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Purchase online 
multiple times a week

Concerned with the 
environmental impact of 
their own online shopping

Consumer brand(s) 
doing a good job of 
mitigating their 
environmental impact

What impacts of e-commerce 
concern you most? 
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• Buys online at least several times a month

• Concerned about the environmental impact 
of e-commerce

• Tries to shop with companies that are 
concerned with sustainability and their 
environmental impact

• Shopped one of the brands before, but 
never purchased from them
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Biggest E-commerce sustainability concerns 
are Carbon Footprint and Over-packaging. 

Thinks Aveda does a great job with 
sustainability

• Cornstarch packing peanuts

• Focus on Fair Trade materials

• Reusable bottles

Concerned with her personal environmental 
impact from online shopping
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• Surprised by the shift in focus 
from produce

• Only encountered ONE instance 
of sustainability messaging

• Deleted some items because she 
felt like she could get them 
locally cheaper
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• No Sustainability messaging on 
or in the box

• Feels like they are going in the 
right direction, but she would 
like more info and clarity on 
their mission

• Wants to support small farms, 
but unlikely to order again 
because of value

Likelihood to 
refer a friend 

after shopping

Likelihood to 
refer a friend 

after unboxing
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Biggest E-commerce sustainability concerns 
are that items are Responsibly-sourced and 
Ethical Production. 

Thinks Moo does a great job with 
sustainability

• Communicated their packaging reduction

• Kept premium packaging look and feel 
while reducing waste

Encouraged by continuous improvement in 
e-comm sustainability
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• Visual attention on sustainable 
messaging 16 times

• No recall of specific messaging a 
week later

• Included a lot of other brands 
aside from the Grove brand that 
she already recognized as 
sustainable



Quad Proprietary & Confidential 19



Quad Proprietary & Confidential 20

• Read sustainability messaging 7 
times before she got the box open

• Achieved the “surprise and delight” 
with the quick handwritten message 
on the box

• Did recognize the “plastic-free by 
2025” as aspirational, since several 
of her products were in plastic 
containers. 
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Biggest E-commerce sustainability concerns 
are reduction of plastic and package 
recyclability/reusability. 

Thinks Columbia does a great job with 
sustainability

• Recycling clothing

• Waterproofing without adding PFCs

• Responsible Down

Concerned with his personal environmental 
impact from online shopping
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• Looked at sustainability 
Messaging 28 times

• Saw some version of the 
reforestation banner on 5 
different pages

• A week later, remembered the 
message, “Get a pair of shoes, 
plant a pair of trees”
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• 14% of the time he spent opening the 
box, he was reading sustainability 
messaging. 

• 50 sustainability points of fixation 
(15 of those were reading the 
personal note)

• Package had 6 different instances of 
sustainability messaging inside the box
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Your customers want 
to know about the 
good things you’re 

doing

Don’t leave them 
to assume or 

fill-in-the-blanks

Don’t make them 
look for your mission 

statement. They 
might not

The idea that they 
are personally 

making a difference 
by shopping with 

you sticks with them

Message saturation 
works
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Basic Text can fill in

Then bulleted text:
• Bullet 1

• Bullet 2
• Bullet 3
• Sub bullet a

• Sub bullet b

• Sub sub bullet c
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