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OVERVIEW OF PENN SCHOEN BERLAND
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METHODOLOGY

A 9,022 online interviews were conducted in Australia, Brazil, China,
France, Germany, India, the U.S., and U.K. from February 27 7 March
24, 2010.

A Conducted in partnership with Landor, Cohn & Wolfe and Esty Environmental Partners

Number of Margin of error (%)
interviews
US @ 1,200 + 2.8
UK @ 1201 + 2.8
France O 1,100 + 3.0
Germany@ 1,120 + 2.9
Australia @ 1,100 + 3.0
China @ 1,100 + 3.0
India @ 1,100 + 3.0
Brazil @ 1,101 + 3.0

A Interviews were conducted online among the general adult population. In China,
India, and Brazil, respondents were from tier-one cities.



< SUSTAINABILITY EFFORTS IMPACT BRAND

China India Brazil

© L ©
Offers good value

=R -
Cares about its customers 59 82 -

competes with

traditional brand
values.

Is environmentally conscious 37 37 51 44 38 54 71 72
Is best in its category 26 21 24 17 23 | 42 58 44

Is innovative 26 16 22 23 16 37 49 a7

Has a strong brand 31 19 9 15 22 36 49 35

Is dynamic 13 8 18 11 9 24 35 34

Contributes to charities and

the community = 15 15 17 14 15 23 43

Is distinctive 14 11 15 13 9 17 33 33

Most Important - 2nd Most Important

Companies can have different priorities. How important is it to you that a company is the following when choosing to purchase its
Products or services? Showing "Very Important”




WILLINGNESS TO SPEND MONEY ON GREEN PRODUCTS VARIES
BETWEEN DEVELOPED AND DEVELOPING COUNTRIES

SPEND SPEND SPEND
LESS THE SAME MORE
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49 31
41 41

—

49 31
10 81

Around 35% of
developed country
consumers plan to
spend more on
green products
next year.

conventional

wisdom
. Suggests

—

In China,
India and
= Brazil, over

70% plan to

e spend more

In the next year, do you plan to spend more, less or the same amount on green products and services? Not showing fDon



BARRIERS TO PURCHASING GREEN PRODUCTS VARY
BETWEEN DEVELOPED AND DEVELOPING COUNTRIES

Selection and labeling

Limited Cost is the biggest challenge in are most important in
ion i developed markets. China, India and Brazil
A A
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There is a limited selection of 67
items from which to choose
They are difficult to find (i.e., in
specialty stores rather than 29
mainstream stores)

The green labeling or product
information is confusing or not 26 32 33 44 69 44 38
trustworthy

They are difficult to identify

because they are poorly labeled 23 30 37 31 41 58 40 42
They are of low quality / do not

function as well as traditional 19 16 9 7 18 24 15 6
products

The idea of green products is not 4 3 1 4 3 0 0 0

important to me

What do you think are the biggest
challenges to purchasing green D Most Important - 2"d Most Important
products or services? Please select

all that apply.



