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CONSUMERS ARE READY 
FOR SUSTAINABLE 
FINANCIAL PRODUCTS 
AND SERVICES 

With talk around sustainability reaching global fever pitch, 
climate change and its social impact has never been so 
mainstream. As political will builds, so does consumer demand 
– with people ever more aware of the wider impact of their 
product and services choices. In turn, it’s increasingly evident 
that sustainability is a key route for organisations to engage 
meaningfully with their workforces, provide greater value for 
customers and create a positive human future.
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But this groundswell of conscious consumers 
is underserved, in both the options available to 
them and in the information provided to make 
informed, empowered decisions. Studies have 
shown that changing where your pension is 
invested is the most effective way to reduce 
your carbon footprint – over 20 times more 
effective than stopping flying, becoming a 
vegetarian and moving to a renewable energy 
provider combined1 – and yet just 12 per cent of 
consumers believe it’s the most effective option 
open to them.

We wanted to find out what consumers want 
when it comes to sustainable finance: what 
issues really inspire them? What barriers are 
stopping them from making more sustainable 
finance choices? And where do financial services 
firms need to focus to meet their needs?

We interviewed 3,500 consumers in the UK, 
Denmark, the Netherlands, Norway and 
Sweden. Our results show there is significant 
pent-up demand for sustainable financial 
services products. 

An overwhelming majority of people expect 
sustainable financial services to become the 
norm or already think it is (93 per cent) – and 
almost half expect this to be the case by 2025. 
So, to meet expectations and cater for those 
who want to make their money matter, the 
financial services industry needs to act now.

CONSUMERS ARE READY FOR SUSTAINABLE FINANCIAL PRODUCTS AND SERVICES

48% 

2025
48%

 Changing where your pension  
is invested is the most effective 
way to become sustainable 
– over 20 times more effective 
for reducing your carbon 
footprint than stopping flying, 
becoming a vegetarian and 
moving to a renewable energy 
provider combined.



 Consumers are yet to fully realise 
how big an impact their financial 
choice can have on sustainability. 
Even then, they lack confidence in 
the legitimacy of existing products 
and services.
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A huge opportunity

What came across loud and clear is that consumers perceive 
there to be limited options to save or borrow in a sustainable 
way. They’re yet to fully realise how big an impact their 
financial choices can have on sustainability. Even then, they 
lack confidence in the legitimacy of the industry’s existing 
sustainable products and services. This presents a huge 
opportunity for the financial services sector – both in terms 
of growth and creating a more sustainable future – to better 
educate consumers, to provide more choices, and make it 
easier for consumers to choose sustainable finance offerings.

In our view, the move to respond to climate change and 
make sustainability a priority for all businesses can’t come 
soon enough. It’s been important for us and our clients 
for years. We’re a specialist technical advisor to the UN 
Global Compact and have been involved with the Ellen 
MacArthur Foundation to promote circular economy 
opportunities.2 We’ve helped hundreds of clients explore and 
unlock value from sustainability, from packaging through to 
innovative new business models. And we’ve been working 
alongside financial services firms for over 70 years, through 
incredible transformations driven by regulation and new 
technology. But this shift towards positive social action is by 
far the most important for society as a whole.

FINANCIAL SERVICES CAN CHANGE THE WORLD
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A serious responsibility

We believe the financial services sector has a pivotal role to 
play in driving the world in a more sustainable direction. We 
understand the challenges and that, for many firms, their 
thinking on sustainability is still evolving. Regulations around 
risk might put limits on what can be done now, but as the 
world moves towards sustainability as the norm, firms will 
need to be ready.

Even those who have made good progress to this point will 
need to do more to engage with the issues and listen to 
their customers. Empowering conscious consumers directly 
to make more sustainable financial choices is a serious 
responsibility. Financial services businesses can also serve 
consumers indirectly by supporting business customers 
to operate more sustainably and offer more sustainable 
products and services. Doing both will tap into a growing 
demand for sustainability.

We believe there are three commitments that can have  
the greatest impact. It will take investment and ingenuity,  
but a successful future depends on it. 

Financial services businesses must:

BUILD CREDIBILITY: 
sustainability needs to become ‘business as usual’ 
for financial services firms

EDUCATE: 
people want to make confident, informed financial 
choices that support sustainability

INNOVATE:
consumers are looking for opportunities to save, 
invest and borrow with sustainability as a priority.

3,500
RESPONDENTS

Sweden

UK

Lore

Netherlands 

Denmark 

Norway 
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WHAT CONSUMERS 
WANT AND CARE 
ABOUT 

Our survey confirmed that sustainability is a priority for 
consumers. Eighty-six per cent of respondents said they care 
about sustainability and 46% try to live sustainably in either 
all of or in the majority of their life. Of the remainder, 17% live 
sustainably if it’s convenient to do so, 21% want to live more 
sustainability but don’t know how, 9% try to live sustainably 
but are yet to reach a tipping point, and just 8% say it’s not 
yet important.

An overwhelming majority of people expect sustainable financial services 
to become the norm (93%) – and almost half expect it to be within a few 
years. But right now, many think there’s not much choice or are unaware of 
what’s available and the difference they can make, and many are sceptical 
about the sector’s credibility.

FINANCIAL SERVICES CAN CHANGE THE WORLD
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Consumers care about authenticity

Our results clearly demonstrate the opportunity for 
the sector to do more around sustainability. Just 17% 
of respondents think financial institutions do well at 
contributing positively to the environment, social causes 
and conducting themselves responsibly. Sixty-three per 
cent think financial institutions could build more loyalty by 
offering more sustainable options, and 60% think financial 
institutions could increase brand value by offering more 
sustainable options.

Fifty-one per cent think a significant challenge to 
overcome for sustainable finance to become mainstream 
is establishing clear brand values that link to sustainability, 
and 57% think building public trust is the main barrier to 
mainstream adoption. People are also concerned about the 
knowledge staff have about sustainable offers or products, 
with both employee education on the impact of sustainable 
finance as well as available options for customers being 
significant challenges.

Over half of consumers (53%) think that financial institutions 
are absent from debates around sustainable living and 
conscious consumerism. Forty-three per cent aren’t 
convinced sustainable financial products do anything 
meaningful. Our oldest age group (60+) respondents 
seem particularly sceptical: 45% don’t think that financial 
institutions do well at contributing positively to the 
environment, social causes or in conducting themselves 
responsibly (compared with 26% overall); and 49% of this 
group don’t think financial institutions are making a positive 
impact on sustainability (compared with 31% overall).

WHAT CONSUMERS WANT AND CARE ABOUT

86%

Total UK Netherlands Sweden Norway Denmark

87% 82% 86% 88% 82%

It is already 
the norm

Yes – within the 
next 5 years

Yes – within the 
next 10 years

Yes – within the 
next 20 years

Yes – within the 
next 50 years

No

16%

32% 30%

12%
3% 7%

Average 
shown

Do you care about sustainability? 

Do you think sustainable finance  
will become the norm in the future?

Credit: PA Consulting



 Only 12% think using sustainable 
finance products is the best way to 
positively impact sustainability.
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Consumers want  
to understand

The second clear message was the size of the knowledge and 
understanding gap. People don’t have the information and 
guidance they need to apply sustainable principles to their 
finances, and this has led to a number of misconceptions. 
When asked about ways to positively impact sustainability 
and lower their carbon footprint, people put sustainable 
finance low on the list – below recycling, reducing water 
and energy consumption, reducing travel, and shopping 
locally. Only 12% think using sustainable finance products 
is the best way to positively impact sustainability. And one 
third (33%) think their personal finances can have an impact 
on sustainability.

This is in stark contrast to reality. The Make My Money matter 
campaign has shown that changing where your pension is 
invested is 21 times more effective for reducing your carbon 
footprint than going vegan, flying less or reducing your water 
consumption.3 According to research by Nordea, it could 
be as high as 27 times more effective than other common 
lifestyle changes.4

Forty-one per cent are under the impression that sustainable 
finance products are less effective than non-sustainable 
products. But environmental, social and governance (ESG) 
funds have the potential to outperform traditional funds. 
In the 12 months to March 2021, 19 out of 26 ESG funds 
analysed by S&P outperformed the S&P 500.5

Such misconceptions might explain why only 42% have 
considered investing as a way to positively impact the 
environment. Almost half (48%) don’t know how financial 
products can help them live more sustainably.

Fifty-eight per cent don’t think financial institutions do 
enough to educate existing customers on sustainable finance 
products. And a similar number see that as a barrier to them 
becoming the norm: fifty-seven per cent think educating 
the market on the role and impact of sustainable finance 
is a significant challenge that financial institutions need to 
overcome for sustainable finance to become mainstream. 
And a significant proportion of respondents feel lack of 
advice and support is hindering understanding and take-up 
of various types of sustainable financial products (though this 
is lower for Swedish respondents, suggesting firms in Sweden 
are making better progress in this area). Fifty-four per cent 
are open to new ways of funding their goals using sustainable 
finance but say they need more education.

Most consumers don’t know how to actively manage their 
money to support more ethical or sustainable practices. Only 
32% feel knowledgeable about managing their pension(s) to 
support sustainability, and only 31% feel they know enough to 
manage their investments with sustainability in mind (they’re 
more confident managing their money in general).

FINANCIAL SERVICES CAN CHANGE THE WORLD

ONLY
12%

ONLY
32%

Only 32% feel knowledgeable about managing  
their pension(s) to support sustainability.



 The 60+ age group cares more
about all areas of sustainability
than any other age group.
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Consumers want to embrace  
sustainable finance products and services

Overall, the majority of consumers (63%) want more brands 
to offer sustainable options for products and services for 
all aspects of their life. Most consumers (55%) said they’re 
more likely to buy financial products from providers 
who demonstrate sustainable values – with Norwegian 
respondents feeling particularly strong about this.

But just 26% of consumers are aware of and already using 
sustainable finance products or services. A quarter are aware 
of sustainable finance products or services and intend to use 
them at some point in the future. And 20% are unaware of 
them but would be interested in using them.

We know there isn’t a wide choice of sustainable financial 
offerings. This is borne out by our survey. More than half our 
respondents see availability and accessibility as significant 
challenges that financial institutions need to overcome for 
sustainable finance to become mainstream. Fifty-three per 
cent say they’d use sustainable financial products if they were 
more accessible. And the same number describe the need 
to introduce new sustainable finance products to the market 
as urgent.

Of the group that have used sustainable financial products 
and services, most have used savings (52%). Just 26% have 
used pensions despite the efforts of the Make My Money 
Matter campaign, which encourages people to check where 
their pensions are invested and switch into ESG funds. 
Of the group who haven’t considered using sustainable 
finance products, sustainable savings rank highest as 
something they might consider.

Sixty-two per cent think that the finance industry is missing 
a big opportunity by not targeting sustainable finance 
products at the older generation, who traditionally have 
more to invest. Our survey revealed the 60+ age group cares 
more about all areas of sustainability than any other age 
groups. For example, 81% of this demographic care about 
environmental protection, compared to 67% of the youngest 
age group.

The price of sustainable offerings is also seen as an area 
of improvement to focus on. Fifty nine per cent of our 
respondents say they’d like to shop sustainably but costs are 
a barrier. And 55% say it’s not fair to have to pay a premium 
for sustainable products or services.

55%

55% say it’s not fair to have to pay a premium  
for sustainable products or services.
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THREE COMMITMENTS 
TO MEET CONSUMER 
DEMAND 

The results of our survey send a clear message to the 
financial services sector. There are opportunities to increase 
consumers’ trust and tap into fast-growing demand for 
sustainable products and services. Of course, there are also 
regulatory challenges, but work must be done to move 
everyone in the same direction. And this needs momentum 
if financial services are going to meet consumer expectations 
for sustainable finance products and services to be the 
norm by 2025.

But they can’t do it alone. To successfully innovate, educate and build 
credibility, financial services businesses will need to form ingenious 
partnerships. Engaging with organisations focused on sustainability 
will provide resources and connections – such as university leadership 
programmes or foundations who are influencing the debate.
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Trust has long been an area of improvement for financial 
services, let alone when it comes to sustainability. According 
to Edelman’s 2021 Trust Barometer, trust in the sector had 
slowly been rebuilding from a low base in the years following 
the 2008 crash, only to suffer a steep fall over 2020.6 Our 
survey reveals consumers aren’t confident about financial 
services’ commitment to sustainability, or the authenticity 
and effectiveness of the sustainable products they offer. 
Stricter regulation is on the horizon that will go some way to 
pushing financial services businesses to achieve sustainability 
standards, see ‘The regulatory landscape’ (see page 19), but 
we think some firms need to go further, faster.

 Regulatory requirements are 
the greatest driving force behind
change happening today
Nodin Elias Midtskog Ennals,  
Sustainability Advisor, Storebrand

Financial services firms need to ensure they have a visible 
position and point of view which helps build a reputation as 
a source of expertise. Consumers told us that family, local 
community and the media are most effective at encouraging 
their opinion on sustainability. Firms can do this through 
continuing thought leadership and commentary on ESG 
and sustainability. Everyone in the organisation should be 
very clear about it, so the story comes across consistently 
every time customers interact with the firm. This calls for a 
concerted internal communication and training effort.

Make sustainability  
‘business as usual’

To be taken seriously as a sustainable finance provider, 
an organisation needs to integrate sustainability throughout 
– it’s not enough to tinker around the edges. It means 
incorporating sustainability into existing products and 
services, measuring the impact of operational activities, and 
introducing value chain stewardship, for example. The latter 
is a particularly important issue for general insurers. Being 
honest about how things are is important. No-one really 
expects a financial institution to change overnight and 
would be unlikely to believe them if they said they had. 
So, they should help customers understand it’s a transition 
– and keep them up to date with progress. There might be 
some nervousness around this, but we think people will 
value authenticity.

Being transparent about how firms are changing themselves 
from the inside-out could go a long way to providing 
customers (as well as shareholders and activists) with 
the reassurance they need. Ultimately, it’s the leadership 
teams who will drive strategic sustainability transformation 
as customers, employees and shareholders will no longer 
accept token, PR-friendly activities. They want to see CEOs 
demonstrate vision and commitment to sustainability. At 
the same time, sustainability must become a meaningful 
part of all job descriptions. While those at the top need to 
drive change, everyone in the firm should be responsible for 
delivering it to build a sustainability-focused culture.

And sustainability must be part of every aspect of your 
organisations, from the energy that lights your office to 
the equality of your workforce. Internal changes could 
mean refitting offices to make them more energy efficient, 
switching to reusable products (like coffee cups), or 
providing opportunities for employees to increase their social 
mobility through learning. We recommend applying two 
lenses to your internal operations – one which considers the 
environmental impacts (such as achieving carbon neutrality) 
and one which considers societal impacts across a broad 
range of stakeholders.

Finally, financial services leaders must consider how to 
respond to shifting expectations and make reporting on 
sustainability central to annual reporting, rather than being 
a separate measure of business performance that’s part of 
separate reports.

1BUILD  
CREDIBILITY

FINANCIAL SERVICES CAN CHANGE THE WORLD
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Get involved

Our survey suggests people believe financial services have 
a role to play in helping us all live more sustainably, so 
the sector needs to be more outspoken and more active 
in relevant initiatives. In fact, they have an opportunity to 
influence their own regulation. See ‘The regulatory landscape’  
(see page 19).

There are specific sustainability issues where finance is key – 
carbon emissions from domestic heating, for example. In the 
UK, the Future Home Standard and the ban on gas heating 
in new homes from 2025 will start to address the problem. 
But the real challenge is transforming the existing housing 
stock. We need a ‘deep retrofit’ to do this – and individual 
homeowners can’t be expected to shoulder the upfront cost. 
Installing proper insulation, solar panels, energy storage 
and heat pumps is clearly a substantial investment. People 
are keen to make those changes. Ipsos MORI, the global 
market research agency, found high support for encouraging 
households to improve the energy efficiency of their homes 
(88%) and install low carbon heating (85%) by providing 
financial help and incentives.7

In the UK, we believe the financial services sector should 
work with Government to make the switch away from gas 
heating possible, exploring new financing models. In the 
USA the government-backed Property Assessed Clean 
Energy Programs (PACE) allows a property owner to repay 
improvement costs over a 10-20-year period and the loans 
secured against the property rather than the owner.8 Also in 
the States, award-winning company Sealed pays the upfront 
costs of improving energy efficiency and customers repay the 
loan through their energy savings.9

Total UK Netherlands Sweden Norway Denmark

17%

16% 15% 15%
19% 19%

I think many financial 
institutions do well at 
contributing positively 
to the environment, social 
causes and conducting 
themselves responsibly

To what extent do you think financial institutions commit 
to a wider corporate purpose beyond optimising profit?

Credit: PA Consulting
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Our survey revealed some significant misconceptions 
around sustainable finance and a real need for clearer 
guidance and information. Fifty-nine per cent say they’d 
be open to learning about new types of finance if it was 
made relevant to them and their lifestyle, and 54% would 
be open to new ways of funding their life goals using 
sustainable finance but need more education. Among the 
countries covered, the desire to better understand and have 
access to more sustainable options was highest in Norway 
and Denmark. Across all geographies, most are seeking 
additional facts and reassurance: 54% say they need to 
be fully educated on all the detail when considering new 
financial products and services. But we also know people 
can feel overwhelmed by the amount of information around 
about sustainability, so there’ll be a balance to strike.

In March 2020 the EU Technical Expert Group on 
Sustainable Finance published its EU Taxonomy. This 
creates a regulatory framework against which financial 
services institutions can clearly define whether an initiative 
is truly ‘sustainable’. Creating a similarly centralised and 
consistent international standard for how to communicate 
sustainable finance options to customers – one that 
minimises jargon and avoids the perceived green-washing 
of financial products – could go a long way to helping 
genuinely educate customers on their options.

Invest in knowledge

Financial services firms have a lot to learn if they’re going 
to be able to provide the education consumers are craving. 
More and more organisations are recruiting sustainability 
specialists and/or setting up centres of excellence for 
sustainability. To get their advice right – at a strategic 
level and on the front-line – financial services firms 
will need to bring in expertise and upskill their people. 
Specialist organisations often have resources available to 
support businesses.

Firms should establish information hubs that curate and 
collect advice and customer experiences. They could 
recommend suppliers and advisers as part of a financing 
product or service. Pension providers must get better at 
communicating the ESG options people have for investing 
their contributions – and make it easy to switch (something 
the UN, among others, is pressing for). In Sweden, for 
instance, consumers can rely on organisations such as 
Pensionsmyndigheten, the Swedish Pensions Agency, to 
inform their investment decisions. The perception that there 
are not sustainable investments may be more to do with 
how seldom people review their fund choices, rather than an 
actual lack of choice.

Customers are demanding more 
green products but unlike asset 
management and insurance, some 
still struggle to see the link between 
sustainability and banking
Nodin Elias Midtskog Ennals,  
Sustainability Advisor, Storebrand

2EDUCATE

FINANCIAL SERVICES CAN CHANGE THE WORLD

54%

54% would be open to new ways of funding their life goals  
using sustainable finance but need more education.
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Prioritise customer experience

For too long, financial services have survived with a ‘trust me, 
I’m an expert’ attitude to customers. This needs to change 
to ‘let me explain. I want you to understand.’ Delivering 
an exceptional experience is not just about products and 
services: it’s about helping consumers navigate their choices 
– and feeling confident they’re making informed decisions.

We’ve worked with some of the world’s market-leading banks 
and insurers to re-imagine their customer journeys, and there 
are some factors of success than can be applied to the need 
to educate customers better on sustainable finance.

I think customers are saying ‘well, 
what's in it for me?’ We're still 
struggling with how to make the 
sustainability benefits understandable 
and clearly worthwhile
Michael Kjeller, Deputy CEO, Folksam

Fundamentally important is data. Gathered in a way that 
allows you to form a more rounded picture of customer 
wants and needs according to their age, financial situation, 
life stage and personal choices, not just traditional 
demographics. As our survey shows, some of the 
conventional wisdom about customer wants and knowledge 
doesn’t hold water when it comes to sustainability. Blending 
first and third-party data, and ‘real-time’ customer inputs via 
agile digital services will allow you to create a more bespoke 
and nuanced view of your customers, and therefore get 
ahead of their sustainable finance needs.

Embracing the platform opportunity can also help financial 
services here. Developing platforms that can be integrated 
into broader value chains creates an ability to deliver whole 
ecosystems of sustainable finance options to customers. 
The ability to quickly share data across the organisation and 
beyond will allow firms to offer tailored sustainable finance 
options from partner organisations, and could significantly 
improve the perceived lack of accessibility.

THREE COMMITMENTS TO MEET CONSUMER DEMAND: EDUCATE

Recycle 
more

Reduce 
travel 
via air

Reduce 
food waste

Reduce 
energy 

consumption

Reduce 
travel 
via car

Reduce 
water

consumption

Shop 
locally

Buy more 
second-hand 

items

Reduce 
meat 

consumption

Use 
sustainable 

finance 
products

Reduce 
travel 

via train

Go vegan

57% 52% 52% 50% 47% 46% 46% 45%
38% 36%

31% 26%

Average 
rankings 
shown

What do you think is the best way to positively impact 
sustainability and lower your carbon footprint?  

Credit: PA Consulting



 Successful sustainability 
innovation requires ingenuity, 
breakthrough innovation  
and a willingness to disrupt.
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While the number of sustainable financial products and 
specialist financial institutions has been growing in recent 
years, there’s still little on offer. There’s a tendency to ‘green’ 
existing products rather than to innovate new offerings. 
We’ve seen a number of examples where providers have 
offered ‘green’ elements to their products but they’re 
unlikely to make much difference. While such ideas are 
commendable, they’re not enough by themselves to meet  
the growing clamour for sustainability.

Our survey shows there’s an appetite for institutions whose 
defined purpose relates to sustainability. Fifty-one per cent 
say they prefer finance products to be easy to access via 
apps. There are just one or two financial apps marketed as 
‘ethical’ – including Tandem and Tred. There are fewer than 
30 ‘green’ UK mortgages.10 Most are for new-builds, though 
some give discounted rates to people making sustainability 
and energy improvements to their home. In Sweden, the 
major four banks – Nordea, Swedbank, SEB, Handelsbanken 
– and a handful of smaller players now offer green mortgage 
loans where homeowners can receive an interest rate rebate 
if their homes fulfill certain energy requirements. ESG funds 
have been a success story but they’re not an option for 
most savers. So, there’s plenty of room for more imaginative 
products and services.

Find out what  
customers want

Sustainability needs to be at the centre of your customer 
propositions. Being successful requires ingenuity, 
breakthrough innovation and a willingness to disrupt. When 
we work with clients to embed sustainability into their value 
propositions, products and services, we run dedicated 
innovation sprints that start with customer insights and aim 
to inspire new ideas that can be tested and iterated fast.

Understanding customers’ priorities is a critical first step 
in order to make sure there’s a focus on the right area. We 
found that 61% of respondents would like financial institutions 
to provide a range of options to support their life goals. 
Environmental protection is at the top of the list. But an 
organisation’s customers might have other priorities such 
as supporting local charities, protecting wildlife or funding 
research into sustainability. They might be keen to afford 
sustainable products like electric cars.

Look beyond  
your business

Financial services firms should engage with the broader 
network of players in the ecosystem and work with them to 
identify how to collaboratively innovate and help customers 
live more sustainably. And firms might find existing 
customers have the knowledge, ideas and market to warrant 
a joint venture. We worked with ING, guiding them through 
opportunities to collaborate with a range of organisations 
outside the financial services ecosystem to help them better 
support customers.11 Engagement with the innovative start-
ups that are driving the transition to a low carbon future 
can be hugely valuable for financial services, in terms of 
creating new offerings for customers, and nurturing them 
to help them grow and make a bigger impact. Many smaller 
firms have brilliant ideas but lack the expertise or support to 
expand their market offers.

We’ve seen examples of financial services providers 
collaborating with organisations outside the sector, and it 
would be good to see more. Challenger bank Klarna teamed 
up with Doconomy, an organisation tackling climate change 
by developing financial tools. Their collaboration allows 
customers to see the carbon impact of their shopping.12 
And NatWest joined forces with Octopus energy to offer 
discounted electric car charging points.13

We have a responsibility to offer our 
customers sustainable options
Hanne Bratlie, Senior Advisor,  
Corporate Social Responsibility, KLP

3INNOVATE

FINANCIAL SERVICES CAN CHANGE THE WORLD
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Help make sustainable  
living affordable

Our survey showed that price is a barrier to living sustainably 
– financial services firms are ideally-placed to make it more 
affordable. They can empower conscious consumers by 
supporting business customers in several ways. They can 
help commercial clients become more sustainable. They 
can do this by innovating and financially supporting new 
business models that support sustainability – based on the 
circular economy, ‘as-a-service’ models or the fast-expanding 
sharing economy, say. There are credit risks, but careful and 
comprehensive design can mitigate those.

Financial services firms should help business customers move 
away from thinking about products to devising solutions 
for customer needs. That could provide better value for 
money to consumers. There are various business-to-business 
examples, and the same principle could work for consumers. 
Singapore-based Kaer offers air-conditioning ‘as a service’. 
They design and install systems and use sensors and AI to 
optimise performance. There’s a fixed pay-as-you-use rate. 
This model can cut a building’s energy consumption by up 
to 70 per cent and operating costs by 10 to 20 per cent. 
Customers save money while reducing their impact on the 
environment.14 Philips provides a similar service for lighting.15 
This model also provides a greater incentive to manufacture 
higher quality, longer lasting products.

This model could be applied on the consumer side to electric 
cars to make them more affordable. ‘Care by Volvo’ is a car 
subscription service which allows you to pick any of their cars 
(including hybrid and electric models). You pay a monthly fee 
which covers regular servicing, roadside assistance and wear 
and tear cover, among other things.16 This gives an idea of 
what’s possible.

The regulatory  
landscape

Pressures will come not just from consumer demand. There’ll 
be new non-financial reporting requirements and rules to 
prevent green-washing.

The EU is leading the way in establishing rules around ESG 
considerations in financial services. Many are intended to help 
firms weigh up the new risk profiles associated with financing 
alternative/green investments in a way that doesn’t burden 
their credit risk books unfairly. The EU Sustainable Finance 
Regulation came into force in March 2021. It includes various 
measures which will tighten up how businesses classify 
sustainable economic activities and help investors compare 
the carbon impact of different investments, for example. 
The UK government has announced plans for a similar ‘green 
taxonomy’, but this initiative is in its early stages and yet to 
be clearly defined.17 Norway also has plans to implement a 
new law on sustainable finance, building on the EU taxonomy 
on sustainable business, transparency and reporting.

Other banking regulations are likely to incorporate 
sustainability and ESG measures. Again, in the EU, 
regulations MiFid II and MiFIR need tweaking to ensure banks 
genuinely meet clients’ priorities concerning sustainability. 
And the Basel Committee, responsible for the Basel III 
framework that’s incorporated into national banking 
legislation by most countries, has published reports on 
climate change and risk measurement. These could lead to 
amendments to global international banking rules.

France has proposed the EU and United States should 
establish a common set of rules for measuring how green 
an investment is.18 And a few other countries are developing 
individual classification systems, including both Denmark 
and Norway (who are typically highly responsive when 
implementing EU regulations, although not part of EU).19

So, how can financial services businesses address the 
inevitable strengthening of sustainability-related regulation? 
We believe the financial services sector should work with 
government to speed up the development and instigation of 
the green EU Taxonomy, a tool developed to help investors, 
companies and others navigate to a low-carbon, resilient 
and resource-efficient economy.20 That would bring clarity 
sooner – for businesses and clients alike – and ensure a 
level playing field. The sector should co-ordinate efforts 
globally to make sure there are common international 
standards. In the meantime, individual organisations should 
anticipate the requirements will be as strict as possible and 
operate accordingly.

THREE COMMITMENTS TO MEET CONSUMER DEMAND: INNOVATE
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CONCLUSION: 
A WAKE-UP CALL 

Our survey shows consumers increasingly care about 
sustainability, and this will affect what they buy and who 
from. Financial services providers need to be ready for this 
and start innovating their propositions now. What’s more,  
it’s what consumers need.



 By empowering the conscious 
consumer, financial services can 
change the world.
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Change isn’t always linear and incremental. Rapid 
groundswell movements such as the campaign against 
single-use plastics show the possibility for consumers with 
a conscience to become a major movement. That started as 
a grassroots movement but attracted widespread support 
after a BBC documentary, Blue Planet II, exposed the impact 
of plastic waste on the ocean and its wildlife. Ignoring 
sustainability has already put many financial services 
businesses behind – and they’re losing ground fast. Another 
‘Blue Planet’ moment could leave them high and dry.

It’s been estimated that 88% of people who saw Blue Planet 
II changed their lifestyle as a result.21 Already, our results 
show this change is underway for sustainable financial 
services offerings. By 2025, consumers will expect to be 
able to choose from a range of sustainable products and 
services that chime with their concerns and beliefs. They 
will demand transparency about who these offerings help – 
and of any potential harms and risks. And they will expect 
these products and services to be brought to them not just 
in the way that their current services are, but in line with the 
best-in-class offerings they receive from market leaders in 
other sectors.

Our survey shows that consumers are ready to live more 
sustainably – and want the personal finances to match. 
The financial services sector has a pivotal role to play in 
driving the world in a more sustainable direction – to be 
strong voices as well as strong actors. We understand 
the challenges and that, for many firms, their thinking on 
sustainability is still evolving, but firms need to look beyond 
the regulatory obligations and risk of non-compliance to see 
sustainability as a strategic business opportunity for both 
consumers and themselves.

Against this backdrop, we see financial services as a huge 
catalyst for change. The sector can influence sustainability 
at a macro and a micro level and be central to the drive for 
a positive human future. By empowering the conscious 
consumer, financial services can change the world. The 
attitude and investments taken now will define the winners 
and losers in the years ahead.

48% 

2025
48%
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SURVEY METHODOLOGY 

ENDNOTES 

Between August and September 2021 we conducted 
online interviews with 3,500 consumers in the UK (1,500), 
Netherlands (500), Denmark (500), Sweden (500) and 
Norway (500). We sought to meet representative numbers 
across ages, education levels, and lifestyle as well as a 50:50 
gender split. The average income of respondents globally 
was £48,705, with average personal savings of £9,738.
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