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2025 Eco Pulse®
Data

FOR THOSE WHO WANT TO DIG FURTHER INTO OUR CHAPTER THREE DATA.
HAPPY READING!



https://www.erm.com/marketingcommunications/work/just-wanted-to-buy-some-milk-ch3/

How concerned are YOU

about thefollowing Overpopulation
issues right now? - %

Use of harmful chemicals
very/extremely
concerned

Plastic waste

Depletion of natural resources
Water pollution

Water shortages

Biodiversity

Regenerative agriculture
Recycling

Greenhouse gas (GHG) emissions
Rising sea levels

Plastics in oceans/rivers/streams
Deforestation/environmental destruction

Climate change
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Generational Concern (1/2)

o
X

10% 20% 30%

B GenZ M Millennial

B GenX M Boomer

40% 50%

B Silent Generation

60%

70%

80%



Generational Concern (2/2)
How concerned are YOU
about thefo[[owing Eliminating diversity, equity, and inclusion policies in the workplace
issues right now? - %
very/extremely
concerned Carbon emissions

The amount of waste sent to landfills

Extreme heat waves

Extreme weather events (hurricanes, tornados, etc.)

Political unrest/war

Sustainable sourcing of materials or resources

Renewable energy

Soil degradation

Food shortages

Air pollution
Energy shortages
Inflation
Refugees/immigration
% MARKETING & 0% 10% 20% 30% 40% 50% 60% 70% 80%
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What companies should be doing (1/2)
Please choose the three

most Impo rtant th ingS Treatemployees well (e.g., fair wages, safe working conditions, etc.)

that companies should Be transparent about the sustainability impacts of their business
l_/)e dOIng to pOSltlvely Remove chemicals of concern (e.g., BPA, mercury or formaldehyde) from
lmpactyour purchase products

decisions. Identify and eliminate any human rights violations in their supply chain

Recycle

Manufacture in the United States
Conduct no animal testing

Make recyclable products
Protect natural resources and habitats

Make products with rapidly renewable content (e.g., bamboo or sugarcane)
Buy from local farmers/suppliers

Make products with recycled content

Use renewable energy (solar/wind) to power facilities
Support recycling of the products they manufacture
Reduce greenhouse gas emissions

Manufacture with zero waste to landfill
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What companies should be doing (2/2)

Please choose the three

most im por tant thin gs Replace natural resources used in manufacturing (e.g., replant trees)

that companies should

be doin g to po sitive Iy Encourage sustainable practices among suppliers
im p ClCty our pur chase Create no chemical waste or toxic emissions in their manufacturing
decisions. process

Reduce energy consumption

Donate a portion of their proceeds to a worthy cause

Encourage employee volunteers/fund initiatives like building wells, homes,
etc.

Offer product take-back or trade-up programs

Use sustainable shipping practices (e.g., consolidated shipments, recycled
boxes, etc.)

Measure and reduce their water consumption footprints
Buy green power or carbon offsets

Make very energy-efficient products

Qualify for third-party certifications (e.g., ENERGY STAR®, WaterSense®
or USDA organic)

None of these would positively impact my purchase decision
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Comfort, convenience, environment choice

Given a choice between

your comfort, your

convenience, or the

environment, which do The environment
you most often choose?

My comfort

My convenience

o
X

5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

B GenZ ™ Millennial ™ GenX ™ Boomer M Silent Generation
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Belief in human caused climate change

How much do you agree

or disagree with the

following statement:

Global warming, or Agree/strongly agree
climate change, is

occurring, and it is

primarily caused by

human activity.

Neither agree nor disagree

Strongly disagree/disagree

10% 20% 30% 40% 50% 60% 70% 80%

o
X

B GenZ ™ Millennial ™ GenX ™ Boomer M Silent Generation
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Purchasing behavior because of environmental or social record

Have you ever chosen

one product over

another or stopped

purchasing a product Yes, I've chosen a product because of this
based on the

environmental or social

record of its

manufacturer?

Yes, I've stopped purchasing a product because of this

No, I've never chosen or stopped purchasing a product
based on this

0% 10% 20% 30% 40% 50% 60% 70% 80%

B GenZ ™ Millennial ™ GenX ™ Boomer M Silent Generation
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Willingness to pay more
Are you willing to pay
more for a
brand/product because
of the environmental or Don't know
social record of its
manufacturer?

Z
o

Yes

o
X

10% 20% 30% 40% 50% 60%

B GenZ ™ Millennial ™ GenX ™ Boomer M Silent Generation
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Involvement in social issues influencing buying a product

How much impact, if any,

does a company’s

involvement in social

Issues or its nonproﬁt Strong/very strong impact
partnerships and

donations have on your

decision to buy its

products?

Moderate impact

No impact/very slight impact

0% 10% 20% 30% 40% 50% 60% 70%

B GenZ ™ Millennial ™ GenX ™ Boomer M Silent Generation
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Environmental reputation influencing purchase decision

How much impact, if any,

does a company’s

environmental

reputation have on your Strong/very strong impact
decision to buy its

products?

Moderate impact

No impact/very slight impact

0% 10% 20% 30% 40% 50% 60%
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