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Interest in sustainability among Norwegian
consumers is stable despite a turbulent world.

The sustainability topics Norwegian consumers discuss 2025 w2024
The share of Norwegian consumers discussing

sustainability often or sometimes Wars and cenflctsinthe world

Pubiic hedth& welkbeing-peaple’s physical and mental..
Climate change
The country's economy
Human rights, poverty and hungerin the world
64% 65% The energy issue [ energy efficiency
Ethicdissues (e.g corruption)
seo, 00% 51% 98% 57y Democracy
Circular economy- recycling & reuse of materials
Labour conditions & opportunities in Norway
Sustdinable agriculture & food production
Animal health & welfare
Diversity,anti-racism&inclusive societies
Pdarisation of opinions in society
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30% Gender equality & feminism

Safe communities

20% Biodiversity- animdls, plants& ecosystems

Air & water pollution

Sustdinable tronsport

10% Charitable giving

Labour conditions for suppliers /in the value chain abroad

0% Sustadinable finance
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Sustainability priorities remain very stable in
the eyes of Norwegian consumers

These sustainability areas, Norwegian consumers think companies should prioritise 2025 w2024

Domestic production/jobs in the home country

Good working conditions in domestic warkplaces
Recycling &reuse of materials

Domestic products

Good labour conditionsin factories/production cbroad
Combating corruption& other irregularities
Sustadnablefenvironmentdly friendly packaging
Climate change

Healthy health promoting products/services

Animal welfare

Engaging with the locd community inthe home country
Energy efficiency

Technologicd innovations and sdlutionsto sustdnability challenges
Diversity,anti-racism&inclusive societies

Sustdnable tronsport

Biodiversity- animdls, plants& ecosystems

Working against mental health problems

Other environmentalissues eg. forest conservation or marine environment
Gender equality & feminism

Organic products

Making financial investments in sustainable companies
LGBTQissues
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The positive attitude to sustainability communication as as a concept keeps
going up for the 4th year in a row. However, the mistrust of the sustainability
communication that consumers actually see reaches an all-time high.

Attitude to sustainability communication from Trust in sustainability communication from companies
companies and brands. and brands.
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Many Norwegian consumers doubt the authenticity of companies’
sustainability communication and the reason why they engage in it.

The reasons why Norwegian consumers mistrust sustainability communication
(Answered only by consumers that answered they mistrust sustainability communication)

| think companies' communication on sustainability is mostly about marketing and
creating a good image, not real action (greenwashing)

| feel thatcompanies mostly talk about sustainability in order to be politically correct _ -
and avoid being paraded inthe media ’

68%

| feel thatcompanies' main driver is profit, not sustainability, so sustainability
communication feels fake or just away to sellmore

[ find ithard to trust sustainabiity communication because itis often difficult to check _ .
if itis truthful 4%
| feel thatcompanies promise alot, butl don't see concrete evidence of real change _ 31%

I have heard about many scandals in the past where companies have lied about their _
sustainability efforts

| find it difficult to trust sustainability communications because | often don't -
understand what they mean
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The average ranking score remains stable after two strongly negative years,
meaning that the current perceptions of the brands’ sustainability levels are
low and unchanged.

Average SBl ranking score
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Top 30: Anglamark takes the lead from Finn.no, Posten

remains 3! and Vinmonopolet keeps climbing
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Anglamark
Finn.no
Posten
Q-Meieriene
Flytoget

Tine
Vinmonopolet
Rarosmeieriet
IKEA

Vy
Stormberg
Felleskjapet
Kiwi

Solvinge
Ruter
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20.

21.

28.
29.
30.

Den Stolte Hane

Thon Hotels
Strawberry
Kavli

Vy Buss
Mestergrgnn
Vipps

Bergans of Norway

Gilde
Sporveien
Scandic Hotels
Coop

KLP
SpareBank 1
Norrgna
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The brands that climb the most and drop the most

ranking positions between 202% and 2025

Climbing the most

Park Inn by Radisson
NetOnNet
Color Line
Finsbrdten
Burger King
Hafslund
Hayer
Fiordkraft
Grandiosa
10 ALl Kaffe
1. Joker

12. KLM

13. Bohus
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14.
19.
16.

17.

18.

19.

Fagmabler
Rituals
KiMs
Norwegian
Nordea
Stenaline

20. Dove

21.

Renault

22. Nordfjord Kjatt
23. Ving

24. Ice

29. Motkraft

Dropping the most

Pierre Robert
Sbanken
Helthjem
Europris
Haugaland Kraft
A Energi
Frende
McDonald's
Adidas

10. Nille

1. H&M

12. INTERSPORT
13. Circle K
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14.
15.
16.

17.

18.

19.

Elon

Nissan
TrenderEnergi
Biltema
NorgesGruppen
Eldorado

20. Shell

21.

First Price

22. Radisson Blu
23. Kaffebrenneriet
24. Lindex

29. YX
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