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Temperature Check
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Many are feeling on edge and anxious

War in Ukraine

Sense of powerlessness leaves little choice 
other than to ‘crack on’ with their lives

Household bills sky rocketing 
(energy, food, fuel)

Concern around covid cases rising 
and another lockdown to endure

Impact of pandemic (long 
covid, mental health issues)

Inflation

Safety, violence towards 
women, knife crime

“It’s been one 
thing after 

another since 
Brexit”

“It’s like being in the 
Grand National. You 

get over one fence and 
another one hits you”



© Breathe 4

Genuine sense of confusion about Covid

Globally it’s still a real issue

Suspect economy is being prioritized over people’s safety

Government is allowing everything 
to open up (and enjoying the 
opportunities that presents)

BUT Cases rising – will all get it 
despite how careful one is

Global vaccinations inadequate

Able to travel again without 
jumping through hoops

Being encouraged to go 
back to offices

“I don’t see how 
covid is suddenly a 
distant memory”

“Until we look 
globally, we’ll 

keep getting hit”

“We are just 
living with it now 

I would say”

Desire to return to normality seems to be overriding people’s inherent concerns and suspicions (i.e. we’re getting on with it)
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Concern from those with younger kids re impact of pandemic on children’s 
development

Lack of socialisation and normal social interactions
Not seeing extended family
Not having memory making moments

Feel their kids have been held back 

Ticking time-bomb
Unsure what the longer term implications will be for their 
kids but strongly believe there will be some
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But there are positives to be found

Finding our feet in the new normal “It felt overwhelming 
to be crammed in on 

the tube but it also felt 
more normal, which I 

appreciate now”

“I’m trying to 
remain positive, I 

just feel a little 
low on steam”

“Doing normal 
things again, 

sitting in a pub 
garden, going out 

for a roast”

“I feel like we’ve 
turned a corner. 

The worst of covid 
is behind us I think”

“I feel like I’m a 
better person now, 

I appreciate 
simple things”

Accept society has changed and things will 
not ‘go back’ to pre pandemic

Enjoying the freedoms that are returning:
• Theatres, cinemas, museums, music and sporting events, festivals
• Planning holidays
• Socialising with friends and family
• Business trip

Global issues creates sense of gratitude and 
thankfulness

Have refocused and reprioritized over 
pandemic – focus on what matters
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Hybrid working is here to stay

Enjoying the ease and convenience
Saving cost of commuting
More freedom with regard to where you want to live

Despite the benefits, people are increasingly attuned to the drawbacks

Missing interaction – don’t feel as much a part of a team
Missing socialising
Harder to read people
Missing impromptu ‘discovery’ chats
Worries about longer term impact on mental health due 
to isolation

“Working from home has 
potential to be really bad 

for people’s mental 
health”

“You can’t have a 
quick word with a 

colleague”
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Money worries are forcing micro behaviour change

FOCUSED ON 
ENERGY USE 

AT HOME

Represents loss of control – can’t ‘fix’ the problem by shopping smarter, changing suppliers etc.

Aware of benefits to planet but would rather not 
be in the position that’s driving the behaviour

At the macro level feeling blocked and stuck by 
economy e.g. can’t move house, buy new car etc. 

“You’re having 
to think about 

things we 
haven’t had to 
worry about”

“I’ve had a 
letter for 

everything I 
use and it’s all 

going up”

“My kids leave 
a trail of 

electricity as 
they go through 

the house”

“I’m not at the 
vigilante stage 

yet but I am 
being mindful”

Stopped 
using dryer

Washing clothes 
at night, 

on lower heat

Awareness 
of switching 

off lights

Not WFH 
as much

Not overfilling 
kettle

Wearing more 
clothes instead 

of turning 
heating up
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Sense of suspicion around escalating prices, across categories 

Hunch from many that businesses are using cost increases to raise prices by more than is strictly necessary 

Is undermining sense of trust in manufacturers and retailers 

“If you are in credit and your direct 
debit is rising way above the rate 

rise that’s an issue”
Martin Lewis, being vocal about 
over the top price increases from 

energy suppliers 



Sustainability
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Zeitgeist has shifted and sustainability as an issue is embedded in our 
cultural context 
There is a high level of engagement with the issue, but concern that companies are ‘green-washing’ 

Cultural Context

Netflix docs. 
Cooking shows –
chefs using all of the 
animal, foraging
David Attenborough

E.g.:
Dry food refill stations
POS
Detergent designed for lower wash 
temp
Packaging changes

“I saw a pasta thing 
where you buy it out of 

bins, but they were 
taking it out of plastic 

bags out the back”

“It’s always on the 
news, in our faces”

“It’s a buzzword 
for all companies 

now”

“Supermarkets are 
using it as a marketing 
tool to sell things that 

aren’t actually 
sustainable, they know 

customers are”

Info-tainment 

What I do 

Retailer/
manufacturer activity 

and comms. 
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Is this credible?

 Buying a subscription service 
for ‘ sustainable dishwasher 
pods’ but cost of delivery

 Gousto sells in that it prevents 
food waste but uses a lot of 
packaging for small amounts of 
product 

Is this aligned with 
overarching brand values?

 Do I trust the parent company 
to do what they say that are 
doing?

 Are there other things I know 
about the brand that align with 
this?

Level of sustainability activity and comms has contributed to suspicions of 
green-washing 
Highlights a lack of trust, for many, in brands to do the right thing vs. make money for shareholders

Does this feel like it has a 
real benefit?

 Instantly understood
 Don’t have to interrogate or 

research 
 e.g. Switch to fully 

recyclable packaging
 We plant X trees 

How are they evaluating what’s genuine vs. manipulative
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Actions speak louder than words; and people are paying attention to what 
brands are doing 

Option to limit multiple deliveries 
to one slot
Paper/card packaging
Recyclable paper

BUT
Still an issue with huge boxes 

Many are taking things at face value and not interrogating 

Green van delivery slots to 
reduce environmental impact 

Communicating about food 
sourcing
Removed plastic toys from 
Happy Meals 

Vs.
More attuned audience focusing on alignment of specific action with overarching values

Would reject specific action in favour of ‘big picture’ arguments e.g. green delivery saves money for 
retailer, McDonalds still implicated in de-forestation 
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Richer/
deeper 

associations 
and more 

action 

Some people are putting a range of actions into place, whereas for others 
it’s all more surface 

 Avoid plastic 
 Recycle
 Use own bags (and avoid 

paying!) 
 Reducing meat consumption 
 Seasonal shopping 
 Anti fast-fashion 

 Buy less often 
 Spend more on single 

items to get quality that 
will last longer

 Avoid Primark 

 Low waste approach
 Eco friendly purchases

 Bamboo toothbrush 
 Green subscription 

services (e.g. Smol)
 Reducing personal energy 

consumption
 Shopping second 

hand (Vinted)
 Reject overpackaged 

goods

Still a case of checks and balances: balancing’ guilt over lots of shopping on 
Amazon with buying sustainable elsewhere. Won’t sacrifice ease and 

convenience e.g. interested in electric cars but insufficient infra-structure to 
support, insufficient range and too expensive

Simple 
associations 

and some 
action 

“We’re not having 
as much red meat, 
as a family; that’s 
doing our bit for 

the planet” 

“It’s not about 
going to 

Primark and 
filling your 

boots, anymore” 

“It’s on the radar 
for when I can save 
money, like taking 

shopping bags with 
me”
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Resentment of being pushed into sustainability and just how expensive 
it can be 

Extension of ULEZ zone and its impact strongly 
resented
Not really environmentally friendly
 Car scrappage
 Impact on low income families

Feels like a money making exercise dressed up as 
‘sustainability’

Told to switch to electric but entry price = too 
expensive for most families 

Push towards electric vehicles feels too heavy handed and not feasible 

“I am going to have to 
sell a pristine car 

(diesel) to get a worse 
one because of ULEZ. 
The two things don’t 

marry up” 
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Food waste is an area of focus, for some, that hits on multiple benefits 

Doing the right thing helps the environment, makes life easier and saves money 

ENVIRONMENT 

SAVE 
MONEY CONVENIENCE 

“Food waste is 
like dropping 

money into the 
bin” 
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Dual benefits of money saving and being good for the environment are 
motivating behaviour shifts 

Odd box delivery 

ENVIRONMENT 

SAVE 
MONEY CONVENIENCE 

Good to Go App
Olio App

Mindful Purchasing
Shop less frequently

Cook for leftovers
Meal plan

Google ingredients 
and get recipes 

Silicone lids not cling film 
Reusable water bottle

Eat out of freezer week 
Buy refills 

Environmental benefit is 
a consideration but 
secondary to the money 
saving motivation for a 
more cash-strapped 
audience 
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What’s generating food waste

Looking for more retailer support in this area

Mix of retailer and self-generated influencing factors 

Shopping off 
piste (not list) 

BOGOF/
promotions 

Lack of clarity 
with online 

shopping e.g. 
judging weights 

Pandemic stocking 
up triggers 

Impromptu 
plans derailing 

the plan 

Food not lasting as 
long as it used to 

esp. Aldi/Lidl 

Freeze and 
forget 

MERETAILER

“I don’t fall for the 
2 for 1’s anymore, 

unless they are non-
perishable” 
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What does this mean for brands?

People are open to and engaged with sustainability as an issue 

Whilst people are motivated they aren’t willing to take actions that 
will cost significantly more or cause inconvenience

It’s not an automatic tick in the box to be talking about sustainability
• Suspicion of green washing being rife
• Activity and comms will be scrutinised: 

• Clarity – is this easy to understand
• Credibility – is it believable 
• Cohesion – does it align with what else I know about your brand 

Manufacturers role is to make it easy to make the right choice 

BUT



Attitude to Charities



© Breathe 21

Cost of living crisis is recognised as putting massive pressure on 
charity support 
Against this pressure there is a very high awareness of the importance of charities and strong desire to support 
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Head vs. heart evaluation of outgoings across the board

 Need to cut back
 Control my outgoings
 What is expendable?
 Direct debit review 
 Use increase requests as a reason to stop 

Cutting back feels like an imperative and charities are part of this, but desire to support and awareness of the 
importance of charities remains 

 Want to support charities 
I care about
 How else can I give?
 Shift to giving with greater 

sense of value/reward 

“Charities will struggle. 
It’s only £2 a month, but 

that will feel like a lot 
when it goes towards 
paying your electric” 

“Direct debit is 
convenient. It just 

happens, but it goes 
when times get 

tough” 
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Shift to consideration of alternative ways to support (1) 
A lot of this is about adding value into the donation experience (fun/social connection/display of values etc.) but result 
is increased number of personal asks which feel hard to say no to

Collectivism 
 Belonging/connection
 Being part of a group
(Shift back to mass participation vs. lone 
challenge)

Getting others to support financially 
Feel good factor
Achieving a personal goal e.g. getting fit
Emotional reward e.g. look on child’s face 

Event participation/  
sponsorship

Prompted by FB
Indicative of a shift in societal values
How can I do some good
Selfless, but also displaying that 
selflessness
Genuinely rewarding 

Birthday 
fundraisers

“I’m less inclined to give £2 a 
month. I’d prefer to put 

money towards a cause I can 
see, like when a little girl gets 

her hair cut off for charity” 

“When it’s event based I feel 
the money is going to charity, 

which you don’t always do 
when it’s a guy stopping you 

on the street” 
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Shift to consideration of alternative ways to support (2) 

Can give time if 
you don’t have money
Pandemic increased level of volunteering 
e.g. marshalling at vaccination centres, 
community care
Not possible for all (busy diaries)

Getting something back injects fun into the act of giving and pandemic has opened people’s eyes to new and different 
ways of volunteering 

Volunteering

Giving where 
you get something back
 Fun/excitement (gaming)
 Postcode lottery

Value 
exchange
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Feel resentful of being asked to continually put 
my hand in my pocket as prices are sky-rocketing

Shifting the onus onto the consumer 
(what are the corporate doing?)

Want to see the retailer round up and contribute or 
at least match the consumer’s action 

Particularly galling at petrol stations
Esp. when government cost reductions not 

reflected at the petrol plump 

Some resentment of corporate asks and continual pressure to give 

‘Rounding up’ and donate 25p/£1 from retailers (and especially petrol stations) feels cheeky 

“I don’t trust it when 
large supermarkets like 

Morrisons are telling you 
to make donations whilst 
they are raising prices” “I don’t like these 

add ons” 
“I choose my 

charities. I don’t 
want to be forced 

into it”
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Varying comfort levels with financial support methods show a more critical 
perspective as a consequence of the cost of living crisis 
Emotionally rewarding ways to give succeed more strongly

DIRECT DEBIT 

IN MEMORIAM 

GIFTS IN WILLS 

CHARITY SHOP DONATIONS

CHARITY SHOP PURCHASES 
EVENTS/SPONSORING 

ROUND UP 

DIRECT APPROACH IN STREET 

“In memorial giving is just a 
nice idea. Flowers just rot. 
I’d always prefer to give” 

“Now things have opened up 
the charity shops have done 

really well out of the 
pandemic. Everyone’s had time 

to declutter and donate”“Charity shops have wised up. 
The prices are too high. They 

spot the good stuff and hive it 
off. You don’t get bargains 

any more” “(Gifts in Wills) is just something 
that causes problems in families. 
You really need to talk about this 

one with your nearest and 
dearest before you go near it” 
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Underlying trend: Fire-fighting perspective leading to present tense 
focus in giving 

 Moving away from ‘investment charities’ to those that have more 
immediate impact (e.g. mental health services vs cancer research)

 Judged by what people need now (e.g. guide dogs) vs longer term 
(research)

 Important to continue with both, research can’t just stop, but less 
sense of urgency

Some evidence of shift from ‘investment’ in future solutions to meeting present tense need 



Final thoughts 



© Breathe 29

Erosion of trust: In politicians, in government, in institutions, 
in retailers and in brands 
In the glare of social media nothing goes unnoticed…….

Hard to discern what 
is real vs. not real 

Everyone is out 
to make a buck 

Scam Central 

Actions speak 
louder than words 

Any degree of misalignment 
is pounced on 

No benefit of the 
doubt 

Social media 
echo chamber 

Documentary 
visibility 
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Erosion of trust: In politicians, in government, in institutions, 
AND in retailers and brands 
In this digital age people are more tuned in and more cynical/suspicious than ever before 

Moral authority of our 
leaders has eroded Scams are EVERYWHERE

Access to vast swathes of 
information 24/7 – not all 

of which is real

Seemingly anything goes

Rot at the top sets a tone for the 
masses

Lots of ‘bad people’ out there

Need to be permanently on guard
Constantly getting warnings and 

going through verification

Better understanding of how businesses run 

Hear all sorts of stories about businesses 
(nothing goes unnoticed)

Small discrepancies are pounced upon and 
actions speak louder than words

Hard to discern what is real vs. fake – who has 
time to check everything

Echo chamber adds credibility (‘people like me’)

In a fundamentally unstable world people feel unsafe and are therefore cautious and suspicious
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