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REASONS TO BE CHEERFUL?

4 ‒

Download the results here

https://www.ipsos.com/en/global-consumer-confidence-rises-highest-point-sixteen-months
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REASONS TO BE CAUTIOUS

5 ‒
Download the results here

https://www.ipsos.com/sites/default/files/ct/news/documents/2023-05/Ipsos%20Global%20Inflation%20Monitor%20May%2023%20-%20Full%20report%20-%20web.pdf
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REASONS TO BE CAUTIOUS

6 ‒



As far as you 

are aware, is 

the economy in 

your country 

currently in a 

recession?

7 ‒
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Base: 23,039 online adults under age 75 across 29 countries, interviewed March 24-April 7, 2023

The “Global Country Average” reflects the average result for all the countries and markets where the survey was conducted. It has not been adjusted to the population size of each country or market and is not intended to suggest a total result. 

The samples in Brazil, Chile, Colombia, India, Indonesia, Malaysia, Mexico, Peru, Singapore, South Africa, Thailand and Turkey are more urban, more educated, and/or more affluent than the general population. 
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Base: 23,039 online adults under age 75 across 29 countries, interviewed March 24-April 7, 2023

The “Global Country Average” reflects the average result for all the countries and markets where the survey was conducted. It has not been adjusted to the population size of each country or market and is not intended to suggest a total result. 

The samples in Brazil, Chile, Colombia, India, Indonesia, Malaysia, Mexico, Peru, Singapore, South Africa, Thailand and Turkey are more urban, more educated, and/or more affluent than the general population. 

How well would 

you say you are 

managing 

financially 

these days? 

Would you say 

you are...?
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How long do 

you think it will 

take before 

inflation 

returns to 

normal in your 

country?
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Base: 23,039 online adults under age 75 across 29 countries, interviewed March 24-April 7, 2023

The “Global Country Average” reflects the average result for all the countries and markets where the survey was conducted. It has not been adjusted to the population size of each country or market and is not intended to suggest a total result. 

The samples in Brazil, Chile, Colombia, India, Indonesia, Malaysia, Mexico, Peru, Singapore, South Africa, Thailand and Turkey are more urban, more educated, and/or more affluent than the general population. 



© Ipsos | KEYS Webinar June 2023

STAYING CLOSE TO CONSUMERS

10 ‒

“Consumers’ expectations 

have generally been more 

accurate than central 

bankers’ in our tracking 

since 2020”

Explore the June edition here

https://www.ipsos.com/en-in/ipsos-update-june-2023
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OUR FOCUS FOR TODAY

11 ‒
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THE VIEW FROM BUSINESS HQs

12 ‒

Exploring the latest thinking and practice in corporate reputation 

management from across the world. Latest report here

https://www.ipsos.com/en/reputation-council-report-2022
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THE VIEW FROM BUSNESS HQs

13 ‒

Exploring the latest thinking and practice in corporate reputation 

management from across the world. Latest report here

https://www.ipsos.com/en/reputation-council-report-2022
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Lauren Demar

© Ipsos | KEYS Webinar June 202314 ‒

8 June 2023
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How a business affects the 

environment

How a business treats its employees, 

customers & communities

How a business is run

Global

All sectors

Value creation for all stakeholders

EVERYTHING. EVERYWHERE. ALL AT ONCE.

ESG IS ABOUT…

15 ‒
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ESG CHALLENGES ARE SOME OF THE LARGEST THE 
WORLD FACES TODAY

World Bank: South Africa is the most 

unequal country in the world

Wildfires in US west fueling extreme weather 

in other states, study finds

India heatwave: High temperatures killing 

more Indians now, Lancet study finds

Explainer: How gender inequality and

climate change are interconnected

Pakistan has been hit by its worst floods 

in recent memory

Nearly 2.4 Billion Women Globally Don’t 

Have Same Economic Rights as Men

Racial justice in the workplace: In-depth look at 

diversity’s struggle to crack corporate 

boardrooms

Canicule en France: les fortes chaleurs perdurent 

dans le quart Sud-Est, aprés plus de soixante 

records absolus de temperature mardi

Worldwide, nearly 1 in 4 girls between the ages of 

15 and 19 are neither employed nor in education 

or training — compared to 1 in 10 boys.

Climate Disasters in Latin America Threaten 

Global Food Security

Study reveals high gender inequality in 

companies in Latin America and the 

Caribbean 
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80% agree

Source: 2023 Ipsos Global Trends Report

“We are headed for environmental disaster 

unless we change our habits quickly”

CITIZENS ARE 
CONCERNED

#2 global 
concern

Source: Ipsos What Worries the World Survey April 2023

Poverty and social inequality

17 ‒ © Ipsos | KEYS Webinar June 2023
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Source: IGRM Survey, 27 countries, April 2023

IMPROVING 
SOCIETY IS THE 
TOP PRIORITY 
FOR BUSINESS 
AMONG 
CITIZENS 
GLOBALLY

Protecting The Environment:

Including protecting and caring 

for our natural environment
E

Improving Society:

Including treatment of 

employees & diversity, 

working conditions

S

Practicing Good 

Governance: Including tax 

strategy, executive 

remuneration

G

29%

42%

28%

Q1. When it comes to the role 

of multi-national companies

in corporate responsibility how 

important are each of the 

following areas? Please rank 

the below areas were 1 is 

most important and 3 is least 

important.

18 ‒ © Ipsos | KEYS Webinar June 2023
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Q: To what extent do you agree or 

disagree with the following: If businesses 

in [MARKET] do not act now to combat 

climate change, they will be failing their 

employees and customers 
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MARKET AGREE DISAGREE

Source: Earth Day 2023, 21,231 online adults under the age of 75, interviewed 20 Jan – 3 March 2023

CITIZENS WANT 
BUSINESSES TO 
ACT ON CLIMATE 
CHANGE TOO

19 ‒ © Ipsos | KEYS Webinar June 2023
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Source: IGRM April 2023

ENVIRONMENTAL 
CONCERNS | 
GLOBAL

26%

27%

29%

31%

31%

33%

34%

36%

53%

Reducing resource depletion

Complying with environmental standards

Addressing climate change

Caring for the natural environment

Reducing deforestation

Reducing greenhouse gas emissions

Developing products that respect the
environment

Reducing the use of plastic

Reducing waste and pollution

ARP '23 DEC '21 MAR '21

20 ‒ © Ipsos | KEYS Webinar June 2023

Q. When it comes to protecting 

the environment, which two or 

three of the following do you 

believe is most important for 

multi-national companies to 

address?
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FOUR
KEY PRINCIPLES TO FOLLOW

1

Avoid the pitfall 

of ESG silos

2

Beware: the 

‘say-do’ or 

‘believe-true’ 

gap?

3

Make 

sustainability a 

co-benefit not 

‘the’ benefit

4

Say it but say 

it right

21 ‒ © Ipsos | KEYS Webinar June 2023
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LIKELY

Switching to purchasing renewable electricity

Recycling

Less packaging

More energy efficient cooking equipment, using 

cleaner fuel or renewable energy

Shift to public transport

Refurbishing and renovating housing for efficiency

Buying fewer items, or more durable items

Living car-free

Growing or producing your own food

Fuel efficient driving practices (e.g. using the 

correct gear, and driving more slowly)

Having a vegan diet

Not having pets

Having smaller living spaces / or co-housing to fill 

empty rooms

39%

33%

24%

22%

19%

19%

18%

18%

18%

12%

8%

5%

4%

Global Country Average

Q: Which three of the following actions, if any, do 

you think would have most impact on reducing 

greenhouse gas emissions? 

The public perceive many actions as having 

a far greater impact on reducing emissions 

than they do

Source: Earth Day 2023, 21,231 online adults under the age of 75, interviewed 20 Jan – 3 March 2023

DON’T 
UNDERESTIMATE THE 
‘BELIEVE-TRUE’ GAP

22 ‒ © Ipsos | KEYS Webinar June 2023
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Switching to purchasing renewable electricity 4

Recycling 60

Less packaging 38

More energy efficient cooking equipment, using 

cleaner fuel or renewable energy
9

Shift to public transport 5

Refurbishing and renovating housing for efficiency 23

Buying fewer items, or more durable items 6

Living car-free 1

Growing or producing your own food 46

Fuel efficient driving practices (e.g. using the 

correct gear, and driving more slowly)
34

Having a vegan diet 7

Not having pets 25

Having smaller living spaces / or co-housing to fill 

empty rooms
31
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Global Country Average

Q: Which three of the following actions, if any, do 

you think would have most impact on reducing 

greenhouse gas emissions? 

The public perceive many actions as having 

a far greater impact on reducing emissions 

than they do

Source: Earth Day 2023, 21,231 online adults under the age of 75, interviewed 20 Jan – 3 March 2023

DON’T 
UNDERESTIMATE THE 
‘BELIEVE-TRUE’ GAP

23 ‒ © Ipsos | KEYS Webinar June 2023
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Base: 48,541 adults surveyed across 50 markets between 23rd Sep - 14th Nov 2022. For full 

methodology see ipsosglobaltrends.com.

Source:Ipsos Global Trends 2023

24 ‒

WILLINGNESS TO PAY 
FOR ESG PRODUCTS?

24 ‒ © Ipsos | KEYS Webinar June 2023

Q: I try to buy products from brands that act 

responsibly, even if it means spending more

64
77 72 64 63 56 50

% Agree

Global 

Average
Africa APAC MENA LATAM Europe

North 

America

29 22 22 27 31 35 36

% Disagree
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SUSTAINABILITY AS A CO-BENEFIT NOT ‘THE’ BENEFIT

1%

2%

1%

No claim

$4.25

Sustainable claim

$4.25

Sustainable claim

$4.75

Sustainable claim

$5.25

+3%

© Ipsos | KEYS Webinar June 2023

Willingness to pay for sustainability?
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Source: Meta-analysis of Ipsos ad testing data base. 200 Sustainability ads across 15 countries. Indices from Ipsos Creative|Spark test

ESG COMMUNICATIONS: SAY IT BUT SAY IT RIGHT

1

Say it creatively

Stand out from the sea of sustainability 

sameness

2

Combine sustainability and 

brand benefits

3

Focus on a clear brand action

Brand Attention 

Ads with a sustainability claim
-5%

Creative Effectiveness
Integrating sustainability and brand 

claims

+28% Creative Effectiveness
Brand action focus

+19%

26 ‒
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ESG & CULTURE
Understanding how culture shapes 

perceptions and priorities for ESG

© Ipsos | KEYS Webinar June 202329

‒

Radhecka Roy
8 June 2023
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A curated meta-

analysis of cultural 

inputs to ESG

Ipsos Global Trends’ data for 

attitudes towards ESG issues

Ipsos Global Advisor surveys across 

different markets on ESG

Local market workshops with cultural 

and ESG experts for insights 

Secondary research for cultural 

values, historical ESG practices

© Ipsos | KEYS Webinar June 202330

‒



• Ipsos fluency across 88+ cultures

• Ipsos assets that help bottom-up 

understanding of local cultures and 

how they relate to and shape 

global concepts 

• Helping you navigate the global-
local cultural landscape with 
nuance, empathy and creativity.

Ipsos framework 
for Cultural 
Transferability 

© Ipsos | KEYS Webinar June 202331
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3 Cultural dimensions shaping sentiments on ESG

Conquest or Co-existence? 

1
Relationship with Nature

32 ‒

Individual or Institutions?

2
Responsibility

MY world or THE world?

3
Reward



USA
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USA
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INDIA
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INDIA
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ESG & CULTURE
Understanding how culture shapes 

perceptions and priorities for ESG

© Ipsos | KEYS Webinar June 202337

‒

Radhecka Roy
8 June 2023
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MORE EQUAL 
THAN OTHERS
Manuel Garcia-Garcia, PhD
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Inequality is the root of all social ills

© Ipsos | KEYS Webinar June 202339

‒

Jean-Jacques Rousseau
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In spite of general agreement 

that inequality is a bad thing, it is 

actually widening in many parts 

of the world, including most of 

its major markets. 

Inequality is widening

© Ipsos | KEYS Webinar June 2023
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33%

26%

25%

24%

24%

23%

22%

22%

20%

12%

11%

6%

5%

11%

Global country average

People with physical disabilities

Women

People with mental health conditions

Lesbians, gay men and/or bisexuals

Senior citizens

People from minority ethnic groups

Immigrants

Transgender and/or non-binary people

People who are neurodivergent (e.g., with 

dyslexia, ADHD, autism, etc.)

People of specific religions

Young adults

Men

None of these

Not sure

Base: 26,259 online adults aged 16-74 across 33 countries, 17 February – 3 March, 2023

Some groups are perceived 

as undergoing more unfair 

and unequitable experiences 

than others

41 ‒41 ‒ © Ipsos | KEYS Webinar June 2023
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How Inequality is 

Being Perpetuated

Culture Impacts the Neural 

Response to Perceiving Outgroups

Frontiers Human Neuroscience

© Ipsos | KEYS Webinar June 202342

‒

Implicit Bias

Bias and Inequality 

Stem From a Lie
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23%

38%

35%

34%

33%

33%

32%

30%

30%

30%

29%

28%

28%

25%

24%

24%

23%
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22%

21%

20%

19%

19%

19%

17%

17%

17%

15%
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11%
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9%
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Global Country Average
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South Korea

Japan

Base: 26,259 online adults aged 16-74 across 33 countries, 17 February – 3 March, 202343 ‒43 ‒ © Ipsos | KEYS Webinar June 2023

Which of these groups of 

people, if any, do you think most 

experience unequal or unfair 

treatment in ... today?

Q

People from minority 

ethnic groups
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A Look at Race in 

the United States

The racial wealth gap has widened 

again in the United States since the 

1980s as capital gains have mainly 

benefited white households.

© Ipsos | KEYS Webinar June 202344 ‒

Closing equality gaps would benefit 

all. 

Studies show that closing the 

persistent US racial wealth gap could 

lead to an increase of 4 to 6 

percentage points in the U.S. GDP by 

2028 (Noel et at., 2019, McKinsey).
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57% 27% 16%

Neutral

Appropriate for any brand/industry to communicate 

their stance on equality issues

95% EXPECT brands to take a stand on equality issues 
(among those that find it appropriate completely/somewhat agree T2B)

(Completely/somewhat disagree B2B)(Completely/somewhat agree T2B)

Brands have a role to play in making advancements 

in society on equality issues. 

It’s not just a nice to have, it’s expected.

Source: Ipsos Social Values Research. Q: Now we want you to think specifically about the social value of equality (gender, race, sexual orientation, age, etc.). Please indicate your agreement with the following statements: 

It is appropriate for any brand/industry to communicate their stance on equality issues. I expect brands to take a stand on equality issues in an effort to make advancements on these issues in society.



© Ipsos | KEYS Webinar June 2023

80%
of people globally agree 

that it’s possible for a 

brand to support a good 

cause and make money at 

the same time

Source: Ipsos Global Trends 2023

© Ipsos | KEYS Webinar June 202346 ‒
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Equality Begins at Home 

ROBUST 

MEASUREMENT

EQUALITY VS 

EQUITY IN 

OPPORTUNITY

INCLUDE EVERYONE 

IN THE 

CONVERSATION.

MAKE IT A 

STRATEGIC 

PRIORITY
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Looking 
Ahead
Global Opportunities
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Relevant Publications

49 ‒

A Question of Gender PRIDE More Equal Than Others
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Manuel Garcia-Garcia, PhD

Global Lead of Neuroscience

Global Science Organization

Manuel.Garcia-Garcia@ipsos.com

Contacts

mailto:Manuel.Garcia-Garcia@ipsos.com
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MORE RESOURCES: EXPLORE OUR ESG WEB PAGES

https://www.ipsos.com/en/ipsos-and-esg
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Access RECORDING, PRESENTATION and 

RESOURCES from today’s episode

[Webinar] KEYS - The ESG imperative | Ipsos

JOIN US for the next episode
THURSDAY, JULY 06

11:00 & 17:00 CEST

https://www.ipsos.com/en/webinar-keys-esg-imperative

