




Shareholder and civic activism 

accelerates adoption in some regions 

and sectors, but progress is uneven

Rising scrutiny on green claims and politicization 

of climate issues lead to an increase in 

greenwashing criticism and litigation 

Governments and companies have 

made bold environmental 

commitments, and most are off track 

Lack of shared language and 

standardized disclosure causes 

confusion and criticism









of Gen Z consumers 

say 

than brand name

when making 

purchase decisions

of Global consumers say 

they are 

for sustainable 

produced or sourced goods



of expect 

companies to invest in sustainability and 

think governments should impose 

stricter environmental rules on business.

of expect brand 

owners to take a primary role in helping 

them shop for sustainable products. 



Strongly 
agree
25%

Somewhat 
agree
44% Somewhat 

disagree
16%

Strongly disagree
7%

Not sure
8%

Agree
69%

Disagree
23%

see 
businesses as a constructive force 
for positive change. 

In fact, Americans have more 
confidence that businesses and 
employers are playing a positive 
role in addressing societal issues 
than the federal government. 

This view crosses generations and 
political affiliations.

Agree/disagree: Businesses are a 
constructive force for positive change.

(Among U.S. adults)



31%

37%

22%

11%

Companies should address
important societal issues

Companies should address
important societal issues only
if the issues directly affect or

are related to the business

Companies should stay
focused on their business and
not address important societal

issues

Don't know

68%

believe companies have a responsibility 
to speak up about important societal 
issues, even if sensitive.

When companies do not sufficiently 
demonstrate their values, consumers 
(and employees) respond sharply.

Which is closer to your own opinion about 
companies you purchase from?

(Among U.S. adults)













Complex, convergent issues 

will continue to disrupt the 

economy and geopolitical 

context and it forces business 

model transformation

Sustainability strategies are critical 

to anticipating and mitigating the 

impact of disruptions and identifying 

opportunities for innovation

Long-term value creation 

depends on sustainable solutions 

to resource constraints, growing 

inequities and climate calamity
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