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¬{ǳǎǘŀƛƴŀōƭŜ /ƻƴǎǳƳǇǘƛƻƴ ό{/ύ ϧ /ƻǳƴŎƛƭΩǎ ±ƛǎƛƻƴ

­/ƻǳƴŎƛƭΩǎ мst SC Study

®Way Forward
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Å Consumer Behaviour Study
Å Reporting of Environmental Sustainability by Business
Å hǾŜǊǎŜŀǎ /ƻƴǎǳƳŜǊ hǊƎŀƴƛǎŀǘƛƻƴǎΩ LƴƛǘƛŀǘƛǾŜǎ
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Our VISION

UN Definition of Sustainable 
Consumption & Production (SCP)

Key Principles

Å Improving quality of life without increasing negative 
environmental impact

ÅDecoupling economic growth from environmental degradation
ÅApplying life-cycle thinking

ÅGuarding against re-bound effect

Be the trusted voice in 
striving for consumer 

betterment towards safe & 
sustainable consumption in 

fair & just market

SCPis a holistic approach to 
minimising the negative 

environmental impacts from 
consumption & production systems 

while promoting quality of life for ALL



OVERSEAS 
CONSUMER 

ORGANISATIONS 
Initiatives

CONSUMER 
Behaviour Study 

BUSINESS
Reporting of 

Environmental 
Sustainability
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Å Desktop Research / 
Phone Interviews with 
Selected Markets

Å Awareness & Attitude
Å Current Behaviour
Å Readiness to Support

Å Gauge Degree, Quality & 
Transparency in Listed 
/ƻƳǇŀƴƛŜǎΩ wŜǇƻǊǘǎ

Sustainable Consumption StudySustainable Consumption Study



Consumer Behaviour Study

Å Awareness & Attitude 
Å Behaviour
Å Readiness
Å Sustainable Consumption Index 
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{ǘǳŘȅ ƻƴ /ƻƴǎǳƳŜǊǎΩ !ǘǘƛǘǳŘŜ & Behaviour towards SC
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Awareness & Attitude
ωConcerns over environment & 

products with adverse impact

ωUnderstanding on concept

ωConnection with related issues

ωImpact on consumption behaviour to 
environment

ωPreference on sustainable products

Behaviour
ωHabits being practiced

ωConservation

ωRecycling

Readiness

ωWillingness to pay extra for eco-
friendly products

ωMotive & commitment

Methodology 

ÅQuestionnaire 
Survey
Å1,000 telephone 

interviews 
ÅCantonese-

speaking HK 
people aged 15-64

ÅFocus Group 
Discussion

Objective 

ÅDevelop 

baseline 
picture of HK 
ŎƻƴǎǳƳŜǊǎΩ 
awareness & 
priorities

ÅUnderstand 
which aspects 
influence 
ŎƻƴǎǳƳŜǊǎΩ 
purchasing 
decisions & 
behaviour

Sustainable 
Consumption 

Index 



Consumer Awareness & Attitude
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Young& medium
age groups are more 

concerned the 
environment

Higher income 
group thought their 
consumption had 

bigger impact 
0%

10%
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38

22
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Very concerned and concerned

Concerned a Little/not concerned at all

38% Concerned 
over the Environment

39% Concerned Impact of 
their Consumption 
on the Environment
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{ǘǊƻƴƎ ŎƻƴǎǳƳŜǊǎΩ ƛƴǘǳƛǘƛǾŜ ǳƴŘŜǊǎǘŀƴŘƛƴƎ of SC
Stronger support for issues they face everyday
Less concerned with remote issues e.g. fair trade, animal welfares



Consumer Behaviour
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Higher support 
ÅPurchase/behaviour 

which bring about 
economic efficiency (e.g. 
buy energy-efficient 
appliances, 78%)
ÅCredible information
ÅSimple to execute

Lower support
ÅMore expensive 
ÅRequire behaviour/ 

lifestyle change
ÅTake more effort/ 

planning
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Behaviour 
practised more

Less practised 
for those 
require more 
efforts

Behaviour 
practised more

Less practised 
for those 
require more 
efforts

Rooms to intensify 

SC behaviour
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ά/ƻƴǎŜǊǾŀǘƛƻƴέ 
Behaviour

ÅConserve water
ÅPack uneaten food
ÅRecycle recyclable 

Older people although 
less concerned with the 

environment,          
more likely to recycle & 

pack uneaten food   
than youngerone

ά/ƻƴǎŜǊǾŀǘƛƻƴέ 
Behaviour

ÅConserve water
ÅPack uneaten food
ÅRecycle recyclable 

Older people although 
less concerned with the 

environment,          
more likely to recycle & 

pack uneaten food   
than youngerone
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JBenefits & 

Effectiveness

KConvenience to 

support actions 

Need Help to Convert 

Belief
into Action
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2/3 
Respondents 
keen to know 
more about 

product hidden 
attributes

2/3 
Respondents 
keen to know 
more about 

product hidden 
attributes



Consumer Readiness
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75% Large Majority

prepared to pay price 
premium for more 
sustainable products

ü Most true for consumers 

earning >$20,000

ü Least true for older & 

retired consumers
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