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Qualitative methodology

Contrast Groups

ƀ Four x 2-3 hour in-home sessions.

ƀ! ΨǎƭƛŎŜ ƻŦ ƭƛŦŜΩΦ

ƀLƴǘŜǊǾƛŜǿǎ ŀƴŘ ΨǎƳŀƭƭ ŘŀǘŀΩ ŎƻƭƭŜŎǘƛƻƴ 
in their homes.

ƀ Included range of social class/ 
location/non-native Irish/returning 
emigrant.

Ethnography Consumer challenges

ƀ Six focus groups which included two 
ΨŎƻƴǘǊŀǎǘ ƎǊƻǳǇǎΩ όtǳǎƘƛƴƎ ƛƴǎƛƎƘǘ 
further via exposition to other 
views/challenges).

ƀWe contrasted on
× Age 
× Social class
× Attitudes to Irish identity
× Attitudes to climate change.

Qualitative research was conducted between the 22nd January and 12th of February 2020

ƀWe set sustainability related 
challenges for twelve respondents.

ƀWatched this progress via our digital 
ethnography.

ƀ Longevity approach in which we 
ΨŎƘŜŎƪŜŘ ƛƴΩ ǘǿƻ ǿŜŜƪǎ ƭŀǘŜǊ ǿƛǘƘ 
respondents to see the success of 
behavioural change.
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Quant methodology

ƀ Face-to-face surveys.

ƀ мΣлло ƛƴǘŜǊǾƛŜǿǎ ŎƻƴŘǳŎǘŜŘ ƴŀǘƛƻƴǿƛŘŜ ōȅ .ϧ!Ωǎ 
experienced and professional fieldforce.

ƀ Nationally representative of the Irish population.

ƀ The fieldwork for this study was conducted between 
2nd and 14th January 2020

Face-to-face survey

ƀ TechScape is conducted on our face-to-face CAPIOmnibus 
amongst a fully representative sample of 1,000 adults aged 
16+ years.

ƀ The sample is stratified by age within gender by town size 
across 63 sampling points nationwide. An overall socio-
economic status quota is also applied.

ƀ As such, the sample is fully representative of all Irish adults, 
and not limited solely to the online population.

ƀ The fieldwork for this study was conducted between the 18th

and 29th January 2020.

TechScape
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Key themes

Å Flying high (on paper)

Å Stark differences between 
appearance and reality

Å¢ƘŜ ΨƭƻǎŜΣ ƭƻǎŜΩ ǎƛǘǳŀǘƛƻƴ 

Å A vote for change 

Å The visual impact

Å Behaviour change

Å The struggle to motivate

Å Brand leaders

Å Tech is ever more pervasive 

Å Falling out of love

Å More is less

Å Yearning for simplicity

Å Negotiating the rules of the game
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But first é 
Covid-19 The Game Changer



6 J.1289  | February 2020|  B&A SOTT 2020

29th Feb: First case of Covid-19 
diagnosed in Ireland

15th March: 292 cases, 2 deaths, 
schools, universities, childcare 
settings, pubs, playgrounds, 
stores closed. Social distancing 
measures in place. Stock 
markets plunging. 
Gathering/Celebrations/festiviti
es cancelled.

We conducted fieldwork for Sign Of The Times in Jan/Feb 2020.  

We never anticipated how quickly our reality could change.

And this is the ΨŎŀƭƳ ōŜŦƻǊŜ ǘƘŜ ǎǘƻǊƳΩ

Our thinking ƻƴ ǎƻƳŜ ƻŦ ǘƘŜ ƪŜȅ ƛǎǎǳŜǎ ǿŜΩƭƭ ōŜ 
reporting on has already shifted radically

Technology is a 
godsend when 
ǿŜ ŎŀƴΩǘ 
connect 

physically 

¢ƘŜǊŜΩǎ 
nothing like a 

global 
pandemic for 
ǊŜŘǳŎƛƴƎ ƻƴŜΩǎ 

carbon 
footprint

We have 
renewed  

appreciation 
for Varadkar 

the statesman 

²ŜΩǊŜ ǇǳǘǘƛƴƎ 
a lot of faith in 
our collective 
effort to make 
a difference

Our colleagues in China are observing what happens as we come out of the crisis.¢ƘŜȅΩǊŜ ǘŜƭƭƛƴƎ 
us that Covid-19 is likely to change consumer behaviour permanently and profoundly.
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The coming weeks and months are a crucial time for brands 

It is crucial they engage in the 
correct way. It is essential that 

ōǊŀƴŘǎ ŘƻƴΩǘ ΨŘƛǎŀǇǇŜŀǊΩ ŘǳǊƛƴƎ ǘƘƛǎ 
time of need.

People are in a state of shock 
having to make new decisions and 
change their behaviour like never 

before.

They are being taken out of their 
automatic rhythms and hence 

engaging with brands at different 
levels. 

Those that are present will be 
ǎǘǊƻƴƎŜǊ ŦƻǊ ƛǘΣ ǿƘŜƴ ǘƘŜ ΨƴŜǿ 

ƴƻǊƳŀƭΩ ŜƳŜǊƎŜǎΦ

LǘΩǎ ƴŜǾŜǊ ōŜŜƴ ƳƻǊŜ ƛƳǇƻǊǘŀƴǘ ŦƻǊ ōǊŀƴŘǎ ǘƻ ǎǘŀȅ ƛƴ ǘǳƴŜ ǿƛǘƘ ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎΦ
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As an adjunct to SOTT 2020, we will be researching 
consumers ôlockdown' behaviour 

Via diaries  on our 
digital app

Across the population; 
range of age, lifestage, 

social class 

Monitoring how they 
feel about the situation 

as it 
keeps unfolding

Exploring whatƛǎ άƭƛŦŜ 
ƻƴ ƭƻŎƪŘƻǿƴέ ǊŜŀƭƭȅ 

like

²ŜΩƭƭ ōŜ ǊŜǇƻǊǘƛƴƎ ǿŜŜƪƭȅκŦƻǊǘƴƛƎƘǘƭȅ ƻƴ Ƙƻǿ ǘƘŜ ŎƻǳƴǘǊȅ ƛǎ ŎƻǇƛƴƎΦ  ²ŀǘŎƘ ǘƘƛǎ ǎǇŀŎŜΦ 

How are behaviours 
changing and evolving 
to cope with the crisis?
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State of the nation
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On paper, the situation looks strong.
GDP & GNP continue positive trends.
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Annual employment and live register levels remain positive

Source:  www.CSO.ie/Persons on live register
* Live Register Total data

-7.6 %
Overall Change 

vs. Jan 2019

-8.5%
vs.Jan 2019
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vs.Jan 2019

104,605

The Live Register

14.6 13.6
11.5

9.6
7.3 6.5 5.4 5.0 4.8

0

5

10

15

20

12 13 14 15 16 17 18 19 Jan '20

Unemployment in Ireland
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Rate of unemployment
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%
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Vs Jan 2019

-0.3%

http://www.cso.ie/
http://www.cso.ie/
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How it looks from the outside And how it feels on the ground

Yet thereõs a stark difference between
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Foundations of civil society feel shakier than ever

CŜŜƭǎ ƭƛƪŜ ƛǘ ǿƻǳƭŘƴΩǘ ǘŀƪŜ ƳǳŎƘ ŦƻǊ ƛǘ ǘƻ 
come crashing down. 

Å Changes in EU tax regulations

Å Global strategies of some of the big 
multinationals

Å Recent issues with insurance 
premiums/childcare provision

Å Crime/drugs related explosion.

Å Major healthcare crisis.

No evidence of a back-up plan

An underlying sense of anxiety, 
with many feeling that ǿŜΩǊŜ ƭƛǾƛƴƎ 
on the edge 
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At a macro level, the country is doing well economicallyé

Thriving Struggling Surviving 

We should be here
But the majority of 

the middle class 
ŦŜŜƭ ǘƘŜȅΩǊŜ ƘŜǊŜ

The majority of the 
working class are 

further away again

Failing

And unacceptable 
numbers over here

But the spoils have barely filtered down
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40%
Living 

comfortably

48% 
getting by 
financially 

feel they have 
less money in 

their pocket than 
they did 12 

months

12% 
Struggling 

financially to 
make ends 

meet

Q.11 Do you feel that you have more, less or the same amount of money in your pockets (i.e. disposable income) compared to this time last year?
Q.13 Which best describes your household?

Equates to 495,000 at 
population level

More blue collar and those 
living in Conn/Ulster

More ABC1 & 
Dublin

() = 2019 data

(22%)

(37%)

(49%)

(14%)23%

Over the last 12 months there has been little change to consumers financial stability as a quarter of all 
consumers continue to feel they have less money in their pocket now than 12 months ago and half a million 

claim they are struggling to make ends meet.
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This feels like a ôsquanderedõ recovery.  Where did it go?

Excessively generous 
packages for TDs/top 

civil servants/ 
consultants

Commercial landlords

Multi -ƴŀǘƛƻƴŀƭǎΩ ǘŀȄ ōǊŜŀƪǎ

Expensive mistakes by the 
government (printer)

Propping up the banks

Servicing our national debt 
(thanks Fianna Fáil)

Incompetency and greed has made the situation worse for ordinary people

Contractors for the 
bŀǘƛƻƴŀƭ /ƘƛƭŘǊŜƴΩǎ 

Hospital

Industries that avoid paying 
taxes 
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Traditional middle class aspirations are requiring 
more and more sacrifices to achieve 

I expected .ǳǘ L ŘƛŘƴΩǘ ǘƘƛƴƪ

DǊƻǿƛƴƎ ƴǳƳōŜǊǎ ǊŜŀƭƛǎƛƴƎ ǘƘŜȅ ǿƻƴΩǘ ŀŎƘƛŜǾŜ ǘƘŜǎŜ ƳŀǊƪŜǊǎ ŀǘ ŀƭƭΦ

To support my kids through third 
level 

To save and buy a house 

To have a good career LΩŘ ōŜ ǘƛŜŘ ǘƻ 5ǳōƭƛƴ ŦƻǊŜǾŜǊ

LΩŘ ƘŀǾŜ ǘƻ ƭƛǾŜ ǿƛǘƘ Ƴȅ ǇŀǊŜƴǘǎ ŦƻǊ н 
years to get the deposit together

¢ƘŜȅΩŘ ǎǘƛƭƭ ōŜ ƭƛǾƛƴƎ ŀǘ ƘƻƳŜ ŀǘ оп

To trade up to a 3-bed semi for my 
growing family 

To go back to work when I had kids
The cost of childcare would mean I 
ŀƳ ǾƛǊǘǳŀƭƭȅ ΨǿƻǊƪƛƴƎ ŦƻǊ ŦǊŜŜΩ

LΩŘ ƘŀǾŜ ǘƻ ƳƻǾŜ ƻǳǘ нлƪƳ ŀƴŘ 
commute an extra 2 hours a day

¢ƻ ōŜ ƛƴǾƻƭǾŜŘ ƛƴ Ƴȅ ƎǊŀƴŘŎƘƛƭŘǊŜƴΩǎ 
lives

LΩŘ ōŜ ǎǳǇǇƭȅƛƴƎ ŎƘƛƭŘŎŀǊŜ ŦƻǊ ŦǊŜŜ 

To have an enjoyable retirement LΩŘ ƘŀǾŜ ǘƻ ǿƻǊƪ ǘƻ тр ǘƻ Řƻ ǘƘŀǘ
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Against this backdrop, rejection 

of the status quo shouldnõt come 

as a big surprise 

ƀThe results of the 2020 General Election represent 
a vote for change.

Å While it is commonly being described as a 
ΨǇǊƻǘŜǎǘ ǾƻǘŜΩΣ ƛǘ ǊŜǇǊŜǎŜƴǘǎ ƳǳŎƘ ƳƻǊŜ ǘƘŀƴ 
that.

Å .ȅ ŘŜŦƛƴƛǘƛƻƴ ŀ ΨǇǊƻǘŜǎǘ ǾƻǘŜΩ ƛǎ ŀ ƻƴŎŜ-off 
demonstration, driven entirely by emotion, 
with no rational component. 

ƀSinn Fein securing the largest share of first 
preferences represents a fundamental shift in the 
Irish political landscape ςwhich (up until now) had 
been dominated by Fianna Fáiland Fine Gael since 
the foundation of the state. 

ƀWhile undoubtedly a highly emotionally charged 
ǾƻǘŜΣ ǘƘƛǎ ǿŀǎ ƴƻǘ ŀ ΨōƭƛƴŘ ǘŀƴǘǊǳƳΩΦ
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We knew Fine Gael were out of favour

The Sunday Times/B&A poll conducted before the General Election campaign began registered a 7% drop in support for FG. 
Most of this lost support had migrated to Fianna Fáiland at this point, it looked like they would win, and Michael Martin 

would be the next Taoiseach.
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But what led to the Sinn Féin support surge?

Both FG & FF misread the mood of the electorate ςrather than demonstrate 

how they would bring about societal change, Martin and Varadkar focused on the 

economy & Brexit.

Both appeared increasingly out of touch with societal issues ςa tangible 

demonstration of this was [Ŝƻ ±ŀǊŀŘƪŀǊΩǎ ǎƘƛŦǘƛƴƎ ƻŦ ōƭŀƳŜ ŦƻǊthe removal of a 

homeless personsleeping along the Grand Canal using a heavy digger.

Meanwhile, Mary Lou McDonald and Sinn Féin had clearly learned from 

previous election mistakes and ran a thoughtful and upbeat policy-driven 
campaign ςthey had a clear and coherent policy on retirement for example.

Herexclusion from the televised leaders' debate ƘƛƎƘƭƛƎƘǘŜŘ CC ϧ CDΩǎ ΨōƻȅǎΩ 
ŎƭǳōΩ ƛƳŀƎŜ ςthey anticipated a post-election coalition between their two 

parties, and it began to look like they were a ΨǇŀŎƪŀƎŜ ŘŜŀƭΩΦ

Sinn Féin began to representŀƴ ŀƭǘŜǊƴŀǘƛǾŜ ǘƻ ǘƘƛǎ Ψǎǘŀǘǳǎ ǉǳƻΩΦ
Flickr

Flickr
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The climate crisis
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The visual manifestation of environmental damage is 
what hits us most strongly

Appears to be most effective in bringing people to the cause
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68%

17%

15%

Disagree 

Neither 

Agree 

Concern about environment issues is significant 
Base:  All adults 16+ 1003

éand half believe environmental issues 
have a profound effect on their life

Q.14 Agreement Level ...I am extremely concerned about environmental issues

ABC1san those living in Dublin claim the highest level of concern regarding environmental issues

51%

23%

26%

Disagree 

Neither 

Agree 

7 in 10 consumers are concerned about 
environmental issuesé
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The vast majority have made changes in the last few 
years for environmental reasons 

High sacrifice

Low sacrifice

High effortLow effort

Reducing 
single use 
plastics 

Water 
bottles

Keep cup

Reducing 
meat

Going 
veggie

Bamboo 
toothbrush

Going 
Vegan 

Recycling and 
composting 

Reducing 
food being  
thrown out

IƻǿŜǾŜǊΣ Ƴƻǎǘ ƻŦ ǘƘŜǎŜ ŀǊŜ ƛƴ ŀ Ψƭƻǿ ŜŦŦƻǊǘΣ ƭƻǿ ǎŀŎǊƛŦƛŎŜΩ ǉǳŀŘǊŀƴǘ

Forgoing 
foreign 
holidays 

Eliminating 
straws

Giving up 
car travel 

Switching to 
re-fillable, 

non packaged 
food

Getting 
electric car or 

hybrid

Deciding 
not to have 

children 

Switching to 
bar soap

Reducing 
and reusing 
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Daithí from Cork Ireland as a whole

Thereõs a huge gap between what we can do at an individual/micro 
level and whatõs happening at national/macro level

Very easy for individuals to become disillusioned

Å Has made a range of low 
effort/low sacrifice 
changes.

Å²ƻǊǊƛŜŘ ƘŜΩǎ ƴƻǘ 
executing them correctly 
ƻǊ ƛŦ ǘƘŜȅΩǊŜ ŜǾŜƴ ǳǎŜŦǳƭ

ÅCŜŜƭƛƴƎ Ǝǳƛƭǘȅ ǘƘŀǘ ƘŜΩǎ 
not doing more.

Å Concerned about the 
future but feeling 
helpless and limited.

Å Most car dependent 
nation in Europe.

Å Beef/dairy farming is 
a huge industry for 
us.

Å Feels like needs of 
big businesses will 
always be prioritised.
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Weõve identified a range sustainability ôpersonasõ

Totally committed 

Believe totally in what 
ǘƘŜȅΩǊŜ ŘƻƛƴƎΦ  IŀǾŜ ƳŀŘŜ 

major lifestyle changes.

Triers 

Trying to make 
changes, still 

struggling with 
ǿƘŀǘΩǎ ǘƘŜȅ ǎƘƻǳƭŘ 
be aiming for and 
Ƙƻǿ ǘƻ Řƻ ƛǘ ΨǊƛƎƘǘΩ

Deniers 

5ƻƴΩǘ ōŜƭƛŜǾŜ ƛƴ 
climate change, 
therefore see no 
reason to change 

behaviour

Distracted

tŜƻǇƭŜ ǿƘƻ ŘƻƴΩǘ 
have the head 

space or money to 
behave 

sustainably

Genuinelymotivated 
Want to make a real 
difference, making 

considerable efforts to 
educate themselves and 

go from small things to big
Lapsers

Paying lip service 
to sustainable 
behaviours but 
quick to give up 

when it becomes 
too difficult

Conformers

YŜŜƴ ǘƻ Řƻ ǿƘŀǘΩǎ 
socially expected but 

no more

Life stylers

Adopted various 
sustainable 

behaviours for 
reasons beyond 

just green 
credentials (health, 
fitness, cost, social 

media likes) 
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Individual effort feels like the smallest drop in the ocean

But almost nothing is being done to foster a sense of a collective effort that could make a difference.

Individual 
VS

Individual

Individual 
VS

Big Business

Individual 
VS

Government Policy

aȅ ŦǊƛŜƴŘ ƎƻŜǎ ƻƴ ŀōƻǳǘ Ƙƻǿ ǎƘŜΩǎ 
cut out all plastics, but I know she 

takes 4 flights a year

Why should I do anything while Coke 
ǿƻƴΩǘ ǇƘŀǎŜ ƻǳǘ ǇƭŀǎǘƛŎ ōƻǘǘƭŜǎ

²ƘŀǘΩǎ ǘƘŜ Ǉƻƛƴǘ ƛƴ Ƴȅ ǊŜŎȅŎƭƛƴƎ 
ǿƘŜƴ /ƘƛƴŀΩǎ ǇǳǘǘƛƴƎ ŀƭƭ ǘƘŜƛǊ ǇƭŀǎǘƛŎ 

in the sea

The discourse is all about pitting the individual against others 
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The brands that are being lauded for their sustainability are those 
promoting initiatives that are é

Visual & Tangible Lucrative for 
the consumer Collaborative 

ƀ Recycling stations in-store

ƀ Solar/green energy

ƀ EV stations in car parks

ƀ Parley initiative, shoes made 
from recycled plastic bottles

ƀGarment recycling (with vouchers)

ƀ 100% sustainable cotton by 2020

ƀϵмлл ƛƴŎŜƴǘƛǾŜ ǘƻ Ǝƻ ǇŀǇŜǊ ŦǊŜŜ

Simple
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The following approaches would help in driving more sustainable 
behaviours among consumers 

Fostering more collaboration and a ΨǿŜΩǊŜ ƛƴ ǘƘƛǎ 
ǘƻƎŜǘƘŜǊΩ spirit

Incentivisation:
Sustainable 

behaviours should be 
financially 

advantageous

Clear direction:
hƴ ǘƘŜ ΨǊƛƎƘǘΩ ǿŀȅ ǘƻ 

do sustainability

Recasting small 
changes:

As the catalyst for 
bigger ones, rather 
than just pointless

Improvement in 
infrastructure:
Certain green 

behaviours need 
significant support 

IŜƭǇŦǳƭ ΨƴǳŘƎƛƴƎΩ ƛƴ ǘƘŜ ǊƛƎƘǘ ŘƛǊŜŎǘƛƻƴ
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Attitudes towards vegetarianism/veganism have shifted significantly

Veganism has gone 

LǘΩǎ ǘŀƪŜƴ ŀ ƭƻǘ ǘƻ ǎƘƛŦǘ ŀǿŀȅ 
from longstanding cultural 
preferences, but a wealth of 
factors have worked 
together to move the dial

Å Environmental 
consciousness

Å Animal welfare concerns
Å Health matters
Å Explosion of choice
Å Advocacy of celebrities, 

sportspeople, influencers

Niche 

Socially suspect

Odd behaviour

Preachy

Dull

More mainstream

Socially laudable

A legitimate choice

Informed

Exciting

From To 
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The positive shift towards veganism/vegetarianism has been more attitudinal than 
behavioural so far  

Q.14 Agreement Level ... I would classify myself as a flexitarian

24%

Almost 3 in 10 consumers claim to be eating less meat, be a vegetarian or a vegan ςhigher among those 
living in Dublin. 

4%

Vegan
4%

Eating less meat

24%

6%

Vegetarian
6%

Any eating less meat, vegetarian or Vegan: 27%

One quarter of the population classifies themselves as a flexitarian, while just 4% claim to be a vegan
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Terms like flexitarian give people a framework to ôdabbleõ in reducing 
meat/dairy consumption

Reap some of the benefits

ƀHealth

ƀEnvironment

ƀWelfare 

Bag some of the kudos

ƀMoral

ƀSocial 

Limit sacrifices made

ƀMost still enjoy the 
experience of eating meat

Lǘ ŘƻŜǎƴΩǘ ƘŀǾŜ ǘƻ ōŜ ŀƭƭ ƻǊ ƴƻǘƘƛƴƎ ǘƻ ƳŀƪŜ ŀ ŘƛŦŦŜǊŜƴŎŜ 

!ƭƭƻǿƛƴƎ ǘƘŜƳ ǘƻ Χ 
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Technology
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26% 
Of those 74 yrs+ 

(Silent Gen) 
now access the internet 

once a day or more often. 

Gen Z 98%

Millennials 96%

Gen X 86%

Baby 
Boomers

59%

Silent Gen 26%

Generations

81% 
of all adults 

aged 16+ now 
access the 

internet once a 
day or more 

often

11% of population never access the internet

Technology is an ever more 
pervasive presence in our lives
Base: All adults aged 16+ - 1,001
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The surge in digital devices continues

Which of the following devices do you currently use? 

72

54

15

35

9

n/a

n/a

n/a

67

52

14

38

10

7

34

n/a

69

51

15

50

9

13

38

n/a

71

61

19

58

18

29

43

27

Laptop

Tablet

e-Reader

Smart TV

4KTV

Wearable Digital Device*

Games Consoles (eg X-box, Switch/Switch Lite, PS2/3 /4 etc.)

A digital device that can stream content from the internet on
your TV screen (e.g. Apple TV, Chromecast, etc.)**

Jan-17

Feb-18

Feb-19

Feb-20

71%

61%

19%

58%

%

*Added 2018

Any Smart TV 
(Smart TV + 4KTV) = 

64%
2,213,000 population

**Added 2020

Devices in Home Trended

18%

29%

43%

27%

Base: All adults aged 16+ - 934

2020 Totals

Laptop

Tablet

eReader

Smart TV

4KTV

Wearable

Games console

Streaming device
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ƀWhile previously we spoke of the 
emotional benefits of technology and 
ǿŜǊŜ ΨǿƻǿŜŘΩ ōȅ ƛǘǎ ŜƴǘŜǊǘŀƛƴƳŜƴǘ ǾŀƭǳŜΣ 
we are becoming increasingly likely to talk 
about its functional necessity:

× Googlemaps

× Online banking

× Alarm clock

× Parking apps

× Work emails

× Calendars/diaries

And many more!

ƀWe are also increasingly focussed on the 
negative impacts it has.

× Have we fallen out of love with 
technology?
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We are ôalways onõ

57% 
Check emails, text or social 
media last thing at night or 
first thing in the morning

Often check work emails 
on holiday because they 

feel it is expected

Find it hard to 
switch off in 

evening/weekends

36% 25% 

.ŜƛƴƎ Ŏƻƴǎǘŀƴǘƭȅ ŎƻƴǘŀŎǘŀōƭŜ ƳŜŀƴǎ ǘƘŜ ŎƻƴǾŜƴǘƛƻƴŀƭ ƳŜŀƴǎ ƻŦ ΨǎǿƛǘŎƘƛƴƎ-ƻŦŦΩ ŀǊŜ ƴƻ ƭƻƴƎŜǊ ǎŀŎǊŜŘΦ

Base: All adults aged 16+ - 1,001

11% vs. 2019 13% vs. 2014 9% vs. 2019

Base: All using social media Base: All working


