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ARE YOU READY FOR 
THE CULTURAL SHIFT 
TO SUSTAINABILITY?

THIS IS NOT A TREND. 
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Overview

Welcome to The SHIFT ReportTM: Defining and Telling Your Brand’s 
Sustainability Story. We’ve produced a special accessible report for those 
passionate about uncovering their opportunity in the cultural shift to 
sustainability: to innovate, lead and succeed in the current marketplace.

We believe research is a tool. At its best, it’s a tool for uncovering insights 
that deliver on innovation, positive change and business success, all of 
them together and not one to the exclusion of the others. Delivering data 
points isn’t enough. 

Research needs to inspire and be a thought starter; be both kindling and a 
rudder. 

There’s one question a lot of people are asking these days. Given 
our initiatives in sustainability and social responsibility, what do we 
communicate, to whom and how? 

This special issue of The SHIFT ReportTM is being produced to help you 
answer those questions.  

Dive in. Read on. Have fun. 
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About Ci and The Shift Report

Ci is a sustainability research & brand consultancy specializing in the 
cultural shift to sustainability and cutting edge & big picture research on the 
relationship between sustainability, people, culture and brands. 

This strategic research, The SHIFT ReportTM is the most cohesive set of 
research on people’s attitudes/perceptions/behaviors around sustainability 
and social responsibility and the impact this has on lifestyle choices, brand 
relationships and purchase decisions. SHIFT is a continually updated 
market research tool with qualitative and quantitative research, cultural 
reporting and trend analysis 

The SHIFT ReportTM is fresh and broad, with a big picture approach to 
sustainability. It has been specifically designed as a tool for innovation, 
positive change and business success. The SHIFT ReportTM insights and 
frameworks have been applied to local, national and global brands, from 
informing content and revenue for major media and entertainment networks, 
to speeches at Davos World Economic Forum and informing product 
strategy for a leading global sports brand. 

“Many people trying to market sustainability efforts barely 
know what the word means, and have no new ideas for how to 
explore and explain it -- that’s what makes Ci and their SHIFT 
Report so refreshing. 

They combine deep, grounded knowledge of the sustainability 
landscape with fresh thinking and hot insights about how to 
actually get through to people about what your business is 
doing for the planet and humanity. SHIFT is about changing your 
thinking, not just the buzzwords in your pamphlets.”

- Alex Steffen CEO and Executive Editor, 
Worldchanging Author, Worldchanging: 
A User’s Guide for the 21st Century
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Methodology

The SHIFT Report looks collectively at sustainability, brand, lifestyle, culture 
and media. 

All of the inputs into The SHIFT Report’s quantitative study are informed by 
preliminary qualitative research and are neither arbitrary nor assumed. This 
quantitative research is a validation of qualitative consumer and cultural 
insights and represents the most cohesive set of intelligence on people’s 
attitudes and beliefs around environmental, social and spiritual issues and 
how these connect to lifestyle choices, brand relationships and purchase 
decisions.

The quantitative research in this report is based on data and insights 
from Ci’s The SHIFT Report’s online survey of 5,000 North American (US/
Canada) general population adults, fielded in November 2009 by Survey. 
com. The results are nationally representative of the North American adult 
population, tested for significance at a 95% confidence level (1.5% margin 
of error).

The ongoing study represents an up to date look at the general North 
American population but is structured to offer the chance to look at 
specific audience sectors – from trendsetters to local business owners to 
home renovators to CEOs – by age, gender, geographic region and other 
factors, to understand the sustainability, brand, media and lifestyle values 
preferences, and behaviors of these particular groups.

One Big takeaway?

While the majority of the marketing world defines sustainability as green, to 
consumers it’s more than green, but a collection of issues, which include, 
but go far beyond ‘environmental’ concerns only. The SHIFT Report has 
uncovered this qualitatively, and then validated it quantitatively.
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Scope of this report

Pulling data from the latest injection to The SHIFT Report, a 5,000 person 
study, this special SHIFT Report for SLM Insights: Defining and Telling Your 
Sustainability Story, offers specific findings and strategic insight on the 
general North American population’s views about the following: 

– What is my brand’s role and opportunity in the cultural shift to 
sustainability?

– How do consumers respond to fear as a proposed motivator vs. a call to 
aspiration or altruism?

– What specific brand characteristics do people look for and at when 
determining if a product or service they are considering is socially 
responsible or not?

– What does sustainability mean to consumers?  What are the issues that 
define sustainability for consumers today?

– What motivates people to ultimately make socially responsible and 
sustainable lifestyle choices and purchase decisions?

– How do or can retailers impact consumer confidence in the 
trustworthiness and sustainability of a particular product?  

– How do product design, packaging and labeling influence consumer 
choice? 

– Which channels do consumers look to and trust most for information 
when they want to learn about a brand’s sustainability commitments? 

	 – How does TV compare to mobile? 
	 – How does information via the actual product packaging compare 	
	    to information on a brand’s website? 
	 – How does the word on the street about employee treatment 		
	 compare to print communications?

– What exact criteria do consumers want to see in marketing 
communications around a brand’s sustainability and CSR initiatives, and 
how do these contribute to a brand’s credibility. 
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This Report Can Help you Answer these 
questions for your brand: 

What is the alignment between my brand’s positioning and our 
sustainability story?

What can I authentically talk about and will that resonate with my audience 
and build my business?

What’s my audience’s relationship with sustainability, and where is there 
authentic alignment between consumer truths and brand truths?

How do I determine who the right audience is for a particular initiative?

What are the characteristics of a socially responsible brand for consumers 
today and what does this mean for the telling of my brand’s sustainability 
story?

Given our initiatives 
in sustainability 
and social 
responsibility, What 
do we communicate? 
To whom? And how?
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“This report is great! 

CSR/Sustainability is not an 
option in today’s world. 
Consumers expect it and 
base their decisions and 
loyalty around it. 

This issue of The SHIFT 
Report gives valuable 
insights into navigating 
the opportunities and 
pitfalls that brands face 
in defining their ownable 
position. Fresh, big picture 
and actionable.”  

Jenifer Willig, 
Global CMO (RED)
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WHAT’S THE 
COLOUR OF 
SUSTAINABILITY?
(Hint: It’s not just green).
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We asked: 
Please rate the importance of each of the following issues associated 
with sustainability as they relate to you’

top sustainability issues

general population
n=5000

0% 20% 40% 60% 80% 100%

Feeling connected to my family, 
friends, community

Contributing to my
(offline and real world) community

87%

52%

Being paid a living wage 85%

how employees are treated at companies 81%

nurtured personal relationships
vs. material possessions 78%

Fair trade: workers who make products and
services I use are treated fairly 69%

pollution 63%

Search for spiritual contentment and support
vs. material contentment and support 62%

Buying local and supporting 
locally based business 64%

Being engaged and supporting
my local community 58%

Global warming 54%

The products and services I buy are made in an
environmentally conscious fashion

46%

organic products 28%

A higher purpose in life is 
meaningful to me 73%

61%Living in a culture of consumption
is not the key of happiness

     

Climate change 54%

87%A sense of well-being

Balanced life 86%

     

* Findings represent ‘top two’ box, meaning the sum total of participants who selected 4-important and 5-very important. 
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Want more? purchase 
the full 46 page 
report here:

ci-shift.com/
the-shift-report/
purchase


