


One of the world’s largest consumer surveys on the topic of forests,
engaging 26,800 consumers across 33 markets
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CONSUMERS DEMAND SUSTAINABILITY

Consumers globally worry about forest and wildlife loss and its contribution to climate change

Climate change is one of the three most worrying topics in the world for more than a third of global consumers (35%), only
surpassed by economic hardship, war and disease/ health issues.

When it comes to forest issues, consumers are most worried about the loss of plant and animal species (36%), the impact on
climate change from loss of forests (36%) and deforestation (34%)

Consumers show a considerable willingness to address forest issues through their product choices

71% of consumers prefer to choose products that do not damage plants and animals

63% try to buy products packaged with renewable materials
59% prefer to choose products that do not contribute to climate change

Independent sustainability certifications are regarded as important tools for change

64% expect information about sustainability to be certified by an independent organization
62% believe that they can help protect forests by purchasing products that have been certified by an independent organization

In this context, FSC is the clear leader as the most recognized forest certification worldwide

Across 33 countries globally, almost half of consumers recognize the FSC logo (46%). FSC is especially well recognized in Ching,
UK, Germany, Denmark, Brazil and Italy

Over three quarters of consumers (77%) show moderate to high levels of confidence in FSC to protect forests. Compared to
other types of organizations, consumers have the highest confidence in FSC, which is significantly higher than businesses or
governments

In the eyes of consumers, brands who associate with FSC have a clear advantage

62% of consumers who recognize FSC would choose FSC-certified products over non-certified equivalents. Additionally, nearly
half (49%) claim they would pay more for FSC-certified products

80% of consumers who recognize FSC say they are more likely to trust a brand if it offered FSC-certified products
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One of the world’s
largest consumer
surveys about forests,
engaging 26,800
consumers across 33
markets, has been
conducted by globally-
renowned research
agency IPSOS on
behalf of FSC.




In the US, more than half of the consumers who know FSC,
are willing to choose FSC-labelled products over others

577% 61% 487

Recommend FSC-certified products to Choose an FSC certified product instead Pay more for FSC-certified products than
friends and family of an equivalent non-certified product non-certified equivalents.

6 Q6. Based on your knowledge of FSC, how likely are you to do the following?
Base: All who have seen the FSC logo very often or occasionally, n=343



837%

4 in 5 US consumers are more
likely to trust a brand if FSC is
present.





