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Electrolux shapes living for the better by reinventing taste,
care and wellbeing experiences, making life more enjoyable
and sustainable for millions of people. Our products include

Better

~ refrigerators, dishwashegs, guashing mﬁhlg\es Co
vacuum cleaner r’céndltl ners on? small dom

appliances. iy

mesi!

Through our brénds lnclu ing Electrolux, ZEG Anovc

Frigidaire, Westinghouse and Zanussi, we sell more than 60
million household and professional products on more than 150

markets every year.

www.electroluxgroup.com
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https://www.youtube.com/watch?v=WjjhcdcBkK4
https://www.youtube.com/watch?v=WjjhcdcBkK4
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In our quest to make sustainable eotlng the preferred choice by 2030, SSES=a=—= . )T L IR 8 -

e have investigated c nsu s generalattitudes, beh Vi T o : ‘Nicklas Amelm T ey n e S

tentions and omes to s stom ble foo ;“tn&s' : " ‘EU Expet lesme.delsforeto.g'en'. : ’

: ““Dr: Amanda Wood }
are ; PhD Reseorcher Stockholm Resilience Center.
In order to reach our torget to moke clothes Iost tW|ce as |0Hg W|th Prior postdoctoral fellow on the EAT- LOanhCommlsslgp e
half of the environmental impact by 2030, we have investigated Healthy Diets fromeSustainpble:rood Syst | g e
consumers' general attitudes, behaviours, intentions and barriers Kristian Steensen Nielsen ¢ :f i't ﬁ.l
when it comes to garment care Phd Fellow, Copenhagen Business School.
2 Pae Department Management, Society and Communication. Centre
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Today, it is easier to live unsustainably than sustainably, and the feeling of being PRyt L -
unable to act on climate change causes anxiety. But those who have found T S —
ways to alter their unsustainable behaviours tend to feel less anxious, and more | "

hopeful about the future. '

People are starting to change their habits and make more sustainable decisions, R |
| for their own'sake cmer the plhmetis healthgYetwmany are not living as ' Bingees
l sustainably as they wish to, and h‘,uslllive acc8fding to the notion of the ‘green ~. . = ° -

gap'. The ‘green gap! Ebnstituelof the actions we would like to take to live -

> X "

more sustainably than'we live toddy.
4 [T --:’\w,'.' ‘.:. LAY ™
This is where Electrolux comes in. Electrolux can empower people to act on their \ s n
sustainability concerns by enlightening and enabling actions for a better and '
more sustainable living at home. ' N by

In short - Electrolux enables people to close the green gap so they can focus on '_' 1

better living at home. : —‘J l ' i '


https://www.youtube.com/watch?v=WjjhcdcBkK4
https://www.youtube.com/watch?v=WjjhcdcBkK4

The green gap
concept

. ' w " ' , '

Consumers’ perception of . s COnsumers’ actual , What sustainable - Obstacles, that create the
what practices they % i " | behaviour . behaviours consumers’ | green gap. Reasons why
consider sustainable ‘»f ’ everyday Ir mlth‘m ‘a. would like to adopt within a awy consumers do not
within a specific area specific area > spetific area compared to ' practice the sustainable

L A ""? : NGy, T what they practice today " .behaviours they would
ol like to within the specific
i 5 area


https://www.youtube.com/watch?v=WjjhcdcBkK4
https://www.youtube.com/watch?v=WjjhcdcBkK4

Conducted on nine international key markets

[Stockholm, Sweden

Warsaw, Poland

Shanghai, China

’ Hanoi, Vietnam

San Francisco, USA

Sao Paulo, Brazil

Santiago, Chile

Melbourne, Australia
Buenos Aires, Argentina
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About the survey

T
The survey has been planned, monitow

analyzed by United Minds and the data has been *
collected with the assistance of survey provider -
CINT

Data collection took place between 29t of May -
13t of June 2019 through web panels in the
respective countries

al number

Santiago 1022
Buenos Aires 1022
Hanoi 1034

Melbourne

Warszaw ,
Stockholm' Q92
San Francisco | 1021
Total number of respondents '9230
|Age . Wk
18-26  « 2 E 20%
27-34 > 25%
35-42 [25% T
43-5] 17%
52-60 13%
Gender . ALy
Man J] : 49%
Woman - | 51%
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52%

consider themselves
‘a climate conscious
person’

4 il : " iil 1Y | '

find it ho@_t,f; ure « > have more
which consumption , explaining
hoices al | \ vironmental




Top 3 primary concerns about

climate change:

1.  Water pollution (42%)

2. Natural disasters (39%)

3. Extreme temperatures (35%)

I.‘\A ® te 37%)
e water and energy u

- use of single-plastic (36







",_,\threots to our c"
impact is hlghllgh
political debate.
“emissions come from food produchon
and some experts even go as far as to

claim that the food system hGIS the Ic:rgest

single |mpoct on the gIobOI enwranm

i

Johan Rockstréom: https://www‘ekocentrum.se/johan—rockstrom-ger—ut-_kokbok
Energy consumption: https://www.un. org/sustoincbledevelopment/sustoi ble
Climate Change and Land IPCC Special Report, 2019.

Greenhouse Gas emissions: http://www.fao. org/news/story/en/|tem/197g
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food

36%

think  that minimiz
food waste is the maG
sustianable opprach to
food

on 3
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at a plant-based diet

4







: of respondents want to lo
~ food waste compared

Respondents' who have\
answered that they want to"
practice a sustainable

S ¢ behaviour more than they
Barrier - ( o do to

379
throw away food k ( ; ke
because it has | o j -ause fresh *_ Barriers to why
passed best ; ¢ r i T they are not
before date 8 bl by practicing the
: . _sustainable
behaviour today

i s

nts say hey W|sh (o) eat
lant-based food

*https://www.electroluxgroup.com/sustainabiIityreports/2017/fiIes/EIectrqux;Sﬁstai ty-Ii t-2 _' ‘ ‘ L ! 1



| Key tqkeaways

- Consumers are on a n
Consumers are aware of the issue
say they octlvely seek to minimise

Fresh food that goes ba

Best before dates are made to prote"’ the consumer, but it also makes peo
food getting bad too qu|ck W Rl W , 6\

There is a knowledge gap on how much |mpqcl;q shift to
Although scnentlsts agree thot a shift to plant- bosed dleU on

\

Consumers are not willing to compro lise when __ _ |
People are worried that they won't get enough nutriti ) E et ot willing to cor omise with taste and texture.
Health, sustcmoblllty and taste are mewtobly |mked;w¢h D isa d for |nsp|rot|on - t / .and nutritious plont-bbsed
dishes - in order to motivate action. I ; \







In the last few years, the fashion industry’s

negative climate impact have been

scrutinized and revealed. According to

research, the fashion and footwear

lindustr combined account for an_
| 8,1% of global greer

Increase in Aumber of garments we
purchase over the last 20 ?;k:

AN 3,

Extending the life of clothing by an extra nine
Y months by taking better care of clothes would
. d reduce carbon, waste and water footprints by
' around 20-30% each

Measuring Fashion, Global Impact Study 2018: https://qucntis—intlicom/wp-
content/uploads/2018/03/measuringfashion_globalimpactstudy full-report_quantis_cwf 2018a.pdf
Fashion Revolution: https://www.fashionrevolution.org/about/why-do-we-need-a-fashion-revolution/
WRAP: http://www.wrap.org.uk/sites/files/wrap/VoC%20FINAL%200nline%202012%2007 %2011.pdf







Top 3 most popular beliefs
about sustainable garment
care:
1. Air dry clothes (39%)

Wosh full loads

se water and energyAefflaent
R EYAA)

‘54’
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4L8%

make sure to always wash full loa
indicates room for improy

clothes 2

I love tfﬁ feellng of\ﬁ \\gﬂgwsshed
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A pr S to kashlng
J\ \bels Av Halbit
61% | 7%

follow the washing wash th woy t [53%
advice on the label were tought to

—— Convenience —— ——  Simplicity

47% || 66%
think it is important

that washing takes as
little time as possible

buy clothes that
are easy to wash







o Respondents' who have
answered that they want to

/ practice a sustainable
behaviour more than they

do today

of respondents. ko wash full ‘
160 .
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of the washing
label
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Barriers to why
they are not
practicing the,

sustainable
behaviour toda

~ of respondents say that;"‘they want lower
- the washing temperature more often




Care

Key takeaways

\

Extendingthe lifetime of garments s he most susl:cunqble appLe
A majority beli€ hat taking care of cloth | ' lifetime is the mos
; : e

Simplicity,»con ence, and habit G ' | g =
In busy everydey.liv ve time, to re ,: eviours:Rat Nt th oshlng r%
quick and effortless, andimg olowithe IoNns of the washingsle W-‘

ak rrier F not washing full quds

Washing full log ot«tsx"““‘ he w people ine as sustainable garment care, |

behaviours thatmany ‘adopt toc owever, the fec omoging our clothes hinder us from washing full loads more
¥ 3 ‘} Y A

often than we de. T e ¥ 3 » O/ \\

=
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Fear of clothes not.getting clean i§a barrier for lowering Kemperatures N ;
More peg@ple wish to lower their e 5 “Onsumption by sw d"’ 1g to more efficient machines lnsteod of loweri g thes, -
washing peratures. The main rea ot wanting to lower the temperoture is because of the fear that th smells

and stains won't go away. \

Fear of damaging-ou r cl is







Outdoor air pollution is continuously high on
the agenda for researchers, politicians and
in the media. The quality of indoor
environments have been somewhat
neglected, even though it is where we spend
most of our time. The effects of poor indoor
air quality has been given more attention i

recent years, and emerging research hj
shed light on the ubiquity of the problen
Daily habits such as cooking, drying clc
inside and hair & body spray affect ind
air quality negatively

*hitp://www.beama.org. /450238BF-63F7-451A-99C5E5306B20D07D/
https //www.sciencedaily.c /06/]90606133743 htm
= t - ’tmﬁe-thon traffic-fumes-wmépb6c8z

ion-drying clothes inside/
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Only
39%

AttItUdeS to Feel empowered to |mpro
SUStCI | nable their indoor air quollty

Top 3 worst pollutants 4 ]
according to respondents: ; o

1. Indoor smoking ¥
g eoIlCCE Believe that vacgaming

3. Hair & body spray Mo: negotive |Z

on indoor air quality
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Top 3 most popular actions to
improve indoor air quality:
1. Air out the house (54%)

2. Vacuum clean (39%)
3. Use plants as air cleaners (37%)

Air out
improve ir

26%

Use an air purifier to
improve the indoor air
quality




sustainable behaviours would
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Respondents' who have
of respondents want yse‘ AN Qir  aepone they want to
4 practice a sustainable

purlfler ‘ / behaviour more than they
= do today
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It takes too | don't like

R

llllo/o . 1 : - NS m\Jcheﬂrgft and vacuum cleanin

" |t consumes too
v \ much energy

Itis too ;
expensive .~ |¢

ehaviour today

vacuum clean more often




ortqpt for wellbeing at home g
ity is fmportont for wellbeing at home, but mony ‘are not aware of the sources of indoor air pollution,
e air indoors. Consumers air out their. hpme to improve indoor air quality, not knowing that they

resultlﬂg in‘the use products pollutes t
open up’the/" ey» ’ gr air mto their homes.

Few feel empowa('k"

/‘é.\

and su‘stgg' / | _\/‘”hwsons are the main barriers for installing an air-purifier
of oc;hggs‘; that people would like to take to reduce allergens and pollutants at home, but flnonc

f  GiiE-purifier tops the lis
b|||ty concerns are the molmborrleré ‘hln erlng the use of air-purifiers.

78
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http://www.electrolux.com/betterlivingprogram

