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Eng.: I want a bank that does not 

understand sustainability only as a 

trend 



Eco-Fans 60% Potential Eco-Grouches
Ca. 15-20% Ca. 15-20%

Green attitude = 
green behavior

Green attitude ≠ 
green behavior

No green attitude = 
no green behavior
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Sustainable offers are still in a niche
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Eco-Fans The 60% Eco-Grouches 

Time

Amount



REVENUE
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Insight 1

Among the 60%, the word sustainability - and 
related words - have an image problem.



REASON
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LOSS OF TRUST

CHANGE
HIGHER COSTS

Sustainability
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sustainability liability



Conventional 
Desinfectant  

Sustainable 
Desinfectant  

60%

33%

40%

67%



WHAT TO YOU ASSOCIATE WITH THE WORD OF 

SUSTAINABLE FASHION?

guilty

fun

Quelle: Zalando (2021): Attitude-Behavior-Gap Report



Which word would tempt you to buy the minced meat?

Yummy

Attractive

Tasty

Vegetarian

Vegan

Quelle: The Good Food Institute (2019): Key findings from a Mindlab study into implicit perceptions of the plant-based category 

Disgusting



Words such as “circular economy”? 

Eng.: Incredibly 

practical

Eng.: What is next? How can products be 

designed for circularity?



If you do not want to sell a lot, 
write “sustainable”. 

If you do not want to sell at all, 
write “vegan“.



Insight 2
A lot of brands are stuck in the Eco-

Trap!



Eco-friendly product design

Price premium

Fact-based communication

Limited sales location

Eco-Trap

+

+

+

=

Product design like that of an old health food 
store? The 60% want stylish and modern 
products that complement their lifestyle.

Prices like those at a farmer`s market? The 60% 
need to save money – partly because they enjoy 
being thrifty, and partly because they often have 

more month left than money.

Rhetoric like that of a climate rally? The 60% 
seek brands that surprise and inspire rather 

than overwhelm them with facts.

Found only in specialty stores? The 60% 
neither have the time nor the inclination to 

search for products – they are used to 
products finding them.



Out of the Eco-Trap!



before after



Insight 3
We must reframe sustainable 

consumption!



BAM!
Bild:  PreLoved Bags
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Sustainability Customer benefit 

for the 60% 

Said but true: 
Sustainability and related words are not a 
primary benefit for the 60%.
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work better for the 60%?
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2021



2024



We do not put sustainability at 
the back, because it is not
important to us.

On the contrary: 
We put it at the back, as it is 
important to us. 

Sustainability Customer benefit for the 
60% 



Case Work 
You work on one case with a group of 4-5. 

Per group you find one page wit QR codes. 
Please scan these codes with your phone, immerse yourself into the brand and 
try to answer the following questions.  Each group will present shortly 
afterwards (max. 2 minutes per group).

1) Who is the primary target audience for this case? 
2) How do they communicate sustainability? How is sustainability portrayed? 
3) What do you you think: What are the three main customer benefits for the 

primary target audience? 
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https://www.linkedin.com/newsletters/

6907958620978593792/

You find more of these 

insights in our latest book!

Available in German & English : 

https://amzn.eu/d/2sTCMu8
www.linkedin.com/in/prof-dr-johanna-

gollnhofer-976288b1

You want to stay in contact?

With pleasure

Get the latest insights in our 

Newsletter „Green 

Marketing“!
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