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How Improved Messaging Can Reach  
a Broader Range of Affluents

CONCERN FOR  
THE ENVIRONMENT:



Affluent Americans care 
about the environment— 
but it’s largely driven by 
white Affluents. Here’s  
how to change that. 

KEY TAKEAWAYS:
The environment is a major issue  
for affluent Americans, but Ipsos data 
shows the concern is driven largely 
by specific subgroups, according  
to data from Ipsos Affluent Survey 
2021 Barometers. 

•	� White Affluents—and particularly 
white women—are most concerned 
about the environment

•	� African Americans and Hispanic 
Americans Affluents show far greater 
concern about racial inequality

•	� Brands can focus on the connection 
between racial inequality and 
environmental injustice to broaden 
concern for the environment across 
all segments of the Affluent
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Affluent Americans are extremely concerned about the environment—only the economy in general, pandemics 
and healthcare rank higher. While Affluents generally agree on other top issues across gender, race, and 
ethnicity, that is not the case on the environment. Instead, it turns out, concern is largely driven by whites 
and women. 

This crucial fact gives brands two options as they craft their messages concerning the environment and about 
sustainability when marketing products toward the Affluent: Double down and continue a communications 
plan geared towards the dominant subgroups among the Affluent; or specifically craft your messaging to draw 
in groups for whom other issues seem more important, such as racial inequality.
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Top 3 Issues Facing the U.S. Today

I would be willing to pay more for products
that are environmentally friendy

De�nitely / Tend to Agree

Minimizing my impact on the environment
is an important part of my life

De�nitely / Tend to Agree

Source: Fall 2021 Ipsos Affluent Survey Source: Fall 2021 Ipsos Affluent Survey
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Attitudes Toward the Environment

One in five Americans (21%) name the environment as one of the top three issues facing the U.S. today.  
But dive into the data, and it becomes clear that the total is largely being driven by white Affluents (22%),  
in general and affluent white females (24%) in particular. In contrast, only 12% of affluent African Americans 
and only 7% of affluent African American males include the environment among their top three concerns. 

Affluent Americans have been asked to choose between the environment and the economy before, in the 
Fall 2021 Ipsos Affluent Survey. More than half (56%) of Affluents then said they agree with the statement  
“I would be willing to pay more for products that are environmentally friendly,” and over 60% said that 
“minimizing my impact on the environment is an important part of my life.” 

The level of agreement on these statements remains relatively consistent across race, ethnicity, and gender, 
with slightly higher percentages for women and Hispanics, and slightly lower number for African Americans.
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Attitudes Toward the Environment
The economy is more important than the environment

De�nitely / Tend to Agree

When these same respondents, however, are asked to prioritize their commitment to the environment against 
another factor, specifically “The economy is more important than the environment” a greater rift emerges. 
Men are significantly more likely to agree with this statement as are whites.
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Environmental issues don’t resonate as strongly with affluent African Americans as another issue: racial 
inequality: Not surprisingly, 45% list that as a top-three issue. Given the events of the past few years, it is 
not all that surprising that racial inequality also replaces the environment for Hispanics and Asian Americans 
as well, at 18% and 25% respectively.

To make concern for the environment a top issue for all Affluents, messaging must connect with those 
subgroups that significantly lag behind: non-white Affluents. For all these subgroups, the way to do that is 
to create messaging that connects concern for the environment with what is for them a more important 
issue: racial inequality. Emphasizing the racial disparities that exist within issues of the environment can 
become a key messaging tool to expand concern beyond its current base.

By understanding the sum of the parts of the Affluent, marketers can end up reaching a greater affluent whole.
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About Ipsos
At Ipsos we are passionately curious about 
people, markets, brands, and society. We 
deliver information and analysis that makes 
our complex world easier and faster to  
navigate and inspires our clients to make 
smarter decisions. With a strong presence in 
90 countries, Ipsos employs more than 18,000 
people and conducts research programs in 
more than 100 countries. Founded in France 
in 1975, Ipsos is controlled and managed  
by research professionals.

WHAT’S NEXT:
•	� Concern for the environment is 

important to non-white Affluents, 
but other issues pull focus away

•	� To create messages that truly 
resonate with all Affluents, 
marketers need to connect the 
subgroups’ concerns about 
inequality to environmental and 
sustainability issues reflecting 
their lived experience

•	� Make environmental justice a key 
component of any marketing 
strategy that extends beyond the 
current base of white support
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