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Methodology
• The sample for this study is 2000 adult Americans

• The methodology was online, and the sample was drawn 
from Harris Interactive’s large proprietary panel

• The field dates for this study were July 10 - 16, 2008

• Canadian comparisons are available from Harris/Decima
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Four Driving Forces
• Aging population concerned with legacy

• Unprecedented energy prices

• Long economic boom

• Weather more prominent, more erratic



More Personal & More Global
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The Question of Environmental Legacy
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15%

19%

6%
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11%

11%

11%

11%

22%

21%

21%

45%

47%

39%

0% 20% 40% 60% 80% 100%

My concern about the
environment is really about the

legacy we leave for future
generations

As I get older, I think a little
more about the impact I have
on those around me and how I

want to be remembered

I feel that my generation has
done an unacceptable amount
of damage to the environment

Strongly agree Agree Disagree Strongly disagree DK/NR
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14%

15%

22%

4%

5%

8%

38%

24%

46%

44%

41%

34%

0% 20% 40% 60% 80% 100%

Global

National

Local

Very concerned Somewhat concerned Not too concerned Not concerned at all

Environmental Politics: Not all Local

How concerned would you say you are about the state of the environment in the area where you live?  And how 
about the environment in the U.S. generally?  And what about the environment across the planet?
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36%

22%

18%

24%

29%

27%

3%

2%

4%

13%

21%

26%

35%

21%

7%

0% 20% 40% 60% 80% 100%

Local

National

Global

Improving a lot Improving a little Not changing Deteriorating a bit Deteriorating a lot

Growth in Concern is Greatest for the Planet

In terms of the environment …, over the last few years, would you say that things have been improving or deteriorating?  
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Shifting Focus, New Urgency

• In the 1980’s environmentalism was driven by 
concern about local air and waterborne health risks

• Today concerns are stable about local environment, 
but growing rapidly about the planet as a whole

• Concerns about the legacy to future generations are 
a more potent force than health risks

American Environmental Values



American Environmental Values

9

41%

17%

33%

9%

0% 20% 40% 60%

To reduce the risk of
damage to the planet as

a whole

To leave the world in
better shape for future

generations

To reduce the risks to
human health around the

world

To reduce the risks to
human health locally

% Choosing

Of the following, what is the most important reason you feel environmental improvements should be a priority…

Reasons Environment Should be a Priority



The Most Inconvenient Truth?
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35%

29%

24%

41%

36%

40%

8%

13%

8%

12%

14%

18%

14%

15%

19%

21%

4%

7%

4%

5%

6%

5%

7%

5%

12%

11%

38%

42%

33%

39%

46%

31%

32%

45%

44%

39%

41%

46%

33%

38%

0% 20% 40% 60% 80% 100%

Increasing demand for natural resources

Widespread use of fossil fuels

Wasteful consumer practices

Wasteful business practices

Pressures created by economic development

Unethical business practices

People consuming more than they need

Pressures created by an increasing population

Inadequate government regulation

Weak laws

One of the most important factors An important factor A less important factor Not really a factor at all

When you think about the environmental issues that concern you, to what extent do the following contribute to those problems?

What’s Causing Environmental Problems
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It’s Not Just Climate Change

• Weather patterns have spiked awareness and 
fuelled anxieties about the environment

• But stopping climate change isn’t the goal

• Instead, people see climate change as a symptom 
of too much pressure being put on the planet

American Environmental Values



American Environmental Values

13

What’s Good and Not So Good
Please indicate whether you feel that in the U.S. the situation is currently good to poor.

5%

4%

5%

4%

3%

2%

2%
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23%

11%

12%
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21%
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23%

21%

31%

12%
21%

25%

31%
26%

22%

26%

23%
28%

30%

35%
29%

34%

30%

31%
35%

8%

11%
10%

13%

15%

6%
9%

18%

18%
34%

13%

14%

12%
40%

34%

32%
29%

35%

25%

39%
31%

3%

8%

7%

6%

9%

8%

13%
11%

14%

18%

20%

24%

29%

36%

0% 20% 40% 60% 80% 100%

Aluminum & steel recycled
Paper recycled 

Amount of wilderness 
Forestry companies 

Plastic recycled 
Family owned forests 

Companies make wood 
Animal species endangered

Aluminum or steel cans wasted 
Oil and gas companies 

Companies make paper 
Magazine publishers 

Newspaper publishers 
Amount of unnecessary packaging 

Amount of fossil fuels people consume 
Amount of paper wasted 

Companies that produce flyers 
Amount of household garbage to landfills 

Companies that produce catalogs 
Amount of plastic being wasted 

Amount of household garbage produced 

Very good Good Poor Very poor
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What’s Getting Better and Worse
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3%

31%

19%

19%

16%

17%

14%
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12%

8%

7%

9%
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10%
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8%

12%

25%

21%

22%

10%

12%

13%

17%
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4%
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6%
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13%

15%

13%
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8%

11%

12%

10%

6%

8%
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6%

4%

42%

43%

41%

36%

25%

21%

20%

21%

0% 20% 40% 60% 80% 100%

Aluminum steel recycled 

Paper being recycled 

Plastic being recycled 

New buildings 

New housing developments 

Forestry companies 

Family owned forests 

Wood producers

Paper producers 

Garbage into landfills 

Unnecessary packaging 

Household garbage produced 

Newspaper publishers 

Magazine publishers 

Catalogs 

Marketing flyers 

Improving a lot Improving a little Deteriorating a bit Deteriorating a lot
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Environmentalism in the Future

Is each one an area where you feel you should make a greater effort in the future than you have to date, or if 
this is an area where you don’t feel a need to make more of an effort in the future.   % Saying “Greater Effort”

49%

47%

46%

46%

45%

42%

38%

35%

34%

31%

59%

52%

49%

53%

50%

46%

0% 20% 40% 60% 80% 100%

Improve the energy efficiency of your home
Reduce the amount electricity you use

Reduce the garbage you produce
Purchase fuel efficient vehicle

Reduce buying products with chemicals
Buy paper from sustainable foresty
Buy wood from sustainable forestry

Reduce the amount of water you use
Use more eco-friendly transportation

Recycle the paper you use
Recycle the plastic you use

Reduce the amount you drive

Buy more organically produced foods
Limit your air conditioning use

Reduce your house heating
Reduce your use of pesticides

U.S.
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42%

38%

44%

48%

38%

45%

52%

0% 20% 40% 60% 80% 100
%

More for a vehicle that is more
energy efficient

More for books made certified
sustainable sources

More for lumber and wood made
from certified sustainable

sources
More for electricity from greener

sources

More for home heating from
greener sources

More for newspapers made from
certified sustainable sources

More for magazines made from
certified sustainable sources

U.S.

Willingness to Pay to Go Green

36%

34%

38%

33%

35%

34%

52%

0% 20% 40% 60% 80% 100
%

% Saying  “Happy To/Willing To”

31%

30%

33%

36%

34%

37%

42%

0% 20% 40% 60% 80% 100
%

10% 15% 20%
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Principles of Responsible Forest Products

31% 22%

18%

18%

17%

22%

20%

21%
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9%

3%

3%

10%

4%

6%

7%

9%

7%

9%

13%

12%

18%

36%

40%

23%

38%

45%

23%

21%

20%

28%

23%

0% 20% 40% 60% 80% 100%

Prompt regeneration of the trees
harvested

Support waste reduction, paper
recovery and recycling

Reduce greenhouse gases and
combat climate change

Legal logging or harvesting

Welcome independent scrutiny

Welcome certification of their
forest practices

Absolute must Very important Important Less Important Not important at all DK/NR
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Confidence in Companies Meeting Principles

Please tell me if you feel very confident, confident, not very confident, or not confident at all that they make or 
use paper or wood products that meet these five principles.
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1%

14%
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4%

18%

22%

14%

19%

19%

20%

16%

17%

14%

21%

6%

9%

7%

7%

11%

24%

19%

27%

42%

23%

6%

5%

5%

3%

1%

23%

22%

19%

19%

7%

5%

6%

0% 20% 40% 60% 80% 100%

America's family owned forest operations

American forest products companies

Scandinavian forest products companies

Canadian forest products companies

BC forest products companies

Brazilian forest products companies

Chilean forest products companies

Indonesian forest products companies

Chinese forest products companies

Russian forest products companies

Very confident Confident Not very confident Not confident at all



Conclusions
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• Contemporary environmentalism is more global, less local, more 
optimistic, less pessimistic. Because people feel guilty about it, they 
need to feel hopeful about it.  It’s more personal, less about 
corporations and governments.  

• The climate is a key trigger, but more symptom than cause. The issue 
is pressure on the planet, and how to lessen it. People want to see 
markets reshaped, by policy if necessary, many are willing to change, 
pay more, accept inconvenience. Many feel uncomfortable with their 
footprint.

• Forest products can be seen as part of the problem or part of the 
solution, the issue depends increasingly not just on forest 
management but end use, garbage reduction, recovery and recycling.

American Environmental Values
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Paper or Wood Statements Appeal

27%

9%

7%

39%
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8%
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12%

15%

18%

21%

22%
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4%

8%

10%

12%

10%

11%

10%

12%

11%

18%

29%

31%

30%

33%

47%

42%

20%

45%

41%

6%

32%

34%

37%

33%

29%

32%

31%

30%

0% 20% 40% 60% 80% 100%

Manufactured in the US

Home grown in the US

Well-managed forests are renewable

Trees are a renewable resource

American wood fiber

Well-managed forests store carbon

Home grown in Canada

Manufactured in Canada

Canadian wood fiber

Very appealing Somewhat appealing Not very appealing Not at all appealing DK/NR
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Confidence in Companies Meeting Principles
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24%
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21%
18%

17%
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0% 20% 40% 60% 80% 100%

The Home Depot
Apple

Kellogg's
Lowe's

Proctor and Gamble
Staples

Kimberly-Clark
Office Depot

Time Magazine
Sears Lands End
Oprah Magazine

Wal-Mart
Book publishing companies

Citibank
Victoria's Secret

Fortune Magazine
Magazine publishing companies

People Magazine
Catalog companies

Very confident Confident Not very confident Not confident at all
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