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Going eco-friendly is cool, but the deeper you go the 
more troublesome it gets 
Taking care of the environment is hip, even at the cost of some convenience. But 

people want to make it as easy as possible. 

 

I&S BBDO has been annually conducting the National Consumer Values Survey since 

2001 and did this year in May, two months after the 3.11 Earthquake disaster.  

 

No major changes were seen in the value categories over the first ten years, but from 2010 

to 2011, significant changes were seen in a number of categories. While some of these 

changes may be temporary, they are likely to have been brought about by the disaster. 

 

Here, we report on the results of the survey finding changes in environmental awareness 

since the disaster.  

 

While little change is seen in environmental attitudes in the post-Great East Japan 

Earthquake disaster 2011 survey, 44% of respondents answered, “I am prepared to accept 

a lower quality of life in order to protect the environment and natural resources” (national 

average proportion of those answering either “Agree” or “Somewhat agree”). This is 12 

points higher than the year before. Likewise, those agreeing that “an eco-friendly lifestyle is 

cool” increased by 7 points from 49% last year to 56%, with men in their 40s the only group 

not to show an increase.  

 

Meanwhile, as increasing numbers of people in previous surveys found that eco-friendly 

actions become “more troublesome as you go along”, a dramatic rise was seen in the 

number of young men who feel that living in an environmentally-sensitive way is a burden. 

And looking at the other side of this sense of burden, more people want to be eco-friendly 

in a way that is easy and does not require sacrifice, especially men in their 20s and 30s.  

 

Perhaps attitudes toward the environment and behaviors do not necessarily match. Being 
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environmentally sensitive is not really something that anybody would oppose. However, 

saving power has become necessary across the country a result of the disaster. It has 

gone from being “something good to do” to a compulsory action, which means it has 

probably turned into a source of stress to some extent. 

 

Products and services that allow people to feel they are contributing to environmental 

protection, in a simple and convenient way, may prove popular in future. 

 

Notes to Editor:  

I&S BBDO (http://www.isbbdo.co.jp), part of BBDO Worldwide, is one of Japan’s top-tier 

advertising and marketing services company.  The agency provides award-winning 

advertising and brand communications solutions to both global and local clients. I&S BBDO 

has extensive experience in the Japanese market and its work has been recognized with 

numerous awards, including the ‘ACC Grand Prize’, one of the most prestigious awards in 

Japan. 

 

BBDO’s mantra is “The Work. The Work. The Work.”   In 2011, BBDO was named 

Network of the Year at Cannes for the fifth year in a row, and is both the world's most 

awarded agency network according to The Gunn Report, and the most awarded global 

agency network in The Directory Big Won. 

 

 

For further details, please contact Aya Miyashita, PR Director of I&S BBDO at 

tel: 81-3-6221-8523  e-mail: aya.miyashita@bbdojapan.com 

 

 


