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FOREWORD

If you ask five different consumers or retail investors what sustainability means to them, how to 
measure it, or how important it is to them you will likely get five sets of answers. Doing good is a 
noble intention, but brands’ vying sustainability claims make it hard for even the most conscious 
consumer to parse truth.

USAID Green Invest Asia, a technical facility funded by the U.S. government to increase private
investment in sustainable agricultural and forestry businesses in Southeast Asia, conducted 
the following study to learn more about women’s priorities and practices regarding sustainable
business in South-East Asia. Globally, women influence 80 percent of household consumption. But 
for a company or financial firm trying to improve their corporate sustainability (getting certification
or creating new investment products, for example), or answer “how local is a global sustainability 
trend”, micro-level data in South-East Asia. 

After six months of research in four countries in Southeast Asia – Singapore, Vietnam, Cambodia
and the Philippines – USAID Green Invest Asia and Moxie Future, a female-focused sustainable
investment platform, present the following analysis focused on sustainable business and the
female economy. 

In these countries, women are undeniably a force behind households’ responsible consumption
and investment decisions. Findings from the control group of men interviewed (25 percent) track 
quite closely with those of women. The analysis and recommendations focus on women given their 
role in household spending, research-oriented buying and investing patterns, growing presence
in investment circles and the untapped market they represent to businesses and firms with a
sustainability profile. There is a strong opportunity to better understand and serve this market, and 
discuss how to do so.  

This is not an exhaustive, definitive study. Rather, it offers businesses and firms looking to
strengthen their presence in Southeast Asia female-focused insight on local market opportunities 
in sustainable business product development, marketing and outreach.

USAID Green Invest Asia

1
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Southeast Asia, as with the rest of the world, has experienced in recent years a rise in conscious 
consumerism – how we use our resources for the benefit of both people and the planet. This 
awareness increasingly drives consumer behavior, with a focus on food purchases, and investment 
decisions. Shareholders and customers continue placing pressure on companies to be bolder in 
their commitments to improve environmental and social footprints, while contributing to positive, 
sustainable change. 

Women worldwide are driving sustainable consumption through deliberate, informed and ethical 
choices. Influencing over 80 percent of household consumption purchases globally¹, women are 
a key audience for consumer brands that want to put sustainability at the heart of their value
proposition. Women are also playing an increasingly active role as champions of sustainable investing, 
keen on pursuing broader social impact alongside securing financial returns. Together, as women’s 
purchasing and financial power rapidly grows, these trends present exciting business opportunities. 

This survey is among the most comprehensive analyses of how a global trend has played out in 
Southeast Asia. While 25 percent of the respondents for this study are men (control group), the 
study’s focus, conclusions and recommendations center on women’s purchasing and investing 
patterns and preferences. 

Women and men expressed concern about similar issues, with top concerns being access to
education, access to health care, and air pollution. However, women reported a higher degree of 
concern than men, which in turn influences how they consume and invest.   Women are motivated 
to act on sustainability concerns and priorities – as consumers, investors, and employees. Yet, they 
are held back by lack of trusted, clear, and comprehensive information on companies’ sustainability 
efforts and responsible investment products. 

2. SUSTAINABILITY IN DAILY DECISION-MAKING

What do we mean by sustainability?

Sustainability focuses on meeting the needs of the present without compromising the ability of 
future generations to meet their needs.² It comprises three pillars – economic, environmental and 
social – and touches on the role of governments, businesses and local communities. It influences 
the decisions people – especially women – make as consumers, investors and employees.

1. OVERVIEW

At a glance

•   Women want to see companies make genuine, meaningful efforts to reduce their footprint on the 
    environment and society, and to have ready access to such information. 
•   As consumers, food safety is a key concern. This influences consumer behavior, especially women 
   who typically pay a premium of up to 30 percent for sustainably certified basic food products. 
•   As investors, 85 percent of women want to invest in responsible companies but many also want 
   better guidance on how to do so. Close to half of the women surveyed said there are too few 
    female financial advisors.
•  As employees, women place top value on strong business ethics, equal pay, and strong diversity 
   and inclusion policies. 

1  “Want a piece of the 18 trillion dollar female economy? Start with gender bias”, Forbes, 2017.
2  “Our Common Future”, World Commission on Environment and Development, 1987

https://www.forbes.com/sites/michelleking/2017/05/24/want-a-piece-of-the-18-trillion-dollar-female-economy-start-with-gender-bias/#5802dad56123
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2.1. Priorities: Understanding what matters to women

2.2. Women as consumers

The top sustainability concerns, by ranking, for women in the four countries are as follows:

When presented with 18 options, women consistently chose the same top concerns across the 
four countries, with nuances by location. For example, food safety is a major concern in Vietnam as 
recent food safety incidents have sparked anxiety, versus Indonesia and Philippines, where the issue 
was not highlighted. 

How have these priorities affected behavior?

When it comes to consumption of basic food products, women are more concerned about health 
and food safety, and act on those concerns through their purchasing decisions. When it comes
to investing, women are more concerned with issues that affect families, in particular, access to
healthcare and education.

Women in the four countries are acting on their sustainability concerns, particularly with regards 
to climate change and pollution. Women reported changing behaviors when they could have an 
immediate impact. 

International research puts women (and millennials) at the forefront of sustainable consumption. 
Globally, women are more likely to be sustainable consumers, e.g. they tend to buy eco-labelled 
or organic food, are more likely to recycle, and place more value on energy efficiency than men.  
Women 
also pay closer attention in their purchases to ethical issues such as child labor and fair trade.³

Rank

1

2

3

4

5

Indonesia

Access to education

Access to healthcare

Air pollution

Water / sea pollution

Philippines

Access to education

Access to healthcare

Air pollution

Water / sea pollution

Singapore

Access to healthcare

Food safety

Access to education

Water / sea pollution

Air pollution

Vietnam

Food safety

Air pollution

Water / sea pollution

Access to educationGlobal warming /
climate change

Global warming /
climate change

Global warming /
climate change

I turn down AC and
switch lights off to

reduce energy spend

I recycle packaging
where I can at home
(paper, plastic, glass)

I stopped accepting
plastic bags in stores

I reject GMO ingredients I reject products
with unnecessary

packaging. 

63% 56% 39% 36% 36%

3  “Promoting Sustainable Consumption-Good Practices in OECD Countries”, OECD, 2018.

https://www.oecd.org/greengrowth/40317373.pdf
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The non-financial impact of purchasing decisions
Across all markets surveyed women are strongly motivated to consider the non-financial impacts 
of their purchases. The majority of women are either purchasing from companies that market 
themselves as environmentally and socially conscious (“active consumers”) or are willing to do 
so (“willing consumers”). Vietnam is leading on this front, with 65 percent of female consumers 
being “active”. Some consumers – as many as 23 percent of women in Vietnam and 16 percent in
Singapore – avoid purchasing specific products or from companies that raise concern.

As shown in the graph below, for women it is important that:

1. Products come from sustainable sources
2. Products are organic
3. Packing is recyclable 
4. Products are not genetically modified

Graph 1: Women’s priorities when purchasing products

Ranging from 70 - 85 percent of women interviewed, sustainability information conveyed on packaging is the most
important driver of purchasing decisions, followed by referrals from female friends and online and/or TV advertisements.

What role does price play in purchasing decisions?

Consumers are prepared to pay more for sustainably certified products, particularly for basic food products, such as
meat, vegetables, fruit, milk and rice. Consumers have typically paid a premium of about 20-30 percent over regular
prices for sustainable products.

What influences you the most in selecting a product?

83%92% 90% 92% Active

Willing

Indonesia Philippines SingaporeV ietnam

39% 47% 32% 65%

53% 43% 51% 27%

Products come from
sustainable sources

Pe
rc

en
ta

ge
 (

%
)

Packaging is
recycable

Products are
organic

Products are not
genetically modified

Fair wages paid to
producers/farmers

Packaging is
minimal

Supporting women
in the local community

Philippines

Indonesia

Singapore

Vietnam

65
69 69

55 56
49 49

52

40 41
35

31
26 25

31

16 16
19

12
18

15

30
35

60 60 6061

71

4%

9% 7% 12%
7%

8% 14% 12%

83% 83% 70% 73%

TV or online advertising

Referrals from female friends

Indonesia Philippines Singapore Vietnam What’s written on the package
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Data shows women in the Philippines and Vietnam are willing to pay a higher premium than
consumers in Indonesia and Singapore. Food safety has become a top concern in many countries 
due to increased public awareness about the long-lasting health fallout of pesticides and fertilizers. 
This concern is reflected in consumers’ willingness to pay more for safer food products. 

What holds women back?

Lack of clear information and communication on the environmental and social footprint of specific
products are preventing more consumers from purchasing sustainably.  Women want companies to
provide more information on their sustainability practices and how those products help
the planet and society. 

In Singapore, the cost of sustainable products is the top barrier with 20 percent of Singaporean
women indicating price is their priority and that they are not prepared to spend more for
sustainably certified products. In contrast, consumers in the Philippines, Singapore, and Vietnam
reported limited availability of sustainable options. 

The influence of certifications

Organic certification⁴ is by far the most understood among 
the sustainability standards across the four markets close to
80 percent of consumers in Singapore, Indonesia and Philippines
are familiar with organic certification. This also makes this
standard the most sought-after. Fairtrade and non-GMO
certifications are strong in Singapore, although less so in
the other markets. EU Bio and USDA organic certifications
have  some recognition in Vietnam.

At least 70 percent of consumers in Indonesia, Philippines and
Vietnam are satisfied with the range of sustainable options for
basic food products. Singaporean consumers are less impressed 
with available options – with less than half (up to 45 percent) of
consumers feeling there are enough options for sustainable
food products produced in an environmentally and socially-
conscious way.

Graph 2: What consumers want more of

44%

71%

Across all countries, women 
are keen to prioritize brands 
that support women.

wish more prducts were 
made with women mind.

want to buy products made 
by women-led companies.

Products that help
consumers reduce their
environment footprint

Pe
rc

en
ta

g 
(%

)

Products with
clear info on

E & S standards

Brands taking steps
to protect the
environment

Brands reinvesting
in the local

communities

Better information
on who actually made

those products

Brands supporting
women-owned

business

More products
specifically tailored

to women

Philippines

Indonesia

Singapore

Vietnam

69 6971
74

60

67

44

64

49 48

34

60

23
17

30

19
23

15

34

26

48
54

64

7270
74

60

48

4  Organic certification is a certification process for producers of organic food and other organic agricultural products. Requirements vary from
    country to country. USDA Organic certification follows requirements set by the United States Department of Agriculture.
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5  https://www.bcg.com/publications/2016/financial-institutions-consumer-insight-global-wealth-2016.aspx
6  https://www.wealthx.com/
7  https://www.wealthx.com/report/world-ultra-wealth-report-2018/#downloadform 
8  “How women got wealthier”, FT, November 2017
9  “Sustainable Signals- New data from the individual investor”, Morgan Stanley, 2017
10 ‘Understanding female investors 2018’. Moxie Future. 2018.

Rank

1

2

3

4

5

Indonesia Philippines Singapore Vietnam

Not enough clear
information

Not easily
recognizable trademark

Not easily
recognizable trademark

Not easily
recognizable trademark

Not easily
available where I shop

Not easily
available where I shop

Not easily
available where I shop

Brands don’t tell me
enough about their practices

Brands don’t tell me
enough about their practices

Brands don’t tell me
enough about their practices

Brands don’t tell me
enough about their practices

Not enough clear
information

Cost of sustainable
products

Cost of sustainable
products

Cost of sustainable
products

Cost of sustainable
products

I don’t have time
to research

I don’t have time
to research

Not enough clear
information

Not enough clear
information

Globally, women own over one-third of the world’s private wealth⁵ their wealth is growing more rapidly than men’s as 
they earn and inherit more money than in the past. The Asia-Pacific region is accumulating wealth more quickly than 
any other region⁶ and Asia has the fastest growing market for ultra-high net worth females worldwide⁷, with more 
women building their own fortunes as well as inheriting family businesses than ever before⁸. Collectively, these factors 
have important implications 
for the investment industry as it responds to female investors’ preferences on sustainability.

8 out of 10 women are motivated to be sustainable investors

Across all markets we surveyed, an average 83 percent of the women reported being strongly or somewhat motivated 
to consider non-financial impacts.

2.3. Women as investors

66%87% 92% 87%

Indonesia Philippines Singapore Vietnam

This motivation to be a sustainable investor is aligned with research and surveys of other markets 
completed in recent years. For example:

•   In a recent study⁹, Morgan Stanley compared the interest shown in sustainable investing by male 
   and female clients in the United States. In 2017, 84 percent of the women expressed interest,
   up from 78 percent in 2015. For men the figure was 67 percent, up from 62 percent for the
    same period. 
•  In another study of women in Australia, China, Germany, the UK and the USA, Moxie Future 
   found 83 percent of women surveyed care where their money is invested¹⁰, with almost seven 
    out of 10 women saying they felt an “urgency to invest responsibly.”

https://www.ft.com/video/7d3498c9-85f6-4827-80e7-477e726b348a
https://www.morganstanley.com/pub/content/dam/msdotcom/ideas/gender-equality-bond/Sustainable_Bond_Issuance_as_an_Investor_Signal.pdf
https://moxiefuture.com/wp-content/uploads/2018/01/Moxie-Future-Understanding-Female-Investors-Report-UFI18.pdf
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When making an investment, to what extent do you consider the non-financial impact of that decision?

Women taking action

Across the four countries, on average 84 percent of women are either already doing something,
or are willing to do something, when it comes to considering the non-financial impact of their
investment decisions.

In three out of four markets, at least half the women are taking action, whether that be
researching investments in detail, or omitting certain companies or sectors from their portfolios. 
The Philippines is leading on this front with six out of 10 women indicating that they research,
in detail, individual companies in funds before they invest. 

A major barrier to sustainable investing is the misplaced perception that investing sustainably
will result in lower financial returns, despite there being increasing evidence to the contrary. 
Our survey finds that women actually understand this better than men. On the one hand, this 
indicates that financial advisors when working with women have less work to do on the ‘why’, 
more on the ‘how’. But it also suggests that there is a potential opportunity for women to be 
strong sustainable investment advocates and champions in the region. This relates to women
as investors, but it also has relevance to bringing more women in as financial advisors.

Despite being motivated, many women face barriers to invest sustainably

With many women already taking action and more motivated to consider sustainable investing,
what is holding women back? Many of the women surveyed do not feel that there is enough
trusted information and analysis to support their investment decisions and are hampered by
the perception of limited investment opportunities available. Women cited the following
as the top three reasons for not investing sustainably:

Yes, I research
companies in detail

I think about it but
I don’t know what to
do or where to start

I am concerned but
I feel there is not much

choice on offer

I don’t really care
where my money is
invested – financial

returns are my priority

I don’t know
where my money

is invested 

I avoid specific investments
(companies or product)

that I am 
concerned about

40% 17% 15% 11.5% 13% 4%

75%80% 89% 84% Active

Willing

54% 61% 36% 60%

34% 28% 39% 24%

Indonesia Philippines Singapore Vietnam

100%0% 50%

43%

33%

31%

There are not many tested products in the market

Investing sustainably results in lower financial returns

I don’t know where to find the right information to do this
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There is a significant opportunity to grow the sustainable investment market, but information
and transparency are critical, a point also identified in a recent report by EY¹¹, which highlighted
the importance of transparency to investor trust – especially relevant for female investors who
generally emphasize transparency over investment performance, more so than men.

Reaching women as sustainable investors

Women prefer to access information as investors through online channels – learning about the 
sustainability performance of companies and products through online communities and forums
(49 percent) and independent online research (46 percent).

Across three out of the four markets surveyed, approximately half the women report
willingness to pay for information and access to sustainable investment options. However, only 
16 percent of women in Singapore report a willingness to pay. Singaporeans might be exhibiting
signs of “sustainability fatigue” and skepticism towards corporate sustainability claims, recognizing 
that there is often a gap between their claims and products. Singaporean firms appear slow to
adopt sustainability practices and only 26 percent of businesses consider sustainability as one of 
their top three long-term objectives, according to an HSBC 2017 global survey¹². 

These findings are important for regional banks and wealth managers in that it indicates what can 
be done to reach women as sustainable investors. For example, for those women willing to pay 
for sustainable investment services, they look to access such services through banks and online
investment platforms. We also found that almost half the women surveyed reported that there
are not enough female financial advisors, an important finding for financial institutions trying to 
reach women as sustainable investors. While Asia fares relatively well on the number of women
in the banking and finance industry in comparison to other regions, women continue to be
underrepresented in leadership roles¹³. Across all private capital and hedge fund industries,
women comprise less than 25 percent of mid-level of employees and about 10 percent of
senior roles in Asia¹⁴. 

48% of women across Southeast 
Asia report that there are not 

enough female financial advisors.

48%

South East AsiaMap - PSboom/ Shutterstock.com

11  ‘Women and wealth – The case for a customized approach’, EY, 2017. 
12  https://webcache.googleusercontent.com/search?q=cache:wH20TBNRjhgJ:https://www.about.hsbc.com.sg/-/media/singapore/en/press-releas-
es/180122-news-release-hsbc-sustainability-survey.pdf+&cd=4&hl=en&ct=clnk&gl=th
13  Oliver Wyman, 2016 “Women in Financial Services”
14  Prequin, 2017 “Women in Alternative Assets”

https://www.ey.com/Publication/vwLUAssets/EY-women-investors/$FILE/EY-women-and-wealth.pdf
https://webcache.googleusercontent.com/search?q=cache:wH20TBNRjhgJ:https://www.about.hsbc.com.sg/-/media/singapore/en/press-releases/180122-news-release-hsbc-sustainability-survey.pdf+&cd=4&hl=en&ct=clnk&gl=th
https://webcache.googleusercontent.com/search?q=cache:wH20TBNRjhgJ:https://www.about.hsbc.com.sg/-/media/singapore/en/press-releases/180122-news-release-hsbc-sustainability-survey.pdf+&cd=4&hl=en&ct=clnk&gl=th
https://www.oliverwyman.com/our-expertise/insights/2016/jun/women-in-financial-services-2016/women-in-financial-services.html
http://docs.preqin.com/reports/Preqin-Special-Report-Women-in-Alternative-Assets-October-2017.pdf
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Women in Southeast Asia are clear in terms of what makes
a successful company

Women are looking for genuine sustainability efforts. This requires that companies “live and breathe” 
sustainability and align corporate policies and processes to reflect such values. Across all markets, 
women have a clear understanding of the attributes that make up a successful company. The top three
attributes are:

Businesses that attract and retain top female talent and can demonstrate diversity, both within
their companies and throughout their value chain, are able to reduce costs, become more sustainable,
and ultimately more profitable, based on global research.¹⁵ Women are clear on their preferred
workplaces.  When looking for a job, the following top three factors are important for women:

1.   A company that respects and provides for its employees (69 percent)
2.  A company that is very transparent and discloses openly to its customers and shareholders
     (56 percent)
3.   A company that has a clearly defined sustainability strategy (50 percent)

Some employer considerations are market specific, such as:
1.  In Singapore women place less value on a company’s environmental and sustainability focus. 
     Rather, they seek flexible work arrangements, more so than in other countries. This may be due 
     to the dearth of part-time roles available in Singapore.
2.   In the Philippines, women have a significant interest in diversity (gender, age, sexual orientation).
3.   In Vietnam, good parental leave policies are highly important for women.

2.4. Women as employees 

72%74% 81% 75%

46%56% 47% 43%

51%49% 55% 57%

Strong business & ethics

Strong diversity &
inclusion policies

Equal pay

Indonesia Philippines Singapore Vietnam

15  “Delivering through Diversity”, McKinsey, 2018

https://www.mckinsey.com/~/media/mckinsey/business%20functions/organization/our%20insights/delivering%20through%20diversity/delivering-through-diversity_full-report.ashx
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As companies compete for talent, these are key differentiators to keep in mind. 

3. MOVING FORWARD ON SUSTAINABILITY

3.1. More products

What men look for in potential employers

Men prioritize the same attributes as women when it comes to defining a successful company, with 
strong business and ethical values being their main focus - in fact, men prioritize this slightly high-
er at 77 percent compared to women’s 76 percent. Men prioritize strong diversity and inclusion
policies more highly than women at 56 percent compared to 53 percent. But this preference 
does not extend to pay: women give strong priority to equal pay for women and minorities at 48 
percent, compared to men’s 37 percent.

When it comes to the kind of company where men would like to work - in alignment with wom-
en, respect and transparency are key. Women prioritize these values slightly higher - with 69 per-
cent of women feeling company respect for its employees is important and 56 percent reporting
transparency is important, compared with 65 and 54 percent of men, respectively. 

Sustainability is a growing determinant for financial decision making for both the men and women sur-
veyed. While both genders reported similar concerns, priorities and information needs, more men (37 
percent) than women (31 percent) said investing sustainably “will result in lower financial returns.” 

And though women are more motivated than men to act on sustainability, they also report being 
“held back” more than men by lack of quality analysis on sustainable investment opportunities and 
credible reporting on companies’ sustainability commitments, policies and practices.  

Despite women’s intent to invest and purchase in more sustainable ways, further action (particularly
systematic action) is hampered by:

1.   Lack of clear trusted information to guide choices
2.   Lack of sufficient and available investing and purchase options 
3.   Cost (perceived or real)

Throughout the report, we have considered how sustainability affects and drives decisions wom-
en make as consumers, investors, and employees. Below are our reflections and suggestions of 
how businesses and the investment industry can improve their corporate sustainability by helping 
customers meet personal sustainability goals. 

Companies and financial institutions should bring more products and services 
to market, fulfilling demand for more sustainable options.

Women want to see more sustainable products and services on the market. For consumers, this 
includes products that help them reduce their environmental footprint, such as locally-produced
options, and products with clear information on environmental and social impacts.  Supporting women-
owned businesses and having access to more products and services specifically tailored for women
are also meaningful to many female consumers.

For investors, this includes more financial and investment options that clearly present non-financial
impacts alongside financial returns. Many women are unclear on what steps to take as a sustainable
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investor, presenting an opportunity for regional and local banks and wealth managers to focus on
listening more closely to women as their clients and tailoring investment products to reflect
their needs. 

This survey reflects conclusions from research in other markets that find many women feel
misunderstood by the investment industry or do not trust the financial advice they receive¹⁶. 
Almost half of the women we surveyed said there are not enough female financial advisors. 

OUR SUGGESTION:

Companies should focus on providing clear information on corporate
environmental and social standards and performance.  Financial product
providers should make this information accessible to their clients. 

Women are looking for brands that have clearly defined sustainability strategies and want more 
accessible, clear information on it. Women want to be informed consumers. This includes knowing 
who produced their purchase – in addition to how those products were made, as close to half of 
respondents think that brands should reinvest in the local community.

Companies should communicate and present clearly, in non-technical and plain-speaking language, 
their sustainability actions and the environmental/social impact. Better information and analysis 
includes clear and comprehensive labeling. 

Women and men are concerned about companies making false claims related to environmental 
and social action. Companies can do more to communicate strategies and practices that are adding 
real value to sustainability performance. Authenticity is key to ensure consumers’ long-term support. 

Better information also applies to financial products. Actors in the financial industry can proactively
share and then educate their clients to better understand corporate strategy and reporting on 
sustainability, as well as any metrics used in the sustainable investment products they offer. This is 
relevant to both women and men as investors. However, we find that access to comprehensive, 
reliable information is more important for women than men when they are considering investment
options– and this is worthy of further reflection by the industry.

OUR SUGGESTION:

Fully understand  a nd act o n the expectations  o f women and men (whether  a s consumers,
investors or employees) with regards to sustainability practices. This sits at the product as well as 
corporate level.

3.2. Better information

Clearly label existing sustainability practices and activities to support women in understanding 
what actions are being taken. Third-party certifications can build consumer and investor trust and 
boost company transparency. 

16  “The Future Financial Well-being of the Mass Affluent Mark”, EY, 2018. 

https://www.ey.com/uk/en/industries/financial-services/asset-management/ey-the-future-financial-wellbeing-of-the-mass-affluent-market
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Provide more guidance to support women in navigating their investment choices. 

Providing information that is trustworthy and transparent is the first step. But when it comes 
to supporting women as investors there may be a need to take this one step further. Women 
also seek guidance and advice on how to navigate and use this sustainability information when 
making investment decisions. Women place particular value on advisers who can clearly explain 
their investment views and decisions and see them as more trustworthy¹⁷. Our data indicates 
that 83percent of women want to invest in responsible companies that consider environmental 
and social impacts. For those companies offering financial advice, whether regional banks or local 
wealth managers, this is an important opportunity to engage more effectively with female clients.

OUR SUGGESTION:

3.3. Better financial advice

17  “Women want face-to-face financial advice- men just hate the cost”, FT, 2019

Invest in supporting female clients achieve their sustainability goals in addition to financial performance 
through trusted, transparent, and tailored financial advice.  Hire more female financial advisors.

Online platforms should be used to communicate with women more effectively 

Our survey respondents get their sustainability information online – whether this is through online
communities and forums, or independent online research. This is relevant for women as consumers
as well as investors and likely reflects time constraints.  Leveraging online platforms is particularly
relevant for women as investors, as the survey found that over half of the women surveyed who 
would be willing to pay for sustainable investment advice would use online investment platforms
to access information and investment funds.

https://www.ft.com/content/8db6ad58-d136-11e8-a9f2-7574db  66bcd5
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PHILIPPINES
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KEY PRIORITIES WOMEN AS CONSUMERS

18  Other market research tells us that survey respondents in Singapore consistently score lower (when using score scales), comparative to other
      Asian markets. It has been found that Singapore respondents tend to choose middle scores, rather than extreme scores, when given the option.
      This may partly explain lower scorings throughout the survey when compared to the other markets.

SINGAPORE¹⁸



VIETNAM
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5. Methodology

About this survey 

The purpose of the survey was to understand the role women play, as decision-makers, in driving 
action and progress on sustainability in four key business markets in Southeast Asia – Indonesia, 
the Philippines, Singapore and Vietnam.  

We interviewed 4,040 individuals in four markets in Southeast Asia – Indonesia, the Philippines, 
Singapore and Vietnam. Indonesia, the Philippines, and Vietnam are key focus countries for USAID 
Green Invest Asia while Singapore, as the leading business and financial hub in Southeast Asia, was 
chosen to capture trends from a more mature consumer and financial market. The survey was
conducted through online interviews in each country’s national language in October 2018.

In each market, we interviewed approximately 750 women and 250 men, aged 18 to 65 and
representative of upper, middle or lower-middle and skilled working groups (ABC). Interviewees 
were selected through random sampling. All respondents were either solely or jointly responsible 
for financial decision making in their households and had minimum monthly income levels of:

•  Indonesia – IDR 3 Million (approximately USD 205)
•  Philippines – PHP 10,000 (approximately USD 190)
•  Singapore – SGD 2,000 (approximately USD 1,450)
•  Vietnam - VND 6 Million (approximately USD 250)

The survey seeks to better understand how women and men are incorporating sustainability
concerns when making decisions as consumers, investors, and employees. Questions focused on
three themes:

•  What matters - how people are acting on their sustainability priorities
•  What affects decisions – what drives decisions as consumers, investors, and employees
•  What’s missing – what is holding people back and what they would like to see more of to meet 
   their sustainability goals
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