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O N e counciL
UN Definitionof Sustainable
Consumption & Production§CP)
minimisingthe negative

environmental impacts from
consumption & production systems

while promoting quality of life forALL

SCRs a holistic approach to

KeyPrinciples

A Improving qualityof life without increasingnegative
environmentalimpact
A Decouplingeconomic growth fromenvironmental degradation

K A Applyinglife-cycle thinking -/

A Guardingagainstre-bound effect

Our VISION
'\

Be the trusted voice in
striving for consumer
betterment towards safe &
sustainable consumption in

fair & just market
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Sustainable Consumption Study
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BUSINESS OVERSEAS
CONSUMER Reporting of CONSUMER
Behaviour Study Environmental ORGANISATIONS
Sustainability Initiatives
A Awarenesst Attitude A GaugeDegree Quality & A Desktop Research /
A Current Behaviour Transparencyn Listed Phone Interviewswith
A Readinesso Support I 2YLI yASaQ wS L2 Ndesdted Markets
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ConsumeiBehaviour Study

Awareness & Attitude
Behaviour

Readiness
SustainableConsumptionindex
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Objective ~ Methodology
A Questionnaire
baseline Survey
picture of HK A 1,000 telephone
02y adzy S NA ggﬁgmz
awareness

A Develop

nals speakingHK

priorities people aged.5-64
A Understand A FocusGroup

which aspects Discussion
influence
O2y adzY SNHEQ
purchasing
decisions &
behaviour
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Awareness & Attitude

w Concerns over environment &
products with adverse impact

w Understanding on concept
w Connection with related issues

w Impact on consumption behaviour to
environment

w Preference on sustainable products
Behaviour

w Habits being practiced

w Conservation

w Recycling

Sustainable
Consumption
Index

Readiness

w Willingness to pay extra for eco i
friendly products

w Motive & commitment
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Consumer Awareness & Attitude
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38% Concerned 39% Concerned Impact o
over the Environment  their Consumption

Young& medium on the Environment

40%
age groups are more
concerned the
environment

30% -

. . 20% -
Higher income

group thought their .
consumption had
bigger impact

0% -

m Very concerned and concerned
m Concerned a Little/not concerned at all




Do you think that "Sustainable Consumption® is related to the following issues?

{ONRPY3I O2yadzYSNERQ & gdidzAa GABS d N.A
Strongersupport for issues theyace everyday
Lessconcernedwith remote issues e.g. fair trade, anlma\lrelfare

Waste reduction

75%

Air quality

i = : - 3 : 30,{0
* Climate change

o
64% Sustainable use of
biological resources
Waste recycling 635
72%
() "" -
N2,
]
Farm animals
be provided
adequate space
Renewable
energy
Avoid pollution : Excessive
in production consumption

Fair wages in
preducing countries

Energy

conservation Protection of

endangered species

70% ST % T

Sea water quality

60%
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Consumer Behaviour
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Highersupport

A Purchase/behaviour
which bring about
economic efficiencyd.g.
buy energy-efficient
appliances, 78%)

A Credibleinformation

A Simple to execute

Lower support

A More expensive

A Requirebehaviour/
lifestyle change

A Take moreeffort/
planning
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Behaviour
practised more

Less practised
for those

requiremore  —
efforts

Roomsto intensify
SChehaviour
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Behaviour

AConserve water
APack uneaten food.
ARecycle recyclable

Older peoplealthough
less concerned with the
environment,
more likely to recycle &
pack uneaten food
than youngerone
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J Benefits &
Effectiveness

K Convenience to
support actions

~—t

Need Help to Conver
Belief
into Action
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m CONSUMER COUNCIL How much are you concerned about product information
on the following?

Highly concerned (over 60%)

Pollution from the production
process causes eco-system damage

Durability of the product

Product pollutes the environment

2/3 when in use

Offer of maintenance plan to extend

Respondents product life

Excessive consumption of energy and

keen to knOW resources during theFF)Droduction process
more about = é ‘"|' """"" I- """"" ;“';{"'""“"""“""'"_"““““““““““T """"""

. ruelty to animals in research an
product hidden testing process
attributes Whether the product or

its materials are recyclable

Whether product is

excessively packaged 44
Frequent product updates making the 44
old product obsolete
0% 20% 40% 60% 86% 100%

Bl Very concemed / concermed [l Neutral [l Concemed a little / not concerned at all

Remarks: The sum of the percentages may not equal to 100 due to rounding
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Consumer Readiness
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/5% Large Majority

preparedto pay price
premium for more
sustainable products

I Most true for consumers
earning>$20,000

i Leasttrue for older &
retired consumers




