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INTRODUCTION TO THE STUDY
Sustainability is an approach that has been gaining momentum amongst
businesses over the last decade. Consumer demand for companies to
invest in corporate social responsibility measures have been on the rise as
they seek to align themselves with brands that champion their values.
Blackbox partnered with Dynata, the world’s largest first-party data and
insights platform, to understand if consumers truly understood
“sustainability” and how it impacts their perceptions of brands and
likelihood of engagement.
The survey ran in November 2020 and reached out to 752 Filipino citizens.
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Defining Sustainability
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Defining Sustainability: the UN Definition

The Sustainable Development
Goals are a universal call to
action to end poverty, protect the
planet and improve the lives and
prospects of everyone, everywhere.
The 17 Goals were adopted by all
UN Member States in 2015, as part
of the 2030 Agenda for Sustainable
Development which set out a 15year plan to achieve the Goals.

Gender
Equality

Clean water &
Sanitization

Affordable &
Clean Energy

Climate
Action

Foster innovation
& build green
infrastructure

Reduced income
inequalities
between countries

Making cities &
communities safe
and resilient

Responsible
consumption &
production

Economic growth through
employment for all

Conserve use of oceans,
seas & marine resources

Interconnectivity & equitable trading
systems between countries

4

Protect forests & land
degradations

Access to justice for all & making public
sector institutions accountable

Sustainability is not sustainable: only 1 in 3 can correctly identify
UN’s Sustainable Development Goals as “sustainable”
Which goals are most commonly
associated with sustainability?
MOST
ASSOCIATED

Although 88% feel that they fully
understand what “sustainability” is..

Energy, Consumption, Recycling
Foster innovation and build green infrastructure (90%) | Responsible consumption and
production (90%) | Protect forests and land degradations (89%) | Affordable and Clean Energy
(89%) | Clean water and Sanitization (89%)

Environmental Initiatives
Conserve use of oceans, seas and marine resources (88%) | Climate Action (82%)

Social Equality & Justice
Making cities and communities safe and resilient (89%) | Access to justice for all and making
public sector institutions accountable (87%) | Gender Equality (80%)

… only 34% can correctly identify
all 17 of UN’s Sustainable Goals.
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LEAST
ASSOCIATED

Community Initiatives
Quality Education (90%) | Good Health and Well Being (89%) | End Hunger (74%) | No Poverty
(71%)

Transnational Efforts
Promote interconnectivity and equitable trading systems between countries (87%) | Reduced
income inequalities between countries (83%)

Base: n=752
B1. I fully understand the term “sustainability”. | B2. Which of the following items would you/would you not associate with the term “sustainability”?

Mainstream TV news channels and Facebook are the highest
sources of sustainability information
75%
Mainstream TV news channels

Where do you mostly
see/read/hear about
“sustainability”?

67%
Facebook

● TRADITIONAL MEDIA

54% Business
news
channels

● SOCIAL MEDIA

54% Blogs /
websites

● YOUNGEST (18-34)

41%
Mainstream
newspapers

40%
Business
Newspapers

● MID-AGED (35-54)
38%
Business magazines /
Trade journals
32%
Instagram

● OLDEST (55+)

31%
Twitter
17%
LinkedIn
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Base: n=752
B8. Where do you mostly see/read/hear about “sustainability”?

Sustainable Brands
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Government expected to do more to contribute to sustainability
efforts
MOST EFFORTS PLACED
TO IMPROVE
SUSTAINABILITY
Central &
Local Govt

Individuals /
NGOs /
Community

Corporates &
Big Businesses

29%

17%

+15%

MOST RESPONSIBLE
IN IMPROVING
SUSTAINABILITY
.-20%.

49%

Community/NGOs have
exceeded Filipinos’
expectations when it comes to
sustainability efforts, with lead
gap of 15% between
expectations and efforts
placed.
Similarly, businesses and
corporations are also meeting
Filipinos’ expectations in
sustainability efforts, though
they are the least popular
amongst the younger group
(18 to 24).

32%

34% 39%
+5%

Least popular amongst
18 to 24 (-1%)

8

Base: n=752
B6. In your opinion who is putting most efforts to improve sustainability within your country? | B7. In your opinion whose job it is to improve sustainability within your country?

Nearly all Filipinos are more open to brands that are sustainable

96% of Filipinos are more
willing to use products from
brands that are sustainable.
This finding is consistent across
age groups, gender, and even
educational levels.
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Base: n=752
B5. Are you willing to use products and services more from brands that are more sustainable?

With increasing demand and focus on Sustainable Investing,
brands that can align themselves with Sustainable Development
goals have been shown to thrive
Sustainable Investing (SI) has
been shown to outperform
the broader market

“

From 2014-2017, responsible
investing was generally a source of
outperformance in the Eurozone and
North America. In North America,
ESG investing during the 2014-2017
period also displayed positive
returns, [with] the Environmental
component [as] the largest winner.

AMUNDI

Asset Management
(Source)

With increasing market
demand, SI’s proportion of
investment assets have
continued to increase

“

“

According to the Global Sustainable
Investment Alliance, at the start of
2016, sustainable investments
constituted 26 percent of assets that
are professionally managed in Asia,
Australia and New Zealand, Canada,
Europe, and the United States—
$22.89 trillion in total. Four years
earlier, they were 21.5 percent of
assets.

Many large investment funds with
environmental, social and
governance criteria have
outperformed the broader market
during the COVID-19 pandemic,
buoyed in part by the funds' heavy
weighting in large technology
company stocks that have seen their
own strong performance.

MCKINSEY

(Source)

(Source)
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SI is also one of the key
sectors that has
performed well during
the COVID-19 pandemic

S&P GLOBAL

HIGHER SUSTAINABILITY SCORE

SUSTAINABILITY INDEX
METRICS
SCORE OF

These brands have worked in
the interest of people, planet
and economy

x

SCORE OF

I want to see these brands
contribute to sustainable
development goals

1.47

Google

1.37

YouTube

1.27

Nestle

1.13

Samsung
7 Eleven

1.05

Shopee

1.04

Adidas

1.03

Nike

1.02

Lazada

0.97

FWD Insurance

0.90

Huawei

0.88

Xiaomi

● Western brands
● Asian brands

0.78

AIA
Line

AVERAGE

0.71
0.62

LOWER SUSTAINABILITY SCORE
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Base: n=752
B4. Corporate sustainability emphasizes growth and profitability through intentional business practices that provide long-term value for stakeholders without compromising people, the planet,
or the economy. Please take a look at following brands and choose an appropriate option for each one of them. | B3. Here are some of the popular brands in [Country] in different sectors. Can
you please let us know which of the following areas you want to see these popular brands contribute? For each topic you may select multiple brands

Most brands fail to meet the sustainability expectations set by
consumers
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High expectations,
low action

High expectations,
high action

Low expectations,
low actions

Low expectations
High actions

Base: n=752
B4. Corporate sustainability emphasizes growth and profitability through intentional business practices that provide long-term value for stakeholders without compromising people, the planet, or the
economy. Please take a look at following brands and choose an appropriate option for each one of them. | B3. Here are some of the popular brands in [Country] in different sectors. Can you please let
us know which of the following areas you want to see these popular brands contribute? For each topic you may select multiple brands

Sustainability contribution expected from Top 5 brands

67%
Quality Education
59%
Interconnectivity &
equitable int’l trading
57%
Climate Action
55%
Access to justice &
making public
institutions accountable
54%
Protect forests & land
degradations
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51%
Access to justice &
making public
institutions accountable
50%
Interconnectivity &
equitable int’l trading
49%
Economic growth by
providing employment

58%
End Hunger
58%
Good Health and Well
Being
48%
Responsible
consumption &
production

48%
Protect forests and &
degradations

46%
Clean water
& Sanitization

47%
Conserve use of oceans &
marine resources

42%
Economic growth by
providing employment

44%
Economic growth by
providing employment

48%
End Hunger

43%
Interconnectivity &
equitable int’l trading

41%
Economic growth by
providing employment

40%
Affordable and Clean
Energy
39%
Foster & and green
infrastructure

36%
Responsible
consumption &
production

Base: n=752
B4. Corporate sustainability emphasizes growth and profitability through intentional business practices that provide long-term value for stakeholders without compromising
people, the planet, or the economy. Please take a look at following brands and choose an appropriate option for each one of them.

40%
Responsible
consumption &
production
38%
Clean water
& Sanitization
35%
No Poverty

Blackbox Research is the “go-to” research agency for our local,
regional and global clients, with a strong reputation for revealing
insights on current issues affecting communities across the globe.
For more information, please visit us at www.blackbox.com.sg
+65 6323 1351

Dynata is the world’s largest first-party data and insights platform.
With a reach that encompasses 62 million consumers and B2B
audiences, Dynata serves nearly 6,000 market research, media and
advertising agencies, publishers, consulting and investment firms
and corporate customers around the world. For more information,
please visit us at https://www.dynata.com/

enquiries@blackbox.com.sg

+65 9652 8783

www.blackbox.com.sg

Jonathan.Lai@dynata.com
www.dynata.com

