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Global Green Index
Introduction
If talk in the 1980s was still centred widely around environmental
protection focused on aftercare, over the ensuing period the idea of
an all-embracing sustainability has caught on in a large number of
sectors : ‟An economy and a consumer culture that use natural
resources and don‘t put them back into the natural cycle after use
are just as unsustainable as unjust working conditions and unfair
exchange of goods in trade”, that‘s how the German Council for
Sustainable Development phrased it.
GfK Global Green Index – an instrument developed by GfK Energy,
Environment & Industrial Goods and GfK Verein – seeks to take the
aforementioned into account and give a comprehensive picture of
consumers‘ attitudes towards environmental protection and
sustainability.
If one combines the results of the Global Green Index (GGI) with
the Environmental Performance Index (EPI), which reflects upon
the current situation in particular countries, then we can depict four
groups of countries in a nutshell across the world. At the same time,
the Global Green Index demonstrates the intention, while the
Environmental Performance Index demonstrates the current
situation.
© 2013 GfK Verein :: GfK Global Green Index

• Hopeful Prospects, such as India and Brazil (intention: good,
current situation: poor): These countries have high potential, but
whether the potential can also be actually translated into reality
depends on economic development in these countries amongst
other things.
• Role Models, such as Austria or Sweden (intention: good,
current situation: good): This group of countries is already good
at protecting the environment, but still demonstrates the intention
to develop further.

• Mainstream, such as Germany or France (intention: poor,
current situation: good): In these countries much has already
been done in terms of environmental protection. But this has
increased awareness that environmental protection is bound up
with costs, which is expressed in a lesser manifestation of
intention.
• Ignorants, e.g. Russia (intention: poor, current situation: poor):
Environmental protection is not very pronounced here, but also
the intention to alter this is (still) not visible here.
Ronald Frank
GfK Verein

The GfK Global Green Index – Concept
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Global Green Index
Composition

The GfK Global Green Index consists of 7 subindices:
Waste/ Recycling/ Disposal:

Mobility:

Behaviour in terms of waste disposal
and waste prevention

Attitude to environmentally-friendly
mobility patterns

General Energy Supply :

Household Energy:

Acceptance of energy conversion and
nuclear energy

Willingness to pay for energy-saving
measures

Consumption and Production:

Environmental Protection and Resources:

Evaluation of manufacturing processes
and organic products

Support for environmental protection projects
and organisations

Tourism:
Choice of travel destinations based on
Environmentally-friendly factors
© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index
Creation of “Energy Supply” Subindex

Altogether 6 Statements
I support the intensive development of energy generation from renewable
energy, even if it means a rise in my personal energy bills.

I think renewable energy such as solar, wind, biofuel etc. can completely replace
nuclear power.

For abandoning nuclear energy, I am ready to accept new power networks/power
supply lines in my immediate environment.

I do not find photovoltaic cells good, because they are a blight on the landscape
and towns.

To advance the generation of green energy, I would accept wind turbines being built
in my immediate environment.

Even if nuclear power stations were absolutely safe, no-one can take responsibility
for their use because safe disposal of nuclear waste cannot be guaranteed.

Most Powerful Criteria in Factor Analysis
• For abandoning nuclear energy, I am ready to accept new power networks/power supply lines in
my immediate environment.
• To advance the generation of green energy, I would accept wind turbines being built in my
immediate environment.
• Even if nuclear power stations were absolutely safe, no-one can take responsibility for their use
because safe disposal of nuclear waste cannot be guaranteed .

Energy Supply Subindex
© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index
Integration of Subindices into GfK Global Green Index
Household Energy
Energy Supply
Consumption and Production
Mobility
Tourism

Waste/ Recycling/ Disposal
Environmental Protection and
Resources
© 2013 GfK Verein :: GfK Global Green Index

GfK
Global
Global Green
Index
Green Index
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Global Green Index
Integration of Subindices into GfK Global Green Index
Statement 1

Factor loading 1 (FL1)

Statement 2

Factor loading 2 (FL2)

Household Energy

FL1 + FL2

……………………………
……….....

Energy Supply
Consumption and
Production

GfK Global
Green Index

Mobility

Tourism
Waste/ Recycling/
Disposal

Statement 17

Factor loading 17 (FL17)

Statement 18

Factor loading 18 (FL18)
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Env. Protection and
Resources

FL17 + FL18
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Global Green Index
Composition
GfK Energy, Environment & Industrial Goods in collaboration
with GfK Verein has been investigating environmental
awareness in Germany and 13 other countries across the world
with the aid of the GfK Global Green Index since 2011. The idea
of the GfK Global Green Index is to give a comprehensive
picture of consumer attitudes towards topics such as
environmental protection and sustainability. To do this, an
extensive selection procedure identifies relevant statements
reflecting all areas of daily life. The questions can be
consolidated by content into seven key areas:

• Household Energy
• Energy Supply
• Consumption and Production
• Mobility

• Tourism
• Waste/Recycling/Disposal
• Environmental Protection and Resources
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Apart from general attitudes, the GfK Global Green Index also
captures how ready consumers are to bear the costs that may
arise in connection with environmentally aware behaviour. As
test subjects are confronted with a concrete impact in each case
in the survey, the validity of their statements increases in the
authors‘ view and the results acquire a considerably higher force
of expression. A straight attitude question in terms of “For” or
“Against” cannot be fully interpreted independently of the
interviewee‘s personal “concernment”.
For this reason it is clear that the results of the GfK Global Green
Index are heavily dependent on the cultural conditions of the
countries considered and their current level of measurable
environmental impact.
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Global Green Index
Concept
Within the key areas described, each of the most significant
criteria are identified by appropriate statistical methods (incl.
factor analysis) and integrated into index values (subindices).
This is done through the creation of so-called relative
(contraposition) balances, a procedure that has already been
very successfully used over a long period for creating consumer
confidence indicators as part of the “GfK consumer climate”.
The approach should become clear with this example:
“When I buy products I pay particular attention to organic
and quality labels”.
completely agree (A)
agree somewhat (B)
disagree somewhat (C)
completely disagree (D)
doesn‘t apply to me (E)
don‘t know/no opinion (F)

© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index
Concept
The next step is to integrate the relevant statement variables into the respective subindex.
In this process, however, the relative balances do not go into the index equally weighted. The factor loadings from the preceding factor
analysis, which has been the basis for selecting the statements entered, is used for weighting. The result of this weighted aggregation
is the relevant subindex, which displays a value range of 0 to 200.
Finally, from the seven subindices the overall index (Global Green Index) is created. At this point also, the factor loadings for weighting
the relevant subindices are used again. This means the total of factor loadings of the respective subindex is absolutely authoritative as
a weighting variable.

© 2013 GfK Verein :: GfK Global Green Index

Global environmental attitudes at a glance
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Global Green Index
Country indices
Germany 91

UK 93

Sweden 104

France 91

Poland 97
Russia 75

USA 99

Austria 110
Spain 93
Brazil 136

Country with well above average GGI
Country with above average GGI
Country with average GGI
Country with below average GGI
Country with well below average GGI
© 2013 GfK Verein :: GfK Global Green Index

India 143

Italy 106

Turkey 110
Australia 107
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Global Green Index
Deviation of country indices in comparison with average value

Total index

104
GfK Global
Green Index*

Total indices per country

+ 39

+ 32

+6

+6

+3

+2

+/- 0

-5

-7

- 11

- 11

- 13

- 13

- 29

143

136

110

110

107

106

104

99

97

93

93

91

91

75

Turkey

Austria

Italy

Sweden

USA

Poland

UK

Spain

Germany

India

Brazil

*corresponds to average across all countries
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Australia

France

Russia
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Global Green Index
Assessment of commitment to environmental protection in own country and in other countries
Clearly more commitment to
clean environment than in
other countries
70

India
Brazil
Turkey
Austria
Australia

Top 2 boxes: “completely agree”/ “agree”
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69

45

31

43

44

85

85

75

79

45

Italy
Sweden
USA
Poland
UK
Spain
Germany
France

Russia
Total

Very good quality of
environmental conditions in
country

52
54

76
68

60

33

36
63

66

45

46
90

82

48
15

39
15

57

54
Highest value
Lowest value
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Environmental situation
Environmental Performance Index (EPI), 2012
Classifies 132 countries with reference to 22 indicators in the following categories:

Rank:

125

Performance
36
(values
between
India
0-100):

Environmental
Health:

Vitality of the
Ecosystem:

30

109

7

48

8

9

49

22

9

32

11

6

106

61

45

69

57

69

69

57

63

69

60

67

69

45

Brazil

Turkey

Italy

Sweden

USA

Poland

UK

Spain

Germany

Austria Australia

Water
(effect on human health)

Illness from
environmental impact

Air pollution
(effect on ecosystem)

Water
(effect on ecosystem)

Biodiversity and habitat

Woodland

Fishing

Agriculture

Air pollution
(effect on human health)

France

Russia

Climate change

Source: Yale University & Columbia University in collaboration with the World Economic Forum and the Joint Research Centre of the European Commission (http://epi.yale.edu/)
© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index vs. Environmental Performance Index
Environmental
Performance
Index (EPI)

Global Green
Index (GGI)
143

India
Brazil
Turkey
Austria
Australia

136

Average

61

110

45

110

69

107

Italy
Sweden
USA
Poland
UK
Spain
Germany
France

Russia

36

57

106

69

104

69

99

57

97

63

93

69

93

60

91

67

91

69

75
104

45
60
Highest value
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Lowest value
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>>

Global Green Index Potential Portfolio
200
150

Brazil

India

Hopeful
Prospects

India

Role Models

Brazil
Turkey

Global Green Index

130

Turkey

Austria

Australia

Australia

Austria

110

Italy

Sweden

Ø GGI

Sweden

Italy
Great Britain

90

Russia

Poland

USA
Spain

70

France

USA
Poland

UK

Germany

Spain
Germany

Ignorants

France

Mainstream

50
25

35

45

55

Environmental Performance Index
© 2013 GfK Verein :: GfK Global Green Index

Ø EPI 65

75

>>100

Russia

Circle size corresponds to GDP (IWF
2013)
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Global Green Index
Global environmental attitudes at a glance
The area the “GfK Global Green Index” survey investigates
comprises eight European countries: Germany, France, Italy,
Spain, Austria, Poland, Great Britain and Sweden. In these
countries approx. 9,000 male and female citizens representing
Europe were surveyed. Their answers stand for the attitudes of
approx. 315 million people towards the topics of environmental
protection and sustainability.
In addition, the survey includes questions in six further globally
distributed national economies. These include: India, Brazil,
Turkey, Australia, Russia and the USA. The answers of these
respondents represent the attitudes of almost 555 million
inhabitants.
In 2013 the globally determined average value of the GfK Global
Green Index is at 104 points. As we have already pointed out, a
value of 100 points corresponds to a neutral evaluation of the
questioned topics. Thus a value of 104 points means that
agreement and disagreement on all topic areas in the survey are
more or less in balance.

© 2013 GfK Verein :: GfK Global Green Index

Between the individual countries there are to some extent clear
differences in terms of the value of the GfK Global Green Index.
The current most exemplary attitude to expanding their own
activities around environmental protection is shown in India (143
points) and Brazil (136 points), two countries to which we would
not at first sight assign this.
Turkey and Austria (each with 110 points), Australia (107 points),
Italy (106 points) and Sweden (104 points) follow with a clear
margin.

Below the 104 point average of all countries in question are the
USA (99 points), Poland (97 points), Great Britain and Spain (93
points each). Germany and France follow in shared penultimate
place (91 points). Clearly bringing up the rear is Russia. Here
consumer attitudes on environmental protection and
sustainability are currently least developed (75 points).
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Global Green Index
Global environmental attitudes at a glance
In order to be able to rank the GfK Global Green Index values
properly, it is helpful to get to know the perception of the actual
prevailing environmental conditions in the countries concerned.
The most interesting thing here is the classification of how a
nation perceives itself and how others perceive it in the matter of
environmental protection.

It is to be assumed from this rather that environmental protection
in Sweden traditionally enjoys a much higher importance than in
other countries, as shown for example by the survey
“Challenges of Europe 2013”. And that because of this the
aspiration level with regard to environmental protection is clearly
higher than maybe in southern European nations or in India also.

Above all, inhabitants of the two mid-European neighbours
Austria (85% agree) and Germany (82%) believe that
environmental conditions are excellent in their own country.
Australia follows a little way behind (79%). After these three
countries, a visible gap looms. Interestingly, India is the next
country in the international ranking. In this nation, a clear
majority of 69% is of the opinion that environmental conditions
are good or even excellent. India is slightly ahead of Great
Britain (66%) and the USA (60%) and clearly ahead of countries
like Sweden (54%), Italy (52%) or Spain (46%), where
agreement and disagreement are broadly balanced. In particular
the example of Sweden makes it clear that the perception of
actual environmental quality obviously does not inevitably follow
objective criteria.

In Turkey only a bare minority of 46% of inhabitants are
convinced that environmental conditions are good in their own
country. Significantly more critical in regard to this are the
French, Polish and Brazilians. In France only 39% agree with the
statement that environmental conditions are good or excellent, in
Poland it‘s 36% and in Brazil only 31% of inhabitants.

© 2013 GfK Verein :: GfK Global Green Index

Also on this comparison Russia is bottom of the league and with
a clear margin. Only15% of Russians are convinced that good
environmental conditions are to be found in their own country.
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Global Green Index
Global environmental attitudes at a glance
Interesting results are also seen for the question of commitment
to a cleaner environment in comparison with other countries.
Once again Austria and Germany are in front here. Germany
even achieves poll position. According to this, 90% of our
country‘s inhabitants are convinced that Germany is significantly
more committed to environmental protection than other countries
and with measures such as complete withdrawal from nuclear
energy is a global pioneer in environmental protection. Austria
follows close behind with 85%. In third place now is Sweden with
76%. This is a further sign that in Sweden the topic of
environmental protection is held in high regard. While three
quarters of the inhabitants of this Scandinavian country are
certain that their own government and people set about
protecting the environment with more commitment than in other
countries, the majority is still of the opinion that these efforts
obviously do not go far enough. In 4th place and therefore
surprisingly very high up is India. 70% of Indians boast that their
country engages more in environmental protection than other
countries. With such a result, the question of an objective
benchmark will always arise.

© 2013 GfK Verein :: GfK Global Green Index

Looking again then, the question arises whether for example
those surveyed were also factoring in/including the financial
opportunities for environmental protection in their own country
and in western industrial nations. Unfortunately, this question
cannot be clarified in the context of the current survey. However,
if one starts from this hypothesis and includes also economic
conditions in the equation, we have a thoroughly plausible
finding of a very high agreement rate for India.
Again in midfield are the USA (68%) and Great Britain (63%).
Clearly more critical of this once again are consumers in France
(48%), Spain, Italy and Brazil (45% each) and in Turkey (43%).
The least positively rated once again are Poland (31%) and
Russia (15%) in their own commitment to environmental
protection compared with internationally.
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Global Green Index
Global environmental attitudes at a glance
From a global perspective, it is seen that in the developed
countries of Europe and the West, being prepared to be more
personally committed to environmental protection is somewhat
less developed. People in economically emerging countries in
India and Brazil appear to be much more open towards the
issue.
Amongst other things, one reason for this may be that in both
countries the environment is more heavily contaminated
compared with the western industrial nations under
consideration and citizens want significant improvement. On the
other hand, however, lack of knowledge or negligible experience
of the incidental costs of environmentally-aware behaviour can
also play a role in an expressed readiness for stronger
environmental protection.
On closer consideration of currently existing environmental
conditions, to begin with it is apparent that India and Brazil show
a clear need to catch up in comparison with most western
nations.

© 2013 GfK Verein :: GfK Global Green Index

The Environmental Performance Index (EPI) was used as a
measure for the “objective” comparison of the environmental
conditions currently prevailing in the countries surveyed.
The EPI classifies the current status of the ecological efficiency
inventory as well as the vitality/dynamic of the respective
ecosystems of 132 countries. This is based on a variety of
factors, including:
• Air pollution
• Water quality
• Biodiversity
• Climate change
• Health of native woodland
• and also for example the environmental sustainability of
fishing and agriculture.

The GfK Global Green Index in Detail – Subindices
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Global Green Index
Subindices at a glance
Consumption and Production

Waste/ Recycling/ Disposal

India
Brazil

Australia

Turkey

India
Brazil

Sweden
UK

Italy
USA

Austria
Australia

Italy
Sweden

USA

Turkey
Austria

Spain
Germany

France

Russia

Germany

Poland
Spain
France

Russia

Poland
UK

Subindex + > 10 points

Subindex + 10 points
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Subindex +/- 10 points

Subindex – 10 points

Subindex - > 10 points
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Global Green Index
Subindices at a glance
Energy Supply

Mobility

India
Brazil

India
Brazil

Turkey

Austria
Italy

Poland
UK

Austria
Spain

Turkey
Australia

Italy
Poland

Sweden
USA

UK
France

Australia
France

Russia

Spain
Germany

USA

Subindex + > 10 points

Germany

Subindex + 10 points
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Subindex +/- 10 points

Subindex – 10 points

Spain
Germany
Russia

Subindex - > 10 points
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Global Green Index
Subindices at a glance
Household Energy

Environmental Protection/Resources
India
Brazil

Russia

Austria
Italy

Poland

Brazil
Sweden

UK
Spain

Turkey
Australia

USA

Australia
USA

Germany
France

Austria
Italy

India

Subindex + > 10 points

Subindex + 10 points
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Subindex +/- 10 points

Turkey
Sweden

UK

Poland
Spain

Germany
France

Subindex – 10 points

Russia

Subindex - > 10 points
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Global Green Index
Subindices at a glance
Tourism
India
Brazil

Turkey

Austria
Italy

Sweden
USA

Poland
Russia

France
Australia

UK
Spain

Subindex + > 10 points
Subindex + 10 points
Germany

Subindex +/- 10 points
Subindex - 10 points
Subindex - > 10 points

© 2013 GfK Verein :: GfK Global Green Index

29

Global Green Index in Detail
Example: Mobility
Promoting climate-friendly
public transport
India
Brazil
Turkey
Austria
Australia
Italy
Sweden
USA
Poland
UK
Spain
Germany
France

Russia
Total
Top 2 boxes: “completely agree”/ “agree”
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Higher taxation of vehicles with
high emissions

88

86

79
87
65

67

62
72

72
79
49

75

73

55

73

57

68

50
50
57
44

72

69

80

52

40

58

58

52

65

82

74

71

60

77

60

54

Dispensing with the car

64
70

48
52
41

50
44
52
Highest value
Lowest value
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Global Green Index in Detail
Example: Tourism
Less use of aeroplanes

51

India
Brazil
Turkey
Austria
Australia
Italy
Sweden
USA
Poland
UK
Spain
Germany
France

Russia
Total
Top 2 boxes: “completely agree”/ “agree”
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Choosing holiday destination
based on environmentally
friendly criteria
89

55

65

34

51

45
37
46
43
48

32
25
39
25
27

37
30
17

41
22
16

31

32

21

31

31
38

54
38
Highest value
Lowest value

Country Profiles
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Global Green Index in Detail
Overall Index and Subindices - India
Country value
Ø Value across all countries

177

172

166

161

159

143

138
104

153
133

129

99
71
60
8

GfK Global Consumption
Waste/
Green Index
and
Recycling/
Production
Disposal
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Energy
Supply

Mobility

35

Household
Energy

Environmental Tourism
Protection and
Resources
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Global Green Index
India
Consumption and
Production

Environmental awareness in India is very strongly developed with regard to consumption and production: On average 84%-92% of those
surveyed are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. Men, single
people and households without children in particular demonstrate this attitude. The higher the household income, the more strongly
developed is environmental awareness. 69% of those surveyed declare that they have reduced their meat consumption. It should be
noted here that in India a vegetarian diet is very common (Ayurveda).

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is extremely high: an average of 81%-89% of people surveyed
separate their waste out of conviction, always dispose of small appliances correctly and consciously avoid waste by using reusable or
refillable packaging as often as possible.

Energy Supply

85%-88% of people surveyed, including in particular men, single people and households without children, are prepared to accept new
power networks/ power supply lines and the building of wind turbines in their immediate environment and are against the use of nuclear
power plants. The higher the household income, the more people accept the building of new wind turbines and reject nuclear power
plants.

Mobility

Environmental awareness with regard to mobility is very strongly developed: 86%-88% of those surveyed support the public promotion of
climate-friendly public transport such as buses or trams and higher taxation of vehicles with high emissions. This attitude is positively
determined by the level of household income. But only 60% frequently forego their car for reasons of environmental protection and
instead use public transport, walk or cycle. Those who most frequently forego their car are secondary/primary school or universityeducated people and those with low or average household incomes.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost. Thus, 92%-97% of people surveyed are only
prepared to spend on energy-efficiency and energy-saving measures if they are economically viable. The higher the household income,
the more people have this attitude.

Environmental
Protection/
Resources

An average of 76% of those surveyed, in particular men, single people, households without children, people in Mumbai and people with
a higher level of education regularly support nature conservation organisations through donations and actively participate in
environmental protection projects in their region. In particular young people and older people take part in environmental protection
projects.

Tourism

Overall, environmental awareness with regard to tourism in India is well developed. 89% of those surveyed base their choice of holiday
destination on environmentally friendly criteria. But only 51% use an aeroplane as little as possible for reasons of environmental
protection. The higher the household income, the more developed is environmental awareness.

© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index in Detail
Overall Index and Subindices - Brazil
Country value
Ø Value across all countries

177

159

150

158

154
138

136
104

129

126

120

99
71
60
38

GfK Global Consumption
Green Index
and
Production
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Waste/
Recycling/
Disposal

Energy
Supply

Mobility

35

Household Environmental
Energy
Protection and
Resources

Tourism

35

Global Green Index
Brazil
Consumption and
Production

In Brazil, environmental awareness is very well developed with regard to consumption and production: On average 80% of those
surveyed are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, only
58% reduce their meat consumption. With regard to consumption and production, in particular women, households without children,
older people and people with a lower level of education have a high degree of environmental awareness.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is extremely strongly developed: 85%-89% of people surveyed,
in particular women and households with children, separate their waste out of conviction, always dispose of small appliances correctly
and consciously avoid waste by using reusable or refillable packaging as often as possible. These attitudes are positively determined by
age.

Energy Supply

67%-84% of people surveyed are prepared to accept new power networks/ power supply lines and the building of wind turbines in their
immediate environment and are against the use of nuclear power plants.

Mobility

An average of 78% of those surveyed support the public promotion of climate-friendly public transport such as buses or trams and
higher taxation of vehicles with high emissions. This attitude is positively determined by the level of household income. A far smaller
proportion of people frequently forego their cars and use public transport, walk or cycle (65%). In particular older people and those with
a lower level of education use the car less. The lower the household income, the more people forego their cars.

Household Energy

Although environmental awareness with regard to household energy is very dependent on cost and thus not very developed, in
comparison with other countries it is above average. 73%-85% of people surveyed are only prepared to spend on energy-efficiency and
energy-saving measures if they are economically viable.

Environmental
Protection/
Resources

58%-69% of those surveyed, including in particular older people, households with children and people with a lower level of education
regularly support nature conservation organisations through donations and actively participate in environmental protection projects in
their region.

Tourism

Overall, environmental awareness with regard to tourism is well developed: 65% of those surveyed base their choice of holiday
destination on environmentally-friendly criteria and 55% use an aeroplane as little as possible. In particular women, the unemployed,
those with a lower level of education, a lower household income or households with children have this attitude.

© 2013 GfK Verein :: GfK Global Green Index
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Global Green Index in Detail
Overall Index and Subindices - Turkey
Country value
Ø Value across all countries

159
146
110

104

169
151
138

129

112
99

86
71
60
29

GfK Global
Green Index

Consumption
Waste/
and Production Recycling/
Disposal
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Energy
Supply

Mobility

35

Household
Energy

41

Environmental Tourism
Protection and
Resources
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Global Green Index
Turkey
Consumption and
Production

Environmental awareness in Turkey is moderately developed with regard to consumption and production: 71% of those surveyed are
careful to buy products manufactured in an environmentally-friendly way and 47% observe organic and eco-labelling. In particular
women, people with a university degree, a high household income or house or flat-owners have this attitude. The proportion of people
who reduce their meat consumption is significantly lower at only 34%.

Waste, Recycling,
Disposal

52%-70% of people surveyed, in particular house/flat-owners, separate their waste out of conviction, always dispose of small appliances
correctly and consciously avoid waste by using reusable or refillable packaging.

Energy Supply

Environmental awareness with regard to energy supply is well developed in Turkey: 66-77% of those surveyed, among them more
women than men, are prepared to accept new power networks/ power supply lines and the building of wind turbines in their immediate
environment and are against the use of nuclear power plants. Environmental awareness is least well developed in South East Anatolia.

Mobility

Environmental awareness in Turkey with regard to mobility is strongly developed: 80%-87% of those surveyed support the public
promotion of climate-friendly public transport such as buses or trams, higher taxation of vehicles with high emissions and often forego
their car. This applies in particular to people with a university degree and people with a tenancy agreement.

Household Energy

Environmental awareness with regard to household energy is very dependent on costs: Thus, on average 85% of people surveyed are
only prepared to spend on energy-efficiency and energy-saving measures if they are economically viable. The majority of these are
men, people in full-time employment, married people, households without children and house/flat-owners.

Environmental
Protection/
Resources

Environmental awareness with regard to environmental protection and resources is not very developed: On average 20%, of whom
more women than men, regularly support nature conservation organisations through donations and actively take part in environmental
protection projects in their region. The older the people surveyed, the higher the proportion of those who actively take part in
environmental protection projects.

Tourism

Overall, environmental awareness with regard to tourism is moderately developed: 51% of those surveyed base their choice of holiday
destination on environmentally-friendly criteria; significantly less people (34%) use an aeroplane as little as possible for environmental
reasons.
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Global Green Index
Austria
Consumption and
Production

Environmental awareness in Austria is well developed with regard to consumption and production: 52%-62% of those surveyed are
careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, only 32% reduce
their meat consumption. These attitudes are represented in particular by women, those in part-time employment and people with a
higher level of education and increasingly in urban areas and Tyrol.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is very high: 74%-86% of people surveyed separate their waste
out of conviction, always dispose of small appliances correctly and consciously avoid waste by using reusable or refillable packaging. In
particular women, house/flat-owners, married people, people with a higher level of education and people from Tyrol have this attitude.
Age is a determining factor in this regard.

Energy Supply

Overall, environmental awareness with regard to energy supply is well developed: 66%-68% of those surveyed are prepared to accept
new power networks/ power supply lines and the building of wind turbines in their immediate environment. The rejection of nuclear
power plants because of the issue of disposal is very strong (83%). In particular people in urban areas, single people and people with a
higher level of education have this attitude.

Mobility

Overall, environmental awareness with regard to mobility is well developed: 74% of those surveyed support a higher taxation of vehicles
with high emissions and 60% favour public promotion of climate-friendly public transport. This applies particularly to people with a
university degree. 52%, in particular older and younger people as well as households without children, frequently forego their car for
reasons of environmental protection. In particular women, people who rent a house/flat and people in Tyrol have this attitude. The larger
the household and the higher the household income, the lower the proportion of people who frequently forego their car.

Household Energy

Although environmental awareness with regard to household energy is very dependent on cost, compared with other countries it is
above average. On average 74% of people surveyed are only prepared to spend on energy-efficiency and energy-saving measures if
they are economically viable.

Environmental
Protection/
Resources

Only 38% of those surveyed regularly support nature conservation organisations through donations or actively participate in
environmental protection projects in their region. In particular people in full-time employment or who are unemployed and people in Tyrol
have this attitude.

Tourism

Overall, environmental awareness with regard to tourism is moderately developed: Only 45% of those surveyed use an aeroplane as
little as possible and 32% base their choice of holiday destination on environmentally-friendly criteria.
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Global Green Index
Australia
Consumption and
Production

Overall, environmental awareness is well developed with regard to consumption and production: 56%-64% of those surveyed are
careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, the proportion of
people who reduce their meat consumption is significantly lower at 37%.. Women tend to be more environmentally aware than men.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is very high: 89%-92% of people surveyed, of whom more
women than men, separate their waste out of conviction, always dispose of small appliances correctly and consciously avoid waste by
using reusable or refillable packaging as often as possible. The older the people, the more developed their environmental awareness.

Energy Supply

With regard to energy supply, 68%-73% of those surveyed are prepared to accept new power networks and power supply lines and the
building of wind turbines in their immediate environment. 76% are against the use of nuclear power plants because of the issue of
disposal.

Mobility

Overall, environmental awareness with regard to mobility is well developed: On average 66% of those surveyed support the public
promotion of climate-friendly public transport such as buses or trams and higher taxation of vehicles with high emissions. But only 50%
frequently forego the car in favour of public transport, walk or cycle. In particular single people, households without children and people
with a university degree have this attitude.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost: 86% of people surveyed, in particular people with
further education qualifications, are only prepared to spend on energy-efficiency and energy-saving measures if they are economically
viable.

Environmental
Protection/
Resources

42%-46% of those surveyed, in particular younger people and people with an average household income, regularly support nature
conservation organisations through donations and actively take part in environmental protection projects in their region.

Tourism

With regard to tourism, environmental awareness is not very strongly developed: Only 37% of people surveyed use an aeroplane as
little as possible and 25% base their choice of holiday destination on environmentally-friendly criteria. In particular men, single people
and people with a lower level of education have this attitude. The higher the household income, the lower the proportion of people who
place value on environmental aspects with regard to tourism.
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Global Green Index
Italy
Consumption and
Production

Overall, environmental awareness in Italy is well developed with regard to consumption and production: 54-61% of those surveyed are
careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, only 36% reduce
their meat consumption. In particular, people in towns or cities, house/flat-owners and people with a university degree have these
attitudes.

Waste, Recycling,
Disposal

77%-82% of people surveyed, in particular women, households with children, people with a university degree and house/flat-owners
separate their waste out of conviction, always dispose of small appliances correctly and consciously avoid waste by using reusable or
refillable packaging.

Energy Supply

Environmental awareness with regard to energy supply is well developed: 66%-79% of those surveyed are prepared to accept new
power networks/ power supply lines and the building of wind turbines in their immediate environment. The rejection of nuclear power
plants because of the issue of disposal is very strong: 82% reject nuclear power plants. In particular single people, the unemployed and
house/flat-owners have this attitude. Environmental awareness increases in accordance with a higher household income.

Mobility

Overall, environmental awareness with regard to mobility is well developed: 72% of those surveyed are in favour of a higher taxation of
vehicles with high emissions, 62% support the promotion of climate-friendly public transport and 50% frequently forego their car. In
particular women, people in urban areas and house/flat-owners have these attitudes.

Household Energy

Although environmental awareness with regard to household energy is very dependent on cost, compared with other countries it is
above average: Just under 80% of people surveyed are only prepared to spend on energy-efficiency and energy-saving measures if
they are economically viable, of whom more women, people in full-time employment, households with children, people with a higher
level of education and house/flat-owners. The larger the household, the higher the household income and the younger the people, the
higher the proportion of those who only spend if measures are economically viable.

Environmental
Protection/
Resources

Environmental awareness with regard to environmental protection and resources is not very strongly developed: 33%-37% regularly
support nature conservation organisations through donations or actively take part in environmental protection projects in their region.
This includes in particular people in the middle of the country, house/flat-owners and people with a higher level of education.

Tourism

39%-46% of those surveyed use an aeroplane as little as possible and base their choice of holiday destination on environmentallyfriendly criteria. In particular single people and house/flat-owners have this attitude. The higher the household income and the greater
the number of children, the less developed is environmental awareness.
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Global Green Index
Sweden
Consumption and
Production

Environmental awareness in Sweden is well developed with regard to consumption and production: 54%-66% of those surveyed,
among them in particular women and people in part-time employment, are careful to buy products manufactured in an environmentallyfriendly way and observe organic and eco-labelling. However, only 43% reduce their meat consumption in order to contribute to climate
protection.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is very strongly developed: 91%-93% separate their waste out of
conviction and always dispose of small appliances correctly. The proportion of people who consciously avoid waste by using reusable or
refillable packaging is lower at 76%. Environmental awareness is very strongly developed, in particular in women and in the northern
region Norrland.

Energy Supply

71% of people surveyed are prepared to accept the building of wind turbines in their immediate environment. 61% are against the use
of nuclear power plants because of the issue of disposal; and 54% are prepared to accept new power networks/ power supply lines in
their immediate environment. In particular women, those in part-time employment and people who rent a house/flat have this attitude.

Mobility

Environmental awareness with regard to mobility is well developed: 72%-79% are in favour of the promotion of climate-friendly public
transport and higher taxation of vehicles with high emissions. However, only 57% forego their car for reasons of environmental
protection. In particular women, single people and people who rent a house/flat have this attitude.
Environmental awareness is less strongly developed in urban areas as well as in people in full-time employment.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost: 78%-81% of people surveyed are only prepared
to spend on energy-efficiency and energy-saving measures if they are economically viable. This attitude applies in particular to women,
single people and people in the Svealand area in central Sweden.

Environmental
Protection/
Resources

24%-35% of those surveyed regularly support nature conservation organisations through donations and actively take part in
environmental protection projects in their region. In particular women, people in part-time employment or the unemployed express this
attitude.

Tourism

Environmental awareness with regard to tourism is not very strongly developed: Only 43% of those surveyed use an aeroplane as little
as possible and 25% base their choice of holiday destination on environmentally-friendly criteria. This attitude is particularly prevalent
among women, the unemployed, households without children and people in urban areas. The higher the household income, the less
strongly developed is environmental awareness with regard to tourism.
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Global Green Index
USA
Consumption and
Production

Environmental awareness in the USA is well developed with regard to consumption and production: 62% of those surveyed are careful
to buy products manufactured in an environmentally-friendly way, 51% observe organic and eco-labelling and 46% reduce their meat
consumption for reasons of environmental protection. Women in particular have a high degree of environmental awareness.
However, the higher the household income, the lower the proportion of people who have this attitude.

Waste, Recycling,
Disposal

74%-87% of people surveyed, in particular three-person households and people with a high household income, separate their waste out
of conviction, always dispose of small appliances correctly and consciously avoid waste by using reusable or refillable packaging as
often as possible.

Energy Supply

Overall, environmental awareness with regard to energy supply is well developed: On average 56% of those surveyed are prepared to
accept new power networks and power supply lines in their immediate environment and are against nuclear power plants because of
the issue of disposal. In particular, the acceptance of new wind turbines in the immediate environment is very high: 70% are in favour of
them .

Mobility

Environmental awareness with regard to mobility is only moderately developed: 49%-54% of those surveyed are in favour of the
promotion of climate-friendly public transport and higher taxation of vehicles with high emissions. However, only 40% forego their car for
reasons of environmental protection. Women have a greater degree of environmental awareness than men.

Household Energy

With regard to household energy, environmental awareness is very dependent on cost. On average 85% of people surveyed, in
particular people with a higher level of education, are only prepared to spend on energy-efficiency and energy-saving measures if they
are economically viable.

Environmental
Protection/
Resources

Although environmental awareness with regard to environmental protection and resources is moderately developed, compared with
other countries it is above average: 38%-41% of people surveyed regularly support nature conservation organisations through
donations and actively take part in environmental protection projects in their region. This includes in particular women, people aged 50+,
those with a university degree or with a rather lower household income.

Tourism

48% of those surveyed use an aeroplane as little as possible for reasons of environmental protection and only 27% base their choice of
holiday destination on environmentally-friendly criteria. Women in particular have this attitude. The higher the household income, the
less strongly developed is environmental awareness with regard to travel.
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Global Green Index
Poland
Consumption and
Production

Environmental awareness in Poland is moderately developed with regard to consumption and production: 46%-51% of those surveyed
are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, the proportion
of people who reduce their meat consumption for reasons of environmental protection is significantly lower at 25%. In particular woman,
single people and house/flat-owners express this attitude.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is very well developed: 74%-78% of people surveyed always
dispose of small appliances correctly and consciously avoid waste by using reusable or refillable packaging as often as possible.
Indeed, 93% have an extremely positive attitude towards the topic of waste separation. In particular house/flat-owners and those in
employment have a high level of environmental awareness with regard to waste.

Energy Supply

62%-78% of people surveyed, including in particular people with an average household income, are prepared to accept new power
networks/ power supply lines and the building of wind turbines in their immediate environment and are against nuclear power plants
because of the issue of disposal.

Mobility

71% of those surveyed are in favour of the promotion of climate-friendly public transport, 58% favour a higher taxation of vehicles with
high emissions and 44% frequently forego their car for reasons of environmental protection. This applies in particular to single people,
households without children and the unemployed.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost, but compared with other countries it is above
average. On average 78% of people surveyed are only prepared to spend on energy-efficiency and energy-saving measures if they are
economically viable. This includes in particular single people and house/flat-owners. The higher the level of education and household
income, the greater the proportion of people who are only prepared to spend if measures are economically viable.

Environmental
Protection/
Resources

Environmental awareness with regard to environmental protection and resources is not very developed: Only 28% of people surveyed
actively take part in environmental protection projects and 13% regularly support nature conservation organisations through donations.
In particular the middle-aged, households with children and house/flat-owners have this attitude.

Tourism

37%-41% of those surveyed use an aeroplane as little as possible for reasons of environmental protection and base their choice of
holiday destination on environmentally-friendly criteria. This applies particularly to house/flat owners and people with an average
household income.
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Global Green Index
UK
Consumption and
Production

Overall, environmental awareness in the UK is moderately developed with regard to consumption and production: 53% of those
surveyed are careful to buy products manufactured in an environmentally-friendly way and 40% observe organic and eco-labelling.
However, the proportion of people who reduce their meat consumption for reasons of environmental protection is significantly lower at
only 25%. There is a greater degree of environmental awareness in urban areas than in rural areas. The higher the level of education,
the more strongly developed is environmental awareness.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is high: 77%-89% of people surveyed, in particular women,
households without children and married people, separate their waste out of conviction, always dispose of small appliances correctly
and consciously avoid waste by using reusable or refillable packaging.

Energy Supply

60%-67% of people surveyed are prepared to accept new power networks/ power supply lines and the building of wind turbines in their
immediate environment and reject nuclear power plants because of the issue of disposal. In particular single people and households
with children have this attitude.

Mobility

Overall, environmental awareness with regard to mobility is well developed: 72% of those surveyed are in favour of a higher taxation of
vehicles with high emissions and 58% support the promotion of climate-friendly public transport. But only 48% frequently forego their car
for reasons of environmental protection . In particular people with a university degree and in cities have these attitudes.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost: Indeed, 81%-84% of people surveyed, in
particular households without children, are only prepared to spend on energy-efficiency and energy-saving measures if they are
economically viable.

Environmental
Protection/
Resources

25%-32% of those surveyed actively take part in environmental protection projects and regularly support nature conservation
organisations through donations. This applies in particular to people in full-time employment. Also, the higher the level of education, the
more strongly developed is environmental awareness.

Tourism

Environmental awareness with regard to tourism is not very well developed: Only 30% of those surveyed use an aeroplane as little as
possible for reasons of environmental protection and 22% base their choice of holiday destination on environmentally friendly criteria. In
particular the middle-aged and people in urban areas have a greater degree of environmental awareness in this regard.
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Global Green Index
Spain
Consumption and
Production

Environmental awareness in Spain is moderately developed with regard to consumption and production: 45%-50% of those surveyed
are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. The proportion of
people who reduce their meat consumption for reasons of environmental protection is significantly lower at only 17%. Women and
people from the Canary Islands demonstrate a comparatively high degree of environmental awareness.

Waste, Recycling,
Disposal

73%-78% of people surveyed, in particular women and married people, have a very strong attitude towards the issue of waste
separation, always dispose of small appliances correctly and consciously avoid waste by using reusable or refillable packaging.

Energy Supply

With regard to energy supply, Spanish people have a high degree of environmental awareness: Thus, 70-75% of people surveyed are
prepared to accept new power networks and power supply lines and the building of wind turbines in their immediate environment and
are against nuclear power plants because of the issue of disposal.

Mobility

Overall, environmental awareness with regard to mobility is well developed: 73%-75% are in favour of a higher taxation of vehicles with
high emissions and the promotion of climate-friendly public transport. But only 52% frequently forego their car for reasons of
environmental protection. This applies in particular to people in urban areas. Women and households without children are more likely to
have a more strongly developed environmental awareness with regard to mobility.

Household Energy

Although environmental awareness with regard to household energy is very dependent on cost, compared with other countries it is
above average: 79%-82% of people surveyed are only prepared to spend on energy-efficiency and energy-saving measures if they are
economically viable. The higher the level of education, the greater the proportion of people who are only prepared to spend if measures
are economically viable.

Environmental
Protection/
Resources

Only 18%-21% of those surveyed actively take part in environmental protection projects and regularly support nature conservation
organisations through donations. The environmental awareness of the people on the Canary Islands is above average with regard to
environmental protection and resources.

Tourism

With regard to travel, environmental awareness is very low. Only 17% of those surveyed use an aeroplane as little as possible for
reasons of environmental protection and base their choice of holiday destination on environmentally-friendly criteria.

© 2013 GfK Verein :: GfK Global Green Index

54

Global Green Index in Detail
Overall Index and Subindices - Germany
Country value
Ø Value across all countries

171

159
140 138

129
115

104

99

91

71

69

60
47
29

GfK Global Consumption
Waste/
Green Index and Production Recycling/
Disposal
© 2013 GfK Verein :: GfK Global Green Index

Energy
Supply

Mobility

35
23

Household Environmental
Energy
Protection and
Resources

Tourism

55

Global Green Index
Germany
Consumption and
Production

Environmental awareness in Germany is only moderately developed with regard to consumption and production: 37%-48% of those
surveyed are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, the
proportion of people who reduce their meat consumption for reasons of environmental protection is significantly lower at only 24%. In
particular women and people with a university degree have a comparatively high degree of environmental awareness in this regard.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is very strongly developed: 79%-89% of people surveyed, in
particular women, separate their waste out of conviction and always dispose of small appliances correctly and consciously avoid waste
by using reusable or refillable packaging as often as possible. The older the people, the higher the proportion of people with a high
degree of environmental awareness.

Energy Supply

61%-68% of people surveyed are prepared to accept new power networks and power supply lines and the building of wind turbines in
their immediate environment. The rejection of nuclear power plants because of the issue of disposal is very strong: 84% are against
nuclear power plants. In particular larger households with four or more persons have these attitudes.

Mobility

73% of those surveyed are in favour of a higher taxation of vehicles with high emissions. 56% favour a promotion of climate-friendly
public transport and 41% frequently forego their car for reasons of environmental protection. Retired people in particular share these
views.

Household Energy

Environmental awareness with regard to to household energy is very dependent on cost: On average 84% of people surveyed, of whom
more men, are only prepared to spend on energy-efficiency and energy-saving measures if they are economically viable.

Environmental
Protection/
Resources

Only 16%-19% of those surveyed, in particular older people, actively take part in environmental protection projects or regularly support
nature conservation organisations through donations. The higher the household income, the more strongly developed is environmental
awareness in this regard.

Tourism

The proportions of those surveyed who use an aeroplane as little as possible for reasons of environmental protection or base their
choice of holiday destination on environmentally-friendly criteria are 21% and 29% respectively. Here, people with a average or low
household income demonstrate a greater degree of environmental awareness than those with a high household income.
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Global Green Index
France
Consumption and
Production

Environmental awareness in France is moderately developed with regard to consumption and production: 46%-50% of those surveyed
are careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, the proportion
of people who reduce their meat consumption for reasons of environmental protection is significantly lower at only 19%. In particular
women and people in urban areas have a strongly developed degree of environmental awareness. The older the people surveyed, the
higher the proportion of those who place value on environmental protection.

Waste, Recycling,
Disposal

Environmental awareness with regard to waste, recycling and disposal is high: 74%-88%, in particular married people and house/flatowners, separate their waste out of conviction, always dispose of small appliances correctly and consciously avoid waste by using
reusable or refillable packaging (sorting). The older the people and the higher the household income, the more strongly developed is
environmental awareness.

Energy Supply

59%-67% of people surveyed are prepared to accept new power networks/power supply lines and the building of wind turbines in their
immediate environment and are against nuclear power plants because of the issue of disposal. In particular households with children
and younger and middle-aged people have these attitudes.

Mobility

With regard to mobility, 50%-57% are in favour of a higher taxation of vehicles with high emissions, support a promotion of climatefriendly public transport and frequently forego their car for reasons of environmental protection. In particular single people and people in
urban areas have these attitudes.

Household Energy

Although environmental awareness with regard to household energy is very dependent on cost, compared with other countries it is
above average. 78%-81% of people surveyed are only prepared to spend on energy-efficiency and energy-saving measures if they are
economically viable. In particular people in the South East of the country, married people and house/flat-owners demonstrate this
attitude. These aspects of environmental awareness increase as household income rises.

Environmental
Protection/
Resources

Only 18%-23% of those surveyed actively take part in environmental protection projects or regularly support nature conservation
organisations through donations.

Tourism

With regard to tourism, environmental awareness is not very strongly developed: On average 32%, in particular men and married
people, use an aeroplane as little as possible for reasons of environmental protection and base their choice of holiday destination on
environmentally-friendly criteria.
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Global Green Index
Russia
Consumption and
Production

Environmental awareness in Russia is well developed with regard to consumption and production: 50%-66% of those surveyed are
careful to buy products manufactured in an environmentally-friendly way and with organic and eco-labelling. However, the proportion of
people who reduce their meat consumption for reasons of environmental protection is much lower at only 18%. In particular women and
married people have a greater degree of environmental awareness.

Waste, Recycling,
Disposal

42%-57% of people surveyed always dispose of small appliances correctly and consciously avoid waste by using reusable or refillable
packaging. However, only 25% have a committed attitude towards the issue of waste separation.

Energy Supply

40%-46% of people surveyed are prepared to accept new power networks/power supply lines and the building of wind turbines in their
immediate environment. In comparison, the rejection of nuclear power plants because of the issue of disposal is much more strongly
developed: 65%, in particular people in rural areas, are against nuclear power plants.

Mobility

Overall, environmental awareness with regard to mobility is well developed: 64%-69% of those surveyed are in favour of a higher
taxation of vehicles with high emissions and the promotion of climate-friendly public transport. But only 44% forego their car for reasons
of environmental protection. In particular women, the unemployed, households without children and people with a lower level of
education place value on environmental aspects with regard to mobility.

Household Energy

Environmental awareness with regard to household energy is very dependent on cost, but compared with other countries it is well above
average: 71% are only prepared to spend on energy-efficiency and energy-saving measures if they are economically viable.

Environmental
Protection/
Resources

Only 14%-16% actively take part in environmental protection projects or regularly support nature conservation organisations through
donations. Compared with other regions, environmental awareness is relatively strongly developed in the Volga districts (Privolzhsky).

Tourism

Overall, environmental awareness with regard to tourism is moderately developed: 54% of those surveyed base their choice of holiday
destination on environmentally-friendly criteria and only 31% use an aeroplane as little as possible. These attitudes are positively
determined by household size and apply in particular to women and people with an average household income.
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Country

Relative share of
sample in relation to
population

Absolute share of
sample in relation to
population

Number of
Interviews

Age

Regional Coverage

Type of
Survey

India

3.8%

46,556 thousand

1,038

15-65

Central urban regions

PAPI

Brazil

69.3%

136,361 thousand

1,000

18+

Nationwide

CATI

Turkey

73.6%

54,199 thousand

1,004

15+

Nationwide

PAPI

Austria

85.3%

7,181 thousand

1,000

15+

Nationwide

CAPI

Australia

76.9%

17,389 thousand

1,000

15+

Nationwide

CATI

Italy

85.9%

52,201 thousand

1,011

15+

Nationwide

CAPI

Sweden

83.5%

7,893 thousand

1,000

15-84

Nationwide

CATI

USA

75.7%

235,875 thousand

1,000

18+

Nationwide

CATI

Poland

85.2%

32,560 thousand

1,000

15+

Nationwide

CAPI

UK

81.3%

50,921 thousand

1,137

16+

Nationwide

CAPI

Spain

85,0%

39,300 thousand

1,007

15+

Nationwide

CAPI

Germany

87.4%

71,453 thousand

1,952

14+

Nationwide

CAPI

France

81.7%

53,462 thousand

1,006

15+

Nationwide

CAPI

Russia

83.5%

118,455 thousand

2,189

16+

Nationwide

PAPI
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Sources:
• GfK Verein (2013): Challenges of Europe 2013, Nuremberg.
• German Council for Sustainable Development (2010): Text No. 31: Consumption and sustainability (no statement of place)

• Yale University & Columbia University in collaboration with the World Economic Forum and the Joint Research Centre of the
European Commission (2013): URL: http://epi.yale.edu/ (Version: September 2013)
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