
Find your 
sustainable 
opportunity space 
in times of 
uncertainty

GfK Inspiration Days 2023
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GfK offers several angles from which to tackle sustainability

Discover how to leverage 
sustainability in your category

Learn the competitive position of 
your brand(s) 

Find the right sustainability target 
group for your brand(s)

You can chose the angle(s) that are most relevant to you at the moment

30-Mar-23

Chose as many out of the three angles as you like
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Discover how to 
leverage 
sustainability in
your category

GfK Green Sector Briefs

30-Mar-23
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Sector briefs help you leverage sustainability in your category 

30-Mar-23

What’s in it for you?

Where does the 
environment rank as a 

purchase driver? 
Which eco aspects are 

most relevant?
Willingness to pay sector 
sustainability premium? 

Sources of information 
regarding eco impact? 

Which relevance 
sustainability should have 
in your business strategy

Which sustainable 
product features need to 

be developed first

Whether you can expect 
a financial gain from 

playing sustainability right

Where to communicate

Most relevant category insights
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GfK Green Sector briefs

In detail: Report content and investment

30-Mar-23

Sector User Profile 

▪ Who they are (important demographics) 

▪ Position on sustainability (knowledge, concerns)

Corporate Expectations

▪ Top responsibilities and expectations of companies  

▪ Industry ratings on sustainability 

Sustainability purchase impact within sector 

▪ Context: Where environment ranks as a purchase driver 

▪ Important eco aspects in sector purchase decision

▪ Sources of info for learning about sector eco impact

▪ Willingness to pay sector sustainability premium

Content in detail: Investment per sector

▪ € 5.500

▪ Includes PPT Insights report with summary 
and recommendations

▪ As well as an online presentation of the 
results
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Example: Fashion

Exemplary output of the sector brief

30-Mar-23
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Learn the competitive 
position of your 
brand(s) 

30-Mar-23

Brand performance module
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Brand performance module tells you how you measure up

30-Mar-23

What’s in it for you?

How does your brand perform against green category expectations? How are your competitors measuring up? 

Who your biggest 
competitor is in the green 

space

What green strengths you 
should communicate 

What green weaknesses 
you should mitigate

Where there are white 
spaces in the market you 

can claim

Most relevant insights
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Brand performance module

In detail: Report content and investment

30-Mar-23

Your brand’s performance on

▪ Rating of overall sustainability

▪ Cross-category sustainability expectations

▪ Sustainability expectations in your category

▪ All of these aspects in comparison to the performance
of your key competitors

GfK Green Gauge lens, per segment

▪ Awareness and consideration of all brands

▪ Popularity of all brands (first choice)

▪ Overall rating of your brand on sustainability against the 
competition

Content in detail: Investment for Germany

▪ € 7.500

▪ Includes PPT Insights report with summary 
and recommendations

▪ As well as an online presentation of the 
results
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Exemplary output of the brand performance module
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If you were buying personal electronics, how important is low energy 
consumption* in your purchase decision?
(in %, very/ extremely important)

Total DE

Example: Major Domestic Appliances

Purchase Funnel performance of your brand versus the competition 
based on each GfK Green Gauge segment (in %): 
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AIDED BRAND 
AWARENESS

Conversion

CONSIDERATION FIRST CHOICE

Conversion

Your brand

Competitor A

Competitor B

Competitor C

e.g.

*Other sector specific purchase drivers available 
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Find the right 
sustainability target 
group for your 
brand(s)

GfK Green Gauge 
Segment brief

30-Mar-23
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GfK Green Gauge helps you find the right sustainability target
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What’s in it for you?

What is the segment 
share among the total 

population? 
Which segment fits which 

type(s) or brand?
Who are they? How to reach this 

segment? 

Whether it this a 
mainstream or niche 

target

Which segment your 
future sustainability 

strategy should focus on

Whether your current 
target groups match your 

focus segment

How to tailor your 
products and 

communication to them in 
order to maximize your 

success

Most relevant insights per segment
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GfK Green Gauge segment brief

In detail: Report content and investment

30-Mar-23

Who are they

▪ Socio-demographics

▪ Lifestyle, interests and activities

▪ Personal values

Sustainability motivations

▪ Sustainability concerns and attitudes

▪ Green behaviors in general

▪ Green behaviors in your category

▪ Relevance of sustainability for shopping decisions in your 
category

Shopping behavior

▪ Purchase relevant attitudes and behavior

▪ Sources of information and communication channels

How to engage

▪ Recommendations on how to engage each segment 
enriched with examples 

Segment descriptions in detail: Investment

▪ € 6.450

▪ Includes PPT Insights report with summary 
and recommendations

▪ As well as an online presentation of the 
results
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GfK Green Gauge segments cover a spectrum of sustainability

30-Mar-23

They provide marketing guidance across the spectrum of sustainability 
attitudes, behaviors, and opportunities

Approach to environment How to engage them

The most active in thought and action
Highlight safety/wellness benefits; support social 
issues; invest in omnichannel retail

Green is a badge of honor/status symbol 
Showcase eco-status; align with busy lifestyle; 
leverage new technologies

Pro-environmental attitudes, but focus on “easy” 
behaviors

Make going green easy; focus on need-to-know 
information; highlight affordability

Willing, but not able – need the tools
Align with social values; offer value for money;  
educate about emerging retail

Skeptical, cynical, but still participate sometimes 
Focus on the basics; quell safety concerns; offer 
dynamic in-store marketing efforts
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Example: Fashion

Exemplary output of the Green Gauge segment brief

30-Mar-23
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Have we sparked your interest?
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Feel free to get in touch with us

Client Business Partner 

+ 49 911 395 4578
tobias.schulz@gfk.com

Nadine Zehe
Client Business Partner 

+49 911 395 3209
nadine.zehe@gfk.com

Tobias Schulz


