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Sustainable Consumption (SC) Definition and The Council’s Tracking Studies

Definition of sustainable A

COI‘ISl:ImptIOI‘I and Productlf)n * First of its kind in Hong Kong
according to The United Nations i : g
* Uniquely designed to track consumers

awareness and behaviour

The use of services and
related products, which
respond to basic needs and
bring a better quality of life
while minimizing the use of
natural resources and toxic
materials as well as the
emissions of waste and
pollutants over the life cycle
of the service or product so
as not to jeopardize the
needs of future generations.

“Sustainable Consumption for
a Better Future”
— Aware but inadequate

actions

“Embracing Sustainable
Consumption for a Happy Life”
— Marginal behavioural
improvement but downward
trend in certain recycling
behaviours

. The current study



https://www.consumer.org.hk/en/advocacy/study-report/20210617

Study Objectives

Collect information on consumers’ awareness, attitudes,
behaviours and readiness towards SC

Review changes in the above areas since the Baseline Survey

Identify key drivers and hurdles for different segments of
consumers to pursue SC behaviours

Formulate recommendations on government policies, business
4 practices and consumer education direction to promote SC at
consumer and business levels

5 Encourage stakeholder discussions and collaboration to educate
consumers to adopt SC practices



Methodology

Consumer Research (Oct — Nov 2025)

Consumer Survey:
n=1,007 respondents; face-to-face interviews via street
intercept interviews

Focus Group:
n=30 participants; 6 face-to-face focus group discussion
sessions with 5 respondents per group

Trader Research (Apr — May 2026)

Collected information about procurement and sales
strategies of sizeable local supermarket and personal care
chains for products with SC claims

s N

# Including major supermarket chains, personal care retailers and e-commerce platform.

Desktop Research

Reviewed major SC trends, as well as policies and
initiatives in the global arena

* Reviewed Hong Kong's policies and initiatives

relating to SC

Reviewed policies and initiatives relating to SC in

selected jurisdictions

Post-Study Stakeholder Engagement

Sought views from key stakeholders:

(i) Government/public bodies/utility companies

(ii) trade associations from commerce, supplies, electronic
appliances, eateries, property management

(iii) sizeable business groups

(iv) green groups/non-profit organisations

(v) post-secondary academic institutions



Sustainable Consumption Trend




Major Policies in Hong Kong between 2021-2025

The Blueprint for the
Sustainable Development of
Agriculture and Fisheries
To promote the sustainable
development of the local
agriculture and fisheries
industries and enhance the
quantity, quality and value of

Clean Air Plan for Hong Kong 2035
To lead Hong Kong to become a
liveable city with air quality on par
with major international cities by
2035 and to fully meet the ultimate
targets under the Air Quality
Guidelines of the World Health

—
-
D
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Green Transformation
Roadmap of Public Buses and
Taxis
To lead the green
transformation of public buses
and taxis in the most cost-
effective manner step by step,
and to achieve zero vehicular

Sustainable Finance
Action Agenda
To further consolidate Hong
Kong's position as the
sustainable finance hub in the
region and support the
sustainable development of
Asia and beyond.

St local agricultural and fisheries June Nov emissions and attain carbon Dec
products. 2024 neutrality before 2050. 2025
June Dec S Oct Dec
2021 2023 2024 2024

Hong Kong’s Climate

The Strategy of Hydrogen Development in

Action Plan on Green Maritime Hong Kong Biodiversity

Action Plan 2050
To outline the four major
decarbonisation strategies that
would lead Hong Kong towards
the goal of carbon neutrality
before 2050.

Hong Kong
To set out the four major strategies that

would enable Hong Kong to grasp the
opportunities arising from the future
development of hydrogen energy
production and application technologies
when time is right, expediting the low-

Strategy and Action Plan 2035
To outline the strategies and
prioritise actions that Hong
Kong will adopt over the next
decade to conserve
biodiversity and support
sustainable development.

Fuel Bunkering
To promote the development of
Hong Kong into a high-quality
green maritime fuel bunkering
centre.

carbon transformation in Hong Kong.



Policy Directions from the First Five-Year Plan and 2026 Policy Address

01 Accelerating the Low-Carbon Transition

e Increase the share of zero-carbon electricity from around 25% to
60-70% by 2035, while phasing out coal-fired electricity generation
and improving energy security and price stability.

e Strengthen energy efficiency standards and promote green
retrofits, targeting a 30-40% reduction in commercial building
electricity consumption and 20-30% reduction in residential
buildings by 2050.

03 Strengthening the Circular Economy

e Pursue the goal of "Zero Landfill" by 2035, expand waste-to-energy
facilities, and promote waste-to-resource transformation.

e Expand Producer Responsibility Schemes and develop high-value
recycling industries to encourage resource efficiency and reduce
dependence on virgin materials.

Source:

02 Promoting Sustainable Mobility

e Continue expanding EV adoption and charging infrastructure,
with over 180,000 EVs currently in use and EVs accounting for
more than 70% of newly registered private cars.

e Advance vehicle electrification, hydrogen applications, and smart
green mass transit systems to facilitate lower-carbon travel
choices.

04 Enhancing Recycling Convenience and Participation

e Upgrade GREEN@COMMUNITY facilities into 24-hour smart
recycling centers and expand smart recycling bins from about 140
to 3,000 starting in mid-2027.

* Increase food-waste recycling capacity, with food-waste collection
rising from 130 tonnes/day in 2021 to 400 tonnes/day in 2026,
alongside wider deployment of food-waste recycling bins.

The First Five-Year Plan (2026-2030), Chapter 25 "Build a Green and Liveable City", paras. 5.62-5.65; Chief Executive's 2026 Policy Address, Section (K) "Build a Green and Liveable City", paras. 401-412



Global Trend and Local Development in Sustainable Consumption

I. Carbon Neutrality & Il. Product Desigh & lll. Waste
Energy Conservation Information Management
1. Carbon neutrality/
net-zero commitments = ada 1. Circular L
by 2050-2060 = Economy . Zero Waste

2. Transition to renewable/
new energy

2. Control on
Single-Use Plastics ﬁi

=~ 2. Product
Information

Y OV
3. Green transport & ‘“f,:

& electric vehicles (EV) M
3. Sustainable

4. Green buildings ( Packaging

3. Food Waste
Prevention




@Carbon Neutrality & Energy Conservation — Local Policy Direction

HER
$H

NN
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* jPark: waste-to-
energy facility

* Landfill gas
utilisation

* Energy efficiency
registration
scheme for
buildings

Policy Framework
(Examples)

Hong Kong’s Climate

Action Plan 2050 (2021)

Hong Kong Roadmap on

Popularisation of Electric

Vehicles (2021)

The Strategy of Hydrogen

Development in Hong

Kong (2024)

Green Transformation

Roadmap of Public Buses

and Taxis (2024)

Buildings Energy
Efficiency (Amendment)
Ordinance 2025

Hong Kong Roadmap on
Popularisation of Electric
Vehicles (updated
version) (2026)

EV-charging at Home
Subsidy Scheme

Fast Charger Incentive
Scheme

New Energy Transport
Fund

Pilot Scheme for Electric
Public Light Buses

Green and sustainable
finance grant scheme
Green and sustainable
fintech proof-of-concept
funding support scheme

Photo source: Environmental Protection Department (EPD)



Energy Consumption in Hong Kong by Sector

Total Energy Consumption by Sector

300,000
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100,000

50,000
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B Commercial M Transport M Residential M Industrial

Source: Electrical and Mechanical Services Department (EMSD)

2023

Top 3 Commercial Energy Consumption Usages

B Air conditioning Cooking Lighting

Remark: Top 3 usages according to 2023, excluding others

B12% 19y 12y 12%

10% 11% 11% 10%

D 5% 674 b2 D 5% D 5% DA%

2014y 7:2015: 201Be0 01 78,2018, 2019 2020520282022

10%
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@Stable Domestic Water Consumption in Hong Kong

Domestic Per Capita Consumption

(litres/day)
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Source: Water Supplies Department (WSD)
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Product Design & Information — Local Policy Direction

Voluntary Scheme for Phasing Out Personal Care and Cosmetic
Products Containing Microbeads (2021)

Expansion of Mandatory Energy Efficiency Labelling Scheme (MEELS)
(2024)

LED lamps
Gas cookers
Gas instantaneous water heaters

Packaging Reduction Charter (2025)

Encourage businesses to commit to sustainable packaging practices
and reduce packaging waste.
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Photo source: EPD
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Photo source: EPD
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Annual Energy Corsutmbon VhiCooling)
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Refrigerant 848 R410A
Room Air Conditioner QWG
Br:

Reference Number / Year 8!‘!! #:| U2-Ct 23 2020
Information Provider WHRHH

e T2 ) EMSD

Photo source: EMSD
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Inadequate Warranty Services for Electrical/Electronic Products

Findings from the Council’s surveys

CHOICE #595 issue (May 2026
Inverter split-type air conditioner warranty: : -
e 1-3 years warranty for all 13 samples ; : : @ ==
* Nearly half (6/13) provide 1-year warranty . ' : ' - e d
* 2 samples offer no warranty extension plan

CHOICE #569 issue (March 2024)

Mobile phone warranty:
* All 9 samples offer only 1-year warranty
* 4 samples have no warranty extension plan

Earbud warranty:
1-3 years warranty for all 11 samples
Majority (8/11) offer 1-year warranty only
Only 1 sample provides a warranty
extension plan

Photo source: CHOICE Magazine
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Waste Management — Local Policy Direction

Ejﬁ WHES BRI (AR )

FOOOWASTE

Tl EeEsETe

Smart Recycling with Great Rewards

* Expansion of

General Waste GREEN@COMMUNITY network
* Waste Reduction and Recycling
p EEOME - @ Charter (2024)
D * Packaging Reduction Charter
- = (2025)

Policy FrameworK
(Examples)

Enhanced Plastic Shopping Bag
Charging Scheme (2022)
Product Eco-responsibility
(Amendment) Bill 2023
Producer Responsibility Schem

 Self-pickup Store On-site
Recycling Project (2026)

on Glass Beverage Containers Pl : EE
astic Waste
Food Waste (2023} /%
> Enhanced Producer (“,“wmowwm“’
Responsibility Scheme on Waste * “Bring Your Own L=
Trial Scheme on Food Wastée Electrical and Electronic Containers (BYOC) 3 '
Collection in Public Rental i?;’:;:;“:ﬁ‘i?yc"ng " Eateries” Scheme
H.ousmg Estates (2022) Proper Disposal of Products (2023)
Pilot Scheme on Food Waste (Miscellaneous Amendments) Bill * Ban on Single-Use
Smart Recycling Bins in Private i 2025' . Plastic Items (2024)
Housing Estates (2023) > The Five-Year Waste Reduction

and Recycling Plan (starting i

Food Waste Recycling Trial
Scheme for Street-level Shops
(2026)

026-27)

Photo source: EPD
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Expansion in Recycling Facilities in Hong Kong

Green@Community
2021 2024 2025#

Recycling Stations 11 12 12

Recycling Stores 22 82 82

Recycling Spots >100 ~380 ~590

Visitors *3.8 millions 12.9 millions 15.7 millions
Recyclables | 4\ 100tonnes | 42,100tonnes | 47,500 tonnes
collected

*3.8 million visitors refer to Recycling Stations and Recycling Stores only. @ & B [ U 4%

#2025 are preliminary figures Bz, RECYCLING BIN

Kerbside Recycling Bin
2020 2025

No. of bins 1,800 820

Smart Food Waste Recycling Programme
(Public and Private Housing Estates)

More than 140 sets of

2022 2024 2025 smart recycling bins in
the city (residential
No. of bins 48 1,217 1,553 premises, shopping

malls, government
venues, universities &

hotels, etc.)
Source: Hong Kong Waste Reduction Website
Photo source: Hong Kong Waste Reduction Website, EEB website




Increasing Online Shopping in Hong Kong

Online retail sales P 74%
40,000 (2025 vs 2020) 12.0%
35 000 34,561 35,785
: i 10.0%
30,000
= 8.0%
IS 25,000
"E 20,000 s
V)
~
T 15,000
4.0%
10,000
2.0%
5,000
L 0.0%
2020 2021 2022 2023 2024 2025
mmm \/alue of online retail sales =0—95 share of total retail sales

Remarks:
* Source: Census and Statistics Department
* Measure the sales receipts of local retail companies, excluding spending outside Hong Kong by Hong Kong residents and services such as catering, financial

services and entertainment etc.



E-Commerce Packaging Initiatives in Chinese Mainland and Hong Kong

Chinese Mainland

With effect from 1 July 2026, the “Requirements of restricting
excessive packaging in express delivery” (PRElRIEBE B E
>K) set clear standards on the packaging layers to be a maximum

of 2 and 4 for non-fragile and fragile items respectively.

Hong Kong

EPD launched the “Practical Guides on Packaging Reduction and
Management for E-commerce Sector” in May 2022 to provide
practical tips to tackle excessive packaging waste.

Photo source: Al-generated images. 17



Consumer Research




Awareness
and
Attitude

Behaviour
and

Readiness

Product Information

Purchasing
Behaviour

Agree with buying...

Appliances with Grade 1
Energy Label

Water-efficient products

Organic food etc.

2025 Sustainable Consumption Index (SCI)*:

Concerned about...
Product lifespan
Cruelty to animals

Excessive packaging
etc.

Conservation
Behaviour

Carry out...

Reduce use of air conditioners

Turn off electrical appliances when Glass

not in use

Save water at home etc.

Energy Conservation
Agree with ...

Energy conservation
at home is beneficial
to the environment

Energy conservation
athome s easy to
achieve

Give priority to
purchasing energy-
saving/ LED bulbs

Recycling
Behaviour

Motivation

Recycling frequency of... Willingness to...

Food waste Pay extra for SC products

Purchase products /
services from company
that embrace
environmental protection

Paper etc.

*The SCl is constructed to combine responses from individual respondents of the consumer survey into a set of figures that can be tracked over time.

Waste Separation

Agree with ...

Waste separation at
home is beneficial to
the environment

Woaste separation at
home is easy to
achieve

Willing to commit more
if...

Government commits more
Retailers commit more

in line with my lifestyle etc.

19




2025 Sustainable Consumption Index (SCI)*:
Energy Conservation leads Awareness, while Recycling Behaviour remains a key challenge

Product 3 Energy . | Waste

Awareness ,
Information 4 Conservation 2 Separation

and Attitude

/9 g £ 75

. 77 (2020 . 75 (2020 . 77 (2020)

® 74 015 o 72 (2015) ® 73 (o015

/2

Behaviour and

63

Conservation
Behaviour

79 63 ® 60 2020

Readiness J
— Purchasing ® /7 @00 - 79
® /4 i ) Recyclin
71 (2020 Behaviour ik Loy Bethiofr $ 6] cois Support
® 67/ (2015)
Motivation
Consumers’ Behaviour 69 (2015) ® 76 (2020) s i 2015} o 77 (2020)
e 63 (2020) Willingness to Pay /.8 (2015)
Consumers’ Readiness 65 (2015)
® 69 (015 o ® /3 (2015
® (2015) 20

*The SCl is constructed to combine responses from individual respondents of the consumer survey into a set of figures that can be tracked over time.



W Always

Usually

Sometimes

Seldom

M Never

Recyclables Prep Frequency

oo )
51% 23%
19%
26%
27% 2%
(]

14%

Will wash  |Will separate the
ecyclables | recyclable and

before non-recyclable
recycling parts
3k

*: New recycling behaviour measured in 2025 SCI

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

Higher Recycling for Plastic and Metal; Lower for Glass and Paper

Food waste and recyclables/ non-recyclable separation were new recycling practices measured with weak frequency.

Recycling Frequency

Recycling Frequency (General)

(Less Frequent Disposal Items)
1% A 50% 47% N 27%) 21% 18% W /" 53% 47%\  35% 15% 12%
] 3% T 1% A4 ” 30 1
A\ 15% A4l 12% \ 4 10% 13% °
22%
22%
21% ’
A A 27%
[v)
A S 29%
26% 28%
36%
21% 27%
25% 32% 26% 21% 35%
26%
/% 13% 38% 38%
14% o o
14% =06 s 28% 8%
9% 19% 16%
0,
. = = ) : () |
& [ & |&| 4 | % s B | A& Y% B8
Plastic Paper Metal Food Beverage | Glass Regulated Clothes |Small home E_nergy-lb Rechargeable
/Aluminum canfpwaste |  cartons electrical appliancessavmgdu S batteries
equipment
("WEEE") fluorescent
tubes
\& N % . , Y,

Note: Ranked in descending order according to the Top 2 box scores A Increase / W Decrease significantly against the last wave at 95% confidence level

21



Matrix of Awareness & Attitude vs Behaviour & Readiness

Awareness and Attitude Index

Low

The Accidental Greens
(High Behaviour / Low Awareness)
These people are sustainable by habit or

High necessity.
%
(0]
The Drifters
(Mid Behaviour / Low Awareness)
They do just enough to get by, but they are
| largely disconnected from the "why." They are at
Mid risk of sliding into the "Outsider" category

9%

The Excluded
(Low Behaviour / Low Awareness)
They are distant due to socio-economics.

Behaviour and Readiness Index

Low

20%

Mid

The Practicalists
(High Behaviour / Mid Awareness)
They act sustainably because it’s efficient or
saves money.

10%

The Occasionalists
(Mid Behaviour / Mid Awareness)
The "average" group.

14%

High

The Evangelists
(High Behaviour / High Awareness)
They are your super-users.

20%

The Aspirants
(Mid Behaviour / High Awareness)
They want to be green but find it too expensive
or inconvenient.

11%

The Skeptics
(Low Behaviour / High Awareness)

They have all the information and the "right"
awareness, but they are choosing not to act. This
often suggests they disagree with the direction or]

feel the system is rigged against them.

2%

The Hesitants
(Low Behaviour / Mid Awareness)
They have a baseline understanding that
something is important, but they are stuck at
the starting line.

10%

*PMEB = Professionals, Managers, Executives and Businesspeople

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

High Action

* Middle aged
* Well educated
* Senior position
* Highincome

Low Action

* Youngest & Oldest
aged

* Less well educated

* Lower position

* Low/Midincome



Increased Sustainable Consumption Awareness and Understanding

Consumption Impact
on Environment

il

5% 41% 18%
A 39(y (Yr 2020: 28/7
| Yr 2015: 39/)
. Top 2 Boxes W Very big impact Quite big impact Average A little impact ~ ®m No impact at all
. 0 ‘ . .
X Sustainable Consumption
[/
,- Understanding
A 30 41% 23%
A 3 1(y (Yr 2020: 18/Y
E Yr 2015: 23/)
. Top 2 Boxes -
B Fully understand Quite understand Average Not quite understand  ® Not understand at all

Note: The figures displayed in grey font and enclosed in brackets refer to data from the 2020 and 2015 study.

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)
A Increase / Wbecrease significantly against the last wave at 95% confidence level

%
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Higher Concern on Fundamental Ideas of Sustainable Consumption

. . . Top 2 Boxes
Ranked in descending order according to the Top 2 box scores
a8 2025 2020
ToWest amongstthe D 1. 1o oo [ e M
tyoungest (1524 y.0. Product lifespan | 54% 12% 1% 87% A 163%
] ]
| ‘ ) 1
' :_ig:est (ajmon_gst Product pollutes the ; . . . N b
E '(%:ir,j g‘:gztgn environment when in use 51% 13% 2%~ 85% E e
] H ]
' Cruelty to animals in research | » . ; m E
E and testing process 51% 15% 2% 83% A : 64%
| : |
E Pollution from the production ) . J - E
\____process causes eco-system damage GG . L N e R
Product's raw materials come from 49 370 199 1 0
sustainable and renewable sources il o 0 o r 50% A
Whether the product or its .y 39% 399 13% 1' LT W 579
materials are recyclable 4 ° ° ° = 4 S
D a e R S i T ettt -
| Frequent product updates leading | .
] b [0) 0, 0] 0 o Oo
' to unnecessary replacement £ £ Ll l 47% EBZ/ A
] ; ]
] . ]
] j
: Whether progifict s e 30% 46% 17% 2% 35% ¥ 155% A
H excessively packaged | '
m Very concerned Concerned Neutral Concerned only a little ® Not concerned at all

*Percentages may not sum to 100% due to rounding

Note:
The figures displayed in grey font and enclosed in brackets refer to data from the 2020 and 2015 study.
- denotes less than 0.5%

A Increase / W Decrease significantly against the last wave at 95% confidence level

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

2015

NA

67%

59%

67%

NA

53%

44

44%

24



Positive Attitude towards Energy Conservation & Waste Separation at Home

Top 2 Boxes
@ Energy conservation at home... 2025 2020 2015
\Y W Strongly agree Agree Neutral Disagree MW Strongly disagree
is beneficial to the environment 8% - N% A 8%A  72%
{%@j Waste separation at home...
is beneficial to the environment 10% - 90% A 80%A  70%
| have confidence in the . . . 46 il ™
effectiveness of Hong Kong's 0% L l .
recycling system
is easy to achieve 33% 12% | \6\ 55% 55% NA

Why easy to achieve (n=553) '
Recycling facilities are close to home: 88% 9

GREEN@COMMUNITY/Recycling Stores/Spots are nearby:  48%

Supporting facilities provided by building/estate mgt: 41%
It is easy to do, just sort while throwing away 67%
garbage:

Have time to separate waste at home: 57%

Note:

The figures displayed in grey font and enclosed in brackets refer to data from the 2020 and 2015 study.
- denotes less than 0.5% Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

Why difficult to achieve (N=H7)

Home is too small, no space: 83%
Lazy:
4 74%
Waste separation is troublesome:
Cleaning containers is troublesome: 43%
39%
Food waste separation/storage creates 399,

odour and attracts pests:

A Increase / vDecrease significantly against the last wave at 95% confidence level

25



Conservation and Waste Reduction Frequency Declined as Effort Increases

Ranked in descending order according to the Top 2 box scores

Lowest
amongst the
youngest
group 15-24
years old

Lowest
amongst the
youngest
group 15-24
years old

Note:

The figures displayed in grey font and enclosed in brackets refer to data from the 2020 and 2015 study.

Use washing machines only if
there are enough clothes

Try to save water at home

/

Pack leftover food?
instead of throwing away§

4%1%:

11% 1%

14%  3%-
16% 6% |-

--------------------------------------------------------------------------------------------------------------

Try to bring your own containers§

- e a0 > > > > > > > = - - - - - - -

P o o ——————,

Seldom M Never

- denotes less than 0.5%

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

Sometimes

Reduce the use of air conditioners§
as much as possible/

No opinion

Top 2 Boxes
2025 2020
\
95% A | 80%
!
]
88% A ! 78%
i
i
83% A | 64%
i
i
78% 1 74% A
/
i
56% | ! NA
_______ i)
56% NA
------- -‘l
55% | 1 43%V
!
(]
53% E NA
]

A Increase / Wbecrease significantly against the last wave at 95% confidence level

2015

NA

75%

NA

61%

NA

NA

58%

NA

26



Behavioural Changes Post-Pandemic

eDine-in
Pre- _ * Physical
pandemic shopping of
groceries

Source: Qualitative consumer research (focus group discussion)

e Shift to
takeaway

e Concerns over
hygiene & safety

Pandemic

¢ Shift to online
shopping

* Takeaway
becomes a habit
Post- e Established
pandemic hygiene habits

¢ Online shopping
soars

27



Willing to Pay More but Perceived Insufficient Sustainable Products

High Willingness to Pay More for Sustainable
Products

11%
94% sy

respondents would
be willing to pay
extra price

®

(Yr2020:33%)

(Yr2020:33%)

Cannot accept if
5% 10% 20% 50% M higher price than
general products

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

Why Always / Usually (N=402)

Environmental protection: 61%

Waste reduction: 56%
Energy conservation: 50%

Why Sometimes / Seldom /
Never (N=605)

Too expensive: 58%

Not enough information: 47%

Not suit personal needs: 42%

M Always

Sustainable Consumption
Purchase Frequency

N 4% |

oN

1%

Seldom M Never

Sustainable Consumption
Product Availability

— W o Y A—

Top 2 Boxe
24%
47%
76%
26%
I

W Very sufficient Sufficient Average

Not enough M Not enough at all



Gap between Perceived and Actual Knowledge of Eco-Labelling

Eco-Label Awareness Eco-Label Awareness Greenwashing
(General awareness Degree of Concern
without logo prompt)

International: Aware of any: 23%

Gl e ecotabel [ 14°% 65%

\ Forest Stewardship
Yes, and know what it is ‘Q Council (FSC) 17% 72% Very
s Concerned/
68% o . Concerned*
Marine Stewardship
. ) , counevscy (2>
Yes, but unsure what it is Local; Greenwashing: a company/
LoEa Eco ab Al AR TR ass Aware of any: 98% business making misleading

environmental claims, meaning
they use green public relations

T Al :
*  Labelling Scheme (MEELS 98% 2%

\ Y,
Water Efficiency Labelling _ ¢
> 4 Scheme (WELS) 52% 9% and green marketing methods to
Bohatel ot heaEReTIL ’ o - make the public believe that the
company/business's products
Scheme (HKGLS) goals, and policies are beneficial
Accredited Fish 1
Il Yes, and know what it is Yes, but not quite sure what itis [Jll No, have not heard of it Note: The above definition was read to
Eco-label images sourced from the respective eco-label organisations. the respondents during the survey.
Note:
- denotes less than 0.5% 29

* Degree of concern on a 5-point scale  Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)



SC Attitude Motivated by More Information and Government/Businesses
Commitment

Note:

The figures displayed in grey font and enclosed in brackets refer to data from the 2020 and 2015 study.

- denotes less than 0.5%

Source: Sustainable Consumption Behaviour Study, All respondents (N=1007)

A ncrease/ WDecrease significantly against the last wave at 95% confidence level

Top 2 Boxes
- 2025 2020 2015 N
Need more information provided . i
to learn how to practice 25% 1% - 81% A 69% A 63%
"Sustainable Consumption"
If the government commits . 0
Consumption", you would do too
If retailers or service providers
commit more to "Sustainable 8% - 77% A 69% A 60%
Consumption", you would do too
i 7
Willing to commit more to 0 o o 66% 68% 63%
support "Sustainable Consumption" 31% 3% -
| am a consumer who A
supports “Sustainable 14% 30% 16% % 53% A A
Consumption” with action
B Strongly agree Agree Neutral Disagree M Strongly disagree
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Tripartite Effort to Achieve Carbon Neutrality and Sustainable Future

o

Government

SUSTAINABLE
CONSUMPTION

Provide products
and information

ﬁ

Choose and support

i

Consumers

Businesses
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Overview of Recommendations

Areas

Government Businesses Consumers Consumer Council

Recommendations Initiated By

Business Best Practice Sharing and Innovation Adoption

1. Accelerate Energy-efficient EQuipment Retrofit in Commercial Sector ‘
Carbon Neutrality &
Energy Conservation y
2 Implement a Reward Scheme for Water Conservation at Households
3. Encourage Eco-Packaging and Refill Packs ‘
Erogugt Deﬁlgn & 4. Communicate with Consumers on Product Sustainability Elements
Information
) Enhance Product Longevity and Repairability ‘
6. Build A “Bring Your Own Containers” Culture ‘ ‘ ‘
% Promote Workplace Waste Separation and Recycling ‘ ‘
b
Waste Management
8. Reduce Packaging Waste from E-commerce . ‘
9. Enhance Transparency of Recycling Process ‘ ‘
e ion 2 Promeiitn 10. Advance Sustainable Consumption Through Consumer Education,
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@ Carbon Neutrality & Energy Conservation

1. Accelerate Energy-efficient Equipment Retrofit in
Commercial Sector

* Local power companies to enhance the reach and effectiveness of
existing retrofit subsidy programme

* Businesses to accelerate retrofit plan

2. Implement a Reward Scheme for Water
Conservation at Households

* Governmentto expand the Water-Smart Taskforce programme
and introduce reward for households with improvement

33



Product Design & Information

3. Encourage Eco-Packaging and Refill Packs
* Businessesto introduce more eco-packaging and refill packs

4. Communicate with Consumers on Product Sustainability
Elements

s * Governmentto strengthen the market value of credible sustainability
claims and eco-labels

* Businesses to establish policies for procuring SC products and
monitoring their sales share and promote SC through brand messaging
and advertisements

5. Enhance Product Longevity and Repairability

* Businesses to extend product functions, enhance product durability, offer
longer warranty period, and ensure repairability of products
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Waste Management

6. Build A “Bring Your Own Containers” Culture

Government to promote and encourage wider eatery participation
Businesses to provide incentives for BYOC practices
Consumers to actively support BYOC practices

7. Promote Workplace Waste Separation and Recycling

Government to incentivize recycling facilities in commercial and industrial areas

Businesses to promote workplace waste separation and recycling through-existing
programme, incentives and recognition schemes

8. Reduce Packaging Waste from E-commerce

Government to maintain close communication with cross-boundary escommerce
platforms

Businesses to adopt essential/reusable/recyclable packaging for local e-commerce,
and increase the number of waste packaging recycling points

9. Enhance Transparency of Recycling Process

Government to enhance public visibility of disclosed recycling operational data

Businesses to improve the management of private recycling bins
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Education & Promotion

oy

Government

10. Advance Sustainable Consumption
through Consumer Education, Business
Best Practice Sharing and Innovation

SUSTAINABLE

= CONSUMPTION ¥
= ﬂj Adoption
Consumers
For Consumers For Trade
Translate abstract concepts into relevant outcomes * Promote best practice sharing of sustainable

Emphasise practical and personal benefits consyrELEIINCYa EON S

* Enhance awareness of existing support and
funding opportunities

Harness social media and influencer networks to
drive sustainable consumption

Facilitate knowledge and adoption of SC practices
among seniors
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