more than doing when it
comes to ESG

Companies just say they are working on the ESG
concept to keep up with the hype and trends

Companies are addressing ESG issues by being
active in philanthropy

Companies are really committed to doing serious
ESG work

Companies are really transparent and candid in
their ESG actions
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Opinions on companies 
addressing ESG

65

62

5428

24

19

75

54

44

44

44

38

Still learning/ have a lot to
do

Talking more than doing

Just say to keep up with
the hype

Being active in
philanthropy

Really committed to doing
serious

Really transparent and
candid

Unfamiliar w/ ESG

Somewhat familiar+familiar w/ ESG



ESG influence on purchasing

Probability of buying 
products/services from a 
company involved in ESG

Importance of 
environmental issues 

when purchasing

Importance of 
social issues when 

purchasing

13 11

27 32

61 57
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Unlikely No importance Likely

7 10

23
26

70 64
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Unimportant Neither Important

7 9

25 26

68 66
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Unimportant Neither Important



57
56

49

47

34

34

33

32

31

27

44

43

32

39

28

26

28

24

24

25

Fresh fruit and vegetables

Fresh meat

Baby food

Home appliances

Hotels

Mobile phone services

Courier services

Insurance solutions

Banking services

Alcoholic beverages

ESG influence on pricing

22 50 28

Yes It depends No

24 43 33
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Willingness to pay a 
higher price for ESG 

related products

Products they would 
pay more for

.

.

.

.

.

.



Interest in ESG info

28 72

Not interested Interested
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Interest in accessing 

data about 
companies ESG 

efforts

Preferring to learn 
about companies ESG 

efforts from

34 66

51

49

37

21

45

42

31

24

Data/ reports from a third party
that audits what the company

does

Information directly from the
company with a certification from

a third party

Information directly from the
company, telling its story

Testimonials  for social programs



63

62

54

43

31

26

48

55

45

41

38

32

Raw materials used

Product recyclability

Certification on responsible
production/ supply chain

Steps to ensure product/
 packaging is recycled

Energy used in production

Energy used in transportation

Info on environmental impact

How a product should 
present its 

environmental impact

Info about products’ 
environmental impact 
they are interested in

69

35

31

29

56

33

27

34

Product label or package

QR code

Designated section of a store

Manufacturer website
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Thank you!


	Slide 1:  ESG – what’s in a name?
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14

