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Introduction

This is the second annual Sign of the Times report from Behaviour & Attitudes.

Drawn from our observations across hundreds of consumer research projects over the
last year and a series of group discussions, it attempts to capture the current
zeitgeist in Ireland.

We have also included some recently completed quantitative survey output from the
B & A Barometer.

As I relandds | argest independent research
we have the experience to provide an analysis of what is really preoccupying the
population in Spring 2011.



Introduction

Group | Gender Social Other Criteria Location
Class

Female Empty Nester Cork
2. Male C2D 25-34 Double Income No Kids Cork
3. Male BC1 45-54 Mature family Dublin
4. Female C2D 35-44 Young family Dublin
5. Male BC1 35-44 Young family Sligo
6. Female Cc2D 45-54 Mature family Sligo

A All completed a pre -task sheet before coming to group
A All were told video clips of their comments would be used on our website
A No more than 3 per group unemployed.




Current Climate

This time last year we had already become numbed by the recession.

We had all the revelations about Anglo Irish bank, NAMA was set up, the FAS board
resigned.

People lost jobs, salaries were cut, there was concern and anxiety but a desire to get
on with life.

X Factor became mainstream, we went out less often and Ryan Tubridy took over
the Late Late.

The Celtic Tiger disappeared but still we
won the Grand Slam after all!

There was even some brief talk of &6green

In 2011 things are bleaker still.



ol thought two years agoc
were In a recession that we were

going to start coming out of it. Now

| jJust feel we are going to have to

walit years. o




Local News 2010
First, a |1 ttle contexteé

N
{ ;/ Personal Explanation

We saw momentous events and signs of a population fraying at the edges. There
IS more anger, more anxiety and a sense that the elite are untouched or just
detached from real life.
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World of Ent

People found a few heroes to follow in sport and the world of entertainment.
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Perhaps more than ever this year we need symbols of strength and leadership

EHAVIOUR when there is little evidence of a clear direction for the country.
ATTITUDES




Memorable Ads of 2010

SMELL LIKE A MAN, MAN.
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your taste buds want them

Big budget entertaining advertising always catches the imagination, but we also see
this year how themes of hope and confidence resonate with people. Ireland re -
i magined in a positive way (National Lot
surprise and stand out from all the doom and gloom in the media.




0One daughter had to move to the UK
another will be moving to the Middle East with her husband

and family. This will affect me gr e
OTwo brother
emigrated to

OA ot | evdiike c%srlpug? I n | e amystralia ue 1

prices may have stayed

the same we had less to (church, ba!"ks’ : recession anq hgye
< : pol iticians) |&ftradugevdidifour
pend. 0 . .
fami ly Iife.

ol have turned off unnecessary | ightinc
appliances not I n use. Pl us | use t he
0oOver the | ast 12 moretvhess ytohneer ec | hoasse hteoe r
an overbearing sense of uncertainty purse strings and some friends and
mostly due to job security and financial family were without jobs and money
matter so as a result of the economic

. _ downturn.o

ol lost my job at ongit was very
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Climate Headlines

J.2556

10



Climate Headlines

&AVTIUDES



Climate Headlines

EHAVIOUR
ATTITUDES




