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GLOBAL CONSUMER TRENDS

Dynata’s Global Consumer Trends survey explores the attitudes and behaviors of 11,000 consumers across 

11 countries toward a range of topics, including their outlook on the year ahead, their biggest concerns, 

the state of their personal finances, their willingness to take climate-friendly actions – and more. 

HIGH LEVELS OF CONCERN ABOUT CLIMATE CHANGE 

INFLATION’S IMPACT ON CLIMATE ACTION
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Extremely/Very Worried Not At All Worried

% of Baby Boomers who are 
not at all worried about climate 
change and the environment:

For more information, including detailed findings by country, gender or age group, 

download the data tables or contact us. 

Consumers in Spain, Italy 

and France are the most 

concerned about climate change.

Across the 11 countries surveyed, almost 
half of people say they are “extremely” or 
“very” worried about climate change and 
the environment. 
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Source: Dynata's Global Consumer Trends survey was conducted Jan. 5-10, 2023, among 11,000 consumers age 16+ in the 

U.S., Canada, U.K. , France, Germany, Italy, Spain, the Netherlands, China, Japan and Australia. Participants were selected 

from Dynata’s online panels, with samples quota-controlled to reflect the population on age, gender and region.

The margin of error (at the 95% confidence level) is +/- 3% at the country level, +/-1% at the total level.

 

The U.S. and Australia have the highest

proportion of people saying they are 

not worried at all about climate 

change (18% and 16%, respectively). 

In both countries, this is especially the 

case for Baby Boomer men.
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Older generations are less likely to make financial 
sacrifices to adopt a more climate-friendly lifestyle:

This lack of willingness is highest in Australia (33%), 
the U.K. and Canada (both 29%), as well as the U.S. (28%).

42% 

are less interested in buying 

a hybrid or electric car now 

than a year ago

 

VS. 26% 

in Japan

53% 

in France  

34% 

are less interested in renewable 

energy (e.g., solar panels) now 

than a year ago 

 

VS. 28% 

in the Netherlands

42% 

in the U.S.  

With an increasing proportion of consumers struggling to make ends meet because of rising costs, 
interest in hybrid/electric cars and renewable energy is waning, compared to a year ago:

CLIMATE ACTIONS TAKEN IN THE PAST YEAR

When it comes to adopting 
climate-friendly behaviors, people 
are more willing to sacrifice time 
and convenience than money. 
This is especially the case for
younger generations.
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Recycling and/or composting is the most common climate-friendly action adopted by 
consumers globally – except in China and Japan – followed by purchasing more 
eco-friendly products and eating fewer meat or dairy products. 

Recycled and/or composted

Made more environmentally friendly purchases

Ate less meat/dairy

Improved my home's energy efficiency

Commuted by public transport, bike or walked

Reduced air travel

Took action to influence my government's climate policy

Switched to a green energy provider

Bought an electric/hybrid/fuel-efficient vehicle

Volunteered with/donated to climate organizations

Purchased carbon offsets

50%

Baby Boomers and Gen X are more likely 
to recycle and/or compost than younger 
generations: 

62% 40%

18% 7%

Gen Z are more likely than older 
generations to take action to influence 
their government’s climate policy:

SECONDHAND MARKETPLACE ON THE RISE

People are also making more climate-conscious 
purchases, opting for quality over newness.

“If you had to choose between these two types of 
purchases that cost the same, which would you prefer?”
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It takes more time   

It's inconvenient
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Commuting to work by public transport, bike, foot, etc., is the

#1 climate-friendly action taken last year in both China and Japan.

Higher-quality
product that is 

secondhand

Lower-quality
product that is 

brand new

As a result of inflation, an increasing proportion of consumers around the world were buying more
secondhand items in January 2023 compared to August 2022. This trend is most prevalent in the 
U.S. (42%), Australia and France (both at 38%).
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More than 4 in 10 Gen Z 
and Millennials purchased 
secondhand items in 
January 2023, and Gen X 
are also increasingly turning 
to this market.
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Extremely or
Very Willing 

Not At 

All Willing
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% consumers "extremely" or
"very willing" to make lifestyle 
changes in 2023 to address climate 
change, even if:

It costs more money
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Almost a quarter of consumers are unwilling to 
adopt a more climate-friendly lifestyle if it costs 
more money.

19% 
“Extremely 

or Very Willing”

 

  
 

23% 
"Not At 

All Willing"

 

  
 

https://www.dynata.com/2023-a-year-for-optimism-amid-uncertainty-data-tables/?utm_source=website&utm_medium=infographic&utm_campaign=202303_global_website_infographic_gct2023Q1datatables_
https://www.dynata.com/contact-us-global-consumer-trends-a-year-of-optimism-amid-uncertainty/?utm_source=website&utm_medium=infographic&utm_campaign=202303_global_website_infographic_gct2023Q1contactus_
https://www.dynata.com/

