
The
Honest Generation
is here. Are you ready?
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Source: CGF/Futerra expert survey, July 2018. Respondents: 
Corporate experts from 70+ companies in 26 countries.

Consumers are most 
interested in transparency about

the products they buy.

I am most interested in 
hearing about the sustainability 
impacts of the products I buy.
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70%
Consumers

Source: CGF/Futerra consumer research, October 2018.
Respondents: 3,621 consumers in 7 countries.



Consumers are very satisfied
or quite satisfied with product
transparency on sustainability.

Products provide the right 
amount of information

on sustainability.
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41%
Consumers

Source: CGF/Futerra expert survey, July 2018. Respondents: 
Corporate experts from 70+ companies in 26 countries.

Source: CGF/Futerra consumer research, October 2018.
Respondents: 3,621 consumers in 7 countries.



Are you 
honest?



Are brands honest?
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Source: Futerra consumer research, June 2019. Respondents: 615 consumers in US.
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Are brands honest?
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Do you think 
brands have a 
responsibility
to make positive
change in 
the world.

Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.

98%
SAID YES



Are you satisfied with the positive change 
brands are currently making in the world?
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Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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Which type of brands do 
you think are most honest?
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Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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What you would do if you discovered 
a product was NOT honest?
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Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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If a product was NOT honest about a social, environmental, health or safety issue, would you be most likely to:
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Please rank products based on how 
honest they they are about social, 
environmental, health and safety issues
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Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.
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This data shows the % of each generation who choose to rank an industry as MOST honest.
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How much do you care, and how much 
do you think brands care, about honesty?
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Source: Futerra consumer research, June 2019. Respondents: 2,400 consumers in UK, US, South Africa and India.

Percentage of people ranking 7 or above on a scale of 1 (care the least) to 10 (care the most).

How much do you care? 
How much do brands care?



What’s 
going on?



Millennials



The
Honest 

Generation



Millennials drove brands to be purposeful,
but Gen Z are demanding proof.

This generation were raised to question fake news,
be suspicious of secrecy and hold sincerity as sacred.

They are the Honest Generation and they don’t expect brands
to be perfect, but they do expect them to be truthful.



How do we 
reach this 
Honest Gen?







Being honest, even about 
problems, increases trust
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Source: Futerra consumer research, June 2019. Respondents: 2,171 consumers in UK, US, South Africa and India.
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How would it affect your trust of a brand if they were honest about a current issue they have with 
a product, such as the impact on the environment or the way their factory workers are treated?
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Honest Generation
is here. Are you ready?


