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Society is reaching a tipping point on Climate 
Change consensus -- and the way companies, 
governments, customers and investors react will 
create opportunities for Accenture and our clients

� Knowledge of specific consequences is growing and becoming mainstream

� Cost to operate is being adjusted to account for climate impacts
� Governing bodies are mandating action at various levels

� Large-scale investors demanding visibility into climate change-related activities; 
creating indices to assess performance

� Customers favoring suppliers who take action, and paying premiums

� Leading companies naming Chief Climate / Efficiency Officers
� Employees and potential employees favoring employers who take action

� Boards of Directors asking questions and requiring action

Addressing climate change is starting to be viewed as “pro-growth”.
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Why a end-consumer survey?

Over the past year, the issue of climate change has forced its way to the top of the political 
and media agenda 
åsparking an ongoing public debate over the role that individuals can play 
in helping society to tackle the problem in an efficient and effective way. As a result, climate 
change has also become an increasingly important consideration for companies in all sectors.

The 2007 Accenture Resources End consumer Survey on Climate Change aims to get the 
opinions of consumers on the impacts of climate cha nge and analyse their 
expectations towards resources companies . More specifically, the survey addressed the 
following aspects:

� Level of concern of individuals with climate change : How concerned are they? What 
will be the impacts of climate change? What is the timing to address efficiently the issue?

� Role of individuals to address the climate change i ssue : What actions do they already 
take? Are they ready to change their behaviours?

� Expectations of individuals towards resources compa nies : Do individuals expect 
energy providers to act to address climate change? Are they ready to pay for products / 
services that help reduce the carbon emission? What will be the business impact for 
energy providers if they do not take any concrete actions? 
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� 7,526 individuals in 17 
countries surveyed during
July-August 2007

� Quantitative survey with a 
sample representative of 
the general population in 
every country**

� Approx. 20 minutes 
surveys, conducted online 
in native languages

� Data collection completed 
for Accenture by Gfk NOP

Survey Methodology

** In Brazil, China and India sample representative of the urban populations

North America: 
1,511 interviews

Europe: 

3,512 interviews

Japan / Australia: 
1,001 interviews

Emerging countries 
(Brazil, India, China): 
1,502 interviews
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Survey Sample Details

** In Brazil, China and India sample representative of the urban populations

INTERVIEWS by 
COUNTRY

500India   **  

500China  **

502Brazil  **

500Japan

501Australia

501UK  

500Spain  

504
Nordic
(4 countries)  

507Netherlands  

500Italy  

500Germany  

500France  

510Canada

1001US

30%> 55 years

15%45-54 years

20%35-44 years

18%25-34 years

17%16-24 years

AGE

51%Woman

49%Men

GENDER

4%NR

33%High (top 25% in every country)

42%Medium

21%
Low (bottom 25% in every 
country)

INCOME



8Copyright © 2007 Accenture All Rights Reserved.

Agenda

Sample and Methodology

Summary

Our Key Findings

Why this Survey?



9Copyright © 2007 Accenture All Rights Reserved.

Survey Key Findings - #1

Individuals are taking the lead on 
Climate Change
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Over 80% of the respondents say that they are 
concerned by Climate Change and that it will
directly impact their life

Certainly not
3%

Probably
42%

Probably not
16%

Certainly
39%

Somewhat 
concerned

45%

Not at all 
concerned

3%

Not very 
concerned

12%

Extremely 
concerned

40%

“Are you concerned by climate change?”

81%Base: all respondents

“Do you think that climate change will directly 
impact your life?”

85%
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Climate Change is expected to have a significant
impact not only on weather and the ecosystem but 
also on health

� The most important impacts of climate change are expected on extreme weather, water, land 
and bio diversity: over 1 respondent out of 3 thinks that these impacts will be devastating in 
these areas 

� 3 out of 4 respondents think that the impact on health will be important

23%

30%

35%

36%

40%

42%

51%

50%

48%

45%

22%

16%

11%

44%

48%

13%

14%

14%

4%

4%

3%

2%

3%

2%

Health

Food

Bio Diversity

Land

Water

Extreme weather

Devastating Important Limited No impact Base: all respondents

“According to you what will be the impact of climat e 
change on the following aspects?” Total devastating

+ important

87%

84%

84%

83%

80%

74%
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The majority of the consumers think that the 
reduction in carbon emissions required for their
country is important and that it is urgent for the 
countries to act

Base: all respondents

“How quickly must most of the countries act in reduc ing 
their carbon emissions?”

65%

19%

3% 1% 1% 2%
9%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

20
10

20
30

20
50

20
80

21
00

Late
r 

Don
't  

kn
ow

6%

12%

47%

35%

Don’t Know

Limited

Significant

Extensive

“According to you, how large a reduction in carbon 
emissions will be required for your country?”

82%
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71% of the respondents think that individuals have 
an active role to play to address Climate Change 
efficiently

10%

19%
71%

“Which statement best describes what you think?”

Base: all respondents

You think that climate change is 
over-hyped and you do not feel
concerned

You feel concerned and think that most
efforts to address climate change efficiently
shall come from politicans and companies
(energy providers and major energy users)

You feel concerned and think that most
efforts to address climate change efficiently
shall come from politicans, companies
(energy providers and major energy users) 
BUT also actions taken at the individual level
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The majority of the respondents say that they
already take actions at their individual level to 
address Climate Change

13%

31%

31%

32%

32%

38%

41%

59%

61%

62%

71%

18%

25%

30%

31%

36%

30%

43%

25%

28%

26%

19%

19%

20%

20%

12%

10%

7%

9%

6%

45%

25%

20%

17%

16%

12%

4%

6%

4%

3%

4%

16%

19%

24%Use alternative energy like solar energy

Prefer train to plane when possible

Improve the level of your home insulation

Avoid eating food imported by plane and buy food
produced locally

Consider buying a more energy efficient car 

Avoid taking car and rather use bike, public transp ort,
carpool in order to save energy/carbon

Buy products that contain post consumer waste (recy cled
material)

Use high efficiency lightbulbs, (CFLs)

Reduce heating temperature at home

Shut down electric devices instead of leaving them on
stand-by

Recycle paper or plastic goods  

Base: all respondents

“How often do you currently do the following action s?”
50%

Actions taken 
regularly by the 
majority of the 
respondents

Actions taken 
regularly by at least 
one respondent out 
of 3

Frequently

Sometimes

Rarely

Never

� The most common actions (taken frequently by more than 1 respondent out of 2) are the use 
of recycling, avoiding leaving devices on stand-by, reduction of the heating temperature at
home and the use of high efficiency lightbulbs
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Level of individuals’ concern and behaviours vary -
with some surprising differences

90%94%91%80%89%72%87%76%93%69%91%73%82%69%82%
Level of effort 
required for 
the country (3)

93%94%88%86%89%81%92%84%88%76%86%86%89%79%86%Take concrete 
actions (6)

93%88%60%77%70%64%72%64%64%67%69%74%63%76%71%

Individuals 
ready to 
change their 
behaviours (5)

82%66%84%72%87%63%80%63%77%57%77%54%78%62%71%
Importance of 
the role of 
individuals (4)

99%98%98%83%94%71%88%72%84%53%79%69%90%68%81%Direct impact 
on their life (2)

98%98%96%84%95%73%93%81%93%70%90%78%90%68%85%Level of 
concern(1)

ChinaIndiaBrazilAustral.JapanUSCanadaUKSpainNetherl.ItalyGermanyFranceNordic Average

Significantly higher proportion than average

Significantly lower proportion than average

� The most concerned and active countries are emerging countries (Brazil, China, India) and 
France, Canada and Japan. People in Italy and in Spain are concerned but less often take
concrete actions at the individual level. The least concerned individuals are in the US, UK, 
Germany , Netherlands and Nordic

(1): % of respondents who feel concerned
(2): % of respondents who think that climate change will directly impact their life
(3): % of respondents who consider that the reduction in carbon emission required for their country is signiificant
(4): % of respondents who think that individuals have an active role to play to address efficiently climate change 
(5): % of respondents who think that individuals are ready to change their behaviours to help solve climate change
(6): % of respondents who say that they already take concrete actions to address climate change
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Survey Key Findings - #2

Individuals need guidance 
regarding how to change their 

behaviors
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42%

41%

46%

47%

47%

44%

43%

38%

46%

39%

41%

27%

31%

29%

36%

36%

44%

45%

50%

44%

51%

50%

Probably   Certainly   

Base: excludes those who already take 
these actions frequently 

“Would you be ready to take the following actions m ore 
often to address climate change if you were convinc ed of 

their efficiency to address climate change?”

Avoid taking car and rather use bike, public transp ort, carpool in order 
to save energy/carbon

Prefer train to plane when possible

Avoid eating food imported by plane and buy food pr oduced locally

Reduce heating temperature at home

Consider buying a more energy efficient car

Shut down electric devices instead of leaving them on stand-by

Improve the level of your home insulation

Use alternative energy like solar energy

Buy products that contain post consumer waste (recy cled material)

Recycle paper or plastic goods

Use high efficiency lightbulbs, (CFLs)

A large majority of the respondents would take more  
frequent actions if they were convinced of their 
impact
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Academics / Scientific associations and Consumer 
Associations / NGOs remain the two main trusted
sources while energy providers need to increase
their credibility

Base: all respondents

“What sources of information do you trust the most t o inform you on concrete actions that 
you can take at a personal level to address efficie ntly climate change?”

13%

14%

37%

43%

59%

57%

52%

28%

29%

56%

5%

7%

Energy Providers
(Electricity, Gas, Oil

Providers)

Government /
Governmental
organizations

Consumer
associations/Non

Governmental
Organizations

Academics / Schools /
Scientific associations

Always    Sometimes    Never    

� 87% of the consumers say that they « sometimes » or « never » trust energy providers to get
some information on actions they can take at a personal level to efficiently address climate
change 
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“Would you be interested in the following concrete a ctions / services that might be 
proposed by Energy Providers to help you address cl imate change at a personal level?”

37%

46%

42%

35%

38%

46%9%

12%

21%7%

4%

3%

Very interestedSomewhat interested Not very interestedNot interested at all

Base: all respondents

Free phone line to get advice on reducing your energy 
use and carbon emissions

Regular status on your individual energy use and carbon 
emission

Consumer information to develop your level of 
knowledge on how to reduce carbon emissions at your 

personal level

The majority of the respondents are interested in 
value added information from energy providers
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Energy providers can increase their credibility on 
climate change by improving the clarity and 
transparency of their communications 

“What do you think of the communications made by En ergy 
Providers (i.e. Electricity, Gas, Oil Providers) on  their actions 

taken to address climate change?”

68%
65%

44%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Clarity Transparency Frequency

“What improvement do you expect on the communicatio ns made by 
Energy Providers on their actions to address climat e change?”

Base: All who feel communications made by Energy Pr oviders 
on their actions to address climate change require 
improvement

61%

32%

7%At level, no improvement 
required

About right – slight 
improvement required

Insufficient – significant 
improvement required

93%

Base: all respondents
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The level of trust towards energy providers’
communication and information services proposed
by them differs by country

86%88%91%76%61%64%78%66%82%53%83%54%76%66%72%

Interested by 
free phone line 
to get advice
(2)

89%93%90%88%83%77%92%76%85%59%93%84%88%85%84%
Interested by 
regular status
(2)

89%95%96%87%88%82%93%82%94%68%96%86%88%82%88%

Interested in 
consumer info. 
provided by 
Energy
providers (2)

79%90%75%73%86%72%71%69%67%75%59%43%76%76%72%

Trust energy 
providers as a 
source of 
information (1)

ChinaIndiaBrazilAustral.JapanUSCanadaUKSpainNetherl.ItalyGermanyFranceNordic Average

Significantly higher proportion than average
Significantly lower proportion than average

� People in the Netherlands, UK, and US are the least interested by « education » or 
communication made by energy providers

� On the contrary, the highest level of interest for such actions is in Brazil, India, China, 
France, Italy, Spain and Canada

(1): % of respondents who trust (always / sometimes) Energy providers to inform them on concrete actions they
can take at the individual level to address climate change efficiently
(2): % of respondents who are interested by information services provided by energy providers: customer
information / regular status / free phone line to get advice
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Survey Key Findings - #3

People in emerging countries in the 
survey (Brazil, China, India) are the 
most concerned and ready to act
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The level of concern is the highest in emerging
countries (Brazil, China, India)

20% 19%

10%
3%

80% 81%
90%

97%

North
America

Europe Japan /
Australia

Emerging
countries

23%
27%

12%

2%

77% 73%

88%
98%

North
America

Europe Japan /
Australia

Emerging
countries

“Are you concerned by climate change?” “Do you think that climate change will directly 
impact your life?”

Yes

No

Yes

No

Base: all respondents
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Respondents in emerging countries are the most
aware of the required level of carbon emissions
reduction

44% 48% 46% 50%

34%
32% 38%

42%

North
America

Europe Japan /
Australia

Emerging
countries

Extensive

Significant

Base: all respondents

“According to you, how large a reduction in carbon 
emissions will be required for your country?”

Significantly higher concern than in the other regions
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Respondents in emerging countries are more active  
to address climate change at the individual level and 
are focused on energy efficiency measures

86%
88%

91%

85%

57%

61%

32%

23%

93%

89%

52%

59%

86%

91%

84%

77%

82%

63%

72%

56%53%

71%

83%

24%

58%

62%
59%

65%

70%

89%

66% 64%

30%

61%

87%

80%

92%

85%
82%

Recycle
paper/plastic

goods

Shut down
electric
devices

Reduce
heating

temperature at
home

Buy recycled
materials

Avoid taking
car

Consider
buying a more

energy
efficient car

Avoid eating
food imported

by plane

Improve the
level of home

insulation

Prefer train to
plane

Use alternative
energy

"How often do you currently do the following action s?"
% active (takes actions frequently / sometimes)

Europe

North America

Japan / Australia

Emerging Countries

Significantly higher 
proportion than in the other 
regions
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Social pressure is a very important driver in the 
emerging countries to motivate people to take
concrete actions to reduce their level of carbon
emissions

95%
90%

82%

57%

94%

80%

56% 58%

91%

85% 83%

89%

83%

90%
94%

96%

Savings on your bills Incentives Taxes Social pressure

Europe

North America

Japan / Australia

Emerging Countries

Significantly higher proportion than in the other regions

Base: all respondents

“How important would the following elements be to mo tivate you to take concrete actions (e.g. 
avoid taking cars, reduce heating temperature at ho me, recycle paper or plastic goods, …) to 

reduce your level of carbon emissions?”

% important
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Survey Key Findings - #4

In their decision to choose a 
provider (if an option), individuals 

value actions taken by energy 
providers to address Climate 

Change
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Customer retention becomes key for energy
providers, supported by concrete actions …

36%

10%

54%

“If you hear that a electricity / gas provider does not take any 
concrete action to address the climate change issue , will that have 

an impact on the image of this company?”

“If you hear that an oil provider does not take any concrete action to 
address the climate change issue, will that have an  impact on the 

image of this company?”

Base: all respondents

It will negatively impact your image of 
this company and you will choose 
another provider

It will negatively impact your 
image of this company but not 
significantly enough to choose 
another provider 

It will have no impact and will not change 
your relationship with this company

30%

9%

61%
It will negatively impact your image of this 
company and you will choose another provider

It will negatively impact your 
image of this company but not 
significantly enough to choose 
another provider

It will have no impact and will not change your 
relationship with this company

� 1 respondent out of 2 says that he will choose another provider in case his current provider 
does not take any concrete actions to address the climate change issue.
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… and it will also be an oppportunity for the energy
providers to propose products / services that help 
reduce the level of carbon emission

Yes, probably
48%

No, certainly 
not
2%

Yes, certainly
41%

No, probably 
not
9%

“If an energy provider was proposing products / 
services that help reduce the level of carbon emiss ion

would you be willing to switch to this provider?”

Base: all respondents

89%

� 89% of the respondents would be ready to switch provider
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The good news is that a majority of the respondents
is ready to pay a premium to benefit from these
products / services

8%

28%

49%

15%Yes, certainly

No, certainly not

Yes, probably

No, probably not

“Would you be ready to pay more to benefit from pro ducts / 
services that help reduce the level of carbon emiss ion?”

64%

36%

51%

26%

6%
2% 1% 1%

13%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

0-
10

%
11

-2
0%

21
-3

0%
31

-4
0%

41
%

-5
0%

> 
50

%
Don

't  
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“What premium would you be ready to pay to benefit from products / 
services that help reduce the level of carbon emiss ion?”

Base: All who might pay for more to benefit from pr oducts and 
services that help reduce the level of carbon emiss ionBase: all respondents

AVERAGE: 11%

� 64% of the respondents are ready to pay more to benefit from products / services that help 
reduce the level of carbon emissions

� The average premium individuals are ready to pay is 11%
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“Would you be interested in the following concrete actions / services that might be proposed by Energy  
Providers to help you address climate change at a p ersonal level?”

42%

37%

42%

39%

37%

46%

38%

42%

39%

39%

31%

19%

35%

31%

40%

45%

38%

48%

46%

49%

51%

62%

15%

13%

12%

10%

20%

21%

29%

5%

7%

9%

9%

10%

7%

7%

6%

5%

4%

4%

3%

3%

3%

2%

Very interestedSomewhat interested Not very interestedNot interested at all

Base: all respondents

The option to purchase 'offsets' for your carbon em issions

Free phone line to get advice on reducing your ener gy use and 
carbon emissions

Fuel cell technology (plug your car into the power of your home)

A small LCD screen at home to allow you to monitor your own energy 
use

The option to generate your own electricity with a small windmill or 
solar panel

Regular status on your individual energy use and ca rbon emission

Biofuels for cars, i.e. fuels produced from organic  sources

Consumer information to develop your level of knowl edge on how to 
reduce carbon emissions at your personal level

Financial support for investment in efficient energ y solutions for the 
home

Renewable electricity products

Savings on your electricity / gas / fuel bill for a ny reduction of your 
individual carbon emission

Respondents are interested by the majority of the 
actions / services that might be proposed by energy
providers

� Financial support, savings and renewable electricity products are the 3 most preferred
options with 1 respondent out of 2 very interested
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Readiness to switch energy providers and pay a 
premium for services differ by country

90%89%81%56%59%54%71%49%74%49%72%52%55%60%64%Ready to pay a 
premium (4)

97%97%99%88%92%84%93%83%94%70%98%89%84%86%89%Ready to switch to 
an “active” energy 
provider (3)

46%62%78%57%68%50%71%48%74%43%78%58%66%59%61%Ready to leave if 
no action taken (oil 
provider) (2)

44%56%76%56%59%38%60%51%64%40%72%52%52%56%54%
Ready to leave if 
no action taken 
(electricity / gas 
provider) (1)

ChinaIndiaBrazilAustral.JapanUSCanadaUKSpainNetherl.ItalyGermanyFranceNordic Average

Significantly higher proportion than average

Significantly lower proportion than average

� People in Italy, Spain, Canada, Japan and emerging countries are more likely to switch to a new energy provider if this provider 
was proposing products / services that help reduce the level of carbon emissions. 

� Except for Japan, they are also more ready to pay a premium for products / services that help reduce the level of carbon emission
� On the contrary, people in the Netherlands, UK and US are the least likely to move and to pay a premium
� People in France, Germany, Japan and Australia are also less ready to pay a premium to benefit from products / services that help 

reduce the level fo carbon emissions

(1): % of respondents who are ready to choose another provider if they hear that their current electricity / gas
provider does not take any concrete action to address climate change
(2): % of respondents who are ready to choose another provider if they hear that their current oil provider does not 
take any concrete action to address climate change
(3): % of respondents who are ready to switch to an energy provider that will propose services / products that help 
reduce the level of carbon emission
(4): % of respondents who are ready to pay to benefit from products / services that help reduce the level of carbon
emission
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Survey findings What the study confirms 

� 8 out of 10 respondents are concerned by climate change and 
think that it will directly impact their life

� 71% of the respondents think that individuals have an active 
role to play to address climate change efficiently

� The majority of the respondents already take concrete actions 
to address climate change

Individuals are taking the lead on climate
change

Summary

� A large majority of the respondents would take more often 
actions if they were convinced of the efficiency of these actions

� Over 3 out of 4 respondents are interested by customer
information provided by Energy Providers

Individuals need guidance regarding how to 
change their behaviors

� The level of concern is 97% (versus 85% on average) in 
Emerging Countries

� Respondents in emerging countries say that they take actions 
significantly more often than respondents in the other countries

Individuals in emerging countries are the most 
concerned and ready to act

� 1 respondent out of 2 say that he will choose another provider 
if he hears that his current provider does not take any concrete
actions to address climate change

� 89% of the respondents are ready to switch to an ernergy
provider that will propose products / services that help reduce
the level of carbon emission

� The majority of the respondents are also ready to pay premium 
to benefit from products / services that help reduce the level of 
carbon emission

In their decision to choose a provider (if 
possible), individuals value actions taken by 
energy providers to address climate change


