
Bridging Indonesian
consumers’ intent
and action

Accelerating a low
carbon future:



We are at a tipping point in time. The stark reality is that 
the world is dealing with one of the most pressing crises 
of our time – climate change. 

World leaders and the scientific community have agreed to 
significantly reduce emissions and rapidly decarbonize our 
economy to achieve a net-zero emission level by 2050. The 
outcome that will transpire in 2050 will be determined by 
our decisions and actions today.

BCG & Sampingan collaborated on this report that 
provides insights on Indonesian consumers’ awareness and 
behavior, particularly millennials and Gen Z, towards climate 
issues. In this report, we also recommend a call to action for 
both the private sector as well as consumers.

We hope this report can spread more awareness around the 
climate crisis and inform society on what we can do 
together to address this collective problem.

Foreword from BCG 
& Sampingan

BCG team and Sampingan team
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Currently, most Indonesian consumers are irregular 
action-takers or are yet to participate in low carbon 
activities. The survey also uncovered varying 
degrees of action on different types of activities that 
could reduce the effects of climate change.  

Behavior & action

These stakeholders can make a big difference by influencing and changing production and consumption 
patterns. This is especially relevant in Indonesia. While the country is one of the biggest emission emitters 
globally, it is also a nation with huge potential to offer viable solutions. 

To understand how Indonesia plays a part in contributing to a low carbon economy, BCG & Sampingan 
surveyed 600 Indonesian consumers to gauge their level of awareness and gain insights into their behaviors. 
The survey allowed for an assessment on the remaining gaps between intent and action to formulate key 
recommendations on how private sectors and consumers can be part of the solution to climate change.

Most Indonesian consumers are aware of climate 
change and its impact on their daily lives. However, 
as indicated in the survey, the majority of the popu-
lation seems to only have surface understanding.

This is reflected by the low number of respondents 
having an understanding of climate goals such as the 
net-zero target coming out of the Paris Agreement. 

Additionally, they lack awareness of the full extent 
of climate change’s impact beyond extreme heat 
and rising sea levels, and what has been done to 
respond to the crisis.

Awareness

Executive summary

Consumers and the private sector play a complementary role that can make a big difference 
in addressing climate change.
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For example, food & beverage consumption is 
cited as an activity category where most 
consumers have taken some sort of action and 
are well aware of the impact of their actions, 
such as reducing plastic container usage.

Meanwhile, the survey found that most 
respondents are not aware of other 
economic activities that could reduce 
the adverse impacts of climate 
change, such as participating in green 
jobs or green financing.

In general, we found that inaction is primarily 
driven by lack of awareness, accessibility, and 
affordability of low carbon choices.



Indonesian consumers are quite eager to increase their participation 

Driving awareness and action

Call to action for private sector & consumers

Based on those findings, this report identifies three action items for the private sector and how customers 
could support it:

of our respondents are willing to pay 
up to 10% above the original price for 
low carbon products and services.

of our respondents are willing to pay 
up to 50% above the original price, an 
encouraging signal of eagerness.

In addition, our respondents are also keen to advocate and support companies that show their commitment to 
sustainability. To translate this intention into action, respondents cited education and affordability of 
products and services as two main levers. The private sector has a crucial role in further increasing and 
supporting consumers’ awareness and action.

Companies need to transform their current 
business operations to support and provide 
consumers with low carbon options. This effort 
should start by embedding sustainability into 
overall company strategy, followed by trans-
lating it into real initiatives. This means ensur
ing input and supply only come from sustain-
able sources as well as striving for a production 
process with lower emissions impact.

To further broaden access to green choices 
as well as contribute to the expansion of 
green investment and green jobs, companies 
can consider tapping into new green business 
initiatives. Companies in Indonesia are 
particularly well-positioned to do this 
considering the country’s vast potential of 
renewable energies, untapped waste manage-
ment, circular economy sector, and its vast 
natural resources, e.g., forests and peatlands 
that can be turned into nature-based-solu-
tions for the carbon market.

To further drive consumer awareness and respond to their 
eagerness to take more action, companies can work 
together with their customers by taking on the role of 
educating and spreading awareness about sustainability. In 
addition, there are ways for companies to also involve 
consumers in making more sustainable choices, e.g., 
setting up sustainable waste management to recycle their 
packaging properly or offering ways to offset emissions 
from product use that is easy for consumers to adopt.

Transform businesses to 
embed sustainability measures 
along the value chain

Explore new
green business
initiatives

Being more mindful about product 
and energy usage
Making conscious choices about the 
products and services they use
Spreading awareness about the issue 
within their social circle

Consumers to
self-educate and
become an advocate

Educate on how consumers 
can put sustainability ideas
into practice
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PRO  T I P S  FOR  CONSUMERS

Consumers could also meet the companies 
halfway by amping up their own awareness, 
understanding, and actions from currently 
available choices, including:
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Introduction



Consequently, there is a long-term shift in weather patterns 
and temperature worldwide, a phenomenon commonly referred 
to as climate change. The cause of this phenomenon could be 
traced back to increasing human productivity that emits 
hazardous greenhouse gasses (GHGs). 

Climate change has led to devastating repercussions on 
humans and nature. Currently, an estimated 8 million people 
have been displaced by flooding annually and there has been a 
68% decline in animal population since 1970.1 

Circumstances will exacerbate if the temperature continues to 
rise. Collective international attempts have been made to 
address this, with the Paris Agreement as one of the most 
pivotal.² Pressed for time, the situation calls for more dramatic 
and significant action plans to reduce and limit carbon emis-
sions, in order to reach a low carbon future.

The current global temperature is 1.1oC higher than 
the pre-industrial era, and the last four decades have 
been the warmest period to date.

Globally, the average carbon footprint per individual is 4 tons. Meanwhile, in order to 
maximize the chances of avoiding the rise of global temperature by 2°C, average annual 
global carbon emissions per individual should be lower than 2 tons by 2050.³

Participation by all levels of societies to mind their 
consumptions and means of production becomes 
essential. Every action that consumers take in their 
daily lives - from choosing food and transportation to 
plugging and powering up electronics - directly 
relates to the rate of emissions.

Nevertheless, consumers are bound and limited by 
the choices available to them. In most cases, their 
access is determined by two key entities: private 
sector and the government.

They also play a crucial role in creating an enabling 
environment (through policies, regulations, and 
targets) where businesses and consumers can 
contribute to collective climate action. 

1  Lombrana, Laura Millan. "Climate Change Linked To 5 Million Deaths A Year, New Study Shows". Bloomberg, 2022.
2  UNFCC. “Key Aspects Of The Paris Agreement”. UNFCC, 2022.
3  "What Is A Carbon Footprint?". The Nature Conservancy, 2022.

Climate change and its significance today

Consumers’ role in low carbon transition

The private sector has the financial and technical 
capabilities to create sustainable goods and 
services.

Meanwhile, the government takes on the role of 
educating and improving knowledge and quality of 
information on mitigating climate change.

Consumers have a potentially significant role in 
keeping government and private sectors in check - 
from holding them accountable for their commitments 
to pushing for new laws, regulations, strategies, or 
programs on climate change.

Consumers also have the privilege to make better 
choices in terms of deciding which products they buy 
and companies they choose to support.

I N T R O DUC T I O N 7



Indonesia is also a significant emitter. Indonesia's emissions account for 2% of global emissions and are the 
10th biggest emitter of carbon dioxide, which is also growing at the third-fastest rate globally at 30%.3 Thus, 
Indonesia’s role to fight climate change is pivotal.

Through its Nationally Determined Contributions (NDC), Indonesia aims to reduce GHG emissions by 29% 
compared to the business as usual (BAU) scenario unconditionally and a conditional 41% reduction with the help 
of international support by 2030.4 This is done as part of the country’s commitment to the Paris Agreement.

In the recently submitted 2050 Long-term Strategy 
on Low Carbon and Climate Resilience (LTS-LCCR), 
Indonesia aims to reach net-zero by 2060 or sooner, 
a decade faster than the previously submitted intent, 
which targeted the year 2070 or sooner. However, it 
is still a decade later than the global ambition to 
reach net-zero by 2050.5 As part of the effort to 
reach net-zero by 2060, Indonesia’s Agriculture, 
Forest, and Other Land Use (AFOLU) are expected to 
be net-sink, where the absorption level is already 

Indonesia is one of the most vulnerable countries exposed to climate change, with 42 million 
people living in low-lying lands and large exposure to the coastline.2

Indonesia’s role in climate change and low carbon transition

2 USAID. “Climate Risk In Indonesia: Country Profile”. USAID, 2017.
3 Union of Concerned Scientists. “Each Country's Share Of CO2 Emissions”. Union Of Concerned Scientists, 2022.
4 Republic of Indonesia. “First Nationally Determined Contribution Republic Of Indonesia”. UNFCCC, 2016.
5 “Indonesia Long-Term Strategy For Low Carbon And Climate Resilience 2050”. UNFCCC, 2021.
6 “Rencana Operasional Indonesia FOLU Net Sink 2030”. Kementrian Lingkungan Hidup Dan Kehutanan Republik Indonesia, 2021.

balanced or even higher than the emission level, by 
2030. A key pillar to achieving this goal is implement-
ing innovative policies and measures. As of now, the 
Ministry of Environment and Forestry (MoEF) is 
working to formulate Indonesia's Low Carbon Opera-
tional Plan to reach AFOLU net-sink by 2030.6 To 
complement the government’s efforts, movement 
from the private sector and the public are also 
required.
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Figure 1. Indonesia’s climate commitment: Increased ambition across all sectors

1. Global ambition is set at 50% reduction by 2030 2. Global ambition for net-zero is set at 2050 3. Forestry and Other Land Use 4. Minister of Environment made a statement days after that
forcing zero deforestation by 2030 is inappropriate and unfair, leaving unclear stance on Indonesia’s actual stance 5. vs previous target in 2058, Indonesia agrees to consider phasing out coal in
the 2040s however disagree with the Article on ceasing issuance of new permits and new construction of unabated coal-fired power generation and ending coal subsidy 6. Previously no specific target 

GHG Emission reduction vs BaU
Scenario by 20301

To be net-zero emission by2

Recap of Indonesia climate
commitment (NDC)

41%

2060

29%
Unconditional

reductions
w/ International

assistance

2030
Net sink in

FoLU3 sector
Net-zero
overall

Indonesia participated in several key pledges and
announcement during the conference, namely

Additional key commitments
announced @COP26

Deforestation

Halt & reverse forest 
loss by 20304

Methane

Cut 30% of methane emissions
by 2030 (vs 2020 level)6

Coal

Accelerate RE dev’t, consider
coal phase out in the 2040s5

Carbon Market

Released presidential decree,
priced carbon @ $2.1 per ton
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Survey method
& respondents’
profile



The Accelerating a low carbon future: Bridging Indonesian consumers’ intent and action survey was conducted 
online from 18 October to 26 October 2021, with 600 respondents. The respondents span eight provinces that 
comprise ~50% of Indonesia’s total population and include respondents from urban areas like Jabodetabek, 
Bandung, Medan, Denpasar, and rural areas in East Kalimantan, South Kalimantan, Riau, and East Java. 

The survey employs a purposive sampling method to the Sampingan panel, and the survey was sent directly to 
the respondents’ device via the Sampingan App. There is no weighting applied in the analysis. This survey 
represents only the population within the surveyed regions and similar profile with the respondents. 

The vast majority of the respondents (98%) have IDR 
5 Million to IDR 10 Million monthly income. Compared 
to the general Indonesian population, these respon-
dents fall into the middle and upper socioeconomic 
category, accounting for the majority (66%) of the 
Indonesian population.

The respondents are skewed towards the younger 
age group (30 years old or younger), representing 
around a third of the population. They are a part of the 
Millennials and Gen Z, who will play an influential role 
in shaping the future trend of climate change.

15 - 20
year old

21 - 24
year old

25-30
year old

31 - 35
year old

36 - 40
year old

More than
40 year old

30%

36%

24%

6%

2% 2%

Figure 3. Age Group

>IDR 20 M

IDR 5 M -
IDR 10 M

IDR 10 M -
IDR 15 M

 IDR 15 M -
 IDR 20 M

0%

98%

2%

0%

Figure 2. Respondent Income

In terms of gender, the respondents are skewed 
towards males (63%). Nearly 40% are female.

Figure 4. Gender

Female

37.2%

Male

62.8%

Income

Gender

Age group

Respondents’ Profile

S U R V E Y  M E T HOD  &  R E S P OND E N T S ’  P R O F I L E 10
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Indonesian
consumers' awareness
on climate change

To further broaden access to green choices 
as well as contribute to the expansion of 
green investment and green jobs, companies 
can consider tapping into new green business 
initiatives. Companies in Indonesia are 
particularly well-positioned to do this 
considering the country’s vast potential of 
renewable energies, untapped waste manage-
ment, circular economy sector, and its vast 
natural resources, e.g., forests and peatlands 
that can be turned into nature-based-solu-
tions for the carbon market.



Although this issue had been discussed for several years and is increasingly getting more attention in the past 
few years, the level of understanding about climate change is relatively superficial despite high awareness. 
The majority of the respondents were introduced to the climate change issue at school or in social circles, but 
education remains at a surface level. 

Furthermore, respondents generally perceive other issues, such as poverty, hunger and health, to be more 
important than climate change. This will be one of the challenges for Indonesians to be involved in efforts to 
minimize the impact of climate change in scale.

Awareness of climate change and low carbon transition

Most respondents (77%) are aware of climate change 
but do not regularly follow the news or information 
regarding this issue. They are also aware of how it 
impacts the world globally (72%). This is an encourag-
ing indication of surface-level awareness. Interesting-
ly, 33% of respondents claim to follow the issues 
about how climate change impacts Indonesia regular-
ly. This could be explained by their geographical 
proximity to the impacts of climate change; for 
instance, flooding in numerous areas of Indonesia is 
often associated with extreme weather. While for 
global impact, slightly fewer respondents (27%) 
deeply understand the impact of climate change. 

When it comes to mitigation efforts, such as low 
carbon transition,

In this section, the respondents were asked about their awareness and understanding of 
climate change. 

To what extent are you aware of the following?

Deep understanding and 
regularly follow the issue

Knows little
about it

Heard about it but don't
really understand

Never heard
before

15%
22%

14% 14%

43%

55%
58% 53%

32%

22% 27% 33%

10%

1%

Impact of Climate
Change to Indonesia 

Global Impact of
Climate Change

Climate Change Low Carbon Transition

1%1%

of the respondents understand and 
follow the news about the low carbon 
energy transition initiatives.10%

only

of the respondents have only heard 
about the issue but do not understand 
the low carbon energy transition concept.40%

Around

Figure 5. Majority of respondents are familiar with climate change and its impact, but are less knowledgeable 
about low carbon transition
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Awareness of mitigation efforts

In relation to low carbon initiatives, the majority of 
respondents are still unaware or still have limited 
knowledge about the Paris Agreement. 

Respondents also have a limited understanding of the 
extent of climate change impact, with most of them 
only aware of extreme heat and rising sea levels due 
to climate change. However, secondary effects on 
biodiversity and food security are less understood.

Furthermore, most respondents still rank “Poverty & 
Hunger” and “Health & Wellbeing” as pressing issues 
of higher importance versus climate change. Hence, 
increasing awareness and understanding of the how 
climate change correlates with these other top of 
mind issues are important considerations going 
forward. 

In terms of channels where consumers mainly hear or 
learn about climate change, school and social media 
were the main sources of information. Only a small 
percentage of respondents are aware of the issue 
from conversations at the workplace, which indicates 
that more active participation from the private 
sector, to increase climate change awareness and 
understanding, is required.

Most consumers also have limited awareness regard-
ing the extent of private sector activity in the low 
carbon transition. Eco-friendly products are the visible 
effort of which they are most aware. However, they 
are less aware of other critical activities in which the 
private sector has a big role, such as shifting away 
from coal energy as soon as possible.

of respondents have never 
heard of Paris Agreement50%

Nearly

have heard about it but do not 
really understand what that 
agreement is about.20%

while

I N D ON E S I A N  C ON SUM E R S '  AW A R E N E S S  O N  C L I M A T E  C H ANG E 13
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Indonesian consumers’
participation in supporting
a low carbon future



Overall, most Indonesian consumers are currently irregular action-takers or have yet to participate in low 
carbon activities. The highest number of “well-informed action-takers” are observed in the categories of Food 
& Beverages and Consumer Goods, while Transport and Housing & Utilities have the highest number of “consid-
erers”. Most consumers remain uninterested in taking action for the categories under Recreation and Fashion, as 
well as supporting activities in Finance, Jobs, and Advocacy. Inaction is primarily driven by a lack of awareness, 
price sensitivity, and low accessibility.

We grouped the respondents into four main categories:

To understand how the Indonesian public is taking part in the low carbon transition 
through their day-to-day activities, we asked them about their level of involvement in a 
variety of low carbon activities.

There are six core categories under consumer activi-
ties comprising Transport, Housing & Utilities, Food & 
Beverages, Restaurant & Recreation, Fashion, and 
Consumer Goods. Consumers who are not taking 
action yet but planning to do so in the future, termed
‘considerers’ account for 40% and come predomi-
nantly from the Transport and Housing & Utilities 
categories. 

These categories could see an expected uptake of 
action-takers in the near future and provide new 
opportunities for businesses – so long as top barriers 
are addressed (see subsequent section).

Consumer participation in low 
carbon activityOverall Participation

On the other hand, around a third stated that they 
have not started doing any low carbon activities and 
less than 5% are not interested in doing such activi-
ties.

Most of the respondents have started participating in 
low-carbon activities, although only a minority of them 
are actively advocating for the cause.

I N DON E S I A N  C ON SUM E R S ’  P A R T I C I P A T I O N  I N  S U P P O R T I N G  A  L OW  C A R B ON  F U T U R E 15

1. Well-informed action-takers
those already taking action and are 
aware of the impact of their action

2. Uninformed action-takers
those already taking action, but are 
unaware of the impact of their action

4. Indifferent consumers
those uninterested to take action 
in the near future

3. Considerers
those planning to take action 
in the near future

of the respondents claimed to have 
started doing several low-carbon 
activities.50%

more than

in that active pool claimed to have 
become advocates in their community, 
encouraging others to do the same.3%

and

of them are actively participating in 
activities to support low carbon transition10%



Most ‘well-informed action-takers’ - consumers who 
are already taking action based on well-informed 
awareness - are found in the Food & Beverage cate-
gory (54%). They take action in activities such as 
reducing food waste. On the other hand, Recreation 
and Fashion are the two categories where most 
consumers lack the interest to engage in low carbon 
initiatives.

This becomes a critical gap to address in the near 
future, given the fashion industry contributes to 10% 
of global carbon emissions.7 

Transport

(e.g., reduce mobility,
carpool with other people, 
take public transport, use 
electric vehicles, cycle or 

walk) 

Housing and Utilities

(e.g., use energy efficient 
appliances, smart homes, 

use renewable-based 
electricity, monitor 

electricity consumption   

(e.g., reduce food 
waste, eat sustainably 
sourced food, eat less 
meat, segment food 
waste for recycling) 

Food and Beverages

16%

13%

34%

38%

16%

41%

29%

14%

23%

54%

14%

9%

(e.g., stay in 
eco-friendly hotels, 

try camping) 

Recreation

(e.g., purchase 
sustainable cotton, 
recycled textile, 

eco-friendly textile)  

Fashion

(e.g., buy sustainably 
packaged products) 

Consumer Goods

38%

20%

10%

32% 30%

22%

12%

36% 35%

35%

12%

19%

Well-informed action-takers
Taking action and aware of impact

Uninformed action-takers
Taking action, but unaware of impact

Considerers
Planning to take action

Indifferent consumers
Not too interested to take action

Beyond low carbon activities that consumers directly 
participate in, there are also secondary actions that 
support low carbon energy transition. In terms of 
finance, one could invest in green-tech start-ups or 
donate to climate-related non-governmental 
organizations (NGOs). Consumers could also choose 
to work in companies with a clear commitment 
towards sustainability, and take the path of advocacy 
by voting for political candidates with a clear 
commitment towards low carbon.

Figure 6. F&B is the top area with well-informed action-takers, while Transport and Housing have large share of considerers;
Recreation and Fashion have highest share of consumers uninterested to take action 
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7 Ro, Christine. "Can Fashion Ever Be Sustainable?". BBC, 2020. 

Expected
uptake of
action-

takers in
the near
future

Already
dominated
by well-
informed
action-
takers

Despite high
share of

considerers,
many still

uninterested
to take
action

Has fair
share of
action-

takers and
considerers



Financial Jobs Advocacy

9%

6%

38%

47% 46%

13%

14%

30% 29%

27%

11%

33%

Well-informed action-takers
Taking action and aware of impact

Uninformed action-takers
Taking action, but unaware of impact

Considerers
Planning to take action

Indifferent consumers
Not too interested to take action

There is significantly less share of action-takers 
within the Financial and Jobs category, of which, 
well-informed action-takers make up 6% and 14%, 
respectively. However, a large share of Considerers 
plan to take part in supporting such activities in the 
future (47% for Financial, 46% for Jobs, 33% for 
Advocacy). This indicates new opportunities for the 

private and public sectors to rethink their “green” 
value proposition. By doing so, for instance, compa-
nies could attract these job seekers who are inclined 
to work in companies with a clear commitment to 
climate & sustainability. As such, companies and job 
seekers who share similar “green” visions could align 
with one another.

Figure 7. Larger gap to close in terms of supporting activities such as in Financial and Jobs participation 
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(e.g., invest in green tech
companies/climate-related social

enterprises, donate to NGOs)

(e.g., work in companies with
clear vision and commitment to

support climate and
sustainability)

(e.g., work for government
candidates that has clear vision

and commitment to support
climate and sustainability)

Very small share
of action-takers
in current state-
gap to close in
coming years

High share of public support,
calls for commitment in

future elections



On the other hand, Food & Beverages and Consumer Goods are categories in which most respondents have no 
particular challenges in mind, suggesting why there are more “action-takers” in these categories.

Each sector has its own challenges to drive consumer action

Barriers to consumer action

Housing & Utilities and Recreation 
are categories that are most prone to 
price sensitivity, with 39% and 27% 
respondents respectively stating cost 
as the top challenge.

Transport & Fashion are categories 
that are barred by availability issues 
(e.g., difficult to gain access to low 
carbon vehicles, sustainable fashion).

Top challenges highlighted by consumers (factors acknowledged by 20%+ respondents in each category)

What are the challenges you face that prevent you from doing these low carbon activities?

Not available in my area Not enough time to use High cost

No particular reasonUnclear of impactNot sure where to start

Housing and Utilities Recreation Transport Fashion Food and Beverages Consumer Goods

Biggest 
challenge

Most price-sensitive Most with no reasonMost lack of access

24%

22% 33%

25%

22%

39%

24%

27%

20%

26%

22%

29%

Figure 8. Affordability and accessibility are top barriers for consumers  
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(e.g., use energy efficient
appliances, smart homes,

use renewable-based
electricity, monitor

electricity consumption)

(e.g., reduce single-use
cutleries/non-durables, stay

in eco-friendly hotels,
try camping)

(e.g., reduce mobility,
carpool with other people,
take public transport, use

electric vehicles, cycle
or walk)

(e.g., purchase sustainable
cotton, recycled textile,

eco-friendly textile)

(e.g., reduce food waste,
eat sustainably sourced

food, eat less meat,
segment food waste

for recycling)

(e.g., buy sustainably
packaged products)



What are the challenges you face that prevent you from doing these low carbon activities?

Top challenges highlighted by consumers (factors acknowledged by 20%+ respondents in each category)

Financial Jobs Advocacy

Biggest 
challenge

Most lack of accessMost price-sensitive Most with no reason

28% 24%

25%

21%

Not available in my area Not enough time to use High cost

No particular reasonUnclear of impactNot sure where to start

I N D ON E S I A N  C ON SUM E R S ’  P A R T I C I P A T I O N  I N  S U P P O R T I N G  A  L OW  C A R B ON  F U T U R E 19

Figure 9. Similar trend of price-sensitivity and low access as  top challenges  

Challenges for supporting activities indicate a similar trend. Within Financials (investing in green companies, 
donating to green causes), the cost is the highest barrier (with 28% respondents). Low access is 
mentioned as the highest barrier within Jobs, indicating limited awareness and availability of such jobs.

(e.g., invest in green tech
companies/climate-related
social enterprises, donate

to NGOs)

(e.g., work in companies
with clear vision and

commitment to support
climate and sustainability)

(e.g., vote for government
candidates that has clear
vision and commitment to

support climate and
sustainability)
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Driving consumer action:
Implications and opportunities
for the private sector



D R I V I N G  C ON SUM E R  A C T I O N :  I M P L I C A T I O N S  A N D  O P P O R T UN I T I E S  F O R  T H E  P R I V A T E  S E C T O R 21

Despite gaps in awareness and action, Indonesian consumers are quite keen to increase 
their level of involvement and action.

~30% of our respondents are willing to pay up to 10% above the original price for low carbon products and services, 
and ~20% are willing to pay up to 50% above the original price.

This implies an encouraging signal of eagerness and that companies may yield top line benefits for more sustain-
able products.

Also, the majority of respondents (~ 65%) claim that they will actively advocate and buy from companies that 
implement green initiatives. These findings imply that companies may gain good economic returns from 
sustainable products.

1. Percentage of respondent who is willing to pay certain premium bucket for each category

Willingness to pay more for more sustainable products across categories1

28%

23%

23%

23%

25%

32%
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24%
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36%

34%

39%

43%

37%

24% 5%

8%

10%

15%

18%

9%

9%

15%

25%

25%

26%

23%

20%

21%

24%

Hospitality

Clothing

Transportation 100%

100%

100%

100%

100%

100%

100%

100%

Utensils

Food & Beverage

Household product

Energy

Packaging

0% Higher 1 - 10% Higher 10 - 50% Higher +50% Higher

Figure 10.  Most consumers are willing to pay higher for more sustainable products

To unlock the true potential from consumers' actions, we measured the crucial support areas that the private 
sector could provide to ease the transition to low carbon activities. 

The top two supports needed from 
the private sector is education about 
lower-carbon activities and their 
benefit (33%) and availability of 
options with lower prices (31%)

Rp

Education of low-carbon transition benefits is 
especially crucial in sectors such as transportation, 
food & beverages, consumer goods, financial, 
workforce, and advocacy.

On the other hand, the lower prices option is more 
prominent in aspects such as housing, recreation, 
and clothing.
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Figure 12. Consumers believe that private sector could support them towards low carbon 
transition by educating benefits and lowering price 

Renewable energy
products

Eco-friendly packaging

Sustainably sourced
food materials

Waste management

Eco-friendly products

19%

37%

33%

40%

29%

25%

34%

35%

38%

35%

49%

24%

28%

18%

30%

6%

4%

4%

4%

6%

1. Percentage of respondent who agreed to support a company to a certain degree in each initiative

How would you support companies' low-carbon initiatives?1

Advocacy Full support Support depends on price Don’t care

Figure 11. Consumers also more willing to support companies with low  carbon initiatives

Across sectors, education need is dominant for day - to-day lower 
cost activities, while lower price options is needed on more 
expensive ones

More than 50% believes private sector 
could help through education and 
lowering prices

What would you need from private sector to support low carbon transition? 

33%

31%

19%

12%

5%Others

Educating about benefit 

of those activities

Providing options with 

lower price

Making those activities 

accessible all over Indonesia

Creating easier system to 

use/buy/do those activities

12% 18%
14%

18%
20%

21% 18% 14% 14%

28% 23%
20% 27%

20%
29% 35% 40% 42%

49% 49% 45% 41% 39% 38% 35% 34% 30%

AdvocationTransport F&B Finance Clothing Housing RecreationConsumer
Goods

Employ-
ment

Education dominant Low price dominant
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Call to action
for private sector



As such, they could take a leadership role in three main areas to advance low carbon footprint initiatives, 
especially in sectors that are highly influenced by consumer choices.

The private sector has the capacity & capabilities to support mitigation of climate change. 
They need to ensure it translates into meaningful actions, whether it is through 
transforming its own operations or catalyzing consumer action.

The private sector must start placing sustainability at the heart of business strategy, as sustainability and value 
creation can go hand-in-hand harmoniously. As the first step, companies can start by developing an end-to-end 
sustainability strategy anchored in low carbon objectives including baselining current emission and setting 
specific targets and roadmap to achieve significant outcomes. 

Transform current business - sustainability as advantage

Define ambition, strategy, and roadmap

To achieve the sustainability target and decarbonize their operations, companies need to analyze and decide on 
the most suitable carbon abatement levers.

Making core operations sustainable

1

Businesses can do this by consciously sourcing from 
sustainable sources and engaging upstream suppli-
ers, thereby creating a network effect; This is where 
the entire supply chain is expectedly shifting in 
parallel with higher pressure from consumers and 
regulators.

For instance, Unilever has used a software tool to 
collect data on farmers’ use of sustainable practices 
to support its goal of procuring 100% of its agricul-
tural content from sustainable sources, from palm 
oil, soy, cocoa, and others. 

Unilever also worked with a range of stakeholders to 
ensure supply chain compliance, and to help develop 
internationally-recognised standards and verification 
systems, such as the Rainforest Alliance, The Round 
Table on Responsible Soy and the Roundtable on 
Sustainable Palm Oil (RSPO).8 

Increase sustainability of 
inputs and suppliers

Danone also accelerated their sustainability agenda 
in 2018. Danone introduced new plant-based 
products, and drastically changed their packaging. 
As of 2018, almost 80% of Danone’s plastic packag-
ing was reusable, recyclable, or compostable. 

The Consumer Goods giant has bold ambitions for a 
circular packaging model, such as to launch 100% 
recycled PET bottles in all our major water markets 
(by 2021), and offer consumers bottles made from 
100% bioplastic.9

Innovate product 
and packaging
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8  "Sustainable And Regenerative Sourcing". Unilever.
9  Umapathy, Afrah. "3 Business Sustainability Case Studies And Why They Worked". Repurpose Global Blog, 2020.

Below are two examples of levers on transforming business operations towards sustainability:



The private sector can drive behavior changes by 
spreading awareness, such as through campaigns or 
the way products are being advertised. Additionally, 
they could integrate customers in their sustainability 
initiatives, e.g., encouraging customers to properly 
dispose of used products or offset their emission from 
product use. This is especially relevant for businesses 
that directly touch end customers.

To support sustainable transformation, companies must ensure authentic leadership, strong collaboration with 
stakeholders, and transparency on sustainability in order to generate long-lasting and highly impactful 
outcomes. Furthermore, sustainability initiatives could involve multiple stakeholders from different sectors. As 
an illustration, APRIL group (pulp and paper company) collaborates with Indonesia’s Ministry of Environment and 
Forestry to carry out a restoration project on peatland called Riau Ecosystem Restoration (RER).

Educate and encourage 
customer participation to take 
part in sustainability initiatives

2

As a part of its sustainability mission to create 
positive impact and long-term value for people 
and the planet, Gojek commits to zero emis-
sions and waste by 2030. 

Gojek launched the GoGreener Carbon Offset 
in-app feature, enabling customers to easily 
offset their carbon emissions. Customers can 
also contribute to the paid cutlery program, 
preventing 13 tons of single-use plastic waste. 10

Gojek & Jejak.in:

Teaching customers
to offset carbon emissions

Aside from transforming existing operations, net-zero 
ambitions and transition to low carbon opens up a 
whole new set of carbon market-related business 
opportunities for carbon offsetting. Exploring new 
green business opportunities can be a way for the 

Nature-based solutions are projects involving 
nature conservation, restoration, and sustainable 
use of the ecosystem that enables carbon 
removal from the environment (e.g., reforestation, 
restoration of mangroves). Every ton of 
certified carbon equivalent removed is converted 
into a 'carbon credit,' which can be sold or 
exchanged on a compliance and voluntary 
carbon market. 

Indonesian companies are well-positioned to 
participate in the NBS ecosystem due to the 
availability of vast natural resources estimated to 
hold 20% of the world’s global potential for NBS. 

Opportunity to develop new business around this 
range from being an NBS project developer, 
NBS-related professional services provider (e.g., 
advisory, carbon accounting and certification, 
and technology providers) as well 
as role around the carbon market (e.g., carbon 
trading, legal advisors, etc.)

Example from Forestry:

Nature-based solution 
and carbon market
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Enabling the transformation

Examples of initiatives carried out 
by the private sector: 

Examples of new green business 
initiatives:

Explore new green business 
initiatives

3

private sector to drive new growth while contributing 
to climate change solutions. For instance, creating 
carbon-neutral products, investing in sustainable and 
low carbon companies, and partnering with developers 
of Nature-based Solutions (NBS projects).

10  "Gogreener carbon offset". Gojek.
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Call to action
for consumers



12 Moran, Daniel et al. "Quantifying The Potential For Consumer-Oriented Policy To Reduce European And Foreign Carbon Emissions". Climate Policy, vol 20, no. 
sup1, 2018, pp. S28-S38. Informa UK Limited, https://doi.org/10.1080/14693062.2018.1551186.

13 "Jakarta Umumkan Pengurangan Penggunaan Kantong Plastik Sekali Pakai". Gerakan Indonesia Diet Kantong Plastik, 2021.

Figure 13. Consumers can act now and support the battle against  climate change
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Small lifestyle changes, when done collectively, could 
yield significant wins in the battle against climate 
change. Consumers could attempt to reduce their 
energy consumption through simple day-to-day 
choices, such as using energy-efficient appliances 
and public transportation whenever they wish to 
travel. These shifts in behaviors could lead to up to 
20% energy saving, which translates to notably less 
emissions.

Aside from that, consumers could also be more 
mindful of their daily product choices. Choosing 
products that produce lower carbon footprints and/or 
use less packaging are several alternatives that 
consumers could take. This could be done by 
purchasing locally-grown products (which means the 

products did not need to undergo lengthy distance 
covered by various means of transportation) and 
purchasing products with bio packaging instead of 
plastic. Consumption of local products contributes to 
the reduction of around 4% to 5% in GHGs.12

Another alternative is advocacy for the local 
community. This means engaging and calling for 
sustainable activities that could be done on a 
community level to reduce the impacts of climate 
change. Current policy on single-use plastic ban in 
supermarket and shopping center was actually a result 
of a relentless advocacy by environmental groups. A 
research showed that there was a 42% decline of 
household plastic use in 2 years period after the policy 
was imposed.13

Reduce energy
consumption

Reduce energy use from electricity
and transportation

e.g., use energy efficient appliances,
use public transportation

By switching to energy
efficient appliances

10-20%
Energy savings

By consuming locally
grown products

4-5%
GHG reduction

Due to policy restricting
plastic usage

42%
Decline of

household plastic
in 2 years

e.g., buy locally grown product,
buy product with biopackaging

e.g., 3R (Reuse Reduce Recycle),
 carpooling, community garden

Choose products with lower carbon
footprint and/or less packaging

Enable local community to drive
sustainability initiatives

Prefer sustainable
product

Advocacy to local
community
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An end-to-end digital
staffing platform 

Connecting companies from various 
industries to a network of 1,000,000+ 
workers all over Indonesia

A global consulting firm

that partners with leaders
in business and society to tackle
their most important challenges


