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Cre a t in g va lu e  from  
su s t a in a b le  p rod u ct s
What prom pted  De loitte  to  em bark on  th is 
re search  in itia tive  focused  on  Susta inable  
Products?
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Consum ers crave  susta inability – bu t not a ll b rands see  th is ye t
Br id gin g t h e  Ga p : Bu ild in g Tru s t  in  Su s t a in a b le  Bra n d s
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40% Wh a t  con su m e rs  a re  sa yin g
• 40% of consum ers have  bought a  susta inab le  

p roduct
• 54% sa id  tha t sharing facts why a  p roduct is  

m ore  susta inab le  is appea ling to  buy
• 49% see  th ird -party ce rtifica tion  sea ls as use fu l
• 55% sa id  a  globa l standard  is even  be tte r

Wh a t  b u s in e ss  le a d e r s  t h in k
• 36% say lack of consum er dem and
• 24% say it is  not a  p riority
• 17% say they a re  worried  abou t doing it 

au then tica lly
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Consum ers and  brands a re  m isa ligned  – som e  brands a re  winning with  susta inable  products
Br id gin g t h e  Ga p : Bu ild in g Tru s t  in  Su s t a in a b le  Bra n d s

81% deve loped  a  
susta inab le  

p roduct

Of the 66% of businesses tha t have considered launching a  susta inable product, they 
have sa id:

62% sa id  it cost 
m ore  in  in itia l 

R&D

75% sa id  it was a  
success

of consum ers sa id  
tha t a ll e lse  be ing 

equal they are  m uch  
m ore  like ly to  buy the  
susta inab le  p roducts
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The  race  to  crea te  susta inable  products sta rts with  purpose
Br id gin g t h e  Ga p : Bu ild in g Tru s t  in  Su s t a in a b le  Bra n d s

94% of con su m e rs  sa id  it  is  t h e  b ra n d ’s  
re sp on s ib ilit y

• 61% of consum ers sa id  they should  not have  
to  th ink hard  about susta inab ility when  
shopping

• 25% of Canadians m ake  an  e ffort to  shop  
second-hand  for appare l

Product deve lopm ent Stra tegy

Susta inab ility Innovation

What part of the  organ iza tion  typ ica lly leads?
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