
De!ning the Sustainable Mainstream
Future Friendly is designed speci!cally for consumers who are 
interested in purchasing products with an environmental bene!t, 
provided there are no tradeoffs in price, performance or value. 
P&G de!nes this group as the Sustainable Mainstream. Based 
on in-depth research from the Natural Marketing Institute, this 
category represents approximately 70 percent of all consumers. 
Generally speaking, these consumers value ef!ciency and cost-
savings above all, and are looking for simple guidance on how to 
make their time-starved lifestyles a little easier.  
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The Business Case for Sustainable Consumption
P&G contributed recently to a comprehensive report on 
sustainable consumption trends with the World Business Council 
for Sustainable Development. The detailed report found that 
“current global consumption patterns are unsustainable. Based 
on available facts and trends, ef!ciency gains and technological 
advances alone will not be suf!cient to bring global consumption 
to a sustainable level; changes will also be required to consumer 
lifestyles, including ways in which consumers choose and 
use products and services. To meet this challenge, there is a 
signi!cant opportunity for businesses to create sustainable value 
for consumers by supplying products that meet their functional 
and emotional needs – now and for future generations – while 
respecting environmental limits and common values.”

Source: “Sustainable Consumption Facts and Trends”; World Business Council 
for Sustainable Development

Responsibilities and Opportunities
Thanks to a decades-long, science based commitment to 
environmental responsibility, P&G has reduced its energy, waste 
and water use by more 40 percent since 2002. By using science-
based instruments – like detailed life cycle assessments of its 
products – the company is able to !nd the best opportunities 
for further environmental reductions. As the graph to the right 
shows, for its laundry, liquid dishwashing and other product 
categories, the best opportunity for signi!cant reductions is 
actually where the products are most frequently used – at home.   
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Introduction
P&G recently announced the launch of an expanded environmental responsibility and consumer education platform called Future Friendly. 
This fact sheet summarizes recent studies to showcase current consumer attitudes and behaviors related to the conservation of natural 
resources and highlights the best opportunities to help mainstream consumers save water, waste and energy at home using brands 
consumers already trust for their performance and value.  



Consumers Ready for Simple Changes
A January 2010 national consumer conservation study 
conducted by Ipsos Public Affairs on behalf of Future Friendly 
!nds wide support for making small changes in daily chores, like 
doing the laundry and washing dishes, if it would help reduce 
waste, save water or energy in their home. 

Question: How likely would you be to change the way you do daily 
chores if you knew it would help you reduce waste, save water  
or save energy in your home?

Price and Performance Rule 
While several factors are considered when consumers purchase 
everyday products, nothing compares with products that provide 
good value for the dollar and are trusted to get the job done.   

Question: Which among these factors are the two (2) that you take 
into consideration the most when purchasing everyday products 
for your home like cleaners, detergents, etc.? Would you say it’s...

More Value - For Today and Tomorrow
In today’s challenging economic climate, consumers are most 
interested in realizing the !nancial savings related to conserving 
natural resources. However, protecting the quality of life for future 
generations still remains a key motivator for taking measures to 
reduce waste, water and energy.

Question: Which of the following would motivate you to be more 
environmentally-friendly than you currently are?

Lack of Information Preventing Action 
When asked to choose the reasons preventing people from 
leading a more environmentally-friendly lifestyle, consumers most 
often cite a lack of good guidance on what to do as the major 
barrier to action.

Question: Which of the following are the two (2) most important 
reasons preventing people from leading a more environmentally-
friendly lifestyle? Would you say it’s...

These are some of the !ndings of an Ipsos poll conducted January 29 - January 31, 2010. For the full report of the survey, visit: http://www.ipsos-na.com/news-polls/pressrelease.aspx?id=4691.
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Results of Ipsos Public Affairs “Consumer Conservation Survey.”


