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Qualitative methodology

Contrast Groups Ethnography Consumer challenges

b Six focus groups which included two b Four x 23 hour inrhome sessions. b We set sustainability related
WOZ2ZYUN)au 3INRdzZLIAQ 0O L gza KA ¥§ O%Y% KU o challenges for twelve respondents.

further via exposition to other SQo
views/challenges). Ly GSNIBASsE FyR wa vl acked B mpoess oy gl o
b We contrasted on in their homes. ograp
x  Age , b Longevity approach in which we
: b Included range of social class/ ,
s SO.C'aI class L : location/non-native Irish/returning WOKSOlSR AyQ g2 ¢
x Attitudes to Irish identity emigrant. respondents to see the success of

x Attitudes to climate change. behavioural change.

Qualitative research was conducted between th&#danuary and 12 of February 2020
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Quant methodology BLA

Faceto-face survey TechScape

b TechScape is conducted on our faocdace CAPOmnibus
amongst a fully representative sample of 1,000 adults aged
b MmEnno AYGSNBASsEa O2yRdzOGSR ylL1iPhYearss ARS o6é& . 9! Q&
experienced and professional fieldforce.

b Faceto-face surveys.

b The sample is stratified by age within gender by town size

b Nationally representative of the Irish population. across 63 sampling points nationwide. An overall socio
economic status quota is also applied.
b The fieldwork for this study was conducted between
2nd and 14" January 2020 b As such, the sample is fully representative of all Irish adults,

and not limited solely to the online population.

b The fieldwork for this study was conducted between thé 18
and 2% January 2020.
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A Flying high (on paper)

A Stark differences between

appearance and reality
AtKS WwWi2aSs
A A vote for change

t2a8s

A Tech is ever more pervasive

A Falling out of love

A More is less

A Yearning for simplicity

A Negotiating the rules of the game

B\A



But first e
Covid-19 The Game Changer




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

We never anticipated how quickly our reality could change.

Our thinking2y &a2YS 2F (KS (Seé&
reporting onhas already shifted radically

¢ KSNH
nothing like a
global
pandemic for
NBE RdzOA Y
carbon
footprint

Technologyis a
godsend when

5S Ol y ¢
connect
physically

2 SQNB L

a lot of faith in
our collective

effort to make
a difference

We have

ENE
appreciation
for Varadkar

the statesman

Andthisisthe® | £t Y 0ST2NB G(KS ai2N¥YQ

Our colleagues in China are observing what happens as we come out of the gifisS &€ QNB 1 S
us that Covid19 is likely to change consumer behaviour permanently and profoundly.
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The coming weeks and months are a crucial time for brands B\A

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.

It is crucial they engage in the
correct way. It is essential that
oNJ} YRE R2y Qi WRAALI LI
time of need.

Those that are present will be
AONRY3IASNI F2NJ AGS

Y2NXIFf Q SYSNEH

~

0SSY Y2NB AYLERNIFYyd F2NI oN)} yRA
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As an adjunct to SOTT 2020, we will be researching BLA
consumers Ol ockdown' behaviour

Across th lation: Monitoring how they
Cross the population, feel about the situation <
range of agelifestage o 2y t 20

social class keeps unfolding

Via diaries on our
digital app

Exploring whatA & ¢ How are behaviours
1 ) changing and evolving
like to cope with the crisis?

NOAY3I ¢6SS|tekF2NIOYyAIKIEE 2y K2g
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On paper, the situation looks strong. B\A
GDP & GNP continue positive trends.
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*GDP and GNP data correct as of November 2019 Source: www.CSO.ie
Quarterly National Accounts QTR 4 2019 data not yet available
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Annual employment and live register levels remain positive B A

]
tmw
The Live Register Unemployment in Ireland
-1.6 %
Overall Change
vs. Jan 2019 % Rate of unemployment
20
[ 4 [ 4 15 0 136

ol

ﬂ w 10 I I 11.5 9.6 73 ge i co us P

i I I BiEnm W
79,150 104,605 A
-8.500 -7.6% Current Rate of

| ]
vs.Jan 2019 vs.Jan 2019 unemp_loyment JobLESS
(vs. 5.1% in Jan 2019)
Source:www.CSO.iersons on live register Source:www.CSO.i®Quarterly National Household survey

* Live Register Total data
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http://www.cso.ie/
http://www.cso.ie/

di fference betwem

And how it feels on the ground
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Foundations of civil society feel shakier than ever

cSSta tA1S Al o2dAf
comecrashing down.
Changes in EU tax regulations

Global strategies of some of the big
multinationals

Recent issues with insurance
premiums/childcare provision

Crime/drugs related explosion.
Major healthcare crisis.

No evidence of @aclkup plan
pileS

Tt:;"ueg’ ' An underlyingsense of anxiety,
R = with many feeling thats S Q NE ¢

7&@5 DENCE | on the edge

- By sy
PEURED e SRR
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At a macro | evel, the country 1S doim

But the spoils have barely filtered down

Thriving

But the majority of The majority of the
We should be here the middlé c;lgssA working class are And unacceptable

FTSSf GKSe@ K f8riha away again numbers over here
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2 3% 12% 4%) Eq;?;isla:?ioigli’\(/)glo .

(22%) ( fir?é%ucgi]gllli;?o More blue collar and those
feel they hav make ends living in Conn/Ulster
less money i meet

their pocket t
they did 1 y
months

4 8Y49%)
getting by
financially

More ABC1 &
Dublin

40%(37%)
3 : Living
| s comfortably

EEARRRRRRARERRRLLL

=y |
ks

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.

() = 2019 data

ore, less or kets (i.e. disposable income) conmptamesl lestlyear?

nousehold?

ame amount of money in'y
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a Osguanderedo re(:ovnﬁuh

: > . > - % Excessively generous
MUItl -y GO A 2 y F f a Q u | 0 NbB |- 1packages for TDsltop
: civil servants/

Contractors for the.
bl GAZ2Y I ¢

Expensive mistakes by the Hospital

government (printer)

Sommercia landiois Industries that avoid paying

Servicing our national debt
(thanks Fiannd-ail)

Incompetency and greed has made the situation worse for ordinary people
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Traditional middle class aspirations are requiring
more and more sacrifices to achieve

| expected .dzil L RARYQ

N

To have a good career LOR 6S GASR (2 5dotiy F2)80

LQR KI @S (2 tA@S ¢A0GK Y@
To save and buy a house years to get the deposit together

The cost of childcare would mean |

To go back to work when | had kids FY GANIdzZ €8 WgaNlAy3I F2,

To trade up to a Bed semi for my LQR KI @S (2 Y2@S 2dzi Hni '}‘
growing family commute an extra 2 hours a day

To support my kids through third CKS2OR adGAff 08 tAGAY3D I i 5o
level o

¢2 08 Ayo@2f GSR Ay E A
lives —

To have an enjoyable retirement LOR KIF@S G2 ¢2N] (2 71p I o

DNR gAY ydzYoSNE NBIfAAAY3T (GKSe

17



BiA

Against this backdrop, rejection
of the status quo S
as a big surprise

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

A While itis commonly being described asa
WLINPGSal ©20SQs Al NBI
that.

A.@& RSTAYAUGAZ2Y | -OfLINR G
demonstration, driven entirely by emaotion,
with no rational component.

b Sinn Fein securing the largest share of first
preferences represents a fundamental shift in the
Irish political landscape which (up until now) had
been dominated by Fianrféailand Fine Gael since
the foundation of the state.

b While undoubtedly a highly emotionally charged
b20S%2 UKAa gla yz2u | Wo



We knew Fine Gael were out of favour Change vs. Nov

2019 Poll
i|||
ranna lran Fianna Fail
l\.f
M Fine Gael
FINEGAEL = RSN
L P
LABOUR abour Party
Green Party +1
Sinn Fein -1
Solidarity/People Before 1
Profit (Solidarity/PBP)
RENUA Ireland +
RERUa el J1 o m o
Social Democrats =
Democrats
Independent i
o;'msﬁg Independent Alliance +1
Aontu =
Other Independent candidate +1

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 Fianrfaailand at this point, it looked like they would win, and Michael Martin
would be the next Taoiseach.

19 Source: Sunday Times and B&¥fanuary Opinion Poll 2020



But what led to the Sinn Féin support surge?

Both FG & FF misread the mood of the electorateather than demonstrate
how they would bring aboutsocietal changeMartin and Varadkar focused on thg
economy & Brexit.

Both appearedincreasingly out of touch with societal issu&sa tangible
demonstration of thiswad S2 +I N} R{1 I NQa& &K remavilyz

nomeless persosleeping along the Grand Canal usiagieavy digger.

Meanwhile, Mary Lou McDonald and Sinn Féhad clearly learned from
previous election mistakes anthn a thoughtful and upbeat policyriven
campalgne they had a clear and coherent policy on retirement for example.

Her exclusion from the televised leaders' debaker 3 Kt A AK i ¥R 2Cd
Ot dzo Q c theyanticipated a postelection coalition between their two

parties, and it began to look like they were@ LJ- O] | 3 S RS f O

Sinn Féirbegantorepresent ¥ I £ 0 SNY I G A @S G2 U
Flickr
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ISIS

The climate cr



B\A

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

/1N 10 consumers are concerned about éand half believe environment
environment al i ssuesé have a profound effect on their life
Disagree

Disagree

Neither

Agree

Agree
Neither

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

23 @ Q.14 Agreement Level ...I am extremely concerned about environmental issues 3.1289 | February 2020| B&A SOTT 2020



The vast majority have made changes in the last few
years for environmental reasons

[7‘—__> High sacrifice
4 Staycation
B

Low effort nea High effort

Low sacrifice

| 26 SOSNE Y2alGd 2F 0 - NE - Wi 2g STTF?2
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bet ween what we CBSA
happening at national/

Daithi from Cork Ireland as a whole

A Has made a range of low A Most car dependent
effort/low sacrifice nation in Europe.

changes. A Beef/dairy farming is
A22NNASR KSQa y A_ a huge industry for
executing them correctly | - v us.

2NJ AT UKSeQ = < Izt A Feels like needs of
ACSStAy3 3Idzif '1 big businesses will

not doing more.

A Concerned about the
future but feeling
helpless and limited.

Very easy for individuals to become disillusioned
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Wedve 1 denti fied a range sustainabim

Qoing someth ing
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Individual effort feels like the smallest drop in the ocean B:A

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

The discourse is all about pitting the individual against others

Individual Individual
VS VS
Big Business Government Policy
N DN g
ae FTNASYR 3253 2y | 02 wiysHo@dd dosakydifigiwhile Coke 2 Kl 6Qa GKS LRAYG Ay
cut out all plastics, but | know she g2y Q0 LKIas 2dzi LI &KW /O6RNYIK &3 LJdzh G A v 3
takes 4 flights a year in the sea

i

'((Iu?i %

T x=
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The brands that are being lauded for their sustainability are those B{A
promoting iIinitiatives that are &

: : : : Lucrative for

Recycling stations istore
Solar/green energy
EV stations in car parks

-
-

100% sustainable cotton by 2020 i

Parley initiative, shoes made
from recycled plastic bottles
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29

The following approaches would help in driving more sustainable BLA

behaviours among consumers

Fostering more collaboration and® ¢ S Q NG
(23S it NQ

Incentivisation: Clear direction:
Sustainable hy (GKS WNJ

behaviours should be do sustainability

financially
advantageous

Recasting small Improvement in
changes: infrastructure:
As the catalyst for Certain green
bigger ones, rather behaviours need

than just pointless significant support

| St LIJFdzAf Wy dzRIAYIQ A
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30

Attitudes towards vegetarianism/veganism have shifted significantly

Veganism has gone

Niche More mainstream
Socially suspect Socially laudable
Odd behaviour » A legitimate choice

Preachy Informed

Dull Exciting
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The positive shift towards veganism/vegetarianism has been more attitudinal than BSA
behavioural so far

One quarter of the population classifies themselves as a flexitarian, while just 4% claim to be a vegan

Eating less meat Vegetarian Vegan

24% 77

%ﬁ %Tl

Any eating less meat, vegetarian or Vegan: 27%

Almost 3 in 10 consumers claim to be eating less meat, be a vegetarian or a \eg@mer among those
living in Dublin.

31 @ Q.14 Agreement Level ... | would classify myself as a flexitarian ~ Base: All adults 16+ 1003 31289 | February 2020| B&A SOTT 2020



Terms |1 ke flexitarian give peopl e aB&A
meat/dairy consumption

Reap some of the benefits Bag some of the kudos Limit sacrifices made

5 Health 5 Moral o Most still enjoy the
1 Environment /' Social experience of eating meat

H Welfare




Technology



Base: All adults aged 16%,001




The surge in digital devices continues BAA

Base: All adults aged 16934

2020 Totals
Devices in Home Trended o4
2 ;
I
Sl & Laptop
L . =
I 57
I
e gy 61] Tablet
|
-Read
eneader eReader
Smart TV
Any Smart TV
(Smart TV + 4KTV) = I, 50
64%
2,213,000 population
4KTV
Wearable Digital Device* Bl1 .
’ B 20 S = erable
m Feb-18
n/a
. . . m Feb-19
Games Consoles (eg X-box, Switch/Switch Lite, PS2/3 /4 e=’4
3843] = Feb-20 Games console
|
A digital device that can stream content from the internet on ng
your TV screen (e.g. Apple TV, Chromecast, etc.)** n/a 27 Streaming device

35 @ Which of the following devices do you currently use? *Added 2018 **Added 2020






We are oO0al

Base: All adults aged 16%,001

57/%

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

Base: All using social media

. 8Ay3 O2yvail yaf e

ways on

36%

Often check work emails
on holiday because they
feel it is expected

Base: All working

25%

Find it hard to
switch off in
evening/weekends

O2y Ul OUlIo6fS YSRYAQUIKNBOYYFUIEFYNS

37
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