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Market Trends

The Shifting Landscape of CPG: How Sustainability and Local Sourcing Shape Con-
sumer Choices

The Rise of the Conscious Consumer

The CPG industry is experiencing a seismic shift as consumers increasingly prioritize sustainability 
and ethical sourcing in their purchasing decisions (16). This trend, driven by growing awareness of 
environmental and social issues, is reshaping the CPG landscape, compelling brands to adapt or risk 
falling behind.

Generational Divide in Conscious Consumption

While sustainability concerns span generations, a distinct generational divide exists in the intensity and 
expression of these values. Gen Z, in particular, stands out as the most sustainability-conscious cohort, 
with 75% prioritizing sustainable purchases over brand names (10). This preference for ethical and 
eco-friendly products is also reflected in their willingness to pay a premium, with 73% willing to spend 
more for sustainable options (2, 3).
Millennials, while less absolute in their stance than Gen Z, also demonstrate a strong inclination towards 
sustainable consumption (12).  Research indicates that roughly half of millennials prioritize purchases 
from brands aligned with their values, signaling a shift towards conscious consumerism (12).
In contrast, older generations like Baby Boomers, while not indifferent to sustainability, exhibit less 
pronounced concern compared to their younger counterparts (19). This generational divide underscores 
the need for brands to adopt nuanced strategies that cater to the specific values and priorities of each 
demographic group.

Sustainability Factors Influencing Purchase Behavior

Packaging: A Tangible Expression of Sustainability
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Packaging emerges as a critical touchpoint for consumers evaluating a product's sustainability (14, 
20).  With 74% of consumers expressing a willingness to pay more for sustainable packaging (20), it's 
clear that eco-friendly packaging materials and design are no longer optional but essential for brands 
seeking to appeal to environmentally conscious consumers.

Carbon Footprint: From Awareness to Action

Growing awareness of climate change is translating into tangible consumer action, with 46% of con-
sumers actively purchasing more sustainable products to reduce their environmental impact (13).  This 
heightened awareness of carbon footprint is pushing brands to adopt more sustainable production 
and distribution practices, as consumers increasingly factor a product's environmental impact into their 
purchasing decisions.

Ethical Sourcing: Transparency and Trust

Ethical sourcing, encompassing fair labor practices, responsible sourcing of raw materials, and supply 
chain transparency, is another critical factor influencing consumer choices (16, 21).  Consumers are 
increasingly demanding to know the origins of products and the conditions under which they are produced, 
pushing brands to prioritize ethical sourcing and supply chain transparency.

Local Sourcing: A Complex Equation

The importance of local sourcing varies significantly across demographics and product categories. While 
some consumers, particularly those with strong ties to local communities, prioritize locally sourced goods, 
others prioritize other factors like price, convenience, or specific sustainability certifications (4).

Navigating the Sustainability-Price-Convenience Triangle

Consumers often face trade-offs between their desire for sustainable products, budget constraints, and 
the convenience offered by conventional options (12).  While many consumers express a willingness 
to pay more for sustainable products, the reality of price sensitivity remains a significant barrier for a 
large segment of the population.  This highlights the need for brands to find innovative ways to make 
sustainable options more accessible and affordable without compromising on ethical and environmental 
standards.

The Power of Brand Perception and Trust

Brands perceived as genuinely committed to sustainability and ethical sourcing enjoy a significant advan-
tage in the marketplace (8).  Consumers are more likely to trust brands that are transparent about their 
sustainability practices, engage in authentic communication, and demonstrate a genuine commitment to 
social and environmental responsibility.

Sustainability Claims: Building Trust or Breeding Skepticism?

While sustainability claims on packaging can influence purchasing decisions, the proliferation of unsub-
stantiated or misleading claims has led to consumer skepticism (19).  This "greenwashing" phenomenon 
underscores the importance of third-party certifications and verifications, which provide consumers with 
a trusted and reliable way to identify genuinely sustainable products.
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Third-Party Certifications: A Beacon of Trust

Third-party certifications, such as Fair Trade, Organic, and Carbon Neutral, play a crucial role in building 
trust and credibility for sustainability claims (11).  These certifications provide consumers with inde-
pendent verification of a product's sustainability attributes, allowing them to make informed purchasing 
decisions aligned with their values.

The Future of Conscious Consumption: Emerging Trends

Digital Transparency and Traceability:  Blockchain technology and other digital tools are enabling 
greater transparency and traceability in supply chains, empowering consumers to make more informed 
choices.
Personalization and Customization:  Consumers are increasingly seeking personalized products and 
experiences that align with their values.  Brands are responding by offering customizable options and 
tailored recommendations based on individual sustainability preferences.
Circular Economy Solutions:  The circular economy model, focused on minimizing waste and max-
imizing resource utilization, is gaining traction in the CPG industry. Brands are exploring innovative 
packaging solutions, closed-loop systems, and product designs that minimize environmental impact.
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Market Insights

The Rise of Conscious Consumption in CPG

Consumer priorities around sustainability and local sourcing are reshaping the CPG landscape. This 
shift is driven by heightened awareness of environmental and social issues, particularly among younger 
generations. Brands that can effectively communicate their sustainability efforts and offer eco-friendly 
products at competitive prices are well-positioned to capture this growing market. (1, 2, 5)

Sustainability as a Purchasing Driver

Consumers are increasingly factoring sustainability into their purchasing decisions. Research shows a 
significant increase in online searches for sustainable products (2) and a willingness to pay a premium 
for sustainably produced goods. (5, 9) This trend is particularly pronounced among Gen Z and Millennials, 
who demonstrate a strong preference for sustainable brands. (8)

The Multifaceted Nature of Sustainability

While no single sustainability claim consistently outperforms others, consumers value a holistic ap-
proach. (1) Key factors influencing purchasing decisions include:

  Packaging: Eco-friendly packaging is paramount, with consumers seeking biodegradable, com-
postable, and recyclable options. (15, 25)
  Sourcing: Transparent and ethical sourcing practices are crucial, with consumers demanding informa-
tion about the origin of ingredients and materials. (6, 25)
  Production: Consumers are increasingly interested in the environmental impact of production process-
es, favoring brands that minimize waste, reduce carbon emissions, and use renewable energy. (21)

Generational Differences in Conscious Consumption

Gen Z leads the charge in sustainable consumption, with a higher willingness to pay a premium for 
eco-friendly products. (8) Millennials also demonstrate a strong inclination towards sustainable choices, 
driven by personal values. (8) While data on older generations is limited, research suggests that conscious 
consumerism is a cross-generational trend. (18)

Local Sourcing: A Growing Preference

Although not extensively covered in the provided summaries, local sourcing aligns with several key 
aspects of sustainability, including reduced carbon footprint, support for local economies, and increased 
transparency. (3) Highlighting local sourcing and its connection to these factors can resonate with 
environmentally conscious consumers. (3)

Navigating Trade-offs and Building Trust

Consumers face trade-offs between sustainability, price, and convenience. (10) While willing to pay a 
premium for eco-friendly options, this willingness is tempered by economic factors like inflation. (5, 18) 
Brands must strike a balance between affordability and sustainability to appeal to a broad consumer base. 
(5)
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Transparency and Authenticity: Keys to Consumer Trust

Transparency is crucial for building trust and mitigating greenwashing concerns. (6, 14) Consumers 
are increasingly skeptical of unsubstantiated claims and demand verifiable information about a brand's 
sustainability practices. (12, 18)

The Role of Certifications and Social Media

Third-party certifications, such as Fair Trade and Organic, provide independent verification of sustainabil-
ity claims, enhancing consumer trust. (12) However, the specific impact of different certifications across 
generations requires further investigation.
Social media plays a crucial role in promoting sustainable CPG brands and shaping consumer percep-
tions. (13, 14) Brands can leverage social media to:

  Educate consumers about sustainability.
  Showcase their efforts transparently.
  Build community and engage with conscious consumers.

Emerging Trends and Future Outlook

The conscious consumption movement is poised to transform the CPG industry further. Emerging trends 
include:

  Increased demand for sustainable packaging solutions, such as biodegradable plastics, edible pack-
aging, and reusable containers. (15, 16)
  Growing importance of transparency and traceability throughout the supply chain, enabled by tech-
nologies like blockchain and smart packaging. (16, 23)
  Rise of personalized and convenient sustainable products tailored to individual needs and lifestyles. 
(17)

Government Regulations and Industry Initiatives

Government regulations are playing an increasingly important role in promoting sustainable CPG prac-
tices. (21, 22) These regulations focus on areas such as:

  Packaging waste reduction and recycling
  Chemical safety and management
  Emissions and energy use
  Sustainable sourcing and resource conservation

The Future of Conscious Consumption

The future of conscious consumption in CPG is driven by informed and empowered consumers demand-
ing transparency, sustainability, and products aligned with their values. (17) Brands that can adapt to 
these evolving expectations, leverage technology effectively, and demonstrate a genuine commitment to 
ethical and sustainable practices are well-positioned for success. (17)

This includes reputably sourced insights that are specific to the market related to your topic. These meso-level insights can 
include (but are not limited to) a market overview, consumer preferences, demographic patterns, and more. This becomes 
the context for your Virtual Audiences project related directly to your topic.
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About Yabble AI

This Virtual Audiences project was brought to you by Yabble.

From revolutionary Virtual Audiences that give you insights in minutes, to a suite of AI tools that 
allow you to securely analyze your data 1000x faster than a human – Yabble is the leading AI 
solution for every stage of research. Built with a combination of custom algorithms, 50,000+ hours 
of training and world-class Large Language Models – Yabble is trusted by leading brands globally.

Yabble’s Virtual Audiences gives you the ability to create quality insights without the need for 
traditional sample. Yabble sets the context and trends from your chosen topic, creates the virtual 
audience, and goes about ‘talking’ with this audience to generate insights relevant to your project. 
You can customize the segments and the questions asked, and once the project has completed, 
you can talk directly with your virtual audience to ask follow-up questions. You can even securely 
add your own proprietary data to build on the research data and market segments you have already 
created.

While the audiences are not physical people, they have been created specifically in the context of 
real human behaviors and factual sources. They have been built to replicate the insights that a 
traditional panel would provide, and you can access the sources that influenced these insights at 
the completion of your project.

Yabble, founded in 2017, is a cutting-edge technology company that is revolutionizing the world 
of insights. A first-of-its-kind insights ecosystem built on game-changing AI products, we help 
brands enrich their customer understanding and generate transformative knowledge that drives 
growth and innovation.

Comprised of experts from six different countries, our team has a relentless focus on building 
world-leading products using state-of-the-art artificial intelligence technology. That means con-
sistently ensuring we’re developing our business using the best of the best, including our own 
proprietary algorithms and the world's best LLMs.
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