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FIFTY SHADES OF GREEN
THE CONSUMER & SUSTAINABILITY

PROF. GINO VAN OSSEL

37%
of Europeans

name
“climate

& environment”
as top 3 big issues

Kantar’s Sustainability Sector Index 2025
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EIB Climate Survey  2024 

73%
of Europeans
is more than

slightly worried
about climate change
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THE CONSUMER EXPOSED

light green consumer
(the majority)

brown consumer
(the minority)

dark green consumer
(a niche)
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dark green consumer
(a niche) fear ➔ control

dark green consumer
(a niche) fear ➔ control
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brown consumer
(the minority) indifferent or negative

9

10



02/06/2025

6

taste

health

11

12



02/06/2025

7

light green consumer
(the majority)

enjoy & care
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CUSTOMER VALUE EQUATION
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“tracking dollars
instead of sentiment”

“Consumers care about sustainability—and back it up with their wallets”, McKinsey Feb ’23
(analysis by NielsenIQ based on actual sales of 600,000 SKU’s in the US – cumulative growth 2017-2022)

600,000 product SKU’s
44,000 brands

32 categories in food, beverage,
personal care & household

93 claims reduced to 6 types:
animal welfare, environmental,

organic, plant based,
social responsibility and
sustainable packaging

5 years (‘17-’22)
in the US  
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FMCG products
with a sustainability

claim grow

40%
faster than

those without

“Consumers care about sustainability—and back it up with their wallets”, McKinsey Feb ’23
(analysis by NielsenIQ based on actual sales of 600,000 SKU’s in the US – cumulative growth 2017-2022)

CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort
customer value = 
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CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort
customer value = 

clean
smell

97%
biodegradable

= =

CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort

clean
smell

= =

I like 97%
biodegradable

= +
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CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort

clean
smell

+ +

I want 100%
biodegradable

=

CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort

clean
smell

= =

?
-?
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HOW ABOUT YOU ?

A VERY SPECIFIC CONTEXT…

mass,
not niche

strategic
category

high 
involvement

indirect
sales
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A VERY SPECIFIC CONTEXT…

mass,
not niche

strategic
category

high 
involvement

indirect
sales
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A VERY SPECIFIC CONTEXT…

mass,
not niche

strategic
category

high 
involvement

indirect
sales

TOP 15 TREND MENTIONED BY CEO’S
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The State of Grocery Retail 2023 (McKinsey & EuroCommerce)
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A VERY SPECIFIC CONTEXT…

mass,
not niche

strategic
category

high 
involvement

indirect
sales
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CUSTOMER VALUE ?
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CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort
= 
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as of 2023:
only “1 star Better Life” chicken in 

Dutch supermarkets
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one size
doesn’t
fit all
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EIB Climate Survey  2024 

73%
of EU citizens is

more than
slightly worried

about climate change
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CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort
= 
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31% “focus on healthy eating
and nutrition”

Net intent: % willing to do more minus % to do less | N=14,543

The State of Grocery Retail 2025 (McKinsey & EuroCommerce)

“buy products from local
producers & farmers”16%

Net intent: % intending to do more minus % intending to do less | N=14,543

The State of Grocery Retail 2025 (McKinsey & EuroCommerce)
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“buy environmentally
friendly products”13%

Net intent: % intending to do more minus % intending to do less | N=14,543

The State of Grocery Retail 2025 (McKinsey & EuroCommerce)

“BUY ENVIRONMENTALLY FRIENDLY PRODUCTS”

13%

19%

16%

11%
10%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

20%

EU Gen Z Millenials Gen X Baby

boomers

Net intent: % intending to do more minus % intending to do less | N=14,543

The State of Grocery Retail 2025 (McKinsey & EuroCommerce)
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https://www.ey.com/en_gl/consumer-products-retail/when-talk-turns-into-action-be-set-for-change

https://www.ey.com/en_gl/consumer-products-retail/when-talk-turns-into-action-be-set-for-change

53

54



02/06/2025

28

5
CONCLUSION

FMCG products
with a sustainability

claim grow

40%
faster than

those without

“Consumers care about sustainability—and back it up with their wallets”, McKinsey Feb ’23
(analysis by NielsenIQ based on actual sales of 600,000 SKU’s in the US – cumulative growth 2017-2022)
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one size
doesn’t
fit all

light green consumer
(the majority)

brown consumer
(the minority)

dark green consumer
(a niche)
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CUSTOMER VALUE EQUATION

functional & emotional benefits

price + effort
= 

the retailer !!!
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may the force be with you

Prof. Gino Van Ossel

gino.vanossel@vlerick.com
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mailto:gino.vanossel@vlerick.com
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