
of people are encouraged by 
businesses, large or small, to 
take sustainable action.

are inspired to live sustainably 
by brand messaging and 
advertisements.

are encouraged by friends 
and family to take sustainable 
action.

But organizations are not delivering.

Life-centric Archetypes are a great place to start.

Using the archetypes, organizations 
can crack the code.

25%
Only

62%
19%
And

Whereas

want sustainability to be a part of their 
lives, including people who are not 
currently taking any sustainable actions.

People overwhelmingly 
want to live more 
sustainably.

96%

Cracking the Code
Our Human Moment:

Six Life-centric Archetypes for living sustainably — 
each with their own view of the world and unique 
relationship to sustainable living — characterize 
the different starting points for people’s paths to 
sustainable living and shed light on the tailored 
modes of engagement needed for each.

Think of an archetype as a “best-fit” model  
for any individual. Understanding worldviews, 
together with how people think about 
sustainability, unlocks opportunities for 
organizations to address different people in a 
way that makes sustainable consumption and 
living more relevant and practical for them. 

In trying to make sustainability relevant, most organizations miss something critical: people’s worldviews. 
Life-centric archetypes combine people’s worldviews with an understanding of their relationship to 
sustainable living to help organizations make sustainability relevant for everyone.

All datapoints are sourced from a global general population online survey among 8,000 people across 11 markets (2022)

Note: Percentages represent share of global sample

Create more robust 
audience definitions for 
increased relevancy.

Deliver sustainability 
communications that 
connect with everyone.

Move sustainable 
innovation forward in 
ways that resonate with 
people strongly.

Shape transformational 
efforts around a shared 
understanding of what 
sustainability is.

This approach is enabling organizations  
to move forward and can propel sustainable 
transitions in the following ways:

Communicating 
in more 
engaging ways

Unearthing new 
directions for 
innovation

Modeling 
and targeting 
audiences

Uniting 
colleagues as 
organizations 
evolve

Let’s crack the code

Click to read the full report

+
Future is 
uncertain 

and difficult 
to control

+

+

Skeptical to 
jump in

We ca’t 
determine 
the future, 
no matter 

what we do

Everything’s 
going to be 

alright

Not in the 
sustainability 

game

Focused on 
personal health 
and wellbeing

+
Hope is 

necessary 
and we need 

to find it

Living the 
sustainability 

crisis on 
multiple fronts

+
With action 
the future 

will be better

Deeply 
committed  

to living 
sustainably

The Life-centric 
Archetypes at 

a glance

Diligent Optimism

(24%)

Detached Fatalism

(15%)

Uncertain 
Skepticism


(21%)

Disheartened 
Altruism


(16%)

Determined 
Pragmatism


(12%)

Self-interested

Idealism


(12%)

+
Others 

come first, 
always

Lacking 
motivation,  
but open to 
engaging

+Worldviews
Relationship


to sustainable 
living

People’s perspective on 
how they look at the 
world and their role in it. 
Considerations around 
people’s disposition, 
agency, outlook on life 
and responsibility towards 
others represent critical 
predictors of sustainable 
behaviors.

People's different 
perspectives about 
whether they’re taking 
action and doing enough 
already, and whether 
they’re willing to do more. 
It's about their goals, the 
motivators that propel 
them to act, and the 
barriers standing in 
their way.

https://www.accenture.com/us-en/insights/song/cracking-the-code

