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With increasing attention placed on sustainability and the footprint around consumption, the stigma around preowned items has lifted and given way to secondhand as a form of status symbol.

According to a report from Ford Motor Co., 62 percent of consumers would rather buy something used than new,
provided there are good options available at resale. While sustainability is impacting how consumers shop and how
they select brands, they show more reluctance in changing their mobility habits to align with their green goals.
"T he rate of change globally has been on the rise and without the trust in the institutions, brands and peers to rely on,
a majority of people are feeling extremely overwhelmed," said Sheryl Connelly, global consumer trends and
futuring manager at Ford. "Consumers want to believe that companies are doing the right thing, but companies also
need to give them a clear reason to do so."
Ford's report is based on a survey of 13,000 global consumers conducted by Harris Insights & Analytics.
Value driven
Out of all of the age groups, Gen Z is most apt to feel guilt about something they bought new and never used, with 67
percent of this age group relating to that sentiment. Comparatively, only a third of baby boomers agreed.
As more emphasis is put on the environmental impact of consumption, 60 percent of consumers say they are more
open to secondhand shopping than they were five years ago.
T he high-end pre-owned market may help, rather than harm, the overall luxury industry more than initially expected,
according to recent research from Boston Consulting Group and secondhand luxury platform Vestiaire Collective.
Resale platforms are often one of the first ways that up-and-coming consumers access and purchase luxury goods,
with 71 percent of pre-owned buyers gravitating towards items they cannot afford new. Additionally, secondhand
luxury appeals to more environmentally-conscious consumers as it keeps quality items from being discarded (see
story).

On a global level, 78 percent of consumers say they are taking steps to change their behavior to address climate
change. However, six in 10 consumers say they are more pessimistic than optimistic when it comes to the possibility
of fighting global warming.
T here is a disconnect between consumers' eco goals and their actions when it comes to mobility. While 56 percent
say that individuals should be driving electric cars, only 17 percent of respondents say they have actually made the
switch to a battery-powered vehicle.
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T his could partly be due to a worry shared by 72 percent of consumers that there will not be enough infrastructure to
support electric driving, such as availability of charging stations.
In most markets, about half or more of consumers also say that they will only make changes in their habits if there is
a small or negligible inconvenience to them.
While consumers may not be willing to make adjustments in support of the environment, they have high expectations
for brands' ecological values.
T hree-quarters of consumers say they make purchasing decisions based on whether something was produced with
responsibly sourced materials.
Aside from pricing and quality, the top aspect that makes a brand attractive to a shopper is transparency, followed by
treating its employees well and demonstrating ethics.
Consumers also want to buy into brands that reflect their personal interests and values. Sixty-three percent say they
are more aware of brands' positions on issues today than they were in the past.
While trust is becoming even more important, the majority of consumers say that it has become harder to trust
companies. Additionally, two-thirds say that once their trust is lost, they will not do business with that brand again.
Despite the growing emphasis on causes and corporate responsibility, 59 percent of consumers say that they care
more about purchase convenience than a company's values.
Making a connection
T he study also found that a significant portion of adults around the world report feeling lonely at least once a week.
Millennials and Gen Zers are most apt to relate to this sentiment, with more than half admitting to frequent feelings
of loneliness.
Six in 10 adults say that social media allows them to combat loneliness. However, while digital media has allowed
consumers across the globe to connect, four in 10 millennial and Gen Z individuals say that social media actually
makes them lonelier.
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A number of factors are driving this trend, from the rise of single person households to a decline in consumers
joining traditional communities such as religion.
Brands have an opportunity to help individuals connect and feel less lonely.
Aside from friendships, personable interactions are key for retailers.
While human customer service is important, shopping experiences are not living up to consumer expectations. Sixtyseven percent say that they have greater expectations for retailers than they did in the past, and half of consumers
say that bad customer experiences have become the norm.
T his could be partly due to employees, with 44 percent of consumers agreeing that workers do not understand their
needs.
In a marketing environment that is so heavily driven by digital experiences today, company values are getting lost,
which can have brands losing out on double-digit growth.
During a session at Forrester's CX NYC 2019 conference, an analyst from the firm explained that brands and retailers
who help consumers live true to their values see greater customer experiences. Companies who focus on driving
their brand values internally more so than consumer-facing initiatives are able to become true "meaning makers"
and see significant growth (see story).
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