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Introduction NATIONAL
GEOGRAPHIC

« This is the second year National Geographic has partnered with GlobeScan
(www.GlobeScan.com) to develop an international research approach to measure
and monitor consumer progress towards environmentally sustainable consumption.
The key objectives of this unprecedented consumer tracking survey are to provide
regular quantitative measures of consumer behavior and to promote sustainable
consumption.

« This research project differs from other environmental surveys in that it goes
beyond attitudes and concerns to focus on actual behavior and material lifestyles
across 17 countries. This includes measures such as household footprint, energy
use, transportation habits, food consumption, and the relative penetration of green
products versus traditional products.

» The central component of this research initiative is the creation of a composite
index of environmentally sustainable consumption called the Greendex. The
Greendex will be used over time to monitor and report changes in consumer
behavior by replicating the research annually.

* In addition, GlobeScan has assembled a parallel set of empirical indicators of
consumption against which the Greendex results can be compared and validated.

GLOBE



Introduction NATIONAL
GEOGRAPHIC

« The National Geographic Society wishes to inspire action both among the millions that
the National Geographic brand touches worldwide, and among others who will hear
about this study. Therefore, the research is specifically focused on consumer
behavior. Although we recognize the importance of regulatory frameworks, country-
specific climatic conditions, culture, economic development and other factors affecting
consumption, this study is limited to measuring consumer behavior in absolute terms.

« Throughout this report, “sustainable consumption” is defined as consumption that
demands less of the ecosystem services that the Earth provides, and is less likely to
impair the ability of future generations to meet their own needs as a result.

« The following is GlobeScan’s second report of findings from this research project
conducted with consumers in 17 countries.

GLOBE



Participating Countries NATIONAL
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Methodology: Internet Surveys NATIONAL
GEOGRAPHIC

» GlobeScan used a quantitative Internet methodology for this study. It is recognized that
Internet panels do have some limitations in providing a thoroughly “representative”
sample of the general population, but it is felt that the objective of measuring consumer
behavior can be well met by the use of Internet research in the countries included in this
study. Even though access to the Internet is more restricted in developing countries, it is
believed that the preferences of the consuming public can be determined through
Internet research, as long as sufficiently large panels are used.

* In addition, since the norm for public opinion research is quickly evolving toward the use
of online panels, it is sensible to adopt this methodology at the outset so that modal
changes that negatively affect the ability to track changes will be avoided.

« This report is based on the results of online interviews with approximately 1,000
consumers in each of the 17 countries, representing both the developed and developing
world.

GLOBE



Methodology: Country Selection

NATIONAL
GEOGRAPHIC

« At the outset of this research project in 2008, the National Geographic Society (NGS)
commissioned GlobeScan to conduct an analysis of its existing survey research to
identify potential target populations for NGS’s planned research project.

« GlobeScan annually tracks global public opinion on a range of issues; annual surveys
include over 20,000 interviews across 20+ countries on six continents, using face-to-
face or telephone interviews with samples of 1,000 citizens per country. GlobeScan
had relevant survey data available for 18 of National Geographic’s initial list of 22
potential target countries. GlobeScan applied a quantitative approach to this body of
research to classify countries according to like behaviors and attitudes, in order to help
National Geographic select countries for inclusion in the Greendex.

GLOBE



Methodology: Country Selection NATIONAL
GEOGRAPHIC

« Countries were selected in a way that ensures a variety of attitudes and
behaviors are captured, from a variety of geographies with different
environmental impacts and levels of economic development, to ensure sufficient
differentiation among the results from different countries.

« In 2008, in order to classify the countries into four groups that display relatively
similar characteristics according to GlobeScan’s existing data, each country was
assigned a rank order value according to each of 18 indicators. Then the
average ranking for every country across all available indicators was calculated.

« Finally, the countries were grouped according to the average ranking they
received. A number of countries were selected from each of the four groups,
ensuring each group was represented in the final survey sample.

» GlobeScan’s report on “Inputs to the Design of an International Environmental
Behavior Index: A Review of Global Public Opinion,” May 2007, was then used
as a primary input into choice of target countries.

* In 2009, Argentina, South Korea, and Sweden have been added to increase
regional coverage. No countries in Africa were surveyed in 2009, due to lack of
internet penetration in most African countries.

GLOBE



Methodology: Sampling NATIONAL
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» To ensure that no demographic groups were over-represented in the quantitative survey
sample, quota caps were set for education, age, gender, and region.

» The maximum number of survey completions by consumers who had completed a university
degree or more were set at 30 percent for Argentina, Brazil, China, India, and Mexico; and 35
percent for Australia, Canada, France, Germany, Hungary, Japan, Russia, South Korea,
Spain, Sweden, United Kingdom, and USA.

* Quota caps for age were set at 30 percent of respondents under 35 in Australia, Canada,
France, Germany, Hungary, Japan, Russia, Spain, Sweden, United Kingdom and USA; 40
percent of respondents in Argentina, and South Korea; 50 percent of respondents under 35 in
Brazil, China, India, and Mexico; 40 percent of respondents between 35 and 55 in all the
countries; and 40 percent of respondents over 55 in Sweden; 30 percent of respondents over
55 in Argentina, Australia, Canada, France, Germany, Hungary, Japan, Russia, South Korea,
Spain, United Kingdom, and USA; and 10 percent of respondents over 55 in Brazil, China,
India, and Mexico.

* Quotas for gender were set at 50 percent male and 50 percent female in all the countries.

» The data for each country were then weighted according to the latest census data to reflect the
demographic profile of each country.

 The sample in this study is representative of national adult population based on age, gender,
and education. Online panels are made up of people who have previously agreed to take part
in surveys, as a result they are not taken randomly from the general population. For this
reason, theoretical margin of error cannot be calculated; however, it has been shown that an
online sample of this size, representing an adult national population, yields comparable
results to a nationally representative random sample having a margin of error GLOBE ﬁ
10 of +/- 3.1. T
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Methodology: Quality Assurance NATIONAL
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» GlobeScan systematically follows strict research quality management procedures in
compliance with its ISO 9001 registration and its ESOMAR membership requirements.

 Among other elements, for this study compliance required rigorous translation, fieldwork
and data-quality controls.

* Questionnaire translations were conducted by native speakers and then back-translated
by additional independent translators.

* Quotas were applied to each country’s survey sample and results were weighted
according to the latest census data.

« Respondents who completed the questionnaire in unrealistically short times or who
illustrated clearly and consistently contradictory response patterns were removed from
the database.

« All statements and figures in this report have been fact-checked and proofed by
individuals other than the report authors.

GLOBE



Methodology: Respondents

NATIONAL
GEOGRAPHIC

« As a function of the quotas applied to the survey sample and the weighting
factors applied to the results, the populations surveyed can be briefly described
as representative cross sections of consumers in each country who have access
to the Internet in order to complete surveys in either their homes or offsite in
libraries, cafes, schools, etc.

» Survey respondents are frequently referred to in this report as “consumers”
since the focus of the research is the the consumption behavior of citizens
surveyed. GlobeScan does not equate the words “citizens” or “individuals” with
the word “consumers.”

GLOBE
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Gender NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
B Male Female

Tatal (17 countries)

Chinese 57
Indians 51
South Koreans 50 50
Americans 49 51
Australians 49
Brazilians 49
British 49
Canadians 49 51
Mexicans 49 51
Swedes 49
Argentineans
French
Germans
lapanese
Spanish
Hungarians
. : : _ctose 1900
-
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Percentage of Consumers in Each Country, 2009
22 s34 [ 3544 45-54 [ s5-64 [ 65+

Total (17 countries) 14 19 22 17 B 16 |
Mexicans 26 26 : FIJ SR L 6 |
Indians 21 26 [ 2y 14

Argentineans 19 20 ' ‘T 16 D 14 |
Brazilians £ 25 ' F 2 R
Chinese 17 FE F¥3 18 13 9
Russians 15 16 ! 23 : 17 I 17 |
Hungarians ' 19 B 18|
Americans 19 - I
Australians 18
Canadians 18
British 17 B 20 |
South Koreans 18 B 16 |
Spanish 15 T
French 18 R 21 |
Swedes 17 L 20
Germans 15

Japanese | 18 18 19 GLOBE :M
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Education

Percentage of Consumers in Each Country, 2009
Completed university - Some post- . Completed - Less than

or higher secondary high school high school
Total (17 countries) b I
British 31 B bl 0
Swedes 30 SR —
Australians £9 . o -
Russians Pl 1 B o B
Brazilians ] ' [ o |
lapanese 28 i
Chinese i
Hungarians 2] S e, |
French i1 i i 34 ]
Americans 2b I
Spanish 23 aB
Germans 25 i | o
Indians i3 = s :
Canadians 22 A 15 |
South Koreans 22 - g 3 5 1
Argentineans : ¥ :
Mexicans 4

15 HGS0E odu
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iIncome

Percentage of Consumers in Each Country, 2009

Il High B Medium 0 Low
40 I

Total (17 countries) 23

Mexicans
Chinese

I I

Brazilians 4 I:
Russians I
Indians 34  po 3

Australians L =
Americans e
British [PV I I [ L
Spanish I IS T 00
Hungarians T — —
Canadians I N -
Japanese 8 41 il

Swedes A
Argentineans [ AT
South Koreans - -

Germans INE 43 ]
French IEIE D D s e

MNGES0S_incomie

16 The white space in this chart represents “DK/NA.”

NATIONAL
GEOGRAPHIC

GLOBE

e



Community Type NATIONAL

GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

B Urban

B8 Suburban " Rural

Total (17 countries)

Russians
Indians
Brazilians
Mexicans
Argentineans
South Koreans
Chinese
Spanish
Hungarians
Swedes
Canadians
Germans
French
lapanese
British
Americans
Australians
HGS0_cormemiype

GLOBE
17 The white space in this chart represents “DK/NA.” T



Methodology: Field Dates NATIONAL

GEOGRAPHIC
2009
Argentina Jan 31 - Feb 13, 2009 India Jan 21 - March 5, 2009
Australia Jan 21 - Feb 14, 2009 Japan Jan 31 - Feb 16, 2009
Brazil Jan 28 - Feb 14, 2009 Mexico Jan 30 - Feb 13, 2009
Canada Jan 28 - Feb 15, 2009 Russia Jan 30 - Feb 17, 2009
China Jan 29 - Feb 14, 2009 South Korea Jan 30 - Feb 26, 2009
France Jan 30 - Feb 13, 2009 Spain Jan 28 - Feb 26, 2009
Germany Jan 31 - Feb 26, 2009 Sweden Jan 26 - Feb 17, 2009
Hungary Jan 30 - Feb 14, 2009 Great Britain Jan 21 - Feb 26, 2009
UsA Jan 21 - Feb 26, 2009
NG9 _fedd
18  Note: Additional interviews were conducted in India to ensure a more balanced sample T E



Notes to Readers
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Figures and Charts

« All figures and charts except those reporting Greendex findings are expressed in

percentages, unless otherwise noted. Totals may not add to 100 because of
rounding.

» Inthe case of certain bar charts, white space represents the portion of respondents
who either answered “Do not know” or did not answer at all (i.e., “DK/NA”).

GLOBE -y
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Top-of-Mind Issues
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Most Important National Issue NATIONAL
GEOGRAPHIC

Unprompted, Consumers in Each Country, 2009

B Crime/violence
B Economic problems
[ Political problems / Poverty (tie)

NCEDA_ 105 men

GLOBE m
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Most Important National Issue NATIONAL
GEOGRAPHIC

Unprompted, Top Mention, Percentage of Consumers in Each Country, 2009

- w g

ar = m

g = Wi - E A E E =
E & £ 8 £ g 8 o g o
3 £ § £ 2 s 3 % s 8 5 oz £ 8B B : £ %
=~ £ % ¥ B £ £ £ £ £t £ § & ® % 32 ;i, g
Be £f 2 3 5 §E &8 &§ £ 3 £ £ & 2 & & @
Economic problems 43 68 2 54 14 70 58 34 555 M 5N 11 & 22 338 5 5 33
Unemployment 14 12 a9 B ) 13 9 24 23 9 12 18 9 7 g 41 2h
Political problems 9 q B 4 15 -] F) a ] 12 12 15 12 11 19 12 2 (]
Environment / diimate JSS ool |l ozt e Rzl |53 (iiaaw| PEpil IRl (Sl 152 ol gl RS Sl (Nl g

change
Crime/violence 4 R R 16 4 1 . 1 1 2 2 1 21 2 1 . 1
Poverty/homelessness 3 . [ * 5 * 2 : 2 4 5 15 * 5 4 0 0 *
Education 2 - 3 1 12 ' 1 1 L F 1] 3 1 3 1 1 . -
Terrorism/war 2 4 F) " 1 " * H . ] ] 14 " 5 0 1 1 "
Health 1 4 1 2 5 - 5 i - 1 - - i i i % 0 3
, WSl
Top mention
22 T
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Most Important National Issue:

: - NATIOMAL
Environment / Climate Change GEOGRAPHIC

Unprompted, Percentage of Consumers in Each Country, Trends: 2008—2009

Increases Decreases . 2008 . 2009
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Most Important National Issue:

: NATIONAL
Economic Problems GEOGRAPHIC

Unprompted, Percentage of Consumers in Each Country, Trends: 2008—2009

Increases . 2008 . 2009
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Concern for Global Issues NATIONAL
GEOGRAPHIC

“Total Concern (4+5),” Percentage of Consumers in Each Country, 2009

. Wi
= & z 2
T ¢ £ B ¢ £ . 5 . 2 E
= = r. = ) -
] Tt & E = £ £ ¥ s E E e £ 8 3 5 g 3
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Economy a2 96 7 80 il | a1 a3 B4 75 73 a6 7 91 75 a3 53 L 65
Cost of enzrg'_tﬂue] 4 a3 | 7 5 a2 18 6a 76 75 Fr 5 T T4 69 81 13 52
Poverty L7 &4 B &4 T8 £ FE 7B i &y 75 75 s &0 73 T4 74 47
Air pollution 6B 53 ¥ 61 85 a5 b7 B& 68 51 74 74 b5 82 72 &0 b6 55
li I gl |
Climate change / global 49 75 64 80 49 65 75 F 57 63 7 79 8 48 8 66 58
Warming
Water pollution &7 58 81 1] 76 41 68 B& 70 45 T2 75 54 B85 (k] i) b3 51

Warlterrorism B 72 [ ) 72 [F 58 BH 58 57 57 T ] 75 81 61 7 d5

Food safetylavailability 63 5. 71 ST 77 44 8 91 B0 2I SS9 T4 76 1 64 s4 | 56 m
Fresh water shortages 61 52 78 79 84 37 e 0 e 3 €0 75 33 84 40 71 &1 4
Loss of *“ﬁ;‘“ 59 9 71 66 72 48 61 54 58 52 63 62 47 ™ S6 52 56 56
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Spresdofinitcions 55 |53 62 (48 m0 (4 0 M 52 B B @) @ (5 @8 B 5
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Concern for Global Issues:

The Economy Elg{?ﬁmc

Percentage of Consumers in Each Country, 2009

Tl | Mot at all
e e W W,
Total (17 countries) 52 i 37
Americans k)
South Koreans [ 18
British 59 32 ]
Japanese ] 2|
Spanish 57 |
Hungarians 56 I e4
Chinese 54 30 22|
Canadians 59 24 2
Russians 55 B 3.
Australians 53 EX
Mexicans 53 ; EQ
Argentineans ] : 4]
Indians 41 36 B 7
French 38 37 5 )]
Germans 37 . EX
Brazilians 44 A
Swedes b : -2

MG 2
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned” BETRE m
26 p p ( o

and 5 means “Very concerned”) and “DK/NA.”



Concern for Global Issues:

Climate Change / Global Warming Elggnhﬂlﬁlc

Percentage of Consumers in Each Country, 2009

e me W R,
Total (17 countries) 33 34 S 4 |
South Koreans
Mexicans 2
Brazilians 31]
Japanese 31
Indians 31
Argentineans 517
Chinese [ & 1
French 30 i 6 2|
Spanish 30 ET B
Canadians 29 . O H
Australians 35 ; N 4 |
Hungarians b B 5
Swedes 26 32 i S |
Germans FE] 4 IH
Americans 41 5 . EEHE
British 20 ; 3 b |
Russians 23 25 D 10 |

NGS09_2b )
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned” GLOBE '
p p ( N

27 and 5 means “Very concerned”) and “DK/NA.”



Concern for Global Issues:

NATIONAL

Air Pollution GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- Eﬂ concerned - 4 l! 7 rl: ::::::j "
Total {17 countries) EE] E] BN
Chinese 51 ]
Brazilians 55 4
Mexicans 44 3
South Koreans 34 a6 2!
Argentineans 49 30 7]
Indians 42 32 47
Hungarians 37 [ 5.7]
Russians 39 [ 11
French 28 | 5 1]
Canadians 30 37 [ 10 1]
Spanish 29 37 |
lapanese 13 I 235)
Australians 2] 3 [ 10 1]
Swedes 20 _1& 3
Americans 21 R S |
Germans 18 33 10 3]
British 15 30 [ 14 i

WEEM A

28 The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned --,,_,EE

and 5 means “Very concerned”’) and “DK/NA.”
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Concern for Global Issues:

Water Pollution

Percentage of Consumers in Each Country, 2009

- Very concerned
(5)

Total (17 countries) 34

Chinese 54
Mexicans a7
Argentineans 53
South Koreans 8
Brazilians 33
Indians 410
Hungarians 35
French 3
Russians 40
Canadians 34
Australians 31
Spanish
Americans 23
Japanese 14
Swedes 18
Germans 16
British EE
MNE500 N

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned”

and 5 means “Very concerned”’) and “DK/NA.”

i 4

33

37
39

o 2

33

Mot at all
concerned (1)

2]

EX
W

E

| =

Ed
L2

F

e

(4]

(52
EEA
-8
B

B 1BH
RLE]
BB
I S |
R 5 |
R 6

"'-..____‘___-_-_-_-___

NATIONAL
GEOGRAPHIC

GLOBE

-
|



Concern for Global Issues:

NATIONAL
Shortages of Fresh Water GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

meee me m: ma,

Total (17 countries) 3 29 o S |
Mexicans 58 2]
Brazilians 53 ]| ER
Australians 49 1] [ 5]
Argentineans b /]
Indians EF] 5]
South Koreans (3 |
Chinese ' H
Canadians EL 10 3]
French I8
Spanish' (10 3]
Hungarians B
Americans N b |
Swedes . 1> |
Russians S 15 |
Germans B 10 |
British . 10 |
Japanese L1893

MGE0D 2
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned” GLOBE '
p p ( N

30 and 5 means “Very concerned”) and “DK/NA.”



Concern for Global Issues:

. - NATIONAL
The Loss of Species and Habitat GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- :-';nr concerned - 4 B : - Mot at all

concerned (1)
Total {17 countries) 27 [ E
Mexicans Edl
Brazilians LR
Argentineans [ 6 2
Australians [ B 7]
Hungarians LR
Indians i Kl
Canadians EBA
French LB 3]
Russians R 3
Swedes R © |
Spanish 14 ]
Chinese R S |
Germans L EE
South Koreans 13
Americans Sl RA
British 15 4
Japanese | 11 ]
NGS06. 28

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all concerned” "“*EE

31 and 5 means “Very concerned”) and “DK/NA.”
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Introducing the Greendex NATIONAL
GEOGRAPHIC

33

National Geographic and GlobeScan developed a composite measure of
environmentally sustainable consumption called the Greendex. The Greendex scores
each respondent based on the consumption patterns they report in the survey, and
compares average scores by country.

The Greendex measures consumer behavior in four broad areas: housing,
transportation, food consumption and goods.

Over time and with subsequent waves of the survey, the Greendex will be used to
track changes in sustainable consumption at the global level and within specific
countries.

In the short term, the Greendex is meant to encourage sustainable consumption by
increasing consumer awareness and providing consumers with global reference points
for comparing their own consumption patterns.

GLOBE



Greendex Methodological Overview NATIONAL
GEOGRAPHIC

« Each respondent earns a score that reflects the environmental impact of consumption
patterns. Low scores signify lower environmental impacts and vice versa.

» Points are awarded or subtracted for specific forms of consumer behavior, resulting in
a score out of a maximum total available for each respondent.

* No allowances are made for consumer behavior that is determined by geography,
climatic conditions where respondents live, culture, religion or the relative availability
of sustainable products.

« Most forms of sustainable consumer behavior are weighted equally within the main
components of the Greendex.

» Forms of behavior that have obviously larger environmental costs or benefits are
weighted more heavily (e.g., home heating and driving alone). That is, these activities
have a greater impact on Greendex scores.

GLOBE
34 o



Greendex Methodological Overview NATIONAL
GEOGRAPHIC

« Greendex calculations are weighted to account for the fact that housing and
transportation behaviors generally have a more significant impact than the consumption
of food and consumer goods.

« The weighting factors are based on both the direct and indirect impacts of consumption
within each category. For example, Greendex calculations take into account the impact
not only of driving a vehicle, but also the impact of manufacturing and disposal of the
vehicle.

« Greendex scores are based on approximately 65 response variables to uncover
persistent patterns.

« Using many variables avoids skews that can occur within a smaller set of variables.

« Greendex values are expressed as a score out of 100. One hundred, however, does not
represent a perfect score since there is no definition of perfectly sustainable consumer
behavior. One hundred represents only the total number of Greendex points available in
the index algorithm and questionnaire.

« The index is indicative and provides an estimate, while not claiming scientific precision.

GLOBE
35 e



Greendex Structure NATIONAL
GEOGRAPHIC

« The Greendex is a meta-index composed of sub-indices.
» Sub-indices were created to gage consumer behavior in four broad areas:
* Housing
» Transportation
 Food
» Consumption of Goods
» Everyday purchases and disposal
» Big-ticket items (e.g., appliances)

GLOBE sy
36



Greendex Structure

Greendex scores are calculated at the respondent
level using the model below:

Everyday Big-Ticket
Consumption Items

Greendex

LLOBE
37 i



Sub-Index Content: Housing NATIONAL
GEOGRAPHIC

The Housing sub-index consists of 24 variables
measuring the following:

« Size of residence relative to number of inhabitants

 Home heating and cooling, including fuel source

 Hot water and water heating equipment

 Recent upgrades to residence that result in more efficient heating or cooling

« Consumption of renewable energy (both through the grid and generated onsite)
« Energy-efficient major appliances

« Water usage

GLOBE
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Sub-Index Content: Transportation NATIONAL
GEOGRAPHIC

The Transportation sub-index consists of 17 variables
measuring the following:

« Driving

« Ownership of motorized vehicles

« Size of vehicle driven

« Distance vehicle is driven

« Owning an ultra-low emissions vehicle (ULEV or hybrid)
» Air travel

« Use of public transit

« Taking trains

* Riding a bicycle

« Walking

« Location of residence relative to primary destination

GLOBE
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Sub-Index Content: Food NATIONAL
GEOGRAPHIC

The Food sub-index consists of eight variables measuring
consumption of the following:

Locally produced foods

Foods grown or raised by oneself
Fruits and vegetables

Beef

Chicken

Seafood

Bottled water

Organic foods were not included in the sub-index due to high variability in
the definition and understanding of “organic” from country to country

GLOBE AN



Sub-Index Content: Goods NATIONAL
GEOGRAPHIC

The Goods sub-index is a combination of everyday
consumption and ownership of big-ticket items.
It consists of 16 variables such as:

 Purchase and/or avoidance of specific products for environmental reasons
» Avoidance of excessive packaging

* Preference for reusable consumer goods over disposable products

« Willingness to pay an environmental premium

» Preference for used rather than new items

» Preference to repair rather than to buy a replacement

 Recycling

 Number of TVs and PCs per household member

 Numbers of refrigerators, dishwashers, and laundry machines per household
member

« Second homes, recreational vehicles, lawnmowers and other small engines

GLOBE
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Calculating the Index Scores NATIONAL
GEOGRAPHIC

Within Sub-Indices

« Within each sub-index, each respondent earns a score on a continuum from -x
to +y, where -x represents the minimum possible score and +y is the maximum
possible score.

« The scale and respondent’s scores are converted to positive numbers.

« Respondent scores are then standardized across the indices to be expressed as
a score out of 1, which can be thought of as a percentage score.

GLOBE oY
42 e



Calculating the Index Scores NATIONAL
GEOGRAPHIC

Combining the Sub-Indices to Form the Meta-Index

« First, the Purchase and Disposal sub-index and the Big Ticket sub-index are
combined by calculating a mean score across the two sub-indices. This creates
the new sub-index called Goods.

» The percentage scores within the individual sub-indices are then multiplied
against the total weighted contribution the sub-index contributes to the
Greendex total scores.

» The resulting scores are then summed to create a score out of 100 for each
respondent.

GLOBE
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Index Structure with Weighting

In calculating the total Greendex scores, the sub-indices
are weighted as follows:

Big-Ticket
50%

Housing Transport
30% 30%

Greendex
100%

GLOBE
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Greendex Resulis
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Greendex: Overall Rankings NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

Indians (1) -558905 Spanish (9)

Brazilians (2) _5578'36 Germans (10)

chinese (3) [N 7 Swedes (10) I 11
: Australians (12) -1;’%5

Mexicans (6) -5523'78 British (13) -4%9'24

Hungarians (7) -5513'73 Japanese (13) -3943

Russians (8) 2s Canadians (16) 47.5
51.1 46.3

NGS09_gd_tot - 43.7
B 2009 Americans (17) -424

B 2008
— -l

Note: The 2008 Overall Greendex scores have been recalibrated in a manner that has not affected
the meaning of the overall results

51.4
48.0

51.1
48.1
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Greendex: Housing NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

Brazilians (1) Hungarians (9)

Indians (2) Germans (10)

Mexicans (3) Swedes (11)

Chinese (4) Australians (12)

Argentineans (5) French (13)

South Koreans (6) Canadians (14)

Spanish (7) Japanese (15)

Russians (8) British (15)

NGS09_gd_res
Americans (17)

GLOBE
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Greendex: Transportation NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

_ 69.5 : 63.2
Chinese (1) 736 Mexicans (9) 66.5
_ 67.4
Argentineans (2) South Koreans (10) 022
_ 66.6
Indians (3) 68.8 British (11) ?522'2)
_ 66.5
Hungarians (3) 68.4 Germans (12) 21252
_ 66.1
Russians (5) 68.7 Spanish (13) ol
62.6
64.9
Japanese (6) 66.2 French (14)
. 64.5
Brazil 7 i
razilians (7) 70.8 Australians (15)
Swedes (8
(8) NA Canadians (16)
NGS09_gd_trans
B 2009 :
Americans (17)
B 2008 m
Note: The 2008 Transportation Greendex scores have been recalibrated in a manner that has not “‘HE__L_E_E .‘

affected the meaning of the overall results
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Greendex: Food

Consumers in Each Country, 2008—2009

67.5
72.0

66.8
64.3

64.7

Indians (1)
Australians (2)

South Koreans (3)

British (4) 64.2

Swedes (5) 63.8
Germans (6)

Chinese (6)

French (8)

NGS09_gd_food

NATIONAL
GEOGRAPHIC

61.0

Canadians (9) 62.0

Russians (10) 60.3

Spanish (11)
Hungarians (11)

60.0

Americans (13)
Brazilians (14) 59.8
Japanese (15)

Argentineans (16)

Mexicans (17)

GLOBE



Greendex: Goods NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008-2009

50

Indians (1) mon.8 Swedes (9) fRK

South Koreans (2)
Chinese [3}. 56.1
Argentineans (4)
Japanese (5)
Mexicans (6)
Brazilians (7) '54_3

Hungarians (8)
MGS09_gd_goods

Russians (10]

French (10)

Canadians (12)
Australians (12) 46.9
British (12) féil

45.8
46.0

45.5
45.6

42.2
425

Spanish (12)
Germans (16)

Americans (17)
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Changes in Overall Greendex Score

Consumers in Each Country, 2008—2009

//-f--

2 |

- g
Germans /e

§ b 'H,:‘.r ':j-lll-' .|I1

Decreases or smallest increases |
Modest increases il

Moderate increases [l /

Largest increases [} X l

ngs09_green_citizo

GLOBE
"-..___“_-_--_-_-___




2008-2009 Dynamic Country Clusters NATIONAL
GEOGRAPHIC

Decreases to smallest increases: Moderate increases:

e Brazilians -1.3 « Chinese +1.5

* Russians +0.9 I * Indians +1.5 '
 Mexicans +1.1  Hungarians +1.6

« Japanese +1.9

Modest increases: Largest increases:

o British +1.2 » Australians +2.7
« Canadians +1.2 t  French +3.0
 Americans +1.3 « Germans +3.0

« Spanish +3.4

GLOBE -9
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NATIONAL
GEOGRAPHIC

Attitudes and Beliefs:
Findings by Country

GLOBE &N
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Extent to Which Own Personal Lifestyle

- NATIONAL
Is Harmful to the Environment GEOCRAPHIC

Percentage of Consumers in Each Country, 2009
Y e
Total (17 countries) &

MNat at all
harmiul

i :

Indians
lapanese I
Brazilians
Mexicans

South Koreans
Argentineans i

Chinesa JE
Russians i

French E
Spanish
Swedes

s et}
h 1 - r 1
-
'

The white space in this chart represents “Somewhere in the middle (3)” (on a scale of 1 to 5 where 1 --..._EE :m

54 means “Not at all harmful” and 5 means “Extremely harmful”) and “DK/NA.”



I Am Very Concerned about

- NATIONAL
Environmental Problems GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly Strongly
L agree {5) - ¢ M ? L disagree (1)
Total (17 countries) 25 30

Chinese
South Koreans
Brazilians

Indians

Argentineans
Mexicans

Japanese
Australians

French
Spanish
Russians
Canadians 25 24
Americans 1 28

Hungarians F¥) 25
British 15 28
Germans LE] 30
Swedes 19 FE]

EEEEEEEEEEEEEEEEE E

WES08_294tma
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and "“*EE '
55 5means “Strongly agree”) and “DK/NA.” -



I Am Very Concerned about

- NATIONAL
Environmental Problems GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Decreases . 2008 . 2009

pual] Blpgs G0RTIN

s S .
mﬁaﬁ"ﬂ“ﬁ %ﬂﬂﬂ*\aﬂ }hﬂ*‘&“ s

GLOBE AN
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The Seriousness of Environmental

Problems Is Exaggerated Today E‘?EER%EC

Percentage of Consumers in Each Country, 2009

WYy M W2 M g
Total (17 countries) 2 30
Indians
Argentineans B 35
Brazilians 13 33 |
Mexicans 13 33 |
Americans
British
Australians 3 23 |
Germans 2 27
Spanish
Russians 2 36 |
Canadians D2 33
Chinese
Swedes 8 35 |
Japanese
French Lz 3 |
South Koreans 4 24|
Hungarians 26 39

NGS09_29Atmd
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._ELE m
57 5means “Strongly agree”) and “DK/NA.” -



The Seriousness of Environmental

Problems Is Exaggerated Today El?ggnﬁlmc

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases B 2008 J 2009

UGS BISEN

[T

GLOBE -9
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Environmental Problems Are Having a

Negative Impact on My Health Today

Percentage of Consumers in Each Country, 2009

Strongly
disagree (1)

Pt

Stron
L agretg;! . ¢

Tatal (17 countries) 17 3

s

il = i)
o
i“ rl i
=
— - - :

Chinese 35
Indians
Russians

Brazilians
Argentineans
Mexicans
Hungarians
South Koreans
Frem:h'
Germans
Canadians
Americans
Spanish
Japanﬁe.
Australians
Swedes
British JE

"
=]

HGSNG FaAkime
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“'E——LE_E_E m
59 5 means “Strongly agree”) and “DK/NA.” -



Environmental Problems Are Having a

Negative Impact on My Health Today Elsggnhﬂ'mc

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Decreases . 2008 . 2009

Pusi] MUNEZ B0SON
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I Feel Guilty about the Impact | Have

R NATIONAL
on the Environment GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
- -

Total (17 countries) JE

Strongly
disagree (1)

L]

Indians 17
Rrazilians 20
Mexicans 18
Argentineans 18 27

e
=)

F
Post
w it
L = =]
L] =1
-
=i
[

Chinese
South Koreans |I§
Hung.arlans.
Swedes
Russians
Spanhh'
French
Australians
Americans
British
Canadians Rl 12
Japanese | 17
Germans [E

NG5G 2asimg
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“-E——LE_E_E m
61 5 means “Strongly agree”) and “DK/NA.” -



I Feel Guilty about the Impact | Have

. NATIOMAL
on the Environment GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,

Trends: 2008—2009
Increases . 2008 . 2009

Y DWIYRR ANSSIN
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My Government Is Currently Working

Very Hard to Make Sure that We NATIONAL
Have a Clean Environment GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
moey, me
agree (3}

Tatal (17 countries) G 18

Strongly
disagree (1)

Chinese 0
Brazilians
Indians K
Mexicans
Argentineans
Australians [JiE !
British B 17
Americans JI§
Swedes | 17
Canadians |E ;
South Koreans [ 16
Germans [ 14
Spanish & 11
Japanese FIRE
Russians [B !
French ERIIRL]
Hungarrians'

okl
=]

= -l
- "
- )
— Pt
-
— |
h" E

ek

_—
g [l P

MGS08_204im|

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --.,__EE m
63 5 means “Strongly agree”) and “DK/NA.” -



My Government Is Currently Working

Very Hard to Make Sure that We NATIONAL
Have a Clean Environment GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009 Decreases

pual) lunyez BOSoN

S . X . A0S ,
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My Government Actively Encourages

NATIONAL
Consumers to Conserve Energy and Water GEOCRAPHIC

Percentage of Consumers in Each Country, 2009
Wy

Total (17 countries) 13 24

Strongly
disagree (1)

A.u;tralian;- 29
Chinese 30
Brazilians 5 29
Indians 34
Mexicans : 1[5 1B
Argentineans
Canadians
Spanish
South Koreans
Americans
British
French
Germans
Swedes
Russians

- d
-]

— |
g
™
. | Ei

Japanese &
Hungarians

b
B
b

NGS00_ 308 hmi
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“-E——LE_E_E m
65 5 means “Strongly agree”) and “DK/NA.” -



Global Warming Will Worsen My Way of

- —gp = - - NATIONAL
Life within My Own Lifetime GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
. o - - 2 o o o)

Total {17 countries) Ll

Brazilians al
South Koreans i1
Indians 14 39
Mexicans 44
Mgmtineans' 36 FE]
Chinese ¥
lapanese
Hungarians 18
French 1
Spanish 20
Aus'tralians. E 7
Americans
Russians
Canadians
Germans
British
Swedes

o - S,
B T
-

NGS0G ZAimm
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and "“EE

66 5 means “Strongly agree”) and “DK/NA.” e



Global Warming Will Worsen My Way of

- —gp = - - NATIONAL
Life within My Own Lifetime GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases Decreases . 2008 . 2009

pusl} Wunygs G0 56N
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An Environmentally Friendly Lifestyle Is

y NATIOMAL
Good for One’s Health GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
i me m

Strongly

disagree (1)

Total (17 countries) 41 ] 4]
Russians il 2]
Chinese : 2 |
Hungarians 3 7
Brazilians 3 2|
French 3 |
Indians ElE
Canadians &1
Spanish 3 3
Australians L'El
Swedes i ikl
Argentineans. i 4
Americans e
Mexicans N 5
Germans. BNkl
South Koreans 25 a1 EN
Japanese 24 : b
British RSN 5 |

HG509 FHAITN
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and “‘*EE m
68 5 means “Strongly agree”) and “DK/NA.” —



Owning a Luxury Car Is a Very Important

- - NATIONAL
Goal in My Life GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Strongly agree Strongly
L g m: W0

Total (17 countries) JE

Indians
Brazilians
Mexicans

Argentineans
Chinese
South Koreans £

Russians

Spanish B
British K
Swedes B
lapanese i
Americans |5
French HE
Australiams M

it
[ Y]
Tl

E k)

-

g
=

Hungarians [
Germans [

Canadians [E
FEES0G MHiBtmb

S N
S N N
R e —
L N
S R

1 1 4

L

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“-E——LE_E_E m
69 5 means “Strongly agree”) and “DK/NA.” -



Owning a Luxury Car Is a Very Important

: - NATIOMAL
Goal in My Life GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 . 2009

puan OQWIESE 055N
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People | Know Have Encouraged Me to Become

More Environmentally Responsible through Their NATIONAL
Words and Actions GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
- 4 . 3 - Strongly

disagree (1)

- Strongly agree
(5)

Total (17 countries)

Erazilians
Indians
Chinese
Mexicans
Argentineans
Hungarians
Spanish K
lapane:e' 3
South Koreans [
British |
Canadians B
G'Eﬂl'l-ani. 3
Australians [
Americans £
French E
Russians [
Swedes B
PkSiE_ Sistmi

ity
1 & =
= -
o
e
-~
i

gl
[ E .F

P
iy
P’

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._EE :m
™ 5means “Strongly agree”) and “DK/NA.” -



People | Know Have Encouraged Me to Become

More Environmentally Responsible through Their NATIONAL
Words and Actions GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases [l 2008 ] 2009 Decreases
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The Impact That Our Society Has on the

Environment Is So Severe That There Is NATIONAL
Very Little Individuals Can Do about It GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

L ::r::gg} B I L mﬂim
Tatal (17 countries) [IRE ] DT 17 |
Russians 35 11 . 7 |
Chinese 17 30 S Em
Indians 14 31 PR 11 |
Argentineans |EELS . S
Mexicans |EE 23
Hungarians 41 1 D 1! |
Brazilians D 21 . IS
South Koreans D 29 e e |
French |EE S
Germans F: 19 . 15 |
British S i
Spanish |IERNNL: . .
Swedes S .
Canadians i3 ¥ D 6 |
Australians | 12 18 | 76
Americans K 11 T
Japanese |ERINE ====9—— I

HOS0E FRAlTE

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“-E——LE_E_E m
73 5means “Strongly agree”) and “DK/NA.” -



The Impact That Our Society Has on the

Environment Is So Severe That There Is NATIONAL
Very Little Individuals Can Do about It GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases B 2008 ] 2009 Dpecreases
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New Technology Will Ultimately Solve

Our Environmental Problems, Requiring NATIONAL
Very Little Change in Human Behavior GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
WY W L e

Tatal {17 countries) G 16

Indians
Mexicans
South Koreans
Argentineans
Brazilians

Chinese
Americans
Swedes
British [E
Russians I3 10
Germans [ E
Spanish E
Canadians B
French E )
Australians E
Japanese [

5
'
2 LiJ

r
el
]

2
i
L

Hungarians H
NES06_SAtme

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and w m
75 5means “Strongly agree”) and “DK/NA.” -



New Technology Will Ultimately Solve

Our Environmental Problems, Requiring NATIONAL
Very Little Change in Human Behavior GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 l 2009

US| UGS BOSDN
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The Environmental Movement Is a

y NATIONAL
Passing Fad GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

m Gy me W W Gogl)
Total (17 countries) Il
Indians
Mexicans
Argentineans
Brazilians 12 38
Russians
Chinese e
French 24 24
South Koreans 27 8 |
British
Americans 28 34
Spanish 27 39
Japanese
Australians I
Germans .5 4
Swedes I
Hungarians

~
S
—

Canadians

NGS09 29Atmf
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._EE :m
77T 5 means “Strongly agree”) and “DK/NA.” -



The Environmental Movement Is a

. NATIONAL
Passing Fad CEOCRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 | 2009
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Companies and Industries Are Currently

Working Very Hard to Make Sure That We NATIONAL
Have a Clean Environment in My Country GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
R I

Total (17 countries) [

Strongly
B Gisagree (1)

Ll

Chinese 14
Indians
Brazilians
Mexicans
Argentineans
Japanese E
Americans ]
Germans
Australians |
Swedes
South Koreans
British |
Canadians Jg
French E
Spanish H
Russians [
Hungarians (i

{

|
F- -
o =
o
A - o
.
i

2l

=
-
Pl

NCEECR SR

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and w m
79 5means “Strongly agree”) and “DK/NA.” -



Companies and Industries Are Currently

Working Very Hard to Make Sure That We NATIONAL
Have a Clean Environment in My Country GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009
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The Automobile Industry in My Country Is

Working Hard to Be Environmentally NATIONAL
Responsible GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strangly
. #.. {'5! - 4

Tatal (17 countries) Il 18

Indians 15 EE]
Brazilians 21
Japanese Il EE]

Chinesea LE] i

Argentineans E] 19
Mexicans L] 1
Swedes JB 13
Australians B 18
Americans i 17
Canadians B 17
Germans i 14
British f 16
south Koreans | 16

French B 13

Spanish [ERRR
Russians JEJIC

Hungarians 5

o

4 | |
e
™ "-I -
o
ot
s
ol

il

MOS0 Admi
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._ELE m
81 5 means “Strongly agree”) and “DK/NA.” -



The Media and Advertising Are Encouraging Us to

- - - NATIONAL
Consume in an Environmentally Irresponsible Way DGEDGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly strongly
i agree (5) . 4 . 2 disagree (1)
Total (17 countries) 16 2% S EEN
Argentineans B 7 |
Mexicans i 7 |
Indians R 5 |
Russians R S |
French o KR
Brazilians B 12 |
Spanish . 6 |

Pt
LA

Canadians
British
Germans
Australians
Chinese
Americans
South Koreans

Japanese
swedes [l
Hungarians-' B

HOSDE_FAlmi

-
L

=

3

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“'E——LE_E_E m
82 5 means “Strongly agree”) and “DK/NA.” -



People in All Countries Should Have the Same

Standard of Living as People in the Most Wealthy NATIONAL
Countries GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly agree Strongly
- {5} - : - 2 - disagree (1)

Total (17 countries) 27 BB
Brazilians ~'H
Russians i 4 |
Argentineans R 5 |
Mexicans . 5 |
Spanish [ 3
Humgarians R 5 |
Australians §
Indians N 6 |
French R 6 |
Canadians R B |
British . EA
Swedes 0 A
Chinese SN & |
Germans . 7 |
Americans 17 0 IR
South Koreans | 20 . 16 |
lapanese KRNI . 14
LS00 FoERTe

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --,,_,EE
83 5 means “Strongly agree”) and “DK/NA.” -



As a Society, We Will Need to Consume a

Lot Less to Improve the Environment for NATIONAL
Future Generations GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

e me omm,
Total {17 countries) 27 RS 4 |
Mexicans 40 28 6 4]
South Koreans a1 ' 311
Argentineans 39 26 ETE
Brazilians 38 17 G 5 |
Australians ' H
French [ 73]
Canadians 7l |
Indians 11
Americans R 5
Spanish . 5 |
Hungarians B 5
British REH
Swedes B 5
Russians - B 7
Chinese 24 B ]
Japanese KK ET 8
Germans [JIlE 24 B 8 |

MES05_2alamb

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and "“*EE
84 5 means “Strongly agree”) and “DK/NA.” -



As a Society, We Will Need to Consume a

Lot Less to Improve the Environment for NATIONAL
Future Generations GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases B 2008 [ 2009
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I Am Willing to Pay More for an Energy-Saving

Product if It Will Save Me Money Over the NATIONAL
Product’s Life Due to Lower Energy Costs GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

trongl reg
- i‘slﬂ"ﬂl'aﬂ -4 - 2 -irrs-::?:: {1}
Total (17 countries) . H=
Chinese EX
Hungarians BN 1
Brazilians BRI IR
Indians EEH
Argentineans EEEN
Spanish Ern
Russians : R A |
Mexicans ] 30 El2E
Canadians 21 : R G
Swedes 25 32 S 7 |
Australians 20 36 N 7 |
Germans 24 1 - EER
French 6 28 Sl ER
Americans 18 36 . 7 |
British D L KR
South Koreans B 36 o
Japanese B 2B e

NS00 e

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --,,_,EE
86 5 means “Strongly agree”) and “DK/NA.” -



I Am Willing to Pay More for an Energy-Saving

Product if It Will Save Me Money Over the NATIONAL
Product’s Life Due to Lower Energy Costs GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases Decreases . 2008 . 2009
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I Am Currently Trying Very Hard to Reduce My

Own Negative Impact on the Environment

Percentage of Consumers in Each Country, 2009

Wy e W

Total (17 countries) 15 ETi]

- Strongly

disagree (1)

Chinese 4 45
Indians 21 )
Brazilians
Mexicans
Argentineans
Canadians
French
Australians
Americans
Spanish
British
South Koreans iz
Russians
Hungarians
Swedes
Germans
lapanese [

b adidssas. |

HGS0G Rl
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and "“EE M
88 5 means “Strongly agree”) and “DK/NA.” -



I Am Currently Trying Very Hard to Reduce My

- = NATIONAL
Own Negative Impact on the Environment CEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends 2008—2009

Increases  Decreases . 2008 . 2009
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I Have Recently Been Paying More Attention to

News Stories about the Environment

Percentage of Consumers in Each Country, 2009
- ?;;nﬂﬂlragrﬂ B - N :

Total (17 countries) B

. Strongly

disagrea (1}

Brazilians
Indians 0 4
Chinese 18 42
Mexicans 17 18
Argentineans 26 28
South Koreans JJEIT 41
French
Hunqarians'
Japanese
Spanish
Australians
Germans
Americans
Canadians
Russians
British g
Swedes [
MGS08 200mn

ii'
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The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --,,__EE M
90 5 means “Strongly agree”) and “DK/NA.” -



NATIONAL
GEOGRAPHIC

Housing
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Housing NATIONAL
GEOGRAPHIC

92

Consumers in North America, Australia, and Great Britain tend to have larger primary
residences than respondents in other countries; however, respondents from these
countries do not consider it a major life goal to own a big house. In contrast,
consumers in Brazil, Hungary, South Korea, and Russia live in much smaller dwellings
of usually three rooms or less.

In developing countries consumers tend to be more likely to identify owning a big
house as a life goal. For consumers in developing economies such as Brazil, China,
India, and Mexico specifically, this sentiment has risen since 2008.

North American and European consumers are the most likely to heat their homes, but
Americans, Canadians, and Swedes are much more likely than others to have
insulation in their walls.

Air-conditioning is very common among American and Japanese consumers, and
slightly less so among consumers in Australia and China. It continues to be an
unusual feature in most European households.

GLOBE



Housing NATIONAL
GEOGRAPHIC

« Since 2008, consumers across many countries are now more likely to report that they
engage in energy-saving activities such as keeping heating and cooling at low settings
to save energy, minimizing their use of fresh water, and washing laundry in cold water
specifically to save energy.

« Brazilian consumers continue to be much more likely to purchase renewable or
“green” electricity, this has increased since 2008. Consumers in two other emerging
economies, India and Mexico, have shown increases in purchases of this kind of
electricity as well.

» Consumers in nearly all countries surveyed report household consumption of
electricity and fuel has remained largely the same, though Brazilian and Indian
consumers are the most likely to report that consumption has increased.

 Across all countries cost is cited as the number one reason for decreased
consumption of energy in the household.

« Australia, Brazil, Canada, and India are the only countries in which a majority of
consumers indicate environmental concerns to be the main reason behind the
reduced consumption of energy in their homes.
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Housing: Energy-Saving Appliances NATIONAL
GEOGRAPHIC

« Australian, Brazilian, Chinese, and Indian consumers are more likely in 2009 than they
were in 2008 to report owning energy-saving appliances (though Chinese and Indian
consumers continue to be less likely to own such appliances). Canadians also report
higher instances of owning most energy-saving appliances this year.

« Consumers in seven of the countries surveyed are more likely this year than in 2008
to report owning an energy-saving television. Brazilian and Chinese consumers report
the largest increases since last year.

« These increases are likely a result of increased availability and affordability of energy-
saving appliances, as manufacturers making a shift toward supplying energy-saving
appliances.

GLOBE
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Greendex Rankings: Housing NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

Brazilians (1) Hungarians (9)

Indians (2) Germans (10)

Mexicans (3) Swedes (11)

Chinese (4) Australians (12)

Argentineans (5) French (13)

South Koreans (6) Canadians (14)

Spanish (7) Japanese (15)

Russians (8) British (15)

NGS09_gd_res
Americans (17)
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Relative Changes in Housing Sub-Index Scores NATIONAL
GEOGRAPHIC

Countries in which the average consumer’s housing score improved notably more
than in other countries:

* India

e China
« Mexico
* Spain

* France

Countries in which the average consumer’s housing score improved notably less
than in other countries:

« Japan
e Great Britain
« USA

GLOBE -Io%y]
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Sub-Index Content: Housing NATIONAL
GEOGRAPHIC

The Housing sub-index consists of 24 variables
measuring the following:

« Size of residence relative to number of inhabitants

 Home heating and cooling, including fuel source

* Hot water and water heating equipment

» Recent upgrades to residence that result in more efficient heating or cooling

« Consumption of renewable energy (both through the grid and generated onsite)
« Energy-efficient major appliances

« Water usage

GLOBE -y
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NATIONAL
GEOGRAPHIC

Questions Included in
Housing Sub-Index
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Number of Rooms in Primary Residence

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries)

South Koreans
Russians
Hungarians
Brazilians
Spanish
Argentineans
Indians
Chinese
Swedes
Germans
Mexicans
Japanese
French
Canadians
Australians
Americans
British
WGS00 6

-2 P: 56 72 [ 9 ormore
19 25 ) I A 18 B 2 |
24 61 .13 K
47 32 17 KN
11 34 I 7 B
36 38 35 ER
E 35 | 31 14 iR
25 29 ¥ 14 A
25 28 == 1% R
19 35 [ | | 18 I 4 |
27 27 e )| EEE

17 26 19 21 O EE
14 24 | 16 3 10
g 17 30 RN 5 |
F 14 36 I S |
s T 22 . 24 |
s e 21 DS 37
9 24 D 30
6 L8 n . 21 |

99  The white space in this chart represents “DK/NA.”



Features of Primary Residence:

Home Heating E‘SEEE'L”?’LH.C

Percentage of Consumers in Each Country, 2009

Total (17 countries)

British 95
French 95
Americans 94
Hungarians 94
Canadians 92
Germans 89
Russians
Swedes
Spanish
Japanese

Australians
Argentineans
Mexicans
Chinese
Indians

South Koreans

ol
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Features of Primary Residence:

. NATIONAL
Hot Running Water GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries)

Americans | - -

Australians | I,
British I, © -

Swedes I, -

French | ¢

Canadians | < 5

Germans | ¢

South Koreans [N, ¢ 1
Hungarians |, 0

Spanish I § 9
Russians | &
Argentineans ._?ﬁ
Brazilians | 7 4
Mexicans NG - -
Japanese I :

Chinese [INEEEEG——— ::
Indians I : GLOBE
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Features of Primary Residence:

Air Conditioning O i

Percentage of Consumers in Each Country, 2009

Total (17 countries) N :2

Japanese | ©9
Americans I : O
Chinese | 7 /

Australians I 2
South Koreans _"-1"‘-l
Argentineans _53
Brazilians —51
Canadians INNNIENEGGGG -
Spanish | 5
indians | : 2
Mexicans N -
Swedes —IE
Russians _‘3
Hungarians —12
French IS
British W3
s el —Stose



Oil Primary Source to Heat Home NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) [ 10
|

Japanese | ¥

Germans | ¢
South Koreans I 2

French —14

indians I 11
Americans -_E
Spanish NS
Brazilians NN 7
Canadians 6
Chinese =E
British [NENS
Russians -5
Argentineans _3
Swedes [l3
Mexicans _2
Australians -'1

Hungarians -!ll'
NGS0E_ ol
GLOBE

103 Subsample: Those who answered their home is heated (n=11,930)



Coal Primary Source to Heat Home NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) 3
|
Chinese I_ﬂ
Brazilians _!
Russians I-t:t
Mexicans IS
Britsh I
Indians _4
Argentineans Fi
Germans [l
Hungarians :-1
South Koreans I-z
Spanish |1
Americans 1!‘1'
Australians iﬂ
Canadians 0
French 1!'0
lapanese !ﬂ
Swedes 1l.'l

NEEE B onal

GLOBE oy
104 Subsample: Those who answered their home is heated (n=11,930)



Features of Primary Residence:

] ) NATIONAL
Insulation in the Walls GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) —43
Swedes |_5'-JI
Canadians | 3
Americans NG 7 ¢
British | -5
Germans |
French I 50
Australians |GGG
South Koreans :_33
Russians —35
Japanese | 31
Spanish [N : 1
Argentineans _23
Brazilians _EE
Hungarians :_15
Mexicans I_H

Chinese N 22
Indians &
s ~sron: I8
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On-Demand Electrical Water Heater Used to

3 NATIONAL
Heat Running Water GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) M 15

Brazilians |
Indians I, 5
Mexicans | 27
Chinese NG 22
Argentineans | 19
Germans I 1§
Japanese _13
Spanish I 15
Australians [ 12
French _11
South Koreans N 11
Swedes NG 11
British N7
Americans IS
Hungarians N4
Russians -4

Canadians 2
NGS5 Dim_odelec GLOBE

106 sybsample: Those who answered their home has hot running water (n=14,245)



On-Demand Natural Gas Water Heater Used to

) NATIONAL
Heat Running Water GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) N ;0
'!
spanish I
Japanese N
Brazilians | ;>
Mexicans | :
Argentineans I
Germans I 29
South Koreans I 2§
British I 2 ¢
Chinese I 2
French (I 2
Hungarians _21
Indians N 20
Australians _13
Americans -3
Russians -3
Canadians _1

Swedes |0
NLESE Sim odngas GLOBE
107 sybsample: Those who answered their home has hot running water (n=14,245)



Solar Energy Used to Heat Running Water

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) [N

Chinese |, -
indians [N -
Australians |G G
Brazilians [N &
Mexicans [N ©
Japanese [N 5
Germans [N
Argentineans [ E
spanish 3
French 1
Russians [l
South Koreans [l
swedes [l
Americans 0
British 0
Canadians 0
Hungarians 0
NGSIT Pm. sola

GLOBE
108 gsybsample: Those who answered their home has hot running water (n=14,245) T



Changes to Residence Made to Insulate House

: NATIONAL
in Past Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

. Sealed drafts/cracks/ - Installed thermalf 0 Installed or upgraded
spaces that let in insulating windows ~ insulation
cold/hot air
Total (17 countries) 3 L
Russians =18
Canadians == b =]
Argentineans 1.
Chinese [ 16 |
Brazilians [ 22
Mexicans I
British [ -
Americans | &
Australians 58§
South Koreans B
Indians |20
Swedes - I
Germans [ 13
Hungarians (s | ]
Spanish 3 B
French |
lapanese JJE 2 m
- 1 GLOBE X
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Installed Solar Panels at Residence in Past Year NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

To generate
Bl 7o heat water =l
electricity

Total (17 countries)

Chinese
Indians
Brazilians
Mexicans
Argentineans

Germans

South Koreans
Australians
French
Spanizh
Eritish
Canadians
Hungarians
Japanese
Russians
Swedes

Americans (0
110 NGS0S_10gh_py
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Installed Energy-Saving Appliances

in Past Year

Percentage of Consumers in Each Country, 2009

111

Total (17 countries)

Argentineans
Rissians
Mexicans
Spanish
Brazilians
Indians
Chinese
Australians
British
Canadians
Hungarians
swedes
South Koreans
Germans
Americans
French
lapanese

HGS0E_10e_py

e
——
I 2
I
I
—
I
I
2
I 20
'
= i}
T

== =1

NATIONAL
GEOGRAPHIC
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Installed Energy-Saving Furnace

) NATIONAL
in Past Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) NN

Canadians (N ' 1
Chinese N '
Argentineans | ' 2
French | ¢ 1
PRI =
spanish I 10
swedes [INNNENGGEGEGEGEGE
Germans (I ©
RBHRIIN e
Russians | -
Hungarians [N
Americans NG 7
British | IR 7
south Koreans [ NNNGGGNGNGEGEGEGE 7
Brazilians |G -
Japanese [N 5
Australians [NGGY

NS0T 1D py GLOBE

112 e



Household Purchases “Green” Electricity NATIONAL
GEOGRAPHIC

“Yes,” Percentage of Consumers in Each Country, 2009

Total (17 countries) —11

Brazilians |
Mexicans | 7
Indians | IEEEG—
Argentineans (I : :
Australians :—Tf
Swedes [INNEEEGEG_— 5
Chinese _14
Spanish N 22
Canadians N 16
Germans —14
British [N 11
Americans I 10
South Koreans [N 10

Russians [ S
French G
Hungarians [l2
Japanese W2
S 11 GLOBE m
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Household Purchases “Green” Electricity NATIONAL
GEOGRAPHIC

“Yes,” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 JJj 2009

PUM] L1 50N

- AT e
¥ g&"-""ﬁ
114 i
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Household Contains Energy-Saving Television

Percentage of Consumers in Each Country, 2009

Yes, household Does not contain, bui Mo, does not contain and
I currently contains [l intend to acquire onein | do not intend to acquire
mne the next year one in the next year
Total (17 countries) I TR

Brazilians : 38 [

Canadians 43 17 A0

Americans . 13
Chinese 4 [

Mexicans 33 43 [
Indians ; 20
Australians 29 IEEA e —

Argentineans 2 O 0000
Hungarians 26 I - TR
British 2 I (O, - Z R |
Spanish 27 45
South Koreans |ISSFERNN N M 0
Germans 20—

Russians ] 29 %
Swedes 12—
lapanese 5 | 16 B B

French 14 15 i
WGEG me
115 The white space in this chart represents “DK/NA.”
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Household Contains Energy-Saving Television NATIONAL
GEOGRAPHIC

“Yes, Household Currently Contains One,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 . 2009

Pudl BURSE BOSDN

GLOBE sy
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Household Contains Energy-Saving Laundry

Washing Machine / Dryer

Percentage of Consumers in Each Country, 2009

Yes, household Dioes not contain, but Mo, does not contain and
B currently contains [ intend to acquire one in - [ do not intend to acquire
one the next year one in the next year

Total (17 countries) 33 [ 24 I

Australians /1
Canadians
Americans

Germans
Hungarians
Brazilians
Spanish
British
Chinese
Mexicans
Indians
Swedes
French

South KEoreans
Argentineans
Russians
Japanese

KRGS Foimb

117 The white space in this chart represents “DK/NA.”
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Household Contains Energy-Saving Laundry

[ - NATIONAL
Washing Machine / Dryer GEOGRAPHIC

“Yes, Household Currently Contains One,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 | 2009

PUD QuUisE BOEDMN

GLOBE sy
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Household Contains Energy-Saving Dishwasher

Percentage of Consumers in Each Country, 2009

Yes, household Does not contain, but Mo, does not contain amd
B currently contains [l intend to acquire onein 1 do not intend to acquire
one the next year one in the next year

Total (17 countries) I S —

Canadians BRI S -
Americans _‘]‘.—

Australians
Germans 30 [ 13 ] i
Spanish
Brazilians
Swedes
British
Hungarians
Mexicans
Argentineans
French

Indians
Chinese
South Koreans

Russians J
NGE0D 25ims

119 The white space in this chart represents “DK/NA.”

NATIONAL
GEOGRAPHIC

GLOBE .



Household Contains Energy-Saving Dishwasher NATIONAL
GEOGRAPHIC

“Yes, Household Currently Contains One,” Percentage of Consumers in Each Country,

Trends: 2008—2009
Increases . 2008 . 2009

PURI DWIGE T BOSTIN

GLOBE &N
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Household Contains Energy-Saving

Refrigerator/Freezer

Percentage of Consumers in Each Country, 2009

Yes, household Does not contain, but No, does not contain and
Il currently contains [l intend to acquire onein [ do not intend to acquire
one the next year one in the next year

Total (17 countries) [ 24 g

Australians B[l e
Canadians 54 17 B
Brazilians 53 37 A
Americans 50 IEER O L.

Hungarians [ 35 [0

Spanish [ 20
Germans | 20
Chinese 38 I T -.E-
Mexicans 3]
British
Swedes
Argentineans
Indians
South Koreans
French
Russians 16
Japanese 14 [ 10 __

MEETE_2timd

121 The white space in this chart represents “DK/NA.”
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Household Contains Energy-Saving

J NATIOMAL
Refrigerator/Freezer GEOGRAPHIC

“Yes, Household Currently Contains One,” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 | 2009

=
&
B
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Frequency of Keeping Heating/Cooling at Low

Setting to Save Energy E‘SEEE’E}"H.C

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009
B Al of the time (5] B Often (4)

Total {17 countries) |NE P W - 5

spanish | R S I 72
Americans | T S A 7
South Koreans [N M I 7
Australians R S T 6
sapanese. N I s | I o6
Canadians | S S " S 65
Germans. |E S S I 5
indian | I S S
Feoch T o
Argentineans | NS TS S | 0
e
Mexicans | S S 59
Hungarians N <
oh I
Brazilians TR SO | S5

Swedes | M I
Russians [NEREIEET 22
MGS0E g
13 ” 13 H ” 113 H ” Hh_""‘“—-——_
123 +On a scale where 1 means Never,” 3 means “Sometimes,” and 5 means “All of the time. -l



Frequency of Keeping Heating/Cooling at Low

Setting to Save Energy

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 . 2009

z
Z
¥
a
e, 5 )
e,

124 +On 3 scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”
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Frequency of Minimizing Use of Fresh Water NATIONAL
GEOGRAPHIC

“All of the Time (5)” or “Often (4)”* Percentage of Consumers in Each Country, 2009

B A of the time (5)

B Often (4)
Total (17 countries) NEENINNE C A 50

Germans ”
Austratians. |V S - I 9
pecch T 0O
Braviians I W 66
spanish 60
indians EET S | 56
Argentineans VAN S T 52
Mexicans IS W | S 52
Chinese | IFTI | S 15
Japanese RER S I
Hungarians, |ECHN N ” S 6
Canadians SN I 3
oritish I I 39
Russians RN T ;7
Americans SEEREINE I 37
Swedes 2
South Koreans [JENIRI 23

MG P

GLOBE AN
125 +On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Minimizing Use of Fresh Water NATIONAL
GEOGRAPHIC

“All of the Time (5)” and “Often (4)”* Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases . 2008 . 2009

&
g
¥
:
hﬁaﬁ““ﬁﬁsﬂﬁﬁ‘“ﬁ e *‘“ﬂmﬁe‘ﬁﬁiﬁﬁaﬁ 0O (0
GLOBE "
— -

126 +On 3 scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Washing Laundry in Cold Water

to Save Energy El?ggm%mc

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009
Bl Al of the time (5) I Often (4)

Total (17 countries) [E N N N 50

Australans | S 10 5
Brazilians | S S S -
Mexicans | N S S

Canadians | R S S
indians T G S T
Argentineans N I SO S 5

Hungarians. | S S <

Americans NE N S S 55
Japanese | I T

Chinese: |EL S T 5
Spanish | R S | S 5
South Koreans RN 5
Germans TN S 37
French |IIEEEE D 35
British [ 2
Swedes RN 15
Russians [EJIENN 10

e | GLOBE
127 +On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”




Frequency of Washing Laundry in Cold Water

to Save Energy E‘?E‘E"{ﬁ"mc

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases

B 2008 [Jj 2009 Decreases

pueq |ufaE G0SEIN

.‘mﬁi E{ \ﬂﬁhﬁtﬁeﬁe ?ﬁﬁd{\

pS‘:'E"

S .05 ea0® g el
e g (e
W

128 +On 3 scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



NATIONAL
GEOGRAPHIC

Additional Questions Not Included in
Housing Sub-Index
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Owning a Big House Is a Very Important

Goal in My Life

Percentage of Consumers in Each Country, 2009
- ?st)rongly agree - 4 - 2 - Strongly

disagree (1)

Total (17 countries)

=t
—
=3

Chinese
Indians

Argentineans

=
—
(f=]

Brazilians
Mexicans

Russians 1 26
South Koreans 22 11 |
French L2 31 |
Hungarians
Spanish
Germans T

British 23 _ 1

Swedes [ L2 46
Australians
Americans | 2 46
Japanese
Canadians EJE] e 5 |

NGS09_P9Btma
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“'E——LE_E_E m
130 5 means “Strongly agree”) and “DK/NA.” -



Owning a Big House Is a Very Important

: - NATIONAL
Goal in My Life GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases B 2008 [ 2009

PusI BURET BOSTIN

GLOBE oY,
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Change in Consumption of Electricity and Fuel

- NATIONAL
Consumed in Your Home Over the Past Year CEOCRAPHIC

Percentage of Consumers in Each Country, 2009

Substantially
.4 B - decreased (1]

- Substantially
increased (5)

Total (17 countries)

Swiedes

0 kA

French [ . D |
Germans S b
Hungarians S mmeEm
Americans [ [ |
British LS b
Brazilians I 11 |
Canadians - KB
Mexicans 0 IR
Argentineans I 1] |
Australians 0 mE
Chinese DS b |
South Koreans g |
lapanese b
Spanish . S |
Russians T b |

I F RN

B 5 |

Indians

NESDE_2Thd
The white space in this chart represents “Stayed the same (3)” (on a scale of 1 to 5 where 1 means GLOBE m
132 “Substantially decreased” and 5 means “Substantially increased”) and “DK/NA.” ———— -



Reason for Decreased Consumption of Electricity

1 NATIOMAL
and Fuel Consumed in Your Home GEOCGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

i £ § O & g -E ! ¢ ¥ 5§ § £ 8§ § Z % %
_— o % = E = = - E = b s =
gc & 2 3 E £ 5§ &8 £ 8§ £ T f £ 2 3 & &
Cost 80 92 75 78 75 93 85 60 8 B9 85 64 62 77 81 8 80 69
Changes in financial %4 33 A s mnl Al e 3t we DE3 el s0c 0290 Do DBt D as | | 33
situation
Environmental
L 40 29 48 50 54 33 50 46 43 33 20 52 42 48 20 19 45 47
Changes in fiving S5 17 24 2 260 18 iE) 30| aadl Ay bars bawel | meil 2l 3% 24| 200 29
circumstances
Health reasons 7 4 B 5 7 3 3 21 4 4 7 23 i 8 9 B 3 7
¥ NGS0S_FTBd thi
Top mention

- -

133 Subsample: Those who have reduced in home consumption of electricity and fuel (n=5,450)



Electricity Primary Source to Heat Home NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total (17 countries) |IEEEEG— i

Japanese |_33I
Indians | 7
Chinese (NG

Australians R 5

Mexicans _54

Argentineans [INEEEEGEG_—__——— ;O
Americans :_50
Spanish | S 0
British _49
Canadians NG °
Brazilians :_-ﬂ'
French —4?
South Koreans _45
Russians (I -
Swedes —ﬂi

Germans [N 15
Hungarians [N 9
v coonc T8
134 sypsample: Those who answered their home is heated (n=11,930) T



Plan to Make Changes to Insulation of

. NATIONAL
House in Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

. Sealed draftsicracks/ - Installed thermal/ i—i”j Installed or upgraded

spaces that let in insulating windows insulation
cold/hot air
Total {17 countries) [ 18 | | 1.
Chinese |_T._ e
Indians (S o] [ - —

South Koreans T —— . Ji
Brazilians = T
Mexicans -E- (. —

Hungarians -_ | 26
Russians 2 W |
Argentineans - N R
Canadians -]_- B
Spanish |16 [
Americans | =l
Swedes g W - 5
Germans :l- (S
British =8
French 10 [
Australians 'p ==
spes b = sl
135 WGES0E_10Rabe_uy '



Plan to Install Solar Panels at

. - NATIONAL
Residence in Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

To generate

Te heat water
- eleciricity

Total (17 countries)

Chinese
Mexicans
Indians
Brazilians
Russians
Argentineans
South Koreans
Hungarians
Spanish
Australians
Canadians
Germans
French
Swedes
Americans i
British 3

HEHHEEEHHHHHHHHHH :

Japanese
5 GLOBE =g
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Plan to Install Energy-Saving Appliances

: NATIONAL
in Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) |INEEEG—_—— S '°

Chinese |
Brazilians NG - Y
Mexicans [N

Argentineans [ INNEEEGEEGEG_———

indians |GG - 7

South Koreans | 7
Hungarians I

spanish NG 20
Russians -_19
Germans |G 1t

French |GGG 14
Canadians ._11
Americans |HIIN®
Australians |NNEGING

Swedes NS

British [N
Japanese [

NGES0S_10e_uy GLOBE
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Plan to Installed Energy-Saving Furnace

] NATIONAL
in Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total {17 countries) ._15

Chinese N :
Brazilians | -
Indians | -
Mexicans [N -
Russians I ©
Argentineans NG - 1
South Koreans NN ' ©
Hungarians NG 17
Spanish N 1
Canadians | ' 1
French |G
Germans I
swedes I &
Americans [N 7
Australians [|1TNNEGEN7
British | 7
Japanese NS
GLOBE
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Transportation
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Transportation

140

NATIONAL

GEOGRAPHIC

Consumers in Australia, North America, and Western Europe tend to be much more
likely than those in other countries to own at least one car or truck. South Korean
consumers are also likely than most to report owning at least one of these vehicles.

Chinese, Indian, and Russian consumers are among the least likely to own at least
one car, while Chinese and Indian consumers are among the most likely to report
owning a motorcycle.

While majorities of consumers in most countries report that their consumption of fuel
over the past year has remained the same, consumers in developed countries are
more likely than those in developing countries to report a substantial decrease in fuel
consumption.

Frequency of using local public transportation tends to be low in most countries
(Russian consumers are the only majority (52%) to report using public transport every
day or most days). The biggest obstacle to taking public transportation tends to be
around unavailability or efficiency issues. In other words, public transportation runs too
infrequently, and it takes too long to get to destinations. In addition, Chinese, Indian
and Russian consumers claim that public transportation is too crowded, German and
Japanese consumers attribute low usage to the high cost of public transit, while
Mexican consumers point to safety considerations.

GLOBE




Transportation NATIONAL
GEOGRAPHIC

141

To emphasize the lack of availability of local public transportation, consumers in many
countries (developed and developing) also report a decrease in availability since 2008.

Consumers in emerging economies (Argentineans, Brazilians, Chinese, Indians, and
Mexicans) are the most likely to live close to usual destinations to minimize
environmental impacts.

Since 2008, there is not much change in the number of households who own a fuel-
efficient vehicle. Only Brazilian and Mexican consumers report substantial increases.

Consumers across most countries agree that increased fuel prices have caused at
least a temporary change in their transportation habits.

Consumers in most countries also report decreased consumption in fuel, Indians,
being the exception, are most likely to say their fuel consumption has increased.
However, across all countries consumers agree that cost is the main driving factor
behind their decreased consumption.

GLOBE



Greendex Rankings: Transportation NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

69.5

73.6 Mexicans (9) 63.2

66.5
62.9

Chinese (1)

67.4

Argentineans (2) South Koreans (10) NA

. 66.6
Indians (3) 658 British (11) oo

. 66.5
Hungarians (3) 68.4 Germans (12) 21262

. 66.1
Russians (5) 68.7 Spanish (13) %1256

57.9

Japanese (6) 66.2 French (14) 59.4

Brazilians (7) 70.8 Australians (15)

Swedes (8)

NGS09_gd_trans

Canadians (16) 58.8

Americans (17)

, . . L
o Note: The 2008 Transportation Greendex scores have been recalibrated in a manner that has not “‘*nE___E_E

affected the meaning of the overall results



Relative Changes in Transportation

) NATIOMAL
Sub-Index Scores GEOGRAPHIC

Countries in which the average consumer’s transportation score worsened less than
in other countries:

* Spain

« Germany
« Australia
e Britain

Countries in which the average consumer’s transportation score worsened more than
in other countries:

e India

e Brazil
 China

« Mexico
* Russia
« (Canada
« USA

GLOBE -9
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Sub-Index Content: Transportation NATIONAL
GEOGRAPHIC

The Transportation sub-index consists of 17 variables
measuring the following:

* Driving

« Ownership of motorized vehicles

« Size of vehicle driven

« Distance vehicle is driven

e Owning an ultra-low emissions vehicle (ULEV or hybrid)
* Air travel

» Use of public transit

« Taking trains

* Riding a bicycle

« Walking

« Location of residence relative to primary destination

GLOBE -9
144 e



NATIONAL
GEOGRAPHIC

Questions Included in
Transportation Sub-Index

GLOBE -9
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1 Choose to Live Close to Usual Destinations to

Minimize Impact of Transportation on the
Environment

Percentage of Consumers in Each Country, 2009

- Strongly agree
(5

Total (17 countries) 14

Strongly
- disagree (1)

Bl I:

Chinese
Indians
Mexzicans
Brazilians
Argentineans
Germans 17
South Koreans JI
Americans [

Australians JIE
Canadians 15
Spanish JE 17
Hungarians JLE
French KK 17
British ] 19
Swades B 16
Russians KT 8

B
o -
b = |

Japanese BRSNS

MGS0E_FeEmen
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and ""“'E——LE_E_E m
146 5 neans “Strongly agree”) and “DK/NA.” -



Average Number of Cars or Trucks Owned,

NATIONAL
Rented, or Leased by Household Members CEOGRAPHIC

Percentage of Consumers in Each Country, 2009

;o
Total (17 countries) | S I ¢ 74

m : 3 or mone

australians I I 13 92
americans IV 9 92
French | R S I ¢ G
Canadians | 13 s
South Korean |7 N O | N ¢
Germans | T S S N © 62
orish | S W S 50
spanish |G T o 0
Brazilians |EEG— I 7 76
Japanese I VI S 7 77
Mexicans I TR I 5 75
Hungerians T 7
swedes NN W 73
Argentineans [T SN 0 0 2 5
Russians | E N 0 0 2 60

indians a 54
Chinese N N 1 5 |
vosonsane —GLosE
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Average Number of Motorcycles, Motor Scooters,

or All-Terrain Vehicles Owned, Rented, or Leased NATIONAL
by Household Members GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

o H : 3 or more
Total (17 countries) [NEEREY! 22

indians | R S ¢ 74
Chinese | EEG— S N, T 2 53
Brazilians [ E I 2 40
argentineans [ EERYL) : 23
Mexicans |ECRRIC 2 27
topanese EETIRET! 22
french |IEENERINNE 1 20
spanish |IEETINY 11 19
Germans ENINE] 15
Swedes [EKIE] 2 15
South Koreans |IEENEN 1+
Americans |JEKIINED 14
Australians [IECIEEEY 14
Canadians [JIEIEN 12
Hungarians 10
British |JIER @
Russians 9

MO | e G L U E E
148 T ]



Personally Drive a Compact Car NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total (17 countries) NG 2

Mexicans |, - 1
Indians I, £ 5
Brazilians | 2
French I, 2
Japanese [N, 2
Germans :_40
British N, - ©
South Koreans I, : /
Spanish | - 1
Argentineans NG 2 °
Chinese N 27
Canadians :_25
Australians I ° 3
Hungarians [N / 3
Swedes INNEEG_—_———— 2
Americans [INNINENEGEEG 18
Russians [ 16

NGS09_15ta_ccar GLOBE
149 gybsample: Those who drive a motorized vehicle (n=15,813)



Average Distance Driven in Past Year:

Compact Car

Number of km, Percentage of Consumers in Each Country, 2009

Less than 1,001- 5,001- More than
1,000 km 5,000 km 10,000 km 10,000 km

Total (17 countries) E 23 P2 31

Swedes 45
Chinese 43

Russians 41 14 0 33

Indians

Japanese
South Koreans
Brazilians
Hungarians
Argentineans
Australians
British
Mexicans
Americans
Spanish
Canadians
French IIKFEIN AN [
Germans IV 25 | 38 27
NGS09 151b ccar

The white space in this chart represents “DK/NA.”
150 Subsample: Those who have personally driven a compact car in the past year (n=5,347)

NATIONAL
GEOGRAPHIC

GLOBE
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Personally Drive a Sedan / Station Wagon NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total (17 countries) |INEEEG— :5

Spanish | G
Australians | INNEGIGIGNGEGEGEEEEEEEEE, - 2
Swedes I, £ 5
Brazilians | 4
French I 3
Americans I 2
Germans I, £ 2
Argentineans I 3
Hungarians [ INEEG_——, 7
Russians I 3 6
Canadians | ? 7
Japanese I 4
British | 2 3
South Koreans N 3
Mexicans [N, 2
Chinese NG 1 °
Indians __11

NGS09_15ta_sedan GLOBE
151 Subsample: Those who drive a motorized vehicle (n=15,813) g



Average Distance Driven in Past Year:

Sedan / Station Wagon

Number of km, Percentage of Consumers in Each Country, 2009

Less than 1,001- - & 001- More than
1,000 km 5,000 km 10,000 km 10,000 km

Total (17 countries)

Indians
Chinese
Japanese
Swedes
Russians
Hungarians
Australians
Argentineans
British
Spanish
South Koreans
Brazilians
Americans
Mexicans
Canadians
Germans
Frendl_

NGGDG_ 15 _sedan

The white space in this chart represents “DK/NA.”
152 Subsample: Those who have personally driven a compact car in the past year (n=5,347)

GLOBE



Personally Drive a Minivan/SUV NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total (17 countries) :—13

Americans I 3
Canadians NNEEG__—_—_——— 2 S
Japanese I 6
South Koreans :_20
Brazilians | 15
Australians NN 1/
Mexicans [N 14
British I 12
Chinese INNNENEG_—_ 11
Russians :_8
Argentineans [N
Indians I 6
Spanish I 6
Swedes I
French NS
Germans [ >
Hungarians [ E

NGS09_15td_suv GLOBE
153 Subsample: Those who drive a motorized vehicle (n=15,813)



Average Distance Driven in Past Year:

- - NATIONAL
Minivan/SUV GEOGRAPHIC

Number of km, Percentage of Consumers in Each Country, 2009
Less th 1,001= 5,001- More than
- :Ezﬂ l‘:ar: - E.DD:J km - 10,000 km 'IDTIJ%D km

Total (17 countries) 20 21 IS

Indians 56 [ 22 B 14 |
Chinese 51 T I
Swedes : (49  mmmEe 18 |

Hungarians -
Russians IR U

Japanese [ 25 [ 10
Spanish 23 I
British : 15 S 32

South Koreans |EFEIN O E I 1 [ 0 .

Argentineans 0]

Frm:h: 15 W
Canadians [ 30 i

Mexicans 1t T
Americans |IEKESE M TN (0 10 I ¢
CIERIENEY 10 | 12 [ 66 |
Australians JlE D 31
Eermans_ 3 20 43
MNESH0_ 156 &

The white space in this chart represents “DK/NA.” GLOBE =gy
154 Subsample: Those who have personally driven a compact car in the past year (n=5,347)



Personally Drive a Truck / Full-Size Van NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Total (17 countries) :—7

Americans | I 1
Canadians [N 5
Mexicans |, 10
Argentineans [N 5
South Koreans NG S

Australians
Brazilians
Chinese
Germans
French
Russians
Swedes
Hungarians
Japanese
Spanish
British
Indians
NGS09_15te_truck

I 7
I
I
I
|

| [

| [
| E
I E
| E
.

—

155 Subsample: Those who drive a motorized vehicle (n=15,813)
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Average Distance Driven in Past Year:

Truck / Full-Size Van

Number of km, Percentage of Consumers in Each Country, 2009
Less than 1,001- 5.001- More than
-1.mﬂhm -S.Wﬂlu'n -Wﬂﬂﬂhm - 10,000 km

25 [N 30

Total (17 countries)

Podi
fue]

Japanese b [} I
Swedes (E e D
Chinese 43 [ 34 I 11|

Indians 46 I
Spanish - N
Brazilians 44 EESaal 21|
Russians 3 L1/ By 38
British 48 NN 9
Hungarians " 25 e
Australians

[ 22 e 00 30 |
French : 26 g,
Americans ! 21 [ 37
South Koreans -.IE- [ 10 “
Argentineans 'k 42
Mexicans
Canadians

1
[ 24 N 18 _
(23 e 0 40 |
Germans [IIEEEN DEEEE T I e

WNGS0_ 150 ik
The white space in this chart represents “DK/NA.”
156 subsample: Those who have personally driven a compact car in the past year (n=5,347)
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Frequency of Driving Alone in a Car/Truck

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Every day or - At least once At least once A few times Once a year - Never
most days a week a month per year or less
Total (17 countries) 37 18 [ 5 DI
French 64 16 4 kI
Americans 58 21 5 ER2 9 |
Australians 54 21 5E2 13 |
Canadians 3 17 202 17 |
Germans 44 25 N3 17 |
Spanish 45 19 4 VT
British 11 20 e 29 |
Swedes 37 19 2 25 |
Mexicans 37 13 ]
Brazilians 29 26
Japanese 30 24 b RS2
South Koreans 34 18 5 4
Argentineans 26 17 3
Hungarians 25 14 15
Indians 19 12 10 s
Russians 24 11 1 5 T
Chinese 1 11 s EB 57

NGES09_13tma

157 The white space in this chart represents “DK/NA.”
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Frequency of Driving Alone in a Car/Truck NATIONAL
GEOGRAPHIC

“Every Day or Most Days,” Percentage of Consumers in Each Country,
Trends: 2008-2009
Decreases B 2008 Jjj 2009

PuBy BWE | BORTIN

GLOBE sy
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Frequency of Using Local Public Transportation NATIONAL

GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Every day or Atleastonce | Al least once Afewtimes | Once a year Hever
mast days - a week a month pEr year or less -

Total (17 countries) 25 16 ___ 15 18 N 16

Russians
Chinese
South Koreans
Argentineans
Brazilians
Mexicans
Hungarians
Indians
Spanish
lapanese :
Swedes
British
GErmans
French
Australians
Canadians
Americans

NOSER 1k
GLOBE
159 The white space in this chart represents “DK/NA.” — -




Frequency of Using Local Public Transportation NATIONAL
GEOGRAPHIC

“Every Day or Most Days,” Percentage of Consumers in Each Country,
Trends: 2008-2009

Decreases . 2008 . 2009

Puad] WG] GOSDN

GLOBE 4%
160 e —



Frequency of Using Trains

- = NATIONAL
(Other than Local Public Transportation) CEOCRAPHIC

Percentage of Consumers in Each Country, 2009

Every day or At least once At least once A fow times Once a year Hever
mast days - a week - a manth per year . or less -

Total (17 countries)
Indians 18 26 - EEEE
Japantse n 0 TR
Argentineans 7 10 47
Brazilians 18 Y T
Mexicans 57 |
Hungarians 36 D 18 |
British [ 13 32 - IIETIEEE
Spanish | B 13 36
Germans FED 26 D 26 |
Chinese ] 46 - K
South Koreans 42 I 15
swedes JHE) 35 - I
Australians fdel 18 an 34
French JEI 26 DS 35 |
Canadians - I - ——
Russians | 34 . 15
Americans
NCESIFR 1Hm
GLOBE ‘m
161 The white space in this chart represents “DK/NA.” T



Frequency of Using Airplanes

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

-Eu'ery-daym .Mlautm | Atleast once A few times

most days
Total (17 countries)

Swedes
Chinese
British
Spanish
Australians
South Koreans
Germans
Japanese
Mexicans
Brazilians
Aussians
Canadians
Americans
Argentineans
Indians
French

Hungarians
NGSC_13ime

Once a year - Naver
a month per year or less

o
&
U
o
ol
=

ii

o~

28

=
=
P
-

45 31

-

['-1
in
[
i
]

-
B s 7
b - -
| !i i|
-
i

162 The white space in this chart represents “DK/NA.”
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Frequency of Walking or Riding Bike to

X - NATIONAL
Destination GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009
I Al of the time (5) B Often (4)
Total (17 countries) | EGECEEEEEE N 51

Germans | |
Brazilians, |E LS - S ¢
sapanese | AN | S 56

Argentineans NE A S| S s
french |E LS W I 5
indians NG R - 57

South Koreans |NE TN S S 57

Hungarians |EE R S S 56
Spanish | O S 51
Swedes |NE I WO N 5
aritsh | S - S 52
Chinese N ENN SO A 52
Mexicans |REL N O | /5
Australians PR LA 35

Russians [IERCEN S R 36
Canadians. [T 32
americans B 26 m
NS0 _ Pk GLOBE X
163 On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.” T



Frequency of Walking or Riding Bike to

L - NATIONAL
Destination GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases Decreases . 2008 . 2009

&
2
]
=3
-3
2

< S - VS e - VD o5® e - Al

s T e @ A0 (@ Rt

164 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.” — -



Household Contains Fuel-Efficient Vehicle NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Yes, household Does not contain, but No, does not contain and
I currently contains [ intend to acquire onein | do not intend ta acquire
one the next year one in the next year

|

Total (17 countries)

Brazilians
Argentineans

H

Mexicans T
Indians ERE IS T ==
Chinese I T —

South Koreans
Americans
Swedes
Australians

o
|

—_
—

]

o
Poud
-

Hungarians §
o GLOBE m
165 The white space in this chart represents “DK/NA.” — —



Household Contains Fuel-Efficient Vehicle NATIONAL
GEOGRAPHIC

“Yes, Household Contains One,” Percentage of Consumers in Each Country,

Trends: 2008-2009
Increases B 2008 | 2009

pues MUISE BOSON

GLOBE oY,
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NATIONAL
GEOGRAPHIC

Additional Questions Not Included in
Transportation Sub-Index

GLOBE -9
167 T ]



Effect of Fuel Price Increase on

- g NATIONAL
Transportation Habits GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Yes, caused Yes, caused No
permanent change temporary change '

Mexicans 58 19
Argentineans 54 20
Brazilians 43 29
South Koreans &0 g
Americans
French
Chinese
Canadians
Indians
Germans A4
Russians
Australians
lapanese
British
Spanish
Hungarians

Swedes 19
HGE0E 18
The white space in this chart represents “DK/NA.” GLOBE
168 Subsample: Those who drive a motorized vehicle (n=12,830) R ==



Change in Consumption of Fuel for

- - NATIONAL
Motorized Vehicles Over the Past Year CEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Substantially
- increased (5) .4

Total (17 countries)

French
Americans
Chinese
Germans
South Koreans
Australians
lapanese
Canadians
British
Russians
Argentineans
Hungarians
Spanish
Mexicans
Swedes
Brazilians

==
- i o 1.‘*
: ol = I =
! |

Indians

NGS00_2TAC
The white space in this chart represents “Stayed the same (3)” (on a scale of 1 to 5 where 1 means GLOBE :m
169 “Substantially decreased” and 5 means “Substantially increased”) and “DK/NA.” ———— -



Reason for Decreased Consumption of Fuel for
NATIONAL

Motorized Vehicles GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

g : . 5
5 2 2 E 4 @ w - 2
] = = - = = E [T,
8 £ £ T & s 3 §{ ¢ § & £ ¢ § 3 : % %
2~ ¢ b ¥ § £ 8 &£ E § 5 2@ 2 8 3 z § %
- o o o ] @ (] ] = (L] -] = L, = = A WA i
Cost J3 B9 59 B1 17 T8 79 67 B9 B4 68 61 T4 (1] 49 B2 13 61
Changes in financial
slimation 44 57 33 (5@ 32 46 S50 35 33 45 (57 25 | 5} 038: 40 61 44 35
Change in living
el 28 17 36 22 33 M 2 W 22 4 25 232 B 33 B 232 41

Environmental
CONCEMS 27 24 35 ‘4 4 M 2T N IFr 11 4 B M 23 NN 19 W N

Health reasons 10 6 9 6 16 7 6 25 3 10 10 20 12 n 2 6 5 12

NGS09_178c_1h

Top mention

- -

170 Subsample: Those who have reduced consumption of fuel for motorized vehicles (n=6,564)



Frequency of Using Local Public Transportation

- NATIONAL
to Save Fuel and Reduce Pollution GEOCGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

B A of the time (5) B Often (4)
Total (17 countries) |ECN N ;¢

e I 00
erazilians | O | I -
Sauth Koreans |NEET S - S 55
Mexicans | CHN s | <
indian | - M 2
Argentineans NS S R 5
Russians IEEC S I 6
Hungarians NN W I
Spanish NNEENN SO | AN <0
lapanese. | K L 3
eritish IEER S 33
swedes | ERN N I 32
Germans IR T 32
French IERE N 22
Canadians |IEENEREIN 1

Australians IRERENEIN 15
Americans [JEIIER 5
WGE0E 2 L
171 * “ ” “ . ” 73 . ” H"“"—-—-___
On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.



Frequency of Using Local Public

Transportation to Save Fuel and Reduce NATIONAL
Pollution GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases

B 2008 ] 2009  Decreases

66

PusI| Ywidg B0STIN

0>

i e "
it "1‘5‘“ {3{\“2'5 \ﬁ&-‘

GLOBE AN
172 +On 3 scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Biggest Obstacle to Taking

i = NATIONAL
Local Public Transportation GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

- - 'E
£ E 2 “ 3

: § £ 35 ¢ g g - 2 z

i : 8 ;3385813833253

- I T 8 £ 2 £ & E s 8 & § : & 31 ¢

2t § §F 3 E §E 58 s £ & 4 £ k¥ 2 &2

Takes too long 42 40 42 M 30 9 41 % 3} 4 43 W 47 48 W T3 43 &8
Public transportation

ot avallabie 120 5§ 23 ¥ 1 N £ 10 S M & B 1 B T N B M

Infrequent service 27 30 21 33 15 33 W I/ W W N M 1V O B B’ 1 M

Need to carry things 20 1B 17 22 1® M 19 M M W W 1B 1B B 8 B N 0

Cost ks too high 19 TR T S R TS - OSSR RS, | S RS § R R S | TS T R s [

Too crowded 18 £ X e fas e T100 s8I0 1Y ARy & Er e so DR E1S A
Prefer to walk |

ride bicycle 19 503 15 262 R a0 ST 1S | E0E (e | RS 1T SR | | TR (=18 1

Unsafe 9 B0 0 N e RS S0 Dan S Dan B2 S B 30 e g (S B

Difficult to bring children 8 SN PR (S PO S Al R A0 R R ECTE T (] RN e e e
Mot easily accessible for

pecole with dissbiiities 17 A0 (0 el EEE Ei6T) R A iadl NA AR e (2N (966 R e (ha Y

Tap mention RE509_19
Subsample: Those who drive alone at least once a week or more and do not take public transit all the .._,‘__E__E "
173 time (n=8,600) e



Availability of Local

h = NATIONAL
Public Transportation GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
. Easily . 4 B 2 - Not at all

available (5) available (1)
Total (17 countries) 46 20 e

Russians
Chinese
Brazilians
Hungarians
Argentineans
Mexicans
Swedes
Japanese
South Koreans
Spanish
Germans
British
Indians
Australians
French
Canadians
Americans

MGG _Tv=a

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all available” and GLOBE m
174 5 means “Easily available’) and “DK/NA.” T =



Availability of Local

- = NATIONAL
Public Transportation GEOGRAPHIC

“Total Available (4+5),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Decreases . 2008 . 2009

pual} euwigz 60SHON

GLOBE sy
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176 NGBS 1 Zmd 1"“'=-=.._____

Average Number of Bicycles Owned, Rented, or

NATIONAL
Leased by Household Members GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

| B BN : 3 or more
Total (17 countries) 1B 6

swedes L W 2 84
Chinese G 5 6
Germans |EEE S 30 8

Argentineans 30 34 15 79
sapanese | TN S - 23 7
French 29 n

srazilions I 2 76
Hungarians INEEEENE T =

Mexicans T N 3 70
South Koreans | FRRS [ J 5 65

Canadians |IECNEEEENE T a 63
Russians N S 7 6
indians a 58
spanish IECNENE I 10 56
americans [IIIEZER 16 55
Aaustralians [IEEER 00 19 55
British 14 s2 UL



Frequency of Using Bicycles NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

-Eu'aqrdaynr i Atleastonce [0 At least once A few times

Once a year . Never

miost days a week a month T yEar of less
Total {17 countries) 10 15 13 17 B 00 34
Chinese 19 23 13 15 N
Germans 18 23 T 19 T
lapanase E 19 = DRSS % |
Argentineans 15 20 : : 14 T
Mexicans |3 15 14 14 BT 4 27
Swedes 16 17 — 2 B 20 |
Brazilians 11 21 [E [ 13 & 26
Hungarians [EERTY 18 15 18 29
south Koreans JIE 13 [ 17 EN TR
Indians F 12 . B 33|
French [FRETHIE 30 e 82090 31200000 |
Russians [EJEEERI O Fi - I T
spanish T 15 I T
Canadians I 23 T
Australians [EBENCEECC T 8 0 Y T
eritish I (1 13 H 55
Americans [FIICI 10 L. 56|
MRS 16w
GLOBE m
177 The white space in this chart represents “DK/NA.” T



Biggest Obstacle to Riding a Bicycle NATIONAL
GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

[ L E

2 w & @ . &
= £E £ 5 =8 g - B s B s
i~ &¢ B 8 3 £ 2 § § E £ 4 & 3 = § ¥
= = o b & & o o &I ] £ E i) = &= A s &
Distance to destination 37 49 27 38 F.] 32 18 e 47 47 ER | 32 i1 29 10 20 LT ]
Weather 24 25 20 12 15 20 26 21 26 30 8 17 43 19 37 20 15 20

Lack of bicycle lanes/pathways 22 17 2% 10 N el [ I 4 B 4 | g 2 M W ¥ N &g M 10

&2

Heed to carry things 20 P R A G A R PR3 | DR B R R T ] i
Risk of injury 20 15 28 19 23 3 W N 19 B 0 13 M N 4 4 M 8

Need to transport others 13 16 12 M 13 6 22 16 @ 12 1 13 15 1N 3 16 15
Persenal health reasons 13 1 12 25 1 13 1 N T 1w m W ] 13 10 ] Lh] 17

Physical effort required 13 y ¥Rl N Y R i | 11 14 nm 15 1 N 11 11 7 13

Lack of a working bicycle 12 13 12 " 1 12 13 g 10 12 17 L | B 13 6 3 T 17
Do not know how to ride a bicycle 7 el R ETI e D S s s e R )
Alr quality concerns 5 T Il O Bl D el s e R B e R el s T R L
NGS09 18 bl
Top mention '

- -

178 Subsample: Those who ride bicycles less than every day or most days (n=15,304)



Frequency of Using Motorcycles or

Motor-Scooters

Percentage of Consumers in Each Country, 2009

Every day or At least once At least once A fow times Once a year Mever
most days III a week IIE a month per year lli or bess III

Total (17 countries)

Indians
Chinese
Brazilians
Angentineans
Mexicans
lapanase
Spanish
French
Germans s
Swodes il
South Koreans
Canadians JE

Russians

. GLOBE

179 The white space in this chart represents “DK/NA.” T



Substantially Reduced Overall Travel Over

= NATIONAL
the Past Year as a Result of Fuel Prices CEOGRAPHIC

“Yes,” Percentage of Consumers in Each Country, 2009

B FReduced overall " Reduced driving
travel of carltruck
Total (17 countries) 66 [l il

Americans
Australians
South Koreans
Canadians

Brazilians
Chinese
Spanish
British
Germans
French

Japanese

.....

=i [l
Wi

7]

L
=]

Argentineans
Mexicans

L

wn

T

Hungarians

Indians
Swedes

Lo
ol
N L] T BT

|
I
|
J
I
'
I
I
|
i
P
|
(/B
_
= ol
Russians 29 £ ;
MNCEE 17T ah GLOBE

180 sybsample: Those who said increase in fuel prices changed their transportation habits (n=7,106)




Substantially Increased Overall Travel Over

= NATIONAL
the Past Year as a Result of Fuel Prices CEOGRAPHIC

“Yes,” Percentage of Consumers in Each Country, 2009

- Increased use of public - Increased walking i Increasied
transportation or biking carpooling

Total (17 countries)

Chinese
South Koreans
Russians
Indians
Argentineans
Brazilians
Mezicans
Hungarians
lapanese
Spanish
Swedes
Germans
British
French i
Canadians JEE
Australians QR
Americans g
NS08 VT oo

g
I

GLOBE =y
181 sybsample: Those who said increase in fuel prices changed their transportation habits (n=7,106)



Likeliness of Acquiring a New/Used

Motorized Vehicle in the Coming Year

Percentage of Consumers in Each Country, 2009

Definitely Definitely
---rilui} - i -m:l{ﬂ

Total (17 countries)

Indians 37
Brazilians
Mexicans
Chinese

Argentineans
Russians

South Koreans
French BE
Swedes I
Spanish [
Germans B

British
Australians

-
F
- -

Canadians |
Americans JE
Hungarians [E

lapanese
NOS00_30

=

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Definitely not” and 5 GLOBE m
182 1 oans “Definitely will”) and “DK/NA.” e



Type of Vehicle Likely to Be

- . = NATIONAL
Acquired in the Coming Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Motorcycle [
motor scooter

Total (17 countries)

1 Compact Sedan [ station [0 Minivan/suv [ Truck / ful
car wagon size van

29 1 |

Indians 9 4
Japanese I i
Hungarians 6 H
Argentineans 2 L)
Brazilians 16 e
Chinese 16 a0
Americans : 23 N
Mexicans ] BT . e ke
Russians JEll L0 49 -
Swedes [ - 43 L
French 52 3
Australians | 45 13 H
Spanish 66 76
British [E 23 =
Germans [ 32 [ & X

South Koreans : 26 [ A
Canadians T 6 T EE
MGESmE
The white space in this chart represents “Other” and “DK/NA.” GLOBE m
183 Subsample: Those who might acquire a vehicle in the coming year (n=10,350) T |



Frequency of Driving Alone in a Car/Truck

Compared to One Year Ago

Percentage of Consumers in Each Country, 2009

W W e W D
Total (17 countries) B 1.
Brazilians 23 . EE
Mexicans 32 . KA
Argentineans 33 - ER
Indians o
Russians . 17
South Koreans . NI
Chinese I 10 |
Spanish A 1]
French . 11 |
Hungarians B, 14
Germans B Y
Swedes L L
Australians i [ 11 |
Canadians it 17
Americans [
lapanese [

British i

MIGE00_tdta

The white space in this chart represents “DK/NA.”
184 supsample: Those who drive alone in a car/truck (n=12,430)
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Frequency of Driving Alone in a Car/Truck

NATIONAL
Compared to One Year Ago GEOGRAPHIC

“A Lot” and “Somewhat More,” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases  Decreases B 2008 Jjj 2009
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Frequency of Using Local Public Transportation

NATIONAL

Compared to One Year Ago GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries)

Chinese
Indians
Brazilians
South Koreans
Argentineans
Mexicans
Russians
French
Spanish

British K

Canadians
Germans
Swedes
Hungarians

Americans [
4 10
lapanese EJIINL

Australians

WO ndae

Ll
mane

Somewhat

13 1 48

il 19
il £l
19

13 28

FoL 8

18 15

15 14
11 17
14 15

17

3
T = £

10 13
4] 12
g L
10
10

2
= &

The white space in this chart represents “DK/NA.”

186 gybsample: Those who use local public transportation (n=14,572)
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Frequency of Using Trains

(Other than Local Public Transportation)
Compared to One Year Ago

Percentage of Consumers in Each Country, 2009

- A lot - Comewhat About the Somewhat - A lat

mane more LAMme amount less less

Total (17 countries) [ 54 - INEE
Indians 1 I 8 |
Mexicans 29 . 11 |
Argentineans 32 . 11 |
Brazilians 37 . 15
Chinese 50 D 11|
French 55 . IELEm
Spanish B 56 R 14
Germans E B3 B 13 |
British 67 L EE
Hungarians 58 N 14
lapanese | 72 R 5 |
Canadians JIB 64 [ 16|
Swedes [} &7
Australians [ 69 BN 12
South Koreans R 0 |
Russians | . 22 |
Americans | 70 . 14

RS0 188

The white space in this chart represents “DK/NA.”
187 sSubsample: Those who use trains (other than local public transportation) (n=11,610)
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Frequency of Using Trains

(Other than Local Public Transportation) NATIONAL
Compared to One Year Ago GEOGRAPHIC

“A Lot” and “Somewhat More,” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 [ 2009 Decreases

33

13
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Frequency of Using Airplanes

Compared to One Year Ago

Percentage of Consumers in Each Country, 2009

- A lot Somewhat About the Somewhat - A lot
more more same amiount less legs
Total (17 countries) B 53 B 19 |
Indians i 33 R
Brazilians 24 S IEETEES
Argentineans i3 8
Mexicans 5 0 IS
Chinese | 48 - INEm
French |E 56 BN 16
Spanish 54 B 1o |
Canadians | 58 17
Russians [ 36
Germans 62 B 16
Hungarians i) 53 B 21
Swedes th
British I 68 . 11 |
Australians 68 N 14 |
Americans I 66 13 16
South Koreans [I 50 B 0
lapanese | 70 I 11 |

NG5S0 16

The white space in this chart represents “DK/NA.”
189 gsupsample: Those who use airplanes (n=11,224)
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Frequency of Using Airplanes

NATIONAL
Compared to One Year Ago GEOGRAPHIC

“A Lot” and “Somewhat Less,” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases Decreases B 2008 . 2009
12 12 %
8 ¢ |F
L. g
Al S " VP
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NATIONAL
GEOGRAPHIC

« Similar to 2008, consumers across most countries continue to be more likely to
consume locally grown food than imported food at least once a week (73% compared
to 47%). American, French, Japanese, South Korean, and Swedish consumers are
least likely to buy locally grown food.

 |ndian consumers consume the least amount of meat and seafood, while consumers
in other countries tend to consume both meat and seafood at least once per week.

« Since 2008 consumers in seven of the countries surveyed have decreased their
consumption of bottled water, an encouraging sign that messaging around this
environmental initiative is being heard.

GLOBE
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Greendex Rankings: Food

NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

67.5
72.0

66.8
64.3

64.7

Indians (1)
Australians (2)
South Koreans (3)

British (4) 64.2

Swedes (5) 63.8
Germans (6)

Chinese (6)

French (8)

NGS09_gd_food
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61.0
62.0

59.0
60.3

58.5

Canadians (9)
Russians (10)

Spanish (11)

58.4
60.0

57.9

Hungarians (11)

Americans (13)

57.6

Brazilians (14) 59.8

Japanese (15)
Argentineans (16)

Mexicans (17)

GLOBE



Relative Changes in Food Sub-Index Scores NATIONAL
GEOGRAPHIC

Countries in which the average consumer’s food score improved more than in other
countries:

« Germany
» Australia
« USA

Countries in which the average consumer’s food score worsened more than in other

countries:
e [India
e Brazil
» Hungary
194 e



Sub-Index Content: Food NATIONAL
GEOGRAPHIC

The Food sub-index consists of eight variables measuring
consumption of the following:

» Locally produced foods

* Foods grown or raised by oneself

» Fruits and vegetables

e Beef
e Chicken
« Seafood

 Bottled water

» Organic foods were not included in the sub-index due to high variability in
the definition and understanding of “organic” from country to country

GLOBE -Io%y]
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NATIONAL
GEOGRAPHIC

Questions Included in
Food Sub-Index

GLOBE &N
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Frequency of Consuming Imported Foods NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

[ Daily [ Several times [ Once per Once or twice Less than
per week week per month once a month
Total (17 countries) [ 20 22 22 20 10 |
Swedes [l 36 28 18
Hungarians i3 39 26 19
Russians 17 30 23 19
British i 32 27 _ 23 - H
Germans P 24 30 28 mn
Brazilians K] 18 23 18 19 13 |
Japanese 3 21 22 24 D 5 |
South Koreans [li3 19 22 29 20 2
French P 22 22 22 20 7
Mexicans [l 16 23 20 2 9 |
Australians [E E 22 24 22 6 |
Indians | 15 19 20 22 15
Argentineans 10 10 16 12 20 29
Canadians pARRNES PA 21 27 15
Spanish [V 14 25 30 18
Americans ] 16 20 29 24
Chinese FINEAN ) 28 37 12 m
NGS09_3tc GLOBE |
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Frequency of Consuming Imported Foods NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases . 2008 . 2009

PULl IE GOSEN
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Frequency of Consuming Locally Grown Food NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- Daily - Several times | Once per Once or twice Less than - Never
per week week per month once a month

Total (17 countries) 18 33 T 15 A
Russians 37 38 BN 5 [3E
Australians 26 44 i v 41
Chinese 41 33 2 EX
Brazilians FE E]] 28 1 BB
Germans [IEE 44 i 26 12 ER
Mexicans 21 31 '3 12 KR
Canadians 16 36 17 KA
Indians 31 27 18 1" KR
Spanish 17 19 | 19 . 15 g 7|
Argentineans : PE 27 FE 4 12 KR
British 28 15 BENE
Hungarians 18 L. 10 4 |
French ] 17 EINEE
Japanese : E 21 4
Swedes 35 | 23 oA
South Koreans 26 I [ P

Americans ] 2 B 23 [ 5 | m

NGS0% T GLOBE
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Frequency of Consuming Locally Grown Food NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 ] 2009  Decreases
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Frequency of Consuming Self-Grown Food

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

[ Caily | Several times I Once per
per week week

Total {17 countries)

Indians
Brazilians
Russians
Australians

Argentineans | &

Chinese
Hungarians
Japanese
Mexicans
French

Canadians F

South Koreans

British [E

Americans
Spanish

Swedes
NG

Omce of twice
per month

Less than
once a month

-wa

-5

=
—_
=

i
=
om E
=
=1
5 =
T
-
=
g
LT

CB-R
- = s
—

!
(%4
bl i

P

17 Y R

AT 7 L T
5 NG 9 L

2 8 10 L 7 I
7 BSEEEI 62 |
5 NGRS 55
7 3R 10 71

N 7 I Y T R
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Frequency of Consuming Self-Grown Food NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases . 2008 . 2009
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Frequency of Consuming Beef

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- Daily - Several times

per week week

Total (17 countries)

Argentineans
Australians
Canadians
Americans
Brazilians
Mexicans
Spanish
French
Russians
Japanese
Swedes
Chinese
British
Germans
South Koreans
Hungarians

Indians
NG3C9_3tf

Once per

per month

3 28 32

13 53

2 41 40

37 44

p 39 39

10 47
7 41 31
31 44
29 43
3 34 34
31 34
21 42
4 28 27
13 41
11 28 36
25 46
18 36
4.9 9 6

203 The white space in this chart represents “DK/NA.”
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Frequency of Consuming Beef NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,

Trends: 2008—2009
Increases

B 2008 Jjjj 2009
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Frequency of Consuming Chicken NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

[ Caily [ Several times [N Once per Once or twice Less than
per week wiek per month once a month

Total (17 countries) [ 34 18

Australians B 42 [E]
Canadians 45 A0
Spanish 41 44
Russians 34
Americans 38
Mexicans
Hungarians H
Argentineans
lapanese
Brazilians
British [
Chinese
French
Germans
Swedes
indians B 10 VT
South Koreans 25 51 14 |

o —stos 1388
205 The white space in this chart represents “DK/NA.” |




Frequency of Consuming Chicken NATIONAL

GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,

Trends: 2008—2009
Increases . 2008 . 2009
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Frequency of Consuming Fish and Seafood

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Total (17 countries) El 23

Japanese 2
Spanish
Chinese
South Eoreans B3
Russians [ i)
French 20
Swedes 16
British 19
Brazilians JE 17
Australians B 18
Canadians [ 17
Americans 16
Germans 10
Mexicans | 20
Argentineans gl 17
Indians 14

Hungarians [
Pl AN

il

207 The white space in this chart represents “DK/NA.”

Daily Several times Once per

a4

Once or twice [ Less than i Wever
per month once a month

2 R

27 2 H

39 11 LR

16 4 |

E n A |

13 Wi

E 23 HLEE

A6 2 D 5 |

41 2 B 2 |

37 15 E

38 7 [ 113

| 22 e

26 N 7 |

L) L 13 6

28 28 L]

20 D 12 |

14 LN
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Frequency of Consuming Fish and Seafood NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases Decreases

B 2008 . 2009

pusn WE 055N
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Frequency of Consuming Fruits and Vegetables NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- Daily Several times Once per Once or twice | Less than
per week week per month once a month
Tatal (17 countries) 46 35 Tl 5 H

Never

Australians
Chinese
British
Spanish
Canadians
French
Japanese
Swedes
Americans
Germans
Hungarians
Indians
Brazilians
South Koreans
Russians
Argentineans 46

Mexicans 39 17 m
GS09_3ti GLOBE
209 The white space in this chart represents “DK/NA.” —— -l




Frequency of Consuming Fruits and Vegetables NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Decreases . 2008 . 2009

92

83

82

75

69

PUaN RE BOSEN
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Frequency of Consuming Bottled Water

Percentage of Consumers in Each Country, 2009

- Hever

- Daily - Several times EH Once per Once or twice ﬁ Less than
per week week per month once a month

Total (17 countries) 2B I 12

Germans
Mexicans
Hungarians
Argentineans
Brazilians

Chinese
Indians
Spanish
French
Russians
Americans
Canadians
South Koreans
lapanesa .
Australians
British

swedes I R . ’
NGS0G Ntk GLOBE oYy
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Frequency of Consuming Bottled Water NATIONAL
GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases  Decreases . 2008 . 2009

49
43

Puad) IE T BORTIN
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NATIONAL
GEOGRAPHIC

Additional Questions Not Included in
Food Sub-Index
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Number of Purchases of Organic Fruits and

Vegetables (Out of Last Five Purchases)

Percentage of Consumers in Each Country, 2009
- 5 . 4 3 o 2 - 1

Total (17 countries) [EECINNEN 11 0000 00 S 5¢

Brazilians TN T 24 .
swedes EEENEEEN 'S 0 IS0
indians NEENENET 14 o L 69

South Koreans 9 [ I

Mexicans KI5 00 ELN 68
Chinese INNEENNNRNCEN 13 [ (7 I I 7

Germans PN 13 0 EIN 7

Russians INNEEENENEEN ¢ 0 IS
Argentineans INENENNAN 12 0 I 62
French IIENIY 7 0 IEEETEN 55
British HEMEEN &8 10 DI 55
japanese EEENENF] 11 T 52
Canadians JENIEN 8 00 R 50
Australians INEMEEN 9 0 RN 47
Americans [IEEN 9 © 0 EEENEN 45
Spanish ICEEEY 8 1 IENEEN 44
Hungarians [EIIEN 8 7000 IEENN 40 e
214 NGS08_23end —




Predicted Frequency of Purchases of Organic

- NATIONAL
Fruits and Vegetables Over the Next Year CEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Much more Much less
often (5) - . - : often (1)
Total (17 countries) JRE 4

Indians 23 T
South Koreans 0 E]
Chinese
Brazilians
Mexicans
Argentineans
Russians
lapanese
French
Swedes
Canadians
Spanish
Germans B FE]

Hungarians' / B
Americans 2 18
British 16
Australians i 15

THHAN TR

NGSDR 2ad
The white space in this chart represents “About the same (3)” (on a scale of 1 to 5 where 1 means “Much GLOBE
215 |gss often” and 5 means “Much more often”) and “DK/NA.” ———— e



Number of Purchases of Organic Meats and

Poultry (Out of Last Five Purchases) E‘?ggﬁmc

Percentage of Consumers in Each Country, 2009

[ E M 3 M : | R
Total (17 countries) IEENER 7 DO E 43

Chinese IEECHNNNGN 11 0 0 IR 60
Russians [CEYE ¢ IS
Mexicans [CENNEAN 9 000 T ¢
Brazilians | 5 I 52
mgenﬂmamg CE e 12 B
indians [EREX &8 10 TN 6
swedes IFEEN 9 DO ST ¢ 5
French IERIEN 6 0 I 4
British [EREN 7 000 1
South Koreans JENIF] 6 10010 IS NN 0
Germans[ERF] 5 00 NN 35
Australians HEREE 7 0 BEER 35
Japanese IEENENF] 6 IO 34
Canadians [N 5 170010 L 34
Spanish [EBF] 5 100010 IR 33
Americans IEBIEN 6 00 NN 32
Hungarians FJF1 5 0 EEREN 29 S
216 NS0 2 el




Predicted Frequency of Purchases of Organic

NATIONAL
Meats and Poultry Over the Next Year CEOGRAPHIC

Percentage of Consumers in Each Country, 2009
- Much more - 4 N :

aften (5)

Much less
aften (1)

Total (17 countries) K

South Koreans 17 35
Brazilians 20 E]
Chinese Fi 7
Mexicans 16 8
Indians 20 22
Argentineans 19
Russians 18 |
Japanese 3 23
French iy 18
Swedes JB 22
Hungarians i 19
Spanish JiE 17
Canadians i ]
Germans E 18
British JB 15
Australians JEEINS

Americans JL 13
NGEDS_24a
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The white space in this chart represents “About the same (3)” (on a scale of 1 to 5 where 1 means GLOBE
217 “Much less often” and 5 means “Much more often”) and “DK/NA.” ———— e



Change in Consumption of Meat

NATIONAL
Over the Past Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Substantially Substantially
- increased (5) - 4 - 2 - decreased (1)

Total (17 countries) :
Brazilians
Mexicans
Argentineans [

Chinese

South Koreans :

Indians :

Russians

Swedes

British

Hungarians
Australians
Spanish
Americans
Canadians
Germans |l
French
Japanese

NGS09_27Aa
The white space in this chart represents “Stayed the same (3)” (on a scale of 1 to 5 where 1 means ""“-E——LE_E_E m
218 “Substantially decreased” and 5 means “Substantially increased”) and “DK/NA.” -l
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Reason for Decreased Consumption of Meat NATIONAL
GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

= a g
[: 1] 1= i m
: g E 5 = & 2 E s E g g =
3 o & 3 3 £ =2 g = 5 B g 5 5 s £
B~ E g £ R £ 2 = g £ 8§ 9 g_ ¥ 7 % : £
g -z E o & 9 o e (£ T E = & a - A
Cost 58 (7] [ Fi 51 70 59 37 B1 46 67 37 56 46 16 56 41 53
Health reasons 47 S4 39 40 4B 3% 5% 7T 3 9 3/ 65 49 40 2B S5 Si 37
Changesin ., a1 M 4@ 0 4 M M 42 1® S5 9§ #43 17 5 o, o n
financial situation
Changes in living
PRI i8 15 an 20 35 20 3 Fy | i3 40 26 25 26 44 25 29 48 35
Environmental
e I 12 ™M 1 s 1% 2 WM M 5 2 1 3 13 1 e
. MLS09 2iHa 1D
Top mention

- -

219 Subsample: Those who have reduced consumption of meat (n=4,660)



Number of Purchases of Fish or Seafood

Caught Locally, Rather than Transported from NATIONAL
Far Away (Out of Last Five Purchases) GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

CE K 3 _E _ R
Total (17 countries) IEEEENEN & W00 EN 45
Brazilians 9 e G

Russians INNEENEEINFY ¢ 0 EENEEENs0
Chinese INNFEEENCIN 12 -[_-W
Japanese 13 e EER 59
Australians [IICEERES 10 -_}'_-_53
south Koreans IEEHEEN 8 0 IS
Mexicans IIEEEIIE v 0 0 TN 50
indians INENEEEN 7 00 I 47

French INEMEIEN 7 0 I 45
Spanish INEINENEN & 0 I 42

swedes IEEEIF] 8 0010 EEEEENEEN 42
Canadians [EN 6 000 EEEEERN 7
Argentineans [ENNETE 6 0 I 7
British IEEEN 5 10 IS 36
Hungarians EBER 7 00 EER 35
Americans JEEIES 5 0 BN 29
Germans [El] 4 0 RN 9

PCS00_ 2o GLOBE
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Predicted Frequency of Purchases of Fish or

NATIONAL
Seafood Caught Locally Over the Next Year GEOCRAPHIC

Percentage of Consumers in Each Country, 2009

Much more

Total (17 countries) [KE 19

Much less
often (1)

Brazilians
Chinese
Indians
South Koreans
Mexicans
lapanese
Argentineans
Russians
French
Australians
Spanish
Canadians
Hungarians JE
British 3
Swedes |
Americans [
Germans [

|
w
e |
=l

MGE0E_ 24
The white space in this chart represents “About the same (3)” (on a scale of 1 to 5 where 1 means GLOBE
221 “\Much less often” and 5 means “Much more often”) and “DK/NA.” ———— e



Frequency of Choosing Not to Buy a Specific

Type of Seafood or Fish Because of Threats to NATIONAL

the Species GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009
Bl Allofthe time(5) [ Often (4)

Total (17 countries) | I S S 35

poditor: I 0000
Mexicans | SN 5
indians RE A 1 S 52
Swedes N CA I
Germans | NE O S 45
Argentineans | NNF T O A 5
o T 00
Australians RN W S 3¢
Hungarians PR W S 3¢
South Koreans |IEIN R L 3¢
Chinese |IEFN N I 3¢
spanish |ERNNS S I 33
Canadians | N L 30
Americans TN A 28
Russians NN E N 2
British | ETI CI 2¢

sapanese RN 2
ot pee S LR

222 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.




Number of Purchases of Organic Dairy

Products (Out of Last Five Purchases)

Percentage of Consumers in Each Country, 2009

s M 3
Total (17 countries) INEMIEN 7 [ NENEN 0

indians IEECHEEN 12 SOl T 63
Chinese INFENENCE 12 [0 ST 7
Russians INETENNT S 7 0 EEEEENE S
Mexicans NCEENNETE 10 (2 L 5
Swedes [NENEENNCIN 9 0 I 5
Brazilians [ENNEAN 15 00000 EEEEET 52

Argentineans [CENE 8 0 IR 49

South Koreans [ENE] 7 100 E LN 42
Germans [EMIEEN 5 © 0 EEEREN 41
British IENF] 6 010 N 37
French 4 [ 35
Americans [IEIER 5 @ HEE 9
Japanese 5 VG 28

Hungarians [EBE] 6 NN 27
Canadians [EJF] ¢ | BE 5

Spanish EIF3 3 0 E 24
Austraians [ 4 0 I 24
B -
LOBE
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Predicted Frequency of Organic Dairy

NATIONAL
Products Over the Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Much more - 4 F

often (5)

Much less
often (1)

Total {17 countries)

Indians
Brazilians
South Koreans
Chinese
Mexicans
Argentineans
Russians
Japanese i
Swedes |3
French
Spanish JIE
Hungarians B
Germans E
Canadians
British B
Americans |

ol B = . ]
EEEEEEEEEEEEEEEEE :

Australians B

M50 28]
The white space in this chart represents “About the same (3)” (on a scale of 1 to 5 where 1 means "““‘E——E
224 «\Jych less often” and 5 means “Much more often”) and “DK/NA.” e



Number of Purchases of Organic/Shade-Grown

Coffee or Tea (Out of Last Five Purchases)

Percentage of Consumers in Each Country, 2009

s m 3
Total (17 countries) IEER 5 10 BEER 31

indians IEEEENNEAN 9 00 RN 1
Brazilians IEMEEN 14 000 EEEEENES?
Mexicans | S 3 B

Argentineans | I 18 [D

Chinese ENENEN 5 10 IEEENN 39

Swedes e 13 EY
Japanese NN 6 0 EIONN 31

British JERNEN 4 | EEEENN 28
Russians IERE 5 0 EEEELONN 26

South Koreans [ 2 I K E TN 26

French N 3 LN 24
Germans B 3 171 IO 21
Canadians JERE] 3 ' I 20

Australians Bl 20 CEE 19

Spanish 3] 210 W 18
Americans E] 3 © ICIN15
Hungarians JFHE N 13
NS08 Fimg GLOBE m
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Predicted Frequency of Purchases of Organic/

Shade-Grown Coffee or Tea Over the Next Year

Percentage of Consumers in Each Country, 2009
- 4 - 2 Much less

- Much mare
aften (1)

aften (5)

Total (17 countries)

Indians
Brazilians
Mexicans
Chinese
South Koreans
Argentineans
Japanese
Russians
Swedes
Canadians i
French i3
Spanish JE
British |E]
Hungarians
Australians £
Americans E

Germans
HOS_2eg

-

Liilii i

i
{m

ikl

The white space in this chart represents “About the same (3)” (on a scale of 1 to 5 where 1 means "““‘E——E M
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Frequency of Consuming Convenient

(Prepared/Processed/Packaged) Foods

Percentage of Consumers in Each Country, 2009

. Daily [ Several times [0
per week

Total (17 countries)

Brazilians

South Korea
Russians
Americans
Mexicans
Argentineans
Chinese
British
Hungarians

indians

Australians
French
Canadians

Germans P

lapanese

Spanish
Swedes
RGE0G Stb

Once per
week

26

34
35

36

22T The white space in this chart represents “DK/NA.”

Once or twice
per month

Less than
once a month

- Mever
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Frequency of Consuming Convenient

NATIONAL
(Prepared/Processed/Packaged) Foods GEOGRAPHIC

“Daily” and “Several Times a Week,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases B 2008 [l 2009 pecreases
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I Need More Information to Make More

Environmentally Friendly Decisions about the NATIONAL
Type of Fish/Seafood | Eat GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Wi me WG

Total (17 countries) E

- Strongly

disagree (1)

South Koreans E 43
Mexicans 32 9
Chinese 22 36

Hungarians 19
Indians 21 35

Argentineans 32 23
Russians
Brazilians
Spanish
French
Japanese

Australiams
Swedes

Canadians

Americans
British |

Germans R ]

ihERE B M.
[T

MGS0E_ FeERmo

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” "“EE

229 2nd 5 means “Strongly agree”) and “DK/NA.”
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NATIONAL
GEOGRAPHIC

Since 2008 the number of consumers who prefer to repair broken items rather
than replace them with new ones has risen in six of the countries surveyed.
Consumers who increasingly feel this way tend to be found in North America as
well as in emerging economies, such as Brazil and India.

There has also been a rise in the number of consumers who prefer to buy
second-hand items. This increase is seen in nearly half of the countries
surveyed, mostly in developed countries, as well as in emerging economies.

Consumers in these emerging economies are the most likely to agree that they
prefer to buy disposable household products, rather than ones designed to be
washed and reused.

In all countries except India and Russia, consumers tend to disagree that the
extra cost of environmentally friendly products is “Not worth it” to them.

Frequency of recycling has substantially increased since 2008 in more than half
of the countries surveyed. Consumers in developed countries, such as Australia,
Canada, France, Germany, and Great Britain tend to recycle most often.

GLOBE



NATIONAL
GEOGRAPHIC

« Other actions such as buying environmentally friendly products and consciously
avoiding products harmful to the environment have also increased in many
countries since 2008. American, British, Hungarian, and Japanese consumers
remain the least likely to report such behavior.

* While most consumers in the 17 countries surveyed report that they own, rent,
or lease at least one refrigerator, laundry machine, television, and computer,
fewer respondents say they have dishwashers and lawn mowers, leaf blowers,
Xr snO\Ily blowers—and most of those who do are North American, European, or

ustralian.

GLOBE
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Greendex Rankings: Goods NATIONAL
GEOGRAPHIC

Consumers in Each Country, 2008—2009

Indians (1) Swedes (9) fy 47
South Koreans (2) Russians (10) 41‘,(_5(')9
Chinese (3) French (10) 4‘:&')8
_ . 45.9
Argentineans (4) Canadians (12) 45 1
Japanese (5) Australians (12) ?689
Mexicans (6) British (12) ?589
Brazilians (7) Spanish (12) jgg
Hungarians (8) Germans (16) jgg
NGS09_gd_goods .
Americans (17) igg

GLOBE
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Relative Changes in Goods Sub-Index Scores NATIONAL
GEOGRAPHIC

Countries in which the average consumer’s goods score improved more than in other

countries:
* India
* Russia
 France

Countries in which the average consumer’s goods score worsened more than in other

countries:
e Brazil
e (China
234 e



Sub-Index Content: Goods NATIONAL
GEOGRAPHIC

The Goods sub-index is a combination of everyday
consumption and ownership of big-ticket items.
It consists of 16 variables such as:

235

Purchase and/or avoidance of specific products for environmental reasons
Avoidance of excessive packaging

Preference for reusable consumer goods over disposable products
Willingness to pay an environmental premium

Preference for used rather than new items

Preference to repair rather than buy a replacement

Recycling

Number of TVs and PCs per household member

Numbers of refrigerators, dishwashers, and laundry machines per household
member

Second homes, recreational vehicles, lawnmowers and other small engines

GLOBE



NATIONAL
GEOGRAPHIC

Questions Included in
Goods Sub-Index
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| Prefer to Repair Something When It Is Broken

NATIONAL
Rather than Replace It GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly agree
e} (5)

Tatal (17 countries) I

Strangly
- . I . . disagree (1)

Canadians
Germans
Chinese
Americans
South Koreans
Australians
Indians
Argentineans
Mexicans
Hungarians
British
Swedes
Spanish
French
Brazilians
Russians

1HHHHHA TR

Japanese

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --,,_,EE
237 5 means “Strongly agree”) and “DK/NA.” -



| Prefer to Repair Something When It Is Broken

NATIOMAL
Rather than Replace It GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009

pusl DURRAZ BOSEN
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| Generally Try to Buy Things “Used” or Pre-Owned,

NATIONAL
Rather than Brand New GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly a Strongl
() i L g - 55:;?; (1)
Total {17 countries) B A0 |
Canadians B 12 |
Indians . 14 |
Argentineans B 22 |
Mexicans I 16 |
French R 16|
Americans
Swedes B 14 ]

Brazilians F i 20
Australians . 15 |
British D19 ]

Germans # 20
Chinese JIE . 11 |
South Koreans E I 2|
Hungarians JIE . I
Japanese DB 14|
Spanish g Il

o=

Russians 1

MOS0 20fmj
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --.,__EE 3@
239 5 means “Strongly agree”) and “DK/NA.” -



| Generally Try to Buy Things “Used” or Pre-Owned,

NATIONAL
Rather than Brand New GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009

Puy R BIRE

] 5 5
o c’.'d‘“eﬁe ?1'“@ oie® we'.’:‘{'a“

GLOBE -9
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| Prefer Disposable Household Products

- NATIONAL
Rather than Things | Need to Wash and Reuse CEOCRAPHIC

Percentage of Consumers in Each Country, 2009

W e W W

Total {17 countries) J sy
Indians . mrm
Ao . 0]
R
Brazilians O YR
Spanish I 0 e
Chinese B s
oo S I
s
Hungarians I N
Britishi 8 S T
South Koreans g

P
£
O

Germans KRN
Russians |
Canadians E
Australians
lapanese

Swedes [

i
o2

|
-5
i
O

A
e

MLSSOG_SuEImd
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._ELE m
241 5 means “Strongly agree”) and “DK/NA.” -



| Prefer Disposable Household Products

- NATIONAL
Rather than Things | Need to Wash and Reuse GEOCRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009 Decreases

Pusd| puIfEe BOSEMN
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The Extra Cost of Environmentally Friendly

NATIONAL
Products Is Not Worth It to Me GEOCRAPHIC

Percentage of Consumers in Each Country, 2009
Strongly agree - 4 M : - Strongly

(5) disagree (1)

Total (17 countries)

-
fed

South Koreans

A 16 |

Russians R 5 |
Indians B 13 |
Brazilians DA 18|
Argentineans 0 IR
Mexicans B 5 ]
British [ 10 |
French P 14|
Swedes I 14|
Americans 0 IRIEm
Hungarians 18 |
Germans RS 16|
Australians S 17 ]
Canadians I 2] |
Spanish JE B 16 |
Chinese | . 16 |
. 13 |

. 10 |

lapanese

S g
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --..._EE :m
243 5 means “Strongly agree”) and “DK/NA.” -



The Extra Cost of Environmentally Friendly

NATIONAL
Products Is Not Worth It to Me GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases . 2008 . 2009

pusr BUIRAZ BOSEN
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Frequency of Recycling Materials NATIONAL
GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

Bl A of the time (5) Bl Often (3)

Total (17 countries) NE TS S N s

ustralians | A | O -2
Germans | R S S 7
British | O S =
i I I 7
French | S SO~ M 75
T — I
sapanese IEXI S L 5
e, T 5
Brazilians | A S - ¢
swedes |RECN S —o
Meicans [ECINN S ¢
indians, | L S -1
Chinese NETINNN S - S 5
Hungarians K= N 1
Argentineans |EERSRI M ST ¢
South Koreans [EEED 25
Russians [[IEENIIEE 26

MGES Mrme

GLOBE
245 »QOn a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Recycling Materials NATIONAL
GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases . 2008 . 2009

88 87
81

:
\ S Y SR - n oo A . NS - S
o g T g™ g\m‘-'!?‘ﬁ“ W e et
X
GLOBE "
S -l

246 ~On 3 scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Avoiding Environmentally

J NATIONAL
Unfriendly Products GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

Bl Allofthe time(s) [l Often (4)
Total (17 countries) RN S /5

Brazilians | TR S - S
ndians |ENECE S | I 2
Mexicans | A M - M <
South Koreans I L 57
chines VI 0000 s
Argentineans | LN W £ A <
rench [N T M 7
Canadians | T O I <7
Australians | I 5
Germans | EEIN N T <5
swedes [ S L A 3
spanish K O TR
Russians [T I 32
americans TN I 30
British R LI 29
Hungarians |EERMNE RN 25
lapanese NN I 27
o e ]
GLOBE AN
247 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Avoiding Environmentally

J NATIOMAL
Unfriendly Products GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,

Trends: 2008—2009
Increases . 2008 . 2009

pPu=n quigds GORTIN

ek . VS 1 0o - ATV
Qo Lanﬁﬁ‘aﬁ AP AN

248 »On g scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Buying Environmentally

. NATIONAL
Friendly Products GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

Bl Alofthetime(s) [l Often (4)

Total (17 countries) RN A 0

Bracitans I | i 0
indiars O I 52
Mexicans. |NF I T s
Chinese | S L S 5
Argentineans [T | I <5
Australians. KN ¢
swedes |INER I 0
French KN N T SO *<
Canadians | T ;7
Germans KT A 37
Russians RO E M 5
South Koreans | CHRENNE A 35
Americans |CEENE N 32
Hungarians ICHENE I
British | T N—1
spanish INECORN T 30
Japanese | 2
HOS0_are GLOBE AN
249 ~On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Buying Environmentally

- NATIOMAL
Friendly Products GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases . 2008 . 2009 Decreases

Pelil BULIGE S05DIN

a & & E- F . :.l # 5

GLOBE 1<%
250 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Avoiding Excessively

NATIONAL
Packaged Goods GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009
Il AN of the time (5) B Often (4)

Total {17 countries) | S I <0

Chinese | E I S . 55
South Koreans [N O O S s
incians T S - B 46
Australians | 7
Germans | T — 7
Argeatineans |EET N I . A—
Mexicans | s
Brazilians | P - I, 43
Canadians | EEENE S 3
Japanese [IREI S I, 40
French [IEE 3o
British | R
sparosh EENNE B
Swedes KT I 3
Russians |EEER O L 29
Americans |ESNNS T SN 25
Hungarians [CEENE T I 15

MEE0E

GLOBE AN
251 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Avoiding Excessively

NATIOMAL
Packaged Goods GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 [ 2009

.S 5 e ] :

252 »QOn g scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Using Own Bag in Store/Market NATIONAL
GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

Bl A of the time (5] B Often i4)

Total (17 countries) |NET TN O TS ¢

French | N 0 | o=
Germans | S 5 O ¢
eritsh | S S S ¢
Australians. |NE I A -5
Chinese: IEER S S ¢
sapanese N R S S s
Canadians S TR SO ] 57
south koo TIN5
icians: T S 55
Hungarians |NEEREE S 7
Brazilions [T S <5
Spanish [N ERNN SO N 44
Mesicans LI I <2
wedes TR S
Argentineans |IEEIE 1N =
Russians [EEAN N 3¢
Americans [EEREWIN TR 13

NS I

GLOBE
253 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Using Own Bag in Store/Market NATIONAL
GEOGRAPHIC

“All of the Time (5)” and “Often (4),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases . 2008 . 2009

81
76 75

65

52

33

19

MR pUGZ G050

s 5 aal® _aadh 05 a0 a0 05 0O e
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Average Number of Refrigerators

NATIONAL
Owned, Rented, or Leased by Household Members GEOCRAPHIC

Percentage of Consumers in Each Country, 2009

[ B B : 3 or more
Total (17 countres) |G S [ 6 97

South Koreans | R O N 0 100
Hungarians. | A S ¢ o9
Australians | R S A 0 o0

swede: I I
french | | O 95
gritsh | S S [T 3 98
Canadians | L S W I 5 93
Russians [ S I 11 98
Germans | I [ S ¢ o7
Americans. | S T ¢ o7
Brazilians. | S O 11 97
sapanese | [ S 0 T 3 54
Chinese | £ S 0 [T ¢ 53

Argentineans | S 0 3 52

Mexicans | £ A 0 (0 ¢ 52
spanish | A WO W o

D —— GLONE
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Average Number of Laundry Machines

(Washers and Dryers) Owned, Rented, or Leased
by Household Members

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

[ BN : 3 or more

Total (17 countries) 390

Austrafians | . S 2 58
South Koreans | N 3 ©
ariish | N S - SO o7
French | 7 S S | S o6
Hungarians | S 1 ©
Japanese | A 7
Germans | S s | A ©:
chines: I U ¢
Brazilians | N S T 7 52
Spanish | A S S o1
Russians | S 5 | B 5 50
Americans |NE I | A 7
Argentineans 3 87
Canadians 3 87
Mexicans | N O S 5
indians. | S 0 | 2 7
Swedes 367

MGEEDG_12mn

GLOBE
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Average Number of Dishwashers

NATIONAL
Owned, Rented, Leased by Household Members GEOCRAPHIC

Percentage of Consumers in Each Country, 2009

K B 2ormore
Total (17 countres) A 1 0

Germans | A
Americans | .
Canadians | T, 1 1

Swedes | A | 0
French | T |
spanish | N o ¢
ustralians | 5
British | |
Brazitians |E TS - 37
Chinese T 30
sapanese LS 27
Hungarians |[NNEGEZ ¢
Argentineans ERINL N 23
South Kereans [[NNEGEEN 22
Mexicans [ETNN]
Indians |KEREEN 2 21

Russians JENE 10 GLOBE
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Average Number of Lawn Mowers / Leaf Blowers /

Snow Blowers Owned, Rented, or Leased
by Household Members GEOGRAPHIC

NATIONAL

Percentage of Consumers in Each Country, 2009

| B N 2 3 or mare
Total (17 countries) [ CEIEN 2 ::

Americans 14 61
Canadians | T ¢ S
French | 0 10 1
Australians [ | D 5 s
Hungarians | ECE Y 2
Brazilians [EEENED ¢ 2
Germans [[IIIIECE 1 1
mexicans [[ECEEN. @ 1°
Argentineans [[EENIREL 16
Indians KT D 2 15
Chinese [[IIEE) 14
Swedes 12
British [IEENED 1
Russians [[ENED 1
spanish [IEEIED ¢
South Koreans [

Ja I'IE‘_'-E- 114
Fﬁ':i?:ﬂ'mn. G LOBE
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Average Number of TVs

NATIONAL
Owned, Rented, or Leased by Household Members GEOCRAPHIC

Percentage of Consumers in Each Country, 2009

- | - F ! E 4 or more
Total (17 countries) EY RN M 15 9
Canadians 20 104

PV ————
South Hmmm! 98

Hungarians 13 98
Brazilians 15 30 35 ' 28 9%

nmer-ms__ 2 o8
Chinese . [ === F ==
Hmhnsm;- 6 9
oritish INENEENENNNE T 3 @
indians | S S S 4 %
French NI S I 8 9%

Swedes T T T I w0 %6
Japanese INTHNNNNN I NN 16 M

Germans T L 6 93
Argentineans [T R R w0 93

Mexicans (RN 1 93
spanish EEERENRE M 8 92 GLoBE



Average Number of Computers

NATIONAL
Owned, Rented, or Leased by Household Members GEOCRAPHIC

Percentage of Consumers in Each Country, 2009

. 1 - 2 B 3 4 or more
Total (17 countries) IR N 6 9

Russians [T I . 3
Australians [ - 8 e
British [N e 8 oS
French T s s
swedes [EENE 0 13 96
Chinese T a9
German: [N T 8 %7
Americans IR 0 11 %
South Koreans. | T 2o
Hungarians. | T s 4 s
Canadians G D T 10 96
Brazilians | e, 7 s
Japanese INNEDNE . 0 2 95
Spanish [T . 7 o
Argentineans | . 18
Mexican: [T . 4 77

Indians | I e 276
: GLOBE
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Average Number Second Homes / Cottages/

Camps/Chalets Owned, Rented, or Leased by

NATIONAL
Household Members

GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
1 B 2 3 or more
Total (17 countries) | EEGRCEEEEEEY ' 2

Russians 253
Brazilians 4 50
Chinese 3 46
indians G I W 1 35
Mexicans [N TN T 27
Spanish 2 27
Argentineans 5
swedes | INECEN 1 23
Hungarians RN 20
French NP 13
Canadians [ENE 10
Australians [JEIIER 10
Americans [[IEEE ©
British [ ¢
Germans [ 7
lapanese JEI 4

South Koreans “4 GLOBE
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NATIONAL
GEOGRAPHIC

Additional Questions Not Included in
Goods Sub-Index

GLOBE -9
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Environmentally Friendly Products

NATIONAL
Do Not Work Well GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Strongly agree Strongl
L S e W O
Total (17 countries) B - IEE'EEE
Indians IS 16|
Brazilians
Argentineans
Mexicans
Chinese | . 11 ]
Canadians f
British E i 14
Americans
Swedes D S5 |
French §
Australians B D, 15 |
Germans I {7 |
South Koreans . 12 |
spanish [
Japanese & . 10 |
Russiams B L 36
Hungarians I e 35

WESOD 2R
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Strongly disagree” and --.,__EE m
263 5 means “Strongly agree”) and “DK/NA.” -



Environmentally Friendly Products

NATIONAL
Do Not Work Well GEOGRAPHIC

“Total Agree (4+5),” Percentage of Consumers in Each Country,
Trends: 2008-2009

Increases B 2008 | 2009

pusdl uigss E0SEM
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Change in Consumption of Everyday Household

NATIONAL
Goods Over the Past Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

(I L B

Total (17 countries) |

Substantially
increased (5)

Substantially
decreased (1)

indians
Brazilians
Chinese |E
Mexicans
A.rgentlneam'
Russians

F
| I
] : | s
! -‘-d | = !

NGS09_27Ab _
The white space in this chart represents “Stayed the same (3)” (on a scale of 1 to 5 where 1 means GLOBE m
265 “Substantially decreased” and 5 means “Substantially increased”) and “DK/NA.” ———— -l



Reason for Decreased Consumption of Everyday

NATIONAL
Household Goods GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

£ g E 2 w & g @
I EEENFEEEEEREYEEEEEE
i~ £ 2 3 ¥ £ § £ B } £ § % ¥ 3§ 3§ § ¢
e E oL o & o (W S = ) x £ = = = A A A
Cost A9 83 A4 79 6 86 49 59 [ B4 75 60 649 61 75 75 58 50
Changes in
financial situation 46 64 37 B1 29 59 38 14 7 44 57 17 B4 41 BE 49 58 40
Environmental
e 32 20 36 24 42 23 40 44 b2 18 15 12 20 51 10 30 33 42
Changes in living
circumstances 27 23 34 24 32 14 45 32 4 28 20 19 36 23 i 23 29 36
Health reasons 18 8 18 1n 20 14 14 16 18 22 17 =11 4 18 16 16 14 13
Top mention NGSO9_278b_ibé

- -

266 Subsample: Those who have reduced their consumption of every day household goods (n=3,393)



Availability of Recycling Services for Paper,

NATIONAL
Bottles, and Cans GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

i:zli?;hle {5) ;e - E ::;I?;hahlal[lﬁ
Total (17 countries) 3B Ii R i1 |
Germans 31
Canadians I 5 |
Australians e 5 |
British 51
Swedes (T 3
Spanish [
French RN 5 |
lapanese LTE
Americans B 6
Hungarians 37 [
Chinese 24 25 0 A
Erazilians 20 i . 13 |
Indians K 3 I
Mexicans ERL 19 [ 18 |
Argentineans |G 16 B 2
Russians [IKE] E] . 28 |
South Koreans [E 1 R 4 |

RGOS0

The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all available” and "“"E——E m
267 5 means “Easily available”) and “DK/NA.” e



Availability of Recycling Services for Paper,

NATIOMAL
Bottles, and Cans GEOGRAPHIC

“Total Available (4+5),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 [ 2009

DU QWIS BISTIN

wﬁ‘“ﬁa

GLOBE /%Y
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Frequency of Recycling Electronic Items NATIONAL
GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country, 2009

Bl A of the time (5) [ Often (4)
Total {17 countries) | T F I <3

Swedes || s
Germans. | R s | 7
French | I S T <3
spanish | R SO > S ¢
Brazifians | GO S T
British | O S - S 50
Canadians TR W * SO 5
Australians | EEI S N
tncliares IR I 3
lapanese T T W <
Mexicans KN * M 35
Americans | EC NS T 3¢
Hungarians [T - 3¢
Argentineans IECONU N 33
Chinese |EERNE I 53
south Koreans K 30
Russians [EREN®
LIS, Sy
GLOBE
269 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Frequency of Recycling Electronic Items NATIONAL
GEOGRAPHIC

“All of the Time (5)” or “Often (4),”* Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases . 2008 . 2009

270 *On a scale where 1 means “Never,” 3 means “Sometimes,” and 5 means “All of the time.”



Availability of Recycling Services for

Electronic Items

Percentage of Consumers in Each Country, 2009

- Easily . 4 - Not at all

available (5) available (1)
17

15

Total (17 countries)

Germans
Japanese
Swedes
Indians
British
Canadians
Brazilians
Spanish
Australians
French
Argentineans

il
=l

Pt}
o ) w -
'
0 P
{ Pkl
Pk

i

I!
I

Russians

Americans S T
Hungarians
Chinese D, 15 |
Mexicans B 3. |
South Koreans. DR 3 |
D 50 |

MOS0 _2oene
The white space in this chart represents “3” (on a scale of 1 to 5 where 1 means “Not at all available” and ""“'E——LE_E_E m
271 5 means “Easily available”) and “DK/NA.” -



Availability of Recycling Services for

- NATIOMAL
Electronic Items GEOGRAPHIC

“Total Available (4+5),” Percentage of Consumers in Each Country,
Trends: 2008—2009

Increases B 2008 . 2009

Pus] MUEE S0SEN
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Number of Purchases of Energy-Efficient
NATIONAL

Light Bulbs (Out of Last Five Purchases) CEOGRAPHIC

Percentage of Consumers in Each Country, 2009
- K 3 B : | K
Total (17 countries) INEETIEEEENE 1 00 U 78

Brazilians NCERE 12 (0 N 5
Argentineans INEEFTRNNNNNNETN 13 (00 AN 55
British G 11 s

Australians |G © 7 S
Chinese IFURNNNNEAN 12 0 TG

Mexicans INSEFERENNEENN 12 [0 EEEEEENS
spanish INEEEENEEERN 15 0000 EEECES!
indians IENEERNNNSTIN 14 000 T 51
Canadians ECRN N 7

Hungarians INECINNNNNIEAN 12 10 I 50
Americans ISNECERSSNNS (0 10 0 EEEEN77
French IFTNNNNENNCN 12 (0 KA 75

Russians IEEERNE 12 © 0 N
Swedes 25 B 12 I

Germans 5 L PR 69

Japanese 8 I EN I
South Koreans EIF! 4 "0 0 T 44
-
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Predicted Frequency of Purchases of

: e - NATIOMAL
Energy-Efficient Light Bulbs Over the Next Year GEOCRAPHIC

Percentage of Consumers in Each Country, 2009
Much more

=
often (5) - C =§ .

Total (17 countries) EY 21

Much lass
- aften (1)

&4

Brazilians 13
Argentineans
Chinese
Mexicans
Spanish
French

South Koreans
Indians
Americans
Hungarians
Germans
Australians
British
Swedes
lapanese

Canadians

Russians

HGSDS 2dn
The white space in this chart represents “ About the same (3)” (on a scale of 1 to 5 where 1 means “Much ~_ G LOBE m
274 |gss often” and 5 means “Much more often”) and “DK/NA.” ———— —



Number of Purchases of Environmentally

Friendly Detergents / Surface Cleaners NATIONAL
(Out of Last Five Purchases) GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- 5 - 4 3 o 2 - 1
Total (17 countries) NEEERENE] 7 1000 IE TN 56

Chinese INEENENEEY 10 00 I 1
Brazilians INNEFENEENN 9 @ 0 DWW
swedes INEECHNNNCE 9 i ML
Mexicans JfLIER 1 0
Indians ENE] ) _55
Australians [EEEFTEENENNT ° © 0 IEEECINN 65
Canadians IRERE] & mss
French IERIEN & 000 RN &1
Argentineans IEINNEN 9 700 IE I 60
Hungarians [N 7 © 00 ELONN 5
Germans 6 M I TN 53
South Koreans [l 5 0 0 I
Americans [IEFEEEE] 7 O 0 ECEEN Y7
Spanish AN} 7 1 NI 44
British EMEE) 6 © 10 EEEEREN 40
Russians ) 5~ LI 40
Japanese [ElI3 AN 26

NOS0E 2R GLOBE
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Predicted Frequency of Purchases of

Environmentally Friendly Detergents / Surface NATIONAL
Cleaners Over the Next Year GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

- :lf::::;;:lre - 4 ! 2 - Much less

often (1)
Total {17 countries) 16 6 4 |
Chinese 7] 9 3|
Mexicans 35 S8 0 |
Brazilians = 4|
Indians 40 g |
South Koreans 6 1|
Argentineans 24 N 7
Fremch N G |
Hungarians B
Canadians g
lapanese ER
Australians (i
Spanish 78
Americans . - |
Russians
Swedes i
British [ S 4|
Germans i 18 5 6 |
e
' in thi - ” GLOBE ¥V
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Number of Purchases of Recycled Paper Products

(Out of Last Five Purchases)

Percentage of Consumers in Each Country, 2009

M s - 4 3 M 2
Total (17 countries) [EENENEN 13 1000 AN 66

B

Brazilians INENNTINNNNEN 16 L0 R
Canadians IEEENEEN T 20 BN 17 L
Hungarians 7 T
British IENECHNNNEN 14 0000 T 70

Swedes (ERE i 12 [
Japanese NNEINENET 1 0 IR 6
pustralians [EENEEY 2 0 I G:
Mexicans 16 [N I I 3
indians IENIEE 14 LR TR ¢ 5

Americans IEECEIINCE 6 000 EEERN 67
Germans [ENE 12 0T I

Argentineans [ JIER 16 0 BEING:
South Koreans [EI 5 1000 11 I - N 59
Chinese NEENENEN 9 (" EESSECHNNSS
French IGIEN 11 00 T 5T
Spanish Kl 10 I 56
Russians U 6 = IEEENN 42

MGS05_Zame GLOBE
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Predicted Frequency of Purchases of

Recycled Paper Products Over the Next Year

NATIONAL
GEOGRAPHIC

Percentage of Consumers in Each Country, 2009
Much more -‘1 - 2

often {5)
Total (17 countries) AL

Much less
often (1)

Brazilians
Indians

South Koreans
Mexicans
Chinese
Argentineans

Canadians
Hungarians L i
lapanese EE 24
French JIEE 12
Americans R 24
Australians JE FY
Spanish JJLE
British R F |
Germans 19
Swedes JE

Leicnail.nalifeli &

Russians 14
WG5S e

The white space in this chart represents “ About the same (3)” (on a scale of 1 to 5 where 1 means

278 «\\ych less often” and 5 means “Much more often”) and “DK/NA.”
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NATIONAL
GEOGRAPHIC

Citizen Behavior
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Environmental Concerns as Reason for

i NATIONAL
Reduced Consumption GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

= g & £ @ E 5 i o ] "
=8 % § & 2 % 3 § s E B E E 3 § s E
e ok [ -1
3= § P § 5 E S5 i T 8 2 & 3 & @
Eleciricity and fuel
comsumed in your home 40 i) 48 S0 54 EE] 50 4G 43 E ] FLi] 52 41 48 20 19 45 47
Everyday household goods 32 20 36 24 42 3 4d 44 62 18 15 i1 20 51 10 £ k£ d
Fuel for motorized vehicles 27 .| 35 4 34 26 ) 41 i F4 | 14 36 i 29 11 149 L] 30
Meat 18 12 20 11 28 16 F 12 F i 11 5 18 1 iz 13 12 16 i3
- NEEDD I7Bad erwd
Tap mention
"I-..___‘_‘_-_-_-_-_-___
-

280 gypsample: Those who have reduced consumption of each



Change in Financial Situation as Reason for
NATIONAL

Reduced Consumption GEOGRAPHIC

Combined Mentions, Percentage of Consumers in Each Country, 2009

i -
- B -
= W = E E = E
E § £ 2 § . 5 s . 8 % : %t 3 z 2 5 3
- ¢ ¥ €§ § £ ¢ £ E P 8 2 § 3z 3 % 31 %
== E EI <L & @ 15 15 el KE - | E. = E P e i
Everycay "'““‘;::"I‘: 46 64 37 61 28 59 38 14 27 44 57 17 64 41 € 49 s3 a0
Fuel for motorized 44 57 33 32 46 S0 35 33 &5 57 B 52 38 a0 61 a4 35
vehicles
Electricity and fuel
ok s B %% 33 lsed Vash Nimot azt| D3 DR a6 (33 las sl sl Das| &1 |les |la7
Meat 34 A Al e e B3 ml 2 2l ks la e P: sl e i
NG5SR FMRa-d 1sit
Top mention
"‘-..___‘_‘_-_‘-‘_-_-___
|
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Sought Out More Information about

h NATIONAL
Environmental Issues GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country, 2009

Total (17 countries) N
Brazilians :_53
Hungarians I 5 5
Mexicans N 10
Argentineans INIEEEEEEGEGGGG————— 5
ELELIEL R
Spanish | S
Chinese NG 7
Australians I 6
French |
British I / 2
Swedes I 10
Americans NG :
Germans N 3¢
Russians I >
Indians |IEE——— 5
JELELN 0 EB
South Koreans I 19
' GLOBE
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Sought Out More Information about

- NATIONAL
Environmental Issues GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases . 2008 . 2009 Decreases

PUBI BWIBE GDSON

B
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Encouraged Others to Be More

) - NATIONAL
Environmentally Responsible GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country, 2009

Total (17 countries) _4&

Brazilians | 2
Spanish | |
Chinese _EE

Hungarians 58
Australians =
French | 53
Canadians | 5
Mexicans _52
Argentineans I 1
British G0
Americans I 3
Germans N 1

Indians _41

Swedes I -

Russians 35
24

South Koreans

Japanese I 18
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Encouraged Others to Be More

- - NATIONAL
Environmentally Responsible GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases Decreases . 2008 . 2009

Pusd) IS G0S0N

GLOBE -9
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Talked about Global Warming / Climate Change

. NATIOMNAL
With Others GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country, 2009

Total (17 countries) | EEEG— N 5 7

Chinese I 7 5
Australians NI 7 1
Hungarians | 70

Spanish I G 5

British I -
Canadians N 3
Argentineans I - 2
Mexicans [INNEEEEGEG__——— O
French I 5
Germans |
Brazilians | 5 C
Americans I 5
Swedes I 5 3
Indians EEEE—
Japanese [ | |
Russians | 3 7
South Koreans —19

HOSIE Fme
GLOBE
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Talked about Global Warming / Climate Change

. NATIONAL
With Others GEOGRAPHIC

“Yes, Have Done in Past Year,” Percentage of Consumers in Each Country,
Trends: 2008—-2009

Increases Decreases B 2008 J 2009

Puiad] g GOSN

GLOBE AN
287



NATIONAL
GEOGRAPHIC

Knowledge
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What Percentage of Earth’s Oceans Are Protected

from Commercial Fishing or Drilling for Oil by
Laws/Regulations?

Percentage of Consumers in Each Country, 2009

|| ;f";::ﬁ“t B 15 percent [ 30 percent

B so percent

Total (17 countries) |43 . 5

48

Swedes
Canadians
Australians
British
Spanish
Americans
Russians
Germans
Hungarians
Japanese
French 2 i 19| 4]
South Koreans i 54 g 1= 3
Argentineans 23 40 P e 6
Chinese 39 = 25 g 10
Brazilians 20 L 45 [T |
Mexicans 20 [ 40 [ 7 |
Indians [KEEN T ==

MGS0E 14

The white space in this chart represents “DK/NA.” ..__‘__E__':E?_E_E
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What Is the Primary Cause of Recently Measured

Increases in Earth’s Temperature?

Percentage of Consumers in Each Country, 2009

- Increased levels The Changes in the | Increased
of carbon dioxide " atmospheric Earth's orbit = output from
gas in the “ozone hole® the sun
atmosphere*

Total {17 countries) 6 4
South Koreans 2
Japanese 23
Hungarians n
Swedes 36
Chinese ER |
Russians B B
Germans 158
Australians 43
French 22
British 518
Canadians 12
Mexicans 6 &
Americans 10 B
Brazilians 16 5
Spanish 213
Argentineans 11 R
Indians 13

MGS0E A
290 The white space in this chart represents “DK/NA.”
*Correct answer
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What Percentage of the Earth’s Atmospheric

Oxygen, Meaning the Oxygen We Breathe, Is
Produced by the Oceans?

Percentage of Consumers in Each Country, 2009

- 1 percent - 15 percent - 30 peroent - 50 percent
or less or more*
Total (17 countries) JENN 24 P T I TR

Chinese RN I TR L I T A
Canadians IEMIEINEN. e
Germans IEREEL) -E__

Americans E 23 35
Japanese i 23 37 34
Swedes i3 a3 37 ET

French [ IRE N 0 I
GGy 10 [ 24 [ERREER 32 |
Hungarians EENECIE T EETN
Russians RA 22 37 30
Mexicans JHENN DFEIN 0 .
Australians [INEENENFIN s
South Koreans |EJ INEZ AN 0 e T —_—

Spanish JIENE IETI 0 e T
Argentineans [ 36
Brazilians JHE 29 3 27
indians EENN 38 . 14
NITSE_36

291 The white space in this chart represents “DK/NA.”
91 «Gorrect answer
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Which of the Following Foods Requires the

Most Water to Grow or Raise for a Typical NATIONAL
Serving? GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

I Gecf Leafy vegetables Cereal grains | Melons
such as lettuce
or spinach
Total {17 countries) 24 13
Swedes 14 9 9
Russians 24 16
Canadians ] 13 15
Germans 24 13
Americans 15 [ 16
Australians 25 13
Hungarians 21 20
British 28 16
Japanese a7 5
Brazilians 18 14
Spanish 21 = [ !
Argentineans 24 13
South Koreans ' 21 10
Mexicans 15 10
Chinese i 41 29 10
French 17 24 ' 16
Indians IREEN EL] ] 33 13
MGSE AN
The white space in this chart represents “DK/NA.” w
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Approximately How Much of the Water on

: 2 NATIONAL
Earth Is Considered Freshwater? GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Less than § Between 5 Between 10 More than
- percent* - percent and 10 - percent and 20 -

20 percent

percent percent
Total (17 countries) 26 31 [ —t 10
Japanese E] ] s
Chinese 2 _-..-El

Swedes 1 ] i 4
Australians 30 33 i B
Mexicans | 76 [NEESE 5
Canadians C 32 [ 11 |
Argentineans [ 29 DN 11

Hra:ilians_ 26 28 E]

Russians EX| EL 10
British 23 [ 35 2 PR 11 |
Germans 2 37 TH N 12

South Koreans

L35 R 10 |

Hungarians P
Americans [ 28 SR 14
[ 32 [ 10 |
-I_-_IEI

17

Spanish
Indians
French 28

NGSEL SR

293 ;I'he white space in this chart represents “DK/NA.” ""“-E——LE_E_E
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Since 2003, Where Has the Number of New

Cars Registered Each Year, per Capita,
Increased the Most?

Percentage of Consumers in Each Country, 2009
- Russia*

Total (17 countries) E

" china UsA

Russians 42
Germans 16
indians KNI
French L ;
British lE
Swedes
Australians
Hungarians i
Spanish B
Brazilians IR
Mexicans
Argentineans
lapanese E
Canadians E
South Koreans E 84 1 B
Americans F 53 £} 14
Chinese | B4 10 B8
HOGSE 35
294 The white space in this chart represents “DK/NA.”
*Correct answer
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Approximately How Much of the Electricity Used

by an Ordinary Incandescent Light Bulb Is Wasted NATIONAL
by Being Turned into Heat Instead of Light? GEOGRAPHIC

Percentage of Consumers in Each Country, 2009

Bl opercent [ 40 percent [ 70 percent [l 90 percent*
Total (17 countries) IEEENN N 0D

Germans JiIC 33 : 23
Swedes 43 3 13

Australians [ 41 [DSSE 11 |
Britizh | a1 D E 11 |

Canadians |REN 46 =g 11|
Mexicans T I - T (s £ S

Brazilians g [ 42 [ 11 |
Hungarians liE 39 ; 10
Argentineans I I 10 |

Chinese RE 49 28 10
Russians 27 35 28 10
Americans (SIS 0000000 =B

Zepal s 49 [N 8 |

Japanesc [ECINN NN NN EA
ALy 9 | 55 [ 6 |
OUENY 10 [ 52 [ S |

South Koreans lRE 58 4

WESmE 40
The white space in this chart represents “DK/NA.” --.._EE m
ol
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NATIONAL
GEOGRAPHIC

e - oo i

GlobeScan's mission is to be the world's centre of
excellence for objective global public opinion &
stakeholder research and strategic counsel.

We deliver research-based insight to companies,
governments, multilaterals, and NGOs in pursuit of a
prosperous and sustainable world.

www.GlobeScan.com

London . San Francisco . Toronto . Washington
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