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Our Mission:
Motivate mainstream consumers

to make sustainable choices
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Eco Pulse™

• Annual Internet survey fielded April 2008 and 2009; fielded in 
January 2010

• Utilize SSI’s online community of 3.5 million+ consumers
• Stratify the sample geographically to mirror U.S. Population
• Data is weighted to match U.S. age and educational attainment
• 1,005 completed surveys; +/- 3.09% margin of error
• Focus Groups in March 2009 (St. Louis and Los Angeles)
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Green Living Pulse™

• Internet survey fielded mid-June, 2009 and late May 2010
• The survey sample was stratified to match the relative national 

distribution of Earthsense's top six consumer segments 
(Enthusiasts, Believers, Strivers, Habituals, Selectives and 
Skeptics) likely to be actively engaged in green issues or 
purchases.

• 1,007 completed surveys, for a 95 percent confidence level and 
a confidence interval of +/- 3.09 percent (margin of error). 

• Focus groups, April 2010, in Charlotte, NC and Appleton, WI
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Energy Pulse™

• An annual, national consumer telephone survey of 504 
consumers, August/September

• Taken from a random sample of Americans that closely matches 
the overall demographics of the 
U.S. population

• 95% confidence level and a +/- 4.34% margin of error
• Focus Groups, too
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SIX INSIGHTS
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Insight One:
Green is officially mainstream
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Insight Two:
Most consumers know less than you 

might think they do
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So first you must wake them up
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Insight Three:
Water conservation isn’t currently top of 

mind in the Green conversation

© Copyright 2010 by Shelton Group. Do not copy or distribute without written permission



40%

What does the term “green” mean?

69%

50%
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Few think of water conservation.
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In the home improvement category, green is predominantly about 
energy efficiency
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How green is your lifestyle? (Water conservation home 
products purchased or improvements made)

*Note: 2009 wording “capture rainwater for use”
**Note: 2009 includes “natural pest control alternatives”
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Insight Four:
Conversations matter
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68% of those who said 
they’d had 

conversations on these 
topics said the 

discussions had 
resulted in changes in 
behavior or purchase 

habits!
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56% of those who said 
they’d had 

conversations said the 
discussions had 

resulted in changes in 
behavior or purchase 

habits!
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Insight Five:
Most people don’t go green to save the planet, and they 
don’t buy energy efficient products just to save money 
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Successful green home product marketing appeals to 
deeper drivers:

Comfort
Convenience

Control
Fear of wasting

Aesthetics
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Insight Six:
There’s a specific target
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Green Living Pulse™ 2010 Consumer Segments
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• Slightly more likely to be female

• Most are age 45–54

• Well educated

• HHI: $100K

• Ethnically diverse (significant  
Hispanic population)

• Children living at home
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• Equally likely to be male or female

• Slightly younger than Actives

• Average education level

• White collar and middle- to upper-
income 

• Homeowners

• Married with kids at home
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Key takeaways 

• Green is officially a mainstream concept, and consumers are 
searching for greener products

• Water conservation is not top of mind, however, in the green 
conversation

• In Home Improvement green = energy efficiency
• Preserving natural resources is a motivator
• Kids are talking to their parents equally about both energy 

conservation and water conservation, and that can create 
change

• Deeper motivators are key (and you must get past the 
discomfort perception)

• There’s a very specific target
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Questions?

© Copyright 2010 by Shelton Group. Do not copy or distribute without written permission



Thank you!

Suzanne Shelton
sshelton@sheltongroupinc.com

865-934-1765
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