Sustainability:
Ihe Asia Story

Exploring what sustainability means to consumers
and how brands can navigate their journey

The Asian Commercial Case for Sustainability is clear

ST trillion

Projected economic benefits of going green to
South East Asian economies by 2030

Source: World Economic Forum (2019) & Circularity Gap (2020)

Consumers are looking for brands that have social
and environmental purpose
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Asia’s key concerns are issues that have a direct impact
on their daily lives

people don't feel it is their
responsibility and it is up to
businesses / producers
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And the value action gap is still very real
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are prepared to invest
time & money to support
businesses that do good

Taking action is not so easy

5» Choose meat over
the vegetarian

option
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Buy pre-packed
products, rather
than refilling

Buy brand new
things, not
second hand
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So where can you start?

Kantar’s framework for your sustainable transformation journey

Put sustainability
at the heart of the
innovation process

Identify where
to play

Close the Value-
Action Gap

Develop your
purpose and get
communication right

Source: Kantar Asia Sustainability Foundational Study 2021
Find out more about Kantar’s Sustainable Transformation Practice here
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Go by car, instead
of walking or
public transport

Embed sustainability
within employee
culture

Monitor your
sustainability impact



https://www.kantar.com/campaigns/apac-foundational-study

