IS GOOD STILL GROWING?

HIGHLIGHTS FROM THE 12TH ANNUAL
CONSCIOUS CONSUMER SPENDING INDEX
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CCSindex Can't Match Momentum of Previous Year, Falls by 12% in 2024

Despite the decline, this year’s score ranks third highest all time
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The Conscious Consumer Spending Index (CCSIndex) is calculated by evaluating the importance consumers place on purchasing
from socially responsible companies, actions taken to support such products and services, and future intent to increase the
amount they spend with responsible organizations.
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CCSIndex Has Established a Higher Baseline When Examining Three-Year Trends

Scoring has come back stronger than ever, since the low point experienced during the Covid-19 pandemic
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Socially Responsible Spending Behaviors Can't Keep Pace with All-Time Highs from 2023

% Feel it is important to buy from 7% Bought goods or services from 7% Plan to spend more with socially
socially responsible companies a socially responsible company responsible companies
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Support of Charities Hits Highest Mark Since 2017 Across All Categories

7% DONATED CLOTHES OR HOUSEHOLD GOODS
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Earth-Friendly Practices Hold Steady Year Over Year

% BEEN ‘GREEN’
(recycled, properly disposed of waste, favored reusable products)

7% REDUCED CONSUMPTION
(gas, energy, overall consumer purchases)
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Success Rate for Socially Responsible Intentions Falls to Lowest on Record

When comparing the number of Americans who Plan to increase socially responsible spending with those who Actually follow through
the next year, the previous 10-year average Success Rate was 67%. This year’s results show a historic low success rate of 55%.
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Top 20 Good Company Poll

When asked to name a socially responsible organization, the most cited brand was Amazon. That makes it six years in a row for
Amazon as our list leader. TOMS continues its rebound, after falling out of the top 20 for one year in 2022. Patagonia continues
Its upward march, cracking the top 5 for the first time.

| Amazon -0 6 American Red Cross -0 11 Microsoft Vi 16 Greenpeace NE
/2 Salvation Army A2/ Google Vv?Z 17 TOMS A5 17 UNICEF A1

5 Starbucks N © 5 Apple A7 15 Target V1 18 CocaCola ~ 72
4 Walmart vZ Jd Goodwill vb 14 Ben & dJerry's A 19 Tesla NEW

o Patagonia 23 10 Bombas A1 15 Habitat for Humanity -0 /0 Stdude Vb

(A )POSITIONS GAINED (Vv)POSITIONS LOST (-)NO CHANGE

Off the List: X Nike X Chick-fil-A
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Politics and Purpose: How Voting Preferences Impact CCSIndex Scores

Those who voted for Kamala Harris posted much higher Index scores than those voting for Donald Trump and those who did not vote.

This tracks with results from 2020, where Joe Biden supporters outpaced Trump and those who Did Not Vote, but to a lesser degree.

VOTED TRUMP

2020 Presidential Election

DIDNOT VOTE

VOTED BIDEN

VOTED TRUMP

2024 Presidential Election

DIDNOT VOTE

VOTED HARRIS
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How the Perceived State of the Planet Impacts Purposeful Shopping

Almost half of Americans still think the world is getting worse,

but this view is declining for the first time in 6 years.

World is Getting Worse
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staying the same.

GETTING WORSE

Score by Outlook

STAYING THE SAME

Those who believe the world is getting better have a significantly
higher Index score than those who say it is getting worse or

GETTINGBETTER
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About the Study

Conducted annually each fall since 2013, the CCSIndex is an ongoing benchmarking study that gauges momentum for conscious consumerism and charitable giving.
In total, 1,000 Americans were surveyed (margin of error is +/- 3%). Sampling was provided by Dynata. For more information on the Conscious Consumer Spending

Index, please visit www.goodmustgrow.com/ccsindex.

About Good.Must.Grow.

Doing good by any means necessary. That's our motto. We are obsessed with helping good organizations grow. We provide strategic marketing support for
socially responsible businesses, nonprofit causes and companies committed to making our world a healthier place. We also fuel our own initiatives aimed at

specific causes, ranging from human trafficking to addiction to health and wellness. Proud to be a Certified B Corp and ranked as three-time Best for the World

company. Learn more at goodmustgrow.com.

E info@goodmustgrow.com m goodmustgrow.com “ 615.545.2398



