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Quelques résultats cles pour la France

Des Francais soucieux de I'environnement, en partic ulier lorsque cela les
touche directement

* Pour la premiere fois, les Francgais sont plus soucieux/concernés par I'état de
environnement que par I'état de I'économie.

« 88% des Francgais disent gu’il est important qu’une entreprise ait un impact positif
sur 'environnement (davantage que dans les autres pays sondés).

* Les consommateurs citent comme principaux enjeux environnementaux, la
consommation d’énergie, les produits toxiques/chimiques et la pollution de l'air :
des préoccupations proches de leur vie quotidienne (vs. le changement climatique
par exemple).

Mais ils restent sensibles au colt percu comme élev € des produits verts

 78% disent que le plus grand obstacle a consommer des produits ou services
verts est gu’ils sont trop chers. Un résultat plus eleve que dans les autres pays
sondes.

* 91% pensent que les produits verts sont plus onéreux que les produits
traditionnels (le taux le plus élevé de I'ensemble des pays concernés par I'étude).

En terme de communication, le packaging est clé dan s le processus de
décision
* Il arrive en premier devant le bouche a oreille et la publiciteé.

 La France est par ailleurs le seul pays dans lequel on pense majoritairement que
I'exces de publicité ‘verte’ détourne I'attention vis-a-vis du sujet.
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Pour la premiere fois, les Francais sont plus souci eux/concernés par
I'état de environnement que par I'état de I'économi  e.

Now think generally about the economy and the environment. Which
concerns you more: the state of the economy or the state of the environment?

The state of the environment

2009 . 2010 I 2011

53

57

The state of the economy

Etude Green Brands 2011 - Cohn & Wolfe et Landor - 17.06.11



Pour une grande majorité des Francais, il estimpor  tant qu’une
entreprise ait un impact positif sur I'environnemen t

When you think about what brands to buy, how important is it to you
that a company is environmentally friendly or is a “green” company?

Very or somewhat important
89

2009 . 2010 I 2011

10 11

Very or somewhat unimportant
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Des Francais concernes par des enjeux environnement

pour leur vie quotidienne vs des changements plus |

aux concrets /

ointains/abstraits

Which of the following do you feel is the most
important green issue or problem today?
Showing difference between 2011 and 2010

Which of the following do you feel is
the most important green issue or
problem today?

Issue increased in Issue decreased in
. importance since 2010 . importance since 2010

Energy use

Chemicals, toxics, and
heavy metals 6

Biodiversity loss 0

Ocean pollution and
overfishing 0

Waste management

Deforestation 4
Water issues 3
Air pollution 1
Climate change \%
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. Most important

Energy use

Climate change

Chemicals, toxics, and

heavy metals

Air pollution
Deforestation
Waste management

Water issues

Ocean pollution and
overfishing

Biodiversity loss

. 2nd most important



La « conscience environnementale » est un critere d'a  chat cependant il

n’est pas le plus important. Le rapport qualité pri

marque prédominent.

x et la confiance dans la

or services? Showing Very Important

Companies can have different priorities. How important is it to you that
a company is the following when choosing to purchase their products

Offers good value -

Is reliable

Offers high-quality products or services
Is trustworthy

Cares about its customers

Is responsible

Is green

Is best in its category

Is innovative

Has a strong brand

Local

Is dynamic

Contributes to charities and the community

Is distinctive

Etude Green Brands 2011 - Cohn & Wolfe et Landor - 17.06.11

56
54
56
51
45

Is environmentally conscious -

26
21
9
34
18
15
16

B Most Important

2"d most important



Le colt des produits est toujours le frein majeur a I'achat de

produits verts

What do you think are the biggest challenges to purchasing
green products or services? Please select all that apply.

They are too expensive

There is a limited selection of items from which
to choose

They are difficult to find (i.e., in specialty stores
rather than mainstream stores)""

The green labeling or product information is
confusing or not trustworthy

They are difficult to identify because they are
poorly labeled

They are of low quality/ do not function as well
as traditional products
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42

27

27

31

[] Biggest challenge

2nd higgest challenge



On arrive a un plateau au niveau de la consommation « verte »
36% des francais ne veulent pas payer plus pour un produit vert, 44% sont
préts a payer jusqu’a 10% plus cher.

In the next year, do you plan to spend And thinking about your own general

more, less or the same amount on behavior, how much more in percentage

green products and services? terms are you willing to spend on a
product because it is green?

=1 am not willing to
spend more on a
product because it
is green

“Up to 10% more

44

. . ¥ 11-20% more

2009 2010 I 2011

H21-30% more

® Over 30% more

10 5
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La France est le pays interroge avec la plus grande part de gens qui
pensent que les produits verts sont plus onéreux qu e les autres produits

Generally speaking, do you believe that green products
cost more or less than comparable non-green products?
Showing “Generally cost more”

B 2009 | 2010 ] 2011
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Les produits « verts » les plus consommeés sont les pr oduits d’entretiens
pour la maison mais surtout les produits d’épicerie /alimentation non

conditionnés. Les produits d’hygiene personnelle ar rivent en 3 €me position.

What types of “green*” products or services have you
purchased in the last year? Please select all that apply

Household Products 54
Personal Care 44
B Largest number of
Packaged Foods and 33 consumers
Beverage
Retail 32
Energy 15 B 2nd Jargest number of
consumers
Technology 9
Quick Service Restaurants 7
(Fast Food)
Mobile provider service 3
Hotels/Hospitality 4
Automobile 6
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88% des Francais jugent qu’il est important que les marques soient issues
d’entreprises engagées dans une démarche environnem  entale globale.

When you think about what brands to buy, how important is it to you
that a company is environmentally friendly or is a “green” company?

Very or somewhat important
89

2009 . 2010 I 2011

10 11

Very or somewhat unimportant
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En termes de communication, c’est le packaging qui a le plus d’'impact dans
la décision d’achat des Francais, suivi par le bouc he a oreille puis la
publicité.

Which of the following do you feel has the greatest
impact on your likelihood to purchase green products?

Packaging _

Television ads 19

Television programs 18

Word of mouth (i.e. family, friends) 23 . Greatest impact
Newspaper articles 18

Magazine articles 16

Brand's own website 13

Newspaper ads 7 B 2nd greatest impact
Social networks such as Facebook,

Twitter 3

Magazine ads 1"

Radio 8

Books 7

Blogs 3

Cost 0

Internet 0

Third party sources 0

Consumer reports / Consumer

product testing agency 0

News / News websites 0
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La France est le seul pays qui pense qu'ily atell ement de publicités sur
les produits verts qu’on ne les voit plus (les autr es pays les trouvent en

majorité plutdt informatives)

Which of the following statements do you agree with more?
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Advertising about green products helps consumers
make more informed purchase decisions and
understand the benefits of these products.

There is so much advertising about green products that
consumers just tune it out.

13



Des marques que les Francais estiment particulierem

préoccupations écologigues

How “green” would you consider this brand to be?
Brands ranked based on percentage of respondents who chose 8-10
on a 1-10 point scale, where 10 means the brand is more "green."

1 Yves Rocher

2 L'Occitane

3 Veolia

4 Belambra (VVF)

5 Ilkea

6 Decathlon

7 Danone

8 Nivea

9 Suez Environnement
10 Leclerc
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ent proches des

14



