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People overw
want to live m
sustainably.

90%

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

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

Whereas

02%

And

19%

Life-centric Archetypes a

re a great place to start.

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.

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.

Worldviews +

| . h People's different
Re atIO NSNI p perspectives about
. whether theyre taking
tO SUStalnable action and doing enough
.. already, and whether
| IVIN 9 theyre willing to do more.

It's about their goals, the
motivators that propel
them to act, and the
barriers standing in
their way.

Using the archetypes, organizations

can crack the code.

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.
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Note: Percentages represent share of global sample
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https://www.accenture.com/us-en/insights/song/cracking-the-code

