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What Sustainability 
Means to Consumers:
Tech
A brand’s guide to consumer attitudes, behaviors 
and expectations
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As innovators, tech companies 
shoulder huge responsibility for 
moving forward not only their own 
sustainability efforts, but other 
industries’ as well

Since 2020, every major tech company has put forth ambitious sustainability goals 
that range from carbon neutrality by target dates to electrification of delivery fleets 
to better water management for data centers. The goals that tech companies have 
set for themselves largely line up with consumer expectations: When consumers 
think of sustainability in tech, they think of better product manufacturing processes, 
more recycling, better waste management and emissions reductions. 

Tech companies are also under a lot of pressure to deliver on their promises. Right 
now, consumers say that major tech companies have a more positive than negative 
impact on the environment and hold tech companies responsible for broadly 
driving forward innovation in sustainability. It’s an opportunity for tech companies 
but also a risk if they don’t deliver. Not only do they need to push sustainability 
forward for themselves, but they need to give other companies the tools to 
succeed as well. 

To do so, tech companies need to make good on the commitments they’ve made 
and speak to those commitments in a way that unites people behind their goals. 
Carbon reduction goals in tech are not always communicated in a way that’s 
accessible to consumers. Progress towards these goals have also come under 
recent criticism, such as cloud services reportedly underreporting their greenhouse 
gas emissions or using their services to facilitate oil and gas exploration. 

The results of this report show that tech companies are starting from a generally 
advantageous position when it comes to environmental sustainability 
expectations, but they have a huge responsibility to move their sector and other 
industries forward.
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Additional Reading

Sustainability in the Media & 
Entertainment Industry
Media & entertainment companies need to minimize 
the environmental impact of content production to 
appeal to the next generation of consumers. 

Download the report

Sustainability in the Retail & 
E-Commerce Industry
While consumerism is inherently not sustainable, 
retailers can mitigate impact by supporting the resale 
market, moving toward more recyclable packaging 
and more.

Download the report

Sustainability in the Travel & 
Hospitality Industry
Brands must go beyond marketing to help climate-
concerned travelers overcome the gap between 
sustainable expectations and action.

Download the report

https://go.morningconsult.com/2022-pg8600a1-sustainability-report-download.html
https://go.morningconsult.com/2022-pg8600a1-sustainability-report-download.html
https://go.morningconsult.com/2022-pg8600a1-sustainability-report-download.html
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Tech as the solution

When it comes to sustainability, tech companies 
are seen more as part of the solution than the 
problem. There is a significant amount of 
responsibility placed on tech companies to drive 
innovation in sustainability. But sustainability 
means different things to consumers when it 
comes to tech brands. 

Many are already extending 
the life of their electronics

Roughly half of consumers have extended 
the life of an electronic device in some way, 
whether it’s by recycling, reselling, or just 
paying more for a device to keep it longer. 
Getting more people to recycle their devices 
is a matter of applying a little social pressure 
— something companies can leverage as part 
of messaging or campaign strategies to 
encourage recycling of e-waste.

Labels won’t work, but 
laying out specific sustainable 
plans might

That “carbon neutral” label isn’t doing anything. 
Messaging is crucial to driving the importance 
of environmental sustainability goals, even for 
issues not on consumers’ radar. A good 
example is water reduction — the public might 
not list it as a top priority, but messaging testing 
around water reduction does well with 
consumers. 

Key Takeaways

C O N S U M E R  A T T I T U D E S C O N S U M E R  B E H A V I O R S B R A N D  A C T I O N S
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S ECTION 1

Consumer Attitudes
Tech companies are more likely to be seen as part of the solution than 
part of the problem when it comes to environmental sustainability, 
which for consumers means more sustainable products and devices
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C O N S U M E R  A T T I T U D E S

Tech is seen as more of a solution than a problem industry when it comes to 
environmental sustainability, and it helps that tech companies announced big 
sustainability goals before there was widespread pressure for the industry to 
do better. 

In September 2019, Amazon co-founded “The Climate Pledge,” a commitment to 
reach net-zero emissions by 2040. A few months later in January 2020, 
Microsoft announced it would be carbon negative by 2030. Six months after 
that, Apple committed to going 100% carbon neutral by the same year, then 
Google announced it would run on carbon-free energy. These commitments are 
still relatively new, and the progress tech companies have made on them has 
been under scrutiny recently.

Consumers are more skeptical about specific entities within the broader tech 
umbrella. They see manufacturing waste and byproducts as a particular 
sustainability issue, so consumers are more reluctant to say that device and chip 
manufacturers (semiconductors) specifically have a positive impact than they 
would for major tech companies more broadly.

Social media is an interesting instance here: Most likely, there is a spillover 
effect from the largely negative view consumers have of social media 
companies. If consumers don’t trust an industry already, they’re less likely to 
give them credit for much of anything.

Consumers say major tech companies have a slight net positive impact on the environment

Share of U.S. adults who say the following have a positive or negative impact 
on the environment. Responses are sorted by net impact*:

8%

21%

27%

34%

26%

25%

28%

38%

43%

28%

32%

34%

26%

25%

21%

25%

Small businesses

Telecommunications companies

Major technology companies

Energy companies

Device manufacturers

Computer chip manufacturers

Social media companies

The federal government

Mostly negative impact Mostly positive impact

Source: Morning Consult Research Intelligence
*Net impact is the share who said the entities have a mostly positive impact minus the share who said they have a mostly negative impact

https://sustainability.aboutamazon.com/environment/the-climate-pledge
https://blogs.microsoft.com/blog/2020/01/16/microsoft-will-be-carbon-negative-by-2030/
https://www.apple.com/newsroom/2020/07/apple-commits-to-be-100-percent-carbon-neutral-for-its-supply-chain-and-products-by-2030/
https://www.gstatic.com/gumdrop/sustainability/247-carbon-free-energy.pdf
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C O N S U M E R  A T T I T U D E S

80% of U.S. adults say major technology companies 
bear at least some of the responsibility to drive 
innovation in environmental sustainability practices, 
nearly as much as the shares who placed responsibility 
with energy companies and the federal government. 

Major tech companies are looking at a significant 
opportunity in this space, but it also comes with some 
risk. They are considered to have a net positive impact 
on the environment and are also expected to 
contribute to innovation in sustainability more than 
others. They have an advantage already in having set 
ambitious goals for themselves and pacing toward 
those goals. Now, the expectation will be for them to 
deliver on their promises for themselves and to 
provide the tools for other companies to become more 
sustainable as well.

Respondents were asked how much responsibility each of the following has when it comes to 
driving innovation in environmental sustainability practices:

Expectations of major tech companies are high when it comes to driving innovation in sustainability

Device manufacturers, chip manufacturers, telecom 
companies and social media companies are also 
expected to drive innovation, but to a lesser extent. 

Source: Morning Consult Research Intelligence

59%

56%

47%

41%

39%

37%

25%

32%

25%

25%

33%

38%

36%

38%

48%

37%

7%

6%

6%

8%

9%

13%

16%

12%

12%

14%

15%

17%

16%

14%

16%

Energy companies

The federal government

Major technology companies

Device manufacturers

Computer chip manufacturers

Telecommunications companies

Small businesses

Social media companies

A lot of responsibility Some responsibility No responsibility Don't know/No opinion
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C O N S U M E R  A T T I T U D E S

Consumers were asked to list up to five tech companies they perceived 
as doing the best job in environmental sustainability. While most 
respondents were not sure, or said none, the individual brand that was 
most cited was Apple, at just over 3% of all mentions; just under 3% also 
mentioned Google or Microsoft and 2% Amazon. 

These results tell us a couple of things:

• First, no one company has a firm hold on defining the sustainability 
space within technology, as 74% cannot name a brand that does the 
best job in this area. This is an opportunity for companies to build 
further awareness around the environmental sustainability issues and 
programs that exist within the industry.

• Second, of those who can name a brand that is doing the best in 
sustainability, 10 companies dominate. These are companies that have 
made big commitments and are each vying to be industry 
sustainability leaders. They are also among the most well-known 
brands in the industry generally, and as such are the most visible and 
thus arguably have the biggest responsibility to push sustainability 
forward within tech.

Nearly 3 in 4 consumers unable to name which tech company is doing the best job in environmental 
sustainability

Top mentions for tech companies doing the best job in environmental sustainability

None or 
don't know

74%

Other 
brands 

10%

Apple 3.5%

Google 2.8%

Microsoft 2.7%

Amazon 2.2%

Samsung 1.2%
Facebook 0.9%
Tesla 0.9%
Dell 0.7%
IBM 0.6%
HP 0.5%

Top 10 brands 
16%

Source: Morning Consult Research Intelligence
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C O N S U M E R  A T T I T U D E S

79%

72%

72%

57%

51%

50%

47%

43%

40%

Salary or hourly pay

Benefits

Work-life balance

Competence of the 
company's leadership

Company's reputation

Company culture

Company's mission

Company's environmental 
impact

Remote work policy

Tech workers

Tech workers more likely than the average U.S. adult to value their employer’s environmental impact

Shares who said the following were “very important” when considering a new job: When looking at the impact of environmental sustainability 
initiatives on a company’s brand, the employer angle is 
important to consider, especially in the context of a hyper-
competitive demand for high-skilled talent among major 
technology companies. 

43% of tech workers — defined here as developers, software 
engineers, database administrators and project managers — say 
a company’s environmental impact is very important to them 
when considering a new job, significantly more than it is for the 
average American, and just as important as the company’s 
remote work policy. 

While a company’s impact on the environment ranks low relative 
to other factors such as pay, benefits and work-life balance 
(exceptionally important to tech talent), it is crucial to consider 
given every advantage in this space counts. 

Source: Morning Consult Research Intelligence

The importance of a company’s 
environmental impact among tech 
workers has the second largest 
gap with general population 
responses, after work-life balance

All U.S. adults
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C O N S U M E R  A T T I T U D E S

Consumers were asked to describe, in their own words, what 
environmental sustainability means in the context of technology 
companies. 

What consumers see as environmental sustainability in tech reflects 
how the everyday person interacts with these companies — through 
their products and devices. Of 1,101 responses, the most common 
theme related to product or packaging (16% of all mentions), typically 
in combination with themes of recycling (14% of mentions) or use of 
sustainable materials (8%). Manufacturing processes and reduction or 
disposal of waste was also a common theme (13% of mentions).

Largely unseen to consumers are the resources required within the 
tech industry to power everyday operations and most importantly the 
massive data centers that form the backbone of the internet and 
cloud services. These server farms use tremendous amounts of 
water and electricity, but despite this only 1% of respondents 
mentioned water in any context, while just 8% mentioned energy use, 
though scarcely in the context of data centers.

To consumers, sustainability in tech is synonymous with products

Showing top 6 themes mentioned in open-ended responses, 
and overlap between themes

Product & 
Packaging

= 5 answers

No other theme
Air Pollution, Emissions & Carbon Footprint
Water
Energy
Recycling

Manufacturing Process, 
Byproducts & Waste 
Disposal

Use of Sustainable 
Materials 
& Conserving 
Resources

About half of responses 
that mentioned product 
& packaging also 
mentioned recycling

Source: Morning Consult Research Intelligence
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S ECTION 2

Consumer Behaviors
More than half of consumers have extended the life of an electronic device 
in some way, whether by recycling, reselling or buying to keep it longer. 
Increasing electronic recycling rates means applying a little social pressure
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C O N S U M E R  B E H A V I O R S

In 2019, 6.9 kilotons of electronic waste was generated in the United 
States. Old phones, computers, televisions and other electronic devices 
at the end of their lifespan are commonly discarded without being 
properly recycled. When asked what sustainability means for tech 
companies, the most common answers people give have to do with 
sustainability in product manufacturing or recycling. At the individual 
level, many consumers are taking action to extend the lifespan of their 
own devices.

In the past year, just over half of consumers (52%) have bought a device 
with the intent of keeping it longer, recycled a device or bought or sold 
one on a secondary market. They are also taking action online. A third of 
U.S. adults have created or shared social media content that 
encourages sustainability or looked for resources online on how to 
reduce their footprint.

The demand for recycling is clear: 4 in 5 consumers agree that recycling 
old tech is important. Device manufacturers have an opportunity to 
make recycling easier by making it more accessible and by providing 
people with the resources and knowledge to do so effectively.

Share of consumers who said they did the following in the past 12 months:

Roughly half of consumers have bought, sold or disposed of a device in an environmentally sustainable 
way in the past year
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Source: Morning Consult Research Intelligence

52% of people 
have done at 
least one of 
these in the 
past 12 months

35% of people 
have done at 
least one of 
these

52% 

34% Paid more for a higher-quality 
electronic device with the intent of 
keeping it longer

30% Had an electronic device recycled

19% Bought an electronic device on a 
secondary market (e.g., Facebook 
Marketplace, Craigslist, eBay, etc.)

15% Sold an electronic device on a 
secondary market (e.g., Facebook 
Marketplace, Craigslist, eBay, etc.)

35% 

24% Shared content on social media that 
encourages environmental 
sustainability

24% Looked for resources online on how to 
reduce my carbon footprint

16% Created content for social media that 
encourages environmental 
sustainability

https://ewastemonitor.info/wp-content/uploads/2020/11/GEM_2020_def_july1_low.pdf
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C O N S U M E R  B E H A V I O R S

55%
45%

12%
35%

23%
30%

56%
27%

16%

50%
32%

18%

Men
Women

Gen Z adults
Millennials
Gen Xers

Baby boomers

<College
College grad

Graduate+

Income: Less than $50k
Income: $50k-$99.9k

Income: $100k or more

Electronic recyclers
Compared to the general population, people who say they have 
recycled an electronic product in the past 12 months tend to skew 
male, younger, more educated and more affluent.

There are a couple factors that help explain these differences. First, 
respondents’ concern over their personal impact on the environment: 
39% percent of electronic recyclers say they are very concerned about 
their impact on the environment, compared with 30% of all adults. 
More millennials especially tend to be concerned about their personal 
impact relative to older adults. We see similar trends among those with 
a college education, and among those who earn at least $50,000 
annually.

The second factor to consider is whether consumers have electronics 
to recycle in the first place. Morning Consult’s monthly Smart Cart
tracker reveals that 18% of men say they purchase a personal 
electronic at least once a month, compared to 10% of women who say 
the same. This gender disparity in electronic recycling is likely because 
men have more items to recycle in general.

Concern over personal environmental impact and how many electronics people own are factors in 
electronic recycling

Source: Morning Consult Research Intelligence

All U.S. adults

https://morningconsult.com/smart-cart-tracker/
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S ECTION 3

Brand Actions
It’s about the messaging: Reducing plastic and manufacturing waste 
are important goals for consumers, but water management and 
energy consumption fall by the wayside if they’re not placed in the 
appropriate context
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B R A N D  A C T I O N S

Leveraging the Theory of Planned Behavior to predict sustainable actions

It’s tricky to predict consumer behavior, especially when it comes to sustainable attitudes.

That’s why we used the Theory of Planned Behavior, a psychological theory that links beliefs to behavior 
and is considered one of the most influential theories for understanding consumer behavior.

The theory explains that the more people intend to engage in a behavior, the more likely it will be that they 
actually enact the behavior. For example, the more one intends to recycle, the more likely it is that one will 
recycle. The theory explains that three factors predict these intentions:

Subjective norms refer to one’s perceived social pressure to engage in the behavior or not. The more 
social pressure they feel to engage or not engage in the behavior, the higher the subjective norms.

Perceived behavioral control refers to how easy or difficult people think it will be to engage in a 
specific behavior. The easier they think it would be to engage in the behavior, the higher their PBC.

Attitudes refer to how favorable or unfavorable one thinks the behavior will be. The more favorable 
evaluation they have of the behavior, the more positive their attitudes are toward the behavior.

Past behavior was included as an additional predictor, given that it has been shown to have a unique role 
in intentions and behavior.

According to TPB, the more favorable the attitudes toward the behavior, the stronger the subjective norms 
to perform the behavior, and the greater the PBC over the behavior, the more likely people should be to 
intend to engage in that behavior.

Intentions

Subjective norms

Perceived behavioral 
control

Attitudes

Past behavior
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B R A N D  A C T I O N S

Telling people others recycle too can encourage more recycling

Just over half of consumers (53%) expressed some agreement with the idea that they intend to recycle an old 
technology product, such as a phone or laptop, within the next six months. What would it take to encourage 
more people to intend (and plan) to recycle in the near future?

By applying the Theory of Planned Behavior to help us understand the motivations behind peoples’ intent to 
recycle electronic products, we find that that four variables — past behavior, subjective norms, attitudes, and 
the perceived behavioral control (perceptions of how easy or difficult it is to recycle) — account for a little less 
than half of the variance in people’s intent to recycle (r²=.469).

Of these four variables, aside from past behavior (having recycled in the past), the subjective norms 
associated with recycling is the area companies can best leverage to drive more people to recycle their 
electronics when they need to. 

These subjective norms include people’s beliefs that those important to them also recycle or would approve 
of their recycling. Its beta coefficient of 0.204 suggests that subjective norms are more influential on 
consumers’ intention to recycle tech products than perceived behavioral control or attitudes. This means that 
raising the subjective norms of consumers will increase their likelihood to recycle, more than similar increases 
in perceived behavioral control or attitudes toward recycling. About 2 in 5 U.S. adults expressed strong 
agreement that they felt social pressure to recycle, indicating that there is room for improvement in this area.

Similar to how social pressure is an important galvanizing tool for action in the world of politics, making 
people aware that recycling is good because their peers think it’s good is a great way to encourage more 
people to recycle their electronics. Make it socially acceptable, and people will likely do it more often.

Intentions
e.g., I intend to 
recycle old tech 
products within the 
next 6 months

Subjective norms
e.g., Most people who are 
important to me would 
approve of my recycling old 
tech products

Perceived behavioral 
control
e.g., I am confident that I 
could recycle old tech 
products

Attitudes
e.g., Recycling old tech 
products is good/bad

Past behavior
I have recycled old tech 
products within the past 6 
months

β=.103

β=.204

β=.473

β=.111

r²=.469

All beta coefficients are significant. The regression coefficients were estimated using partial least squares regression (PLS).
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B R A N D  A C T I O N S

Waste from packaging and manufacturing are consistently identified 
as priority areas for tech companies when it comes to being more 
environmentally sustainable. Most peoples’ interactions with tech 
companies are through the devices they purchase and use every 
day, such as phones, laptops, tablets and TVs. The physical footprint, 
regular obsolescence and buying experience that come with these 
devices make their impact more evident to people than, say, the 
energy and water use from operating massive server farms that 
power the cloud. 

Reducing water consumption is not listed in the top three priorities, 
and neither are reducing energy consumption of data centers or 
office spaces. This speaks to how consumers often lack context for 
the unseen environmental impact of companies, whether they occur 
through normal operations or as part of providing enterprise-level 
services.

When these reduction efforts are presented in greater context, or 
speak to how they impact consumers, they become much more 
important to people.

Respondents were asked which of the following actions are top priorities when it comes 
to the focus of technology companies’ sustainability efforts, selecting up to three options:

Reducing waste from packaging is the top sustainability priority consumers identify for tech companies

61%

41%

34%

22%

22%

19%

17%

16%

15%

1%

6%

Reducing waste generated from packaging

Reducing waste generated by product
manufacturing, such as chemical byproducts

Reducing electronic waste

Reducing water consumption

Reducing energy consumption
of transportation (e.g., delivery vehicles)

Fighting misinformation about
climate issues on platforms

Providing resources to consumers on what actions 
they can take to reduce their carbon footprint

Reducing energy consumption of data centers

Reducing energy consumption of office spaces

Other

None of these

Both Democrats and 
Republicans agree 
reducing waste should 
be a top priority, 
though Republicans 
are less likely than 
Democrats to agree 
that fighting 
misinformation should 
be a priority

Source: Morning Consult Research Intelligence
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B R A N D  A C T I O N S

We asked people about real goals that major 
technology companies set for themselves as part of 
their environmental sustainability commitments over 
the past two years. What we found is that messaging in 
this case is extremely important. 

Water replenishment tops the list as the most important 
goal a tech company can set, even though few 
mentioned water consumption when people were 
asked to define sustainability in tech in their own 
words. This is because it is put into the context of 
communities and why reducing water consumption is 
important (use in manufacturing). 

Similarly, renewable energy ranks high, while goals 
that mention carbon (neutral, negative, etc.) do not, 
despite being related concepts. The idea of things 
being renewable is much easier to access than what 
carbon emissions might mean. Framing carbon-neutral 
initiatives in the context of renewables adds 
importance to those goals.

Placing people at the center of major tech company sustainability goals elevates importance to consumers

A utility score of 100 indicates that a given action has an average likelihood of being considered the most important to an individual respondent. A score of 
200 indicates the action is twice as likely as average to be considered the most important, while a score of 50 indicates it is half as likely.

Respondents were asked how important each of the following factors is for tech companies. 
Charted below are the average utility scores, which indicate the relative importance of each attribute 
across respondents. Showing top 10 goals:

184

163

159

152

142

110

107

100

94

94

Replenish more water than we consume by 2030 and
support water security in communities where we operate

Power our operations with 100% renewable energy by 2025

Eliminate waste sent to landfills from
our corporate facilities and our suppliers

Use only recycled and renewable materials in our
products and packaging, and enhance material recovery

Eliminate plastics in our packaging by 2025

Reduce water impacts in the manufacturing of our
products, use of our services and operation of our facilities

Invest $100 million in reforestation
projects and climate mitigation solutions

By 2050, remove from the environment all the carbon the
company has emitted since it was founded in 1975

Help 1 billion people make more sustainable
choices by the end of 2022 through our core products

Achieve net-zero emissions across all of our operations and value 
chain, including our consumer hardware products by 2030

Average utility score: 100
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B R A N D  A C T I O N S

Power our operations with 100% 
renewable energy by 2025

Achieve net-zero emissions across whole  
operations and value chain by 2030

By 2050, remove from the environment all the carbon 
the company has emitted since it was founded in 1975

Be carbon negative by 2030

Create products with net-zero 
carbon impact by 2030

Invest $2 billion to support the development 
of decarbonizing technologies and services

Make 50% of all shipments 
net-zero carbon by 2030

Help 500+ local governments reduce carbon 
emissions by a sum of 1 gigaton annually by 2030

Average utility score: 100

When it comes to energy goals, speaking more about renewables than carbon reduces political division

The issues of environmental sustainability and climate 
change and the role companies play in these areas are 
highly polarized. Within the specific actions tech 
companies can take, we see further division along 
party lines regarding where tech should put its focus 
and how goals are communicated. 

Energy goals, such as reducing carbon output and 
using renewables, can be particularly divisive between 
Democrats and Republicans depending on how they 
are communicated. “Carbon” labels are not helpful, and 
goals using this terminology do not rank high in 
importance relative to other goals. 

On the other hand, speaking more to the use of 
renewable energy over carbon effects is a good way to 
galvanize bipartisan support for environmental 
sustainability goals, particularly as they relate to energy 
consumption.

A score of 100 indicates that factor has an average likelihood of being considered the most important to a given respondent. A score of 200 indicates the factor is 
twice as likely as average, while a score of 50 indicates it is half as likely to be considered the most important.

185

104

98

116

99

73

82

48

132

76

76

75

70

64

59

47

Democrats Republicans
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Every year, major tech companies publish sustainability 
progress reports where they tout progress toward ambitious 
environmental sustainability goals that most set for themselves 
circa 2020. These range from going carbon neutral or 
negative by a certain date to reducing the impact of 
packaging, and from water usage to funding programs in local 
communities. 

Out of 32 real-world actions these companies have taken 
since 2020, the ones most likely to spur consumers toward 
purchase intent relate to water consumption, reducing plastics 
in product packaging and renewable energy.

This is consistent with the environmental sustainability goals 
people say technology companies should focus on, and again 
speaks to the importance of messaging these initiatives 
appropriately. Of note, every major tech company has a 
carbon neutrality goal, but the word “carbon” does not show 
up once in the top five actions we tested. Speaking to these 
initiatives in ways consumers can relate to makes them more 
significant and powerful.

Top five sustainability actions that make consumers more 
interested in buying from a company that did this

Top-rated sustainability actions by tech companies address water consumption, reducing plastics in 
packaging and renewable energy — notably, these actions don’t mention carbon

39%

33%

33%

38%

30%

32%

37%

37%

32%

38%

12%

12%

13%

12%

11%

11%

11%

9%

11%

13%

6%

7%

7%

7%

8%

Programs with Water.org accounting for over 670 million
liters of water benefit per year, and providing more than

95,000 people with access to safe water or sanitation

Plastics accounted for only 4% of their packaging in 2021 
— which marks significant progress toward their goal to 
eliminate plastics from their packaging entirely by 2025

Adding seven new water restoration projects in Arizona,
New Mexico, and Texas, totaling approximately 377

million gallons of water per year

Their global operations have reached net zero emissions
and are supported by 100% renewable energy

Reducing single-use plastics in
our product packaging by 18%

Very
interested

Somewhat
interested

Don't know
/No opinion

Not too
interested

Not at all
interested

Source: Morning Consult Research Intelligence
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W H A T ’ S  N E X T

Sustainability in tech means different things for different people. For most, it’s 
about the products and devices they use every day. People have big 
expectations for tech companies. They want them to use more sustainable 
materials, use less plastic in packaging, make recycling easier and reduce 
waste from manufacturing. The tech industry won’t achieve these goals 
alone. It will require effort across many industries and governments, and from 
consumers as well. Many consumers are contributing to sustainability in tech. 
In the past year, over half of U.S. adults have extended the lives of their 
devices through recycling, reselling or paying more for a device that lasts 
longer. They also like that tech companies set goals to address these areas 
and consider those goals important.

Sustainability means better managing the tremendous amounts of water and 
energy data centers consume, but these impacts are relatively hidden from 
everyday people, and so get mentioned less. It is very important to people 
that tech companies set goals for themselves in these areas, but just as 
important is how tech companies talk about these goals. Water consumption 
needs to be put into the context of helping communities, and energy 

consumption needs to be put in the context of renewables. It helps 
consumers understand what specific actions tech companies are taking and 
why, but beyond that, there’s a political angle: Mentioning carbon is hugely 
divisive, while putting energy goals in the context of renewable energy to 
reduce emissions bridges the partisan divide.

Tech companies are in a position to lead the private sector on sustainability, 
but to do so they need to lead by example. They can do that by speaking to 
their goals in ways that unite people behind them, such as talking about 
energy consumption through the lens of renewable energy, by stressing the 
importance of being good stewards of water resources and by making 
recycling more accessible for consumers. 

Most importantly, they can lead by making good on their commitments, 
transparently reporting on their progress and making innovations in the 
space scalable so that other industries can benefit from new sustainability 
technologies as well.

Tech companies have an opportunity to lead 
on sustainability through example
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About the Report 
& Methodology
The “What Sustainability Means to Consumers” project unpacks consumer attitudes and 
behaviors connected to sustainability, in addition to identifying what sustainable actions 
consumers expect from the brands they purchase from. Visit our sustainability portal to explore 
and download all the research in this project.

Methodology

The Research Intelligence data set was fielded July 22-23, 2022, among a representative 
sample of 2,210 U.S. adults in the U.S. The analysis behind this report is drawn from two 
surveys fielded July 5-7, 2022, and July 22-23, 2022, among a representative sample of 2,210 
U.S. adults each, with unweighted margins of error of plus or minus 2 percentage points.

Research Intelligence

Morning Consult helps you understand your brand, competitors and market in a way traditional 
research companies can’t. We survey tens of thousands of people across the globe on over 
4,000 brands and products every day. Get actionable insights into what consumers think, see 
and say about your brand and products.

L E A R N  M O R E  A B O U T  R E S E A R C H  I N T E L L I G E N C E

http://morningconsult.com/2022-sustainability-report-series
https://morningconsult.com/product/research-intelligence/
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Consult and more recently as the president and co-founder’s chief of staff. In these roles, he 
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their insights, marketing and communications strategies.

Before Morning Consult, Jordan worked at PSB Insights in Washington, DC.
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