
Issue 4
October 2022
Worldpanel Division | Kantar

Top sustainable trends 
and hot tips to grow

LATAM



#1 For the first time, the inclination to sustainability in the region suffers, as in the whole globe

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

FMCG spending in year ending 2021

Population Household share 

And the journey to eco-commitment is hard. 
Only 14% changed from medium to greater commitment to the planet.
On the other hand, 37% went the opposite way. 
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2022 has not been an easy year. Inflation, war and 
social concerns influenced the human behaviour, even 
in the most developed countries.

In Latam, the impact has been a bit softer. We see a 
declining trend in sustainable behaviours – a 2 p.p. 
drop in the share of Eco-Actives. On the other hand, 
we are still above pre-pandemic levels.

Also, 47% of the population somehow demonstrates 
engagement with the planet in their shopping habits.

So, here are 2 important questions: 
• Where are your shoppers: are they already Eco-

Actives or still Eco-Considerers? 
• How much have your shoppers spent in this 

market?

Remember those shoppers have spent almost USD 30 
bi on consumer goods.

#1
Our 
recommendation
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#2 Due to the challenging environment, the importance of the role Manufacturers play 
exceeds that of consumers themselves

39%
28% 30%

32%
35% 37%

26%
32% 26%

3% 5% 6%

2020 2021 2022

Retailers Consumers Government Manufacturers

Which of the following groups do you believe could make 
the greatest difference controlling and limiting the 
environmental damage? 

Peru 36% (+6 p.p.)
Mexico 33% (+5 p.p.)

CAM 34% (+7 p.p.)

4%

9%

40% 37%

10%

Strongly disagree Disagree Neither agree nor disagree Agree Strongly agree

Lately, it has become more difficult 
to act sustainably due to other 
social or economic problems

Globally
36%

Globally
9%

/
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47% of all Latin Americans claim it is more 
difficult to act sustainably these days. 
Therefore, they think the industry should be 
the main agent responsible for helping the 
planet.

It is all about partnerships.

The industry’s role is very clear in this context. 
Giving shoppers the visibility of their actions is 
a way to take advantage of the momentum.

Understanding consumers’ concerns and 
habits is key to engaging them with your 
brand.

#2
Our 
recommendation
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Latam 2021

18% Water scarcity

15% Water waste

13% Climate change

12% Water pollution

10% Air pollution

Latam 2020

15% Water pollution

13% Water scarcity

12% Water waste

11% Climate change

8% Air pollution

Latam 2019

16% Water pollution

14% Water scarcity

12% Climate change

12% Water waste

9% Air pollution

Latam 2022

13% Water scarcity

13% Climate change

12% Water waste

12% Water pollution

9% Deforestation 

1

2

3

4
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#3 Is this a new age to Latam? Climate Change comes in second to Water Scarcity

Concerns about the planet
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It is well-known Latam’s #1 concern is Water, 
and every aspect related to that: Scarcity, 
Waste, Pollution.

However, for the very first time, Climate 
Change ranked the same.

That leads us to a crucial question: is the 
maturity level increasing? We are still tracking 
that to confirm in the next wave of the report. 

Despite that, do you know your target 
audience’s concerns?

We can cross information on what concerns 
society with your shopper behaviour, and 
help you to connect with them.

#3
Our 
recommendation
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#4 Social concerns are also a path to talk to consumers

When shopping I choose…
% of households

Brands that represent different 
types of people in their 

advertising. 

Brands that advertise to have a 
happy, well supported 

workforce. 

Companies that support 
charities and fund local 

initiatives 

9%

13%

13%

37%

38%

46%

Frequently Occasionally 

Global LatAm

9%

13%

13%

37%

38%

46%

No matter at what moment on the sustainable 
journey your brand is positioned, it is possible to 
appeal to committed consumers

Sustainable Journey

Production Consumption The end of the 
product
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With the Environmental, Social and Corporate 
Governance (ESG) boom, it is clear that 
Sustainable actions are related to Social 
aspects.

As such, consumers will consider your brand 
if your value offer relates to those.

Companies supporting charities and funding 
local initiatives are the most chosen by 
consumers both in Latam and the world.

#4
Our 
recommendation
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2,13

4,02

5,27

4,12

5,66 5,5

SOFT DRINK -
MARCA Y

SOFT DRINK-
BRAND YY

JUICE - BRAND X

7,65

2,65

9,51

7,32

JUICE - BRAND XX WATER - BRAND ZZ

19%
Beverages

Latam#5 Environment or Social actions will help shoppers to choose you

Brands with Penetration above 50% Brands with Penetration between 30- 50%

PENETRATION
CHANGE 21 vs. 22 

TOTAL

PENETRATION
CHANGE 21 vs. 22 ECO-

CONSIDERERS

Actual figures // different countries // brands with some sustainable claim

Eco-Considerers

Case study – Beverages

Positive conversion across Eco-Considerers drives up penetration.
In the lower change, that means an average of 4 million Latin Americans.
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In a blind case, we are able to see how engaged 
consumers can help your brand grow.

Different types of beverages with different types 
of claims, either environmental or social, show 
different penetrations, considering the lower 
positive change of 4 p.p. means 4 million Latin 
Americans. That is a significant figure.

Here, we are talking about Eco-Considerers –
the partly engaged consumers. It is expected that 
they become more engaged throughout time.
They are a great opportunity as your target in the 
competitive setting. 

Who is your brand talking to?

Worldpanel can help you map that.

#5
Our 
recommendation
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#6 How is your core message? To engage consumers, including Eco-Considerers, they need to 
understand your claim

You have told us that you regularly choose… There may be several reasons why you would make this choice. Please tick up to 3 of the below

Home care products that have 
fewer harsh chemicals.

Plant-based foods 
and beverages

Personal care products with 
natural ingredients

Better for my 
health 38% 38% 39%

Better for the 
environment with 
fewer chemicals

35% 34% 30%

Milder fragrances 12% 13% 14%

Perform better/ 
Are more 
effective

13% 12% 12%

Better for my 
health 35% 35% 35%

Better for the 
environment 
with fewer 
chemicals

31% 28% 24%

Higher quality 23% 24% 25%

More affordable/ 
cheaper 9% 11% 13%

Better for my health 33% 35% 34%

Better for the 
environment with a 
smaller carbon footprint

20% 18% 15%

Makes food tastier 17% 18% 20%

I want to save money 9% 11% 14%

Animal welfare 14% 13% 10%

I do not eat animal 
products 3% 2% 2%

Locally-produced meats, fish, fruit 
and/or vegetables

Support local 
farmers / 
fishermen

33% 32% 28%

More affordable/ 
cheaper 23% 24% 26%

Better for the 
environment with 
a smaller carbon 
footprint

18% 15% 13%

Tastier 25% 26% 29%

42%
Latam

26%
Latam

14%
Latam

26%
Latam

Consumers focus less on good performance across products’ key characteristics, although they are the most committed
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Bear in mind: a clear message is required.

Generic messages can impact negatively on 
consumers’ choice.

Growing 1 p.p. among engaged consumers is 
a lot of work.

How are shoppers receiving your proposition?

We measure thousands of FMCG products 
weekly.

Crossing those results with your claim can help 
you understand what your consumer is seeing 
and hearing.

#6
Our 
recommendation
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LATAM

For additional information on this report, 
please, contact

Kesley Gomes
kesley.gomes@kantar.com
Latam Solution Director, LinkQ
Worldpanel Division | Kantar

If you are interested in the report 
for your country, please, talk to 
your Kantar team.

mailto:kesley.gomes@kantar.com
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