
SUSTAINABILITY 
MARKETING
How to amplify your brand’s commitment



iSustainability Marketing © 2023 Informa    nutritionbusinessjournal.com

Table of Contents

Contents

Executive overview.................................................................................1

Make your sustainability message resonate.........................................2
Step by step................................................................................................................................................2

Reasons consumers bought new brands for the first time....................................................................................................................2

Sustainability is more important to younger shoppers..........................................................................................................................3

As younger generations shop, social media is becoming more relevant to product discovery.........................................................4

Where consumers see information on CPG brands................................................................................................................................5

Where consumers learned about a brand’s sustainability efforts.........................................................................................................6

Top sources where natural channel shoppers learned about a brand’s sustainability efforts...........................................................7

Consumers are following more brands on social media........................................................................................................................8

Natural channel shopper report greater trust in sustainability claims.................................................................................................9

Consumer trust in sustainability certifications and claims/statements, by generation.......................................................................9

Millennial and Gen X consumers do more research than other groups............................................................................................10

More natural channel shoppers take at least three steps a week to learn about something they saw online............................10

Social media as a source of sustainability information increases with each younger generation..................................................11

Consumers’ primary source of information about brands, by generation .......................................................................................11

Getting it right......................................................................................12
How to tell your best sustainability story............................................................................................12

Appendix...............................................................................................14
Consumers’ primary source of information about brands...................................................................................................................14

Natural channel shoppers versus total consumers in willingness to pay more for sustainable products, scale 1 – 5...................15

Natural channel shoppers versus total consumers in willingness to pay more for sustainable products, top 2 box....................15

Consumers, across generations use social media at least daily ..........................................................................................................16

How often consumers see social media communications from smaller grocery brands/products .................................................17

How often consumers fully read/digest social media communications from smaller grocery brands/products...........................17

Where consumers would start when investigating social media claims from smaller grocery brands/products..........................18

Nearly 50% of consumers bought 2-5 new brands in the last 12 months.........................................................................................19

Consumers’ primary source of information about brands they purchased for the first time..........................................................19

93% of consumers who purchased from new brands in the past 12 months are still buying them..............................................20

Natural channel shopper trust in sustainability certifications and claims/statements......................................................................21

Consumer level of trust in claims/statements and certifications.........................................................................................................21



iiSustainability Marketing © 2023 Informa    nutritionbusinessjournal.com

Table of Contents

Acknowledgments and definitions......................................................22
Acknowledgments...................................................................................................................................22

Research methodology...........................................................................................................................22

Copyright..................................................................................................................................................22

COVER: BLACK SALMON/SHUTTERSTOCK.COM


	Executive overview
	Make your sustainability message resonate
	Step by step
	Reasons consumers bought new brands for the first time
	Sustainability is more important to younger shoppers
	As younger generations shop, social media is becoming more relevant to product discovery
	Where consumers see information on CPG brands
	Where consumers learned about a brand’s sustainability efforts
	Top sources where natural channel shoppers learned about a brand’s sustainability efforts
	Consumers are following more brands on social media
	Natural channel shopper report greater trust in sustainability claims
	Consumer trust in sustainability certifications and claims/statements, by generation
	Millennial and Gen X consumers do more research than other groups
	More natural channel shoppers take at least three steps a week to learn about something they saw online
	Social media as a source of sustainability information increases with each younger generation
	Consumers’ primary source of information about brands, by generation 

	Getting it right
	How to tell your best sustainability story

	Appendix
	Consumers’ primary source of information about brands
	Natural channel shoppers versus total consumers in willingness to pay more for sustainable products, scale 1 – 5
	Natural channel shoppers versus total consumers in willingness to pay more for sustainable products, top 2 box
	Consumers, across generations use social media at least daily 
	How often consumers see social media communications from smaller grocery brands/products 
	How often consumers fully read/digest social media communications from smaller grocery brands/products
	Where consumers would start when investigating social media claims from smaller grocery brands/products
	Nearly 50% of consumers bought 2-5 new brands in the last 12 months
	Consumers’ primary source of information about brands they purchased for the first time
	93% of consumers who purchased from new brands in the past 12 months are still buying them
	Natural channel shopper trust in sustainability certifications and claims/statements
	Consumer level of trust in claims/statements and certifications

	Acknowledgments and definitions
	Acknowledgments
	Research methodology
	Copyright


