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https://globescan.com/2022/09/22/insight-of-the-week-concern-for-climate-change-reaches-all-time-high/ Red BI‘IC.]'{
https://news.sky.com/story/climate-change-uk-public-concern-over-environment-double-that-of-the-economy-poll-finds-12477188
https://www.newstatesman.com/chart-of-the-day/2021/09/how-public-concern-over-climate-change-has-surged The Growth Insights™ Agency

https://about.google/stories/year-in-search-2021/?topic=environment
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https://news.sky.com/story/climate-change-uk-public-concern-over-environment-double-that-of-the-economy-poll-finds-12477188
https://www.newstatesman.com/chart-of-the-day/2021/09/how-public-concern-over-climate-change-has-surged
https://about.google/stories/year-in-search-2021/?topic=environment

2020 SAW NET-ZERO ENTERING THE PUBLIC
DISCOURSE

® netzero

Search term

+ Compare

United Kingdom 2004 - present - All categories « Web Search -

Interest over time
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https://trends.google.com/trends/explore?date=all&geo=GB&g=net%20zero The Growth Insights™ Agency



https://trends.google.com/trends/explore?date=all&geo=GB&q=net%20zero

Bank of
America predicts that
Gen Z’s income will
surpass that of their
next older generation,
Millennials, and they
will become

“the most
disruptive
generation ever”



WHAT DO GEN Z WANT FROM COMPANIES?

“GEN Z NO LONGER FORMS OPINIONS OF A COMPANY SOLELY BASED
ON THE QUALITY OF THEIR PRODUCTS/SERVICES BUT YKo ¥ Vo] Xe]\|

THEIR ETHICS, PRACTICES AND SOCIAL IMPACT. [ReR/[ NSk /=0z =Nk

OF GEN Z, COMPANIES WILL NEED TO HIGHLIGHT THEIR EFFORTS TO
BE GOOD GLOBAL CITIZENS. WHILE FOCUSING ON THE QUALITY OF
THE GOODS/SERVICES YOU PROVIDE IS STILL IMPORTANT, A
COMPANY’S ETHICS ARE MORE IMPORTANT THAN EVER. MIOREOVER,
ACTIONS SPEAK MORE LOUDLY THAN WORDS: COMPANIES MUST

DEMONSTRATE THEIR COMMITMENT TO A BROADER SET OF
OCIETAL CHALLENGES, SUCH AS CLIMATE CHANGE.’
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Deloitte, Welcome to Generation Z



https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/welcome-to-gen-z.pdf

WHAT DO GEN Z WANT FROM COMPANIES?

93 PERCENT OF GEN ZS BELIEVE BRANDS HAVE AN I avoid companies
OBLIGATION TO TAKE A STAND ON ENVIRONMENTAL that don't take

LV FA DIGITAL SAVWY GEN ZS WILL DO . THEIR . sustainability seriously
HOMEWORK. THEY’LL'SPEND TIME LEARNING ABOUT YOUR

COMPANY’S BUSINESS PRACTICES TO UNDERSTAND IF
THEY’RE GREEN. FOR EXAMPLE, ARE YOU RECYCLING THE
WASTE OUTPUT FROM YOUR MANUFACTURING PROCESSES
OR DOES YOUR DISTRIBUTION FLEET RUN ON CLEAN
ENERGY? AND IF THE ANSWER IS NOT UP TO PAR, EXPECT
THEM TO SHOW THEIR DISAPPROVAL BY VOTING WITH
1[5 ERZYNN S ESMALMOST ONE THIRD OF GEN ZERS HAVE

BOYCOTTED A COMPANY THEY PERCEIVED AS

80%

OLLOWING UNSUSTAINABLE PRACTICES.’

Source: Global Student Living 2022
2,744 students 3-Ye§ BYICK

UniDays, Want to win Gen Z’s respect? Show some respect for the environment. The Growth Insights™ Agency



https://www.genzinsights.com/to-win-gen-z-show-some-respect-for-the-environment

THERE IS AN ATTITUDE OF FATALISM OVER
WHAT INDIVIDUALS CAN DO

TO WHAT EXTENT DO YOU AGREE OR
DISAGREE WITH THE FOLLOWING - I
y Boomers [§A

STATEMENT:
Gen X

THERE IS NO POINT

CHANGING MY BEHAVIOUR TO
TACKLE CLIMATE CHANGE
BECAUSE IT WON’T MAKE A

Millennials 18%

Gen Z 23%

DIFFERENCE ANYWA

https://www.kcl.ac.uk/policy-institute/assets/who-cares-about-climate-change.pdf



https://www.kcl.ac.uk/policy-institute/assets/who-cares-about-climate-change.pdf

GEN Z DISILLUSIONED WITH “SMALL CHANGES”

“l do what I can. | always recycle. | try not to
waste energy - turn the lights off, and small
things like that. But | guess if everyone does
eI clo=ligthe big changes are not
things that we individually can do, which is
quite frustrating, (s i 8ol Rig/Ad ST (Ve[=1g]#
PBSA, Southampton)

“I just feel really overwhelmed and it feels
eIz /At doesn't feel like there is
anything like | can do.pS{eMIscy S ¥=r1/)%
scary and big and overwhelming.” (Student,
PBSA, Dublin)

Changing Behaviours

https://www.ask4.com/resources/research/changing-behaviours Changing Behaviours. Ask4, Utopi & Spike  TheGovhisignsiigeny



https://www.ask4.com/resources/research/changing-behaviours

GEN Z BELIEVE LARGE COMPANIES SHOULD
CHANGE BEFORE INDIVIDUALS

Reasons for adults (aged 16 years and over) not making lifestyle changes to tackle
climate change, by age, Great Britain, 6 to 17 October 2021

| do not think the | think large It is too expensive to | do not know how to
changes | make will | polluters should make changes make changes
have any effect on change before

climate change individuals

I

% of group who had % of those who gave
made no changes the following reason

.

°=Te} BIICK
ONS Opinions and Lifestyle Survey 2021, All persons: 4,004, 16 — 24: 520 fRie e


https://www.ons.gov.uk/peoplepopulationandcommunity/wellbeing/articles/threequartersofadultsingreatbritainworryaboutclimatechange/2021-11-05
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Source: https://www.n imes.com/2021/07/03/W(;rld/americas/e e-fire-qulf-mexico.html


https://www.nytimes.com/2021/07/03/world/americas/eye-fire-gulf-mexico.html

STUDENTS WANT THEIR ACCOMMODATION TO
DO MORE, BUT GREEN PREMIUM DOESN'T APPLY

My accommoddation should do
more to reduce its environmental
impact

-

87%

[ would pay more for
accommodation that was
environmentally friendly

o

B@Do not agree

@B Somewhat agree
@ Agree strongly

O Agree completely

Source: Global Student Living 2022

Source: Global Student Living 2022 °=Ye} BITCK
2,744 students 2,744 students R,

hhhhhhhhhhhhhhhhhhhhhhh



COST.OF LIVING TOPS CONCERNS FOR GEN Z

The cost of living is the top concern among Gen Zs and millennials,

() followed closely by climate change.

Top Concerns

Gen 2Zs Millennials

Cost of living |GGG 29% Cost of living |GGG 36%
Climate change |G 24% Climate change |G 25%

Unemployment NN 20% ~ "eathcore/dsease gy 5y

prevention

Mental health
of my generation

B 19% Unemployment

Sexual harassment [ 17% Crime/personal safety
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Deloitte, Global Millennial Survey 2022 The Growth Insights™ Agency



https://www2.deloitte.com/content/dam/Deloitte/at/Documents/human-capital/at-gen-z-millennial-survey-2022.pdf

Source: Global Student Living 2022 I2lzte} BIICK
2020 1 1 ,249, 2021 5 19,820, 2022 1 ,800 The Growth Insights™ Agency




DRIVING THE NET ZERO AGENDA

W\

O

RATHER THAN INDIVIDUAL ACTION, PRESSURE WILL BE PUT ON
ACCOMMODATION PROVIDERS TO BE ENVIRONMENTALLY FRIENDLY
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THANK YOU

@ www.redbrickresearch.com

¢

Z_\

\
\ B

iInfo@redbrickresearch.co.uk

The Warehouse
Hill Street
Tunbridge Wells
TN1 2BY

+44 (0)1892 249 650
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