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INTRODUCTION

People are the problem and the solution

GDP per capita and emissions per capita

Figure 1:1 Prevalence of conscious consumers by market and category, 2026

Figure 1:2 Most most important on pack communications information when choosing between one food/drink product /
beauty/personal care product / household cleaning/care product over another, 2026

EcoVox's Trio of Truths

MECONOMY

HOW PEOPLE PRACTICE ECONOMISING, LOW IMPACT BEHAVIOURS

Figure 1:3 Willingness to pay premiums for reduced impact products and policies by market, 2026
Figure 1:4 Reasons for resource-conscious retail and transport behaviours

Meconomy products lead with performative and economic “me benefits”

Figure 1.5 Prevalence of low impact transport and retail behaviours by market, 2026

Meconomy needs a ho compromise “feel good” factor

Figure 1.6 Experience of weather that damaged your property or vehicle by market in past 12 months
Overall losses from weather related disasters, 1980-2024 (inflation-adjusted) USSbn

Figure 1:7: Experience of “It being too warm to work properly/effectively” by market in the past 12 months, 2026
Figure 1:8: Experience of rising food, energy and costs by market in past 12 months, 2026

Figure 1:9 Experience of energy unaffordability and shortages in the past 12 months by market, 2026
Figure 1:10 Economic issues that make people feel angry or upset by market, 2026

Figure 1:11 People reducing energy use in heating and cooking in past 12 months by market, 2026
Sustainability makes good business sense

Figure 1:12 Anger at import and employment issues by market, 2026

PEOPLE’S OPENNESS TO ECONOMISING ALTERNATIVES

Figure 1:13 Home utilities and vehicle ownership and aspiration to own by market, 2026

Figure 1:14 Economic motivations and barriers for wanting/not wanting utilities and vehicles, 2026
Figure 1:15 Performance perception motivations for wanting/not wanting home utilities and vehicles
Figure 1:16 Satisfaction levels by different types of utility and vehicle ownership, 2026

Figure 1:17 Level of belief in efficiency claims of clean utilities and vehicles, 2026

Annual gasoline and electricity cost by market and charger type (S)
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RESOURCE CONSCIOUS BEHAVIOURS AND EXPECTATIONS

Figure 1:18 Experience of food, power and shortages by market in the past 12 months, 2026

Figure 1:19 Select resource conscious practices people expect from “responsible companies”, 2026
Figure 1:20 Experience of food shortages and costs by market in past 12 months, 2026

Figure 1:21 Economising food behaviours in past 12 months by market, 2026

Figure 1:22 Proportions of people regularly buying products to save money, 2026

Figure 1:23 Proportions of people not buying products because they cost too much, 2026

Figure 1:24 Experience of and satisfaction with food alternatives, 2026

Figure 1:25 Openness to and resistance to food alternatives, 2026

Food alternatives must campaign on no compromise, tasty benefits

Figure 1:26 Experience of restrictions, disruptions and price increases in past 12 months by market, 2026
The Meconomics of waterless products

Figure 1:27 Packaging recycling, composting, reuse and reduction behaviours in past 12 months by market, 2026
Figure 1:28 Proportions of people reusing packaging to save money, 2026

The Meconomics of refills

Deposit Return Schemes pay out to people and retailers alike

Figure 1:29 Experience of and interest in bottle/can return reward scenes by market, 2026
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HEALTHY HABITATS

PEOPLE’S HABITATS GIVE THEM HEALTH AT A GLOBAL AND LOCAL LEVEL

Figure 2:1 Importance of nature and exercising as factors making people free and happy by market, 2026

Figure 2:2 Natural biodiversity people can see within walking distance of where they live by market, 2026

Figure 2:3 Personal experience of interacting with nature in the past week by market, 2026

Figure 2:4 Impact of nature experience and engagement levels on regular product purchasing, 2026

Figure 2:5 Lifetime and recent experience of habitat decline by market, 2026

Living in a habitat with energy infrastructure raises interest in clean energy

Figure 2:6 Types of energy and transport infrastructure within walking distance of where people live by market, 2026

Figure 2:7 Interest in having clean ufilities and vehicles by experience of energy infrastructure, 2026

BODY POLITICS: HEALTH AS A DRIVER

Figure 2:8 Proportions of people buying meat/dairy alternatives/organics “because they’re healthier”, 2026
Low impact diets are indeed better for our bodies
Figure 2.9 Agreement that “It’s not possible to get enough protein without eating meat” by market, 2026

Products leading on performative “me benefits” to keep our bodies healthy habitats
PROTECTION FROM HEALTH THREATS OF CLIMATE CHANGE, FOSSIL FUELS AND PLASTICS

Figure 2:10 Impact of experience of environmental threats on regular responsible product purchasing, 2026

Figure 2:11 Experience of heat related health threats where people live in past 12 months by market, 2026

Killer heat grows demand for protection products

Figure 2:12 Influence of heat exposure on aspiration to own home ufilities, 2026

Figure 2:13 Reasons for being inferested in having home ufilities in future, 2026

Figure 2:14 Experience of pollution threats where people live in past 12 months by market, 2026

Figure 2:15 Agreement that a “responsible” company should reduce its CO2 emissions by using EVs by market, 2026
Figure 2:16 Agreement that “Plastic particles from products and packaging are a threat fo my health” by market, 2026

Figure 2:17 Agreement a “responsible” company should reduce chemicals it puts in the environment by market, 2026
WHERE WE LIVE: THE IMPORTANCE OF LOCAL HABITATS AND LOCAL BENEFITS

Figure 2:18 Weekly and annual locally engaged behaviours by market, 2026
Figure 2:19 Local community issues cited as top three things that make people angry or upset, 2026

Figure 2:20 People’s prioritisation of “Proof that it was made locally” in sustainability credentials by market, 2026
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CLOSER COMMS

WHAT PEOPLE EXPECT FROM RESPONSIBLE BRANDS

Figure 3:1 Top three things people think a “responsible” company or business should be doing, 2026
People want tangible direct action on emissions, not offsetting

Figure 3:2 Prioritised on pack or advertising sustainability information people want to see, 2026

Figure 3:3 Prioritised on pack or advertising sustainability information people want to see by market, 2026

Wanted: marketing information offering clarity and simplicity

SOLUTIONS TO THE CHALLENGES OF DIVISION, DEPRESSION AND DISEMPOWERMENT

Figure 3:4 Prevalence of positive and negative words associated with “sustainability”, 2026

Figure 3:5 Agreement “"Humans releasing CO2 is the reason the planet is getting warmer” by market, 2026
Division: taking sides, recapturing freedom and rebellion

Figure 3:6 The top 3 things that make climate change deniers and believers feel angry or upset, 2026
Figure 3:7 The top 3 things that make climate change deniers and believers feel happy or free, 2026
How to keep optimistic even when 1.5°C is dead

Celebrate imperfect progress

Offer a vision of achievement and abundance

Figure 3:8 Opfimism for the future of resources and fairness by market, 2026

Figure 3:9 Positives attitudes to progress and impact based on exposure to energy infrastructure, 2026
Storytelling about people is a route to engagement

Figure 3:10 Concerns for and aftitudes towards people by market, 2026

Demonstrate how we’re connected by solutions, not just problems

Figure 3:11 Senses of impact and disempowerment by market, 2026

Campaigns demonstrating “Collective Efficacy”
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