






Our Meaningful Brands  study 
is unique



FUNCTIONAL EQUITY
Rational benefits focused on product functionality, customer service, 
interactivity, and technology.

11 Core / 
6 Bespoke

PERSONAL EQUITY
Messaging and behavior that connects on an individual basis and serves a 
specific personal need or want.

10 Core / 
6 Bespoke

COLLECTIVE EQUITY
Company initiatives, behaviors, and actions that respond to and connect 
at the social and cultural level.

13 Core / 
3 Bespoke

ATTRIBUTES:





Of people are feeling in control of 
their life; we are tracking upwards 
collectively.
(+3 p.p. vs 2024)







Those who came of age during the Cold War 
may be more wary of socialism.

Those who came of age during the 2008 financial crisis 
might be more sceptical of capitalism and more open to 

progressive policies.



Source: The Great Society, Reagan’s Revolution, and Generations of Presidential Voting

https://static01.nyt.com/newsgraphics/2014/07/06/generations2/assets/cohort_voting_20140707.pdf






Of 25–34-year-olds have at 
least a third level education

VS

Of adults 60-64
(Q2 2024 CSO)



Believe the nation is 
going in the wrong 
direction.

Please note figures are compared to nat. rep. 







Say they don’t let tough times 
keep them down, they keep 
moving forward.





Look to humour as a way to lighten the load when times are tough.



Make a real effort to be 
mentally and physically 
healthy.

do more now to improve 
their mental health than 
a year ago.



Are setting better 
boundaries for work life 
balance, compared to a 
year ago.





Please note figures are compared to nat. rep. 

Believe the nation is in 
an economic crisis, this is 
due to their frames of 
reference. 



Please note figures are compared to nat. rep. 

Believe the world is 
going in the wrong 
direction.





Of Boomers report 
making a real effort to 
be physically and 
mentally healthy.

Believe the 
nation is 
experiencing a 
health crisis.





Believe their financial future is 
positive.
That is despite being the 
wealthiest generation on 
paper and lower concerns for 
the local economy.
(-5 p.p. vs All Adults)

only









Believe in technology’s 
potential.
(+7 p.p. vs All Adults)

But 1 in 2 also say it 
does more harm than 
good.
(+11 p.p. vs All Adults) 



Admit they’ve increased their 
impulse buys since last year.

Say that compared to 
last year they’re 
purchasing after saving 
to be cautious with 
expenses.

& 





Feel their financial future 
is generally positive.

Millennials feel the most 
in control of where their 
life is heading at



Say they take a stand on key 
issues important to them. 

(highest of all generations) 

Have stopped buying from 
brands that don’t respect 

people or the planet. 
(+10 p.p. vs All Adults) 

Say they actively contribute to 
charities or causes that address 

issues that are important to them.











Are trying to be more 
physically active.
 (Vs 53% all adults)

Are trying to make more mindful nutritional 
choices.
(Vs 49% all adults)

Are trying to be better at tracking 
their health.
(Vs 44% all adults)



Are trying to be better at 
wasting less products/ 
food/ clothes compared to 
a year ago.
(Vs 57% all adults)

Say they put a lot of effort into 
being environmentally 
responsible and protecting 
nature.
(+6 p.p. as All Adults)





Believe brands should be doing 
much more for the good of 
society and the future of our 
planet.
(on par vs 2024)

Believe companies/brands should 
show more humanity and generosity 
when times are tough.
(on par vs 2024)

Believe companies/brands 
should help them save money.
(+1 p.p. vs 2024)



Believe companies should have 
a long-term plan in place given 
all the uncertainty we are living 
in.
(+6 p.p. vs 2024)
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Companies/brands should help me save time

Companies/brands should use their power to
influence or affect change

Companies/brands should be dedicated to
make my day to day life easier

I will pay more for products that use
sustainable materials or are eco-friendly

I have stopped buying from brands/companies
that do not have the same views and values as

me

I have stopped buying from brands/companies
that do not respect the planet or society

I believe companies/ brands should satisfy my
individual needs rather than taking a wider

role in society.

Gen Z Millennials Gen X Boomers



Say they are quick to 
switch brands if they 
find a more cost-
effective or 
convenient option.
(+2 p.p. vs 2024)

Say they will buy a product if it 
best suits their needs, even if 
they disagree with the 
company's views. 
(+4 p.p. vs 2024)
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Say they are more cautious 
today about how they spend 
their money.



Believe private/generic labels 
offer better value for money 

than branded products.



Find online shopping more 
convenient than in-store 
shopping for most of their 
needs.

Say they prefer shopping in physical 
stores because they enjoy 
experiencing products firsthand and 
receiving in-person assistance when 
needed.

BUT
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What you do as a business
What you do for society
What you do for ME 
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In a world of uncertainty, people are 
reclaiming control by focusing on 
what matters most to them in the 
here and now. 

Brands that help them do that, while 
proving their worth every single day, 
will win.





Expression. Control. Health & Wellbeing. Happiness.
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