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Founding Partner,
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Social purpose matters today, and will continue to matter. The first part of
what we call ‘the Purpose decade’ - a period where organisations realise
that they can do well by doing good - has been tumultuous. Covid-19,

war, political upheaval, and rapid technological developments have added
complexity to the world, making the purpose agenda even more important.
Society really does expect business to play a meaningful role in solving the
world’s biggest challenges.

Yet there are some nuanced changes to attitudes that we have seen since
we launched the Purpose Pulse in 2020.

Mental and emotional health are of even greater concern to Gen Z and
Millennials today. Inequality - whether racial, economic, social - is also top
of mind. And anxiety over the cost of living is considered an even greater
challenge. All of this takes place with the persistent drumbeat of anxiety
caused by the climate crisis.

This year's Purpose Pulse is set in the context of the most global elections
in history (65, if you’re counting). We’ve already seen a seismic change in
the UK political landscape with the first Labour government in 14 years.
And, following the withdrawal of Joe Biden, the US presidential election in
November is now seen as a real contest again, between the former
president Donald Trump and the Democratic nominee, Kamala Harris.

As Purpose Pulse 2024 demonstrates, profound change is on the horizon.
Gen Z and Millennials not only anticipate this change, they are eager to
lead it. The challenge and opportunity for leaders and businesses alike is
to prepare for and embrace this inevitable transformation.
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Social issues matter

The majority of Gen Z and
Millennials (53%) expect
companies to do more on
social issues - a significant
increase from 39% in 2021.

BRC

World of work

Millennials and Gen Z expect companies
to take care of their employees (81%), to
deliver on commitments and promises
(78%), support equal pay for equal work
(78%), be transparent (76%) and have a
clear vision and values (75%).

Solving problems together

These generations believe problems can
be solved by individuals joining together
(55%) or a coalition of individuals,
businesses, nonprofits and government
(48%). Meanwhile, 42% trust nonprofit
organisations to tackle today’s problems,
compared to businesses (35%) and
government (31%).

Mental and emotional health is a
priority for these generations

The number of people who say mental
and emotional health is their biggest
challenge remains high (72%) and shows
no sign of abating. It’s an even greater
issue for those who identify as LGBTQ+.

These generations support DEI initiatives
because it is the right thing to do

When asked to choose from several
options as to why an organisation should
prioritise and support DEI policies, Gen Z
and Millennials are most likely to say
because it is “just the right thing to do”
(26%). This is compared with just under
1in 10 (8%) who say it is important
because it brings financial benefits.

The cost of living is the biggest
generational challenge

Far and away, the dominant challenge
for Millennials and Gen Z (84%) is the
ongoing cost of living crisis.

Climate

While being eclipsed by personal financial
and wellbeing concerns, the next highest
ranking issue is climate change. Majorities
in both the US and UK still think business
IS not doing enough and a growing number
think we’re in a worse position to tackle the
problem than in 2021.

The findings are based on an international online survey of 1,638 Gen Z (16 - 27 year olds) and Millennials (28 - 43 year olds) in the UK and US.
The survey was carried out between 25 April and 7 May 2024. The overall margin of sampling error across both countries is +/- 2.4 percentage
points. In the US, there was a total sample of 806 Gen Z and Millennials, and the margin of sampling error is +/- 3.5 percentage points.
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We poll both generations
together - Millennials (born
between 1981-1996) and Gen Z
(born 1997-2012) - but there
are noticeable differences in
values and priorities between
these age groups.
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Gen Z: the social purpose generation

Gen Z, in particular, will be loyal to, work for and support brands,
companies and government policies that value people, address
iInequality, and do the most good for the most people. They are a
generation that want companies and brands to do good, not just
make good products. That requires a commitment to purpose,
beyond a nice website or PR campaign. It means knowing when 5
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tackling inequalities within their own walls. Y
Gen Z, especially, value companies and brands that are genuinely
passionate in harvesting their enthusiasm, energy and ideas to
work together to solve society’s greatest problems, be it racial ,/// s
and economic inequality or climate change. ;//’,Z/’ o s
) PN
4 é;"f'éf

<
7
/// G o
, / //// SRR
000
/// 7 ///// ? /0'»7 $
¢QO‘¢/,'

7

¢ 03

% /
s




z The Purpose Pulse 2024

Businesses staying silent on social issues doesn’t fly with Gen Z and Millennials

Which of the following is closest to your own view about what
companies are doing about social issues today?

58%

53%

497,

99, 10%

. -

They are doing
enough and don’t
need to do more

. Total

They are not doing
enough and should
do more

They are doing too
much and should
do less

Gen Z Millennials

1 20/0 1 O% 1 30/0

Don’t know

93%

The majority (53%) of these age
groups expect companies to do more
on social issues, whether that’s
speaking out on race riots in the UK or
attacks on abortion rights in the US.

Gen Z
Millennials

58, 49.

Gen Z (58%) are more likely than
Millennials (49%) to say companies are
not acting on social issues enough.
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Gen Z are also more likely than Millennials to say it is important for companies
to focus on purpose, tackling inequalities and taking positions on issues.

Millennials are more likely to value a company that takes care of its employees,
delivers on commitments and promises, is transparent, and meets their expectations.
How important are each of the following to you when deciding to buy products from or otherwise support a particular brand?

72% 74(% 720/0
66%

61%

>8% 54 2% 95%
% o (o] ? 5300
51% 51% 499, 509, % 489, 499, 50, 487,
They treat their They have a They have a clear They actively They take a stand They donate to
employees well positive social social purpose promote diversity on social issues charities
impact beyond making profit and inclusion that | care about

. Total Gen Z Millennials
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Gen Z

64-.52.

One of the biggest differences
between Gen Z and Millennials is
In expecting potential employers
to achieve diversity targets on
race and gender (64% of Gen Z
to 52% of Millennials). Millennials
iIncreasingly make up today's

I

business leadership, so while Gen Z are a generation driven by activism, collective action and

largely aligned with Gen Z on the meaningful progress. They are all too aware of greenwashing and false
issue, there may still be room for promises shrouded Iin flashy marketing and are more than happy to call
disagreement on DEI between this out on social media. But it doesn’t stop there. Our Purpose Pulse
management and the younger shows that this generation is holding the feet of inauthentic organisations
employees they hope to attract to the fire by increasingly participating in protests, boycotts and other
and nurture. forms of direct action. Word to the wise: don’t underestimate Gen Z - they

aren’t tomorrow’s problem; they’re today’s leaders.
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Millennials are more likely to say cost of living, home ownership
and political instability are the biggest concerns for their generation.

But Gen Z are more likely to see climate change, student debt and racial and gender equity as the great concerns.

How important are each of the following to you when deciding to buy products from or otherwise support a particular brand?

84% 86%
81%

72% 3% 740,

6% 68%

63% 63% 63% 60%

o . 594, 61%
57% 8% g6, 55% 56% 540, g4, LM 50
49% 47 % .
42, 42% 0 0
I 270 40% 40% 40%

Cost of Mental and Home Economic Climate Political Student Racial Gender Artificial
living emotional ownership iInequality change instability securlty debt iInequality iInequality intelligence
health

. Total Gen Z Millennials

41%
38% 36%

COVID-19/
another
pandemic
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Businesses staying silent on social We know this can make companies nervous. But businesses that think N
\
\ \

issues - and not having a clear about what social issues to support - and how - can reap the benefits.
Gen Z and Millennials are more than twice as likely (66% vs 27%) to

_ , recommend the company they work for if it takes concrete social or

Gen Z and Millennials. environmental action. They are also far more likely to act as ambassadors
for their employer if it takes action on social or environmental issues.
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If you are a business leader wondering how to earn the trust of these
generations, there’s a simple answer: 81% of respondents say taking care
of employees is the best way for companies to build trust. This figure is
higher now than in our Purpose Pulse report at the height of the Covid-19
crisis, when expectations of how employers were meant to care for their
employees completely changed. Moving on from the Covid-19 period has
not altered those expectations on employers - if anything, Millennials and
Gen Z expect even more now.
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These age groups have made clear what
they consider important from an employer.
They want to work somewhere that delivers
on commitments and promises, and
supports equal pay for equal work. They
expect a company to be transparent in its
decision making, and have a clear vision
about what it’s trying to do and the values
that underpin the work.

With the cost of living crisis, and mental and
emotional health being top concerns for Gen
Z and Millennials, businesses can be creative
in finding ways to help in these areas. If
business leaders are not in a position to offer
salary increases, then they could look at
bonus and incentive structure or the benefits
on offer. Big majorities of these age groups
would like companies to provide learning
and development opportunities and offer a
hybrid working-from-home/office set-up.

59% 46.

Respondents in the UK (59%) are more likely to say that companies need to
do more on social issues than in the US (46%). In the US, 29% say that
companies are doing enough and don’t need to do more, compared to 25% in
the UK. And twice as many people in the US (12%) say companies are doing
too much on social issues and should do less, compared to the UK (6%).

599, Which of the following is closest to your own view about
what companies are doing about social issues today?

53%

46%

29%

27%

25%

142,

o 12% 12% 10%%
I B
They are not doing enough They are doing enough They are doing too much Don’t know

and should do more and don’t need to do more  and should do less

. Total UK usS
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Who can solve it?

People in the UK are more likely than those Gen Z and Millennials have least faith in government and business to solve the big
in the US to feel it's important for brands to challenges of today. However, they also believe problems can be solved by

have a positive social impact, pursue individuals joining together (55%) or a coalition of individuals, businesses, nonprofits
purpose beyond profit, promote diversity and government (48%). In short, people want - and expect - a seat at the table

and inclusion, and take a stand on social when addressing today’s problems. This makes sense. Issues such as the climate
Issues. Brits are also more likely to trust crisis or health inequity are so large that many would find it difficult to believe that
information from family, friends, and non- any one organisation has the solution.

profits about a brand's social and
environmental impact.
To what extent do you trust each of the following to be able to solve today’s big challenges?
Brands that treat their employees well and
have a positive social impact appeal to 60% 550, 56%

or more of all Millennials and Gen Z. The sk Py
other high ranking deciding factors for these SORNEE
generations are if the brand has a clear

social purpose beyond making profit (54%),

they actively promote inclusion and diversity

(51%) and they take a stand on social issues

the person cares about (50%).

6%
lIn the UK, 42% of people trust nonprofit
organisations to tackle today’s problems

4
42%
37%
4 330 35%
/o 32% e 31%

% %
I 28 269%

(compared to 35% who say businesses and I

31% who say government). Compared to the Individuals joining  Coalition of all of Nonprofit Businesses Government
US, those in the UK are more likely to trust together the above organisations

nonprofits, businesses and government.
. Total UK UsS
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Gender plays a big role when
It comes to who can solve
today’s challenges, too.
Women have lower trust in
government (25% vs 36% of
other respondents) and
business (28% vs 37%) to
solve today's big challenges.

//// It’s interesting to note that women expect more from business and

// 7 / are less trusting of institutions than men, and Gen Z women in
\\\ W, - g - , =
. A particular are more engaged than their male counterparts when it
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%:;;:Zj’gf;'f'f:,‘;;" comes to taking action on social issues. Yet it is unsurprising that
4 women place more importance on companies promoting diversity
and inclusion to build trust. This feeds into the wider debate about
the need for workplaces to be more inclusive so that women and
people from underrepresented groups can thrive and overcome
many of the barriers to success.
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report, Diversity, Equity, and saw a boycqtt of its p.roduct, Bud Light, taking a hit of 28% in ~ \\ﬁgﬁ%{ /
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been introduced in 28 US states presidential nominee, Kamala Harris, “a DE| candidate”. ;

a_nd in (?ongress.. Eigh’F haYe been Against this backdrop, businesses are now thinking more
signed into law, including in Texas carefully about how to bring internal and external stakeholders
and Florida. on board with their DEI ambitions, giving more attention to the

role of communications in securing wide buy-in. Interestingly,
we have observed that more companies are building more
cross-functional capability to account for this new reality.
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Despite this, our research found that
Gen Z and Millennials are still supportive
of DEI and expect their employers to
take action.

Women (30%) are even more likely than
men (21%) to say it is the ‘right thing to
do’. Despite men being less likely to
select this argument, it is still their top
answer above all others, suggesting that
this ethical argument has an impact
across genders.

| support DEI policies

because it is just the
right thing to do

When asked to choose from
several options as to why an
organisation should prioritise and
support DEI policies, Gen Z and
Millennials are most likely to say
because it is “just the right thing
to do” (26%).

Is just the right thing to do

I 25
247,
26%

Strenghtens the organisation as a whole

Protects minorities and underrepresented groups
Ensure compliance with the law

Aligns with what the wider society expects and wants
Brings financial benefits to the company

Is part of our obligation to colleagues

Reflects the organisation's history and tradition

. Total

- pr
17%
19%

20%

15%

9%
13%

11%
9%

6%
8%

are most important?

Gen Z Millennials

When it comes to reasons

I - why an organisation
8% should prioritise and
6% support Diversity, Equity,
I 4 and Inclusion policies
50, (DEI), which of the
40, following do you think
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This suggests that organisations should focus their
DEI messaging on moral and ethical imperatives
across audiences and highlight that protecting
minority and underrepresented groups is another key
consideration, especially for minority groups.
Minority audiences expect DEI policies to focus on
creating safe and inclusive environments, suggesting
that organisations should highlight their efforts to
safeguard and support vulnerable groups when
communicating with them. By framing DEI initiatives
around both ethical imperatives and protective
policies, companies can better engage with all
audiences - especially minority audiences — and
ensure their messaging reflects the priorities of
mainstream and diverse groups.

And across the political spectrum, the top-ranked
reason for supporting DEI remains "just the right
thing to do," with US Democrats (27%), swing voters
(26%) and Republican voters (20%) selecting it as
their number one reason. In the UK, both Labour
party supporters (28%) and Conservative party
supporters (22%) pick this reason as their top
argument for supporting DEI policies.
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Yvonne Luu

ESG and Diversity and Inclusion
Portfolios Lead, Purpose Union

»
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Particular anti-DEI decisions, especially in the US, are worrying, but are
not indicative of an overall trend globally. In the US, we’re seeing that
companies which are committed to DEI are still driving this work but are
being more thoughtful and nuanced in their approach. These companies
are considering more fully how their communications can help to create
broader support for this work. For example, we’ve worked with clients in
the US to help them develop a strategic framework for when they should
speak out or not on DEI issues.
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It would be wrong to believe that the DEI
agenda is any less critical for an organisation’s
reputation and wider performance. Our advice
Is to acknowledge the growing politicisation of
DE&l but not to let it set your ambition.

Our research shows that these generations still
place a high value on DEI leadership from
organisations: 62% of Millennials and Gen Z
said it was important for companies to
promote diversity and inclusion in order to
build trust and support among people like
themselves. What’s more, 57% of these age
groups said it is important for companies to set
targets to achieve better diversity on race and
gender when deciding to work for a company.

62-.

of Millennials and Gen Z said it
was important for companies to
promote diversity and inclusion in
order to build trust and support
among people like themselves.

Which of the following is closest to your own view about
what companies are doing about social issues today?

53%

39%

33%

27%

They are not doing
enough and should
do more

8%) 9%

They are doing
enough and don’t
need to do more

2021

20%

12%

1

They are doing too
much and should
do less

. 2024

Don’t know
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UK vs US

They take it so seriously, that 55% of Gen Z

and Millennials said it is important for When it comes to employers, Gen Z and Millennials in the UK place a greater premium

companies to Ii.nk e>.<ecutive pay _tQ positive on almost all DEl initiatives than in the US. For example, in the UK, 68% say it’s
outcomes on diversity when deciding to important when picking a job that the company promotes diversity in its leadership,
work for a company. compared to 57% in the US.

Some businesses have already taken note

of this and taken bolder action. We have

seen companies such as Levi's and Disney

supporting employees after Roe v. Wade

was overturned. Brands like Starbucks and

Microsoft have spoken out against anti- 680 11 points
Yo

LGBTQ+ legislation, and Ben & Jerry's difference 630/ ;:ﬁ';?;tse
continues to advocate for racial justice and °

voting rights. 57% 52
%

Gen Z, especially, believe potential
employers should focus on actively
promoting diversity and inclusion. They poll

More people in the UK also believe it’s important that a company has dedicated career
programmes to help people from underrepresented groups (63% vs 52% in the US).

higher than Millennials when it comes to UK =& UK = UK =& UK =

Issues like potential employers having a

positive social impact (69% vs 62%) and It’s important when picking a It’s important when picking a job
(%r'?%zt'\'/‘:’;”go%ef:é’ &';agfg’gfzteeirgzct job that the company promotes that a company has dedicated
ootential empl.oyers to achieve diversity diversity in its leadership career programmes to help people
targets on race and gender, compared to from underrepresented groups

52% of Millennials.
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The strain of the prolonged
Covid-19 period was just easing
when war broke out in Europe.
Cue a perfect storm of inflation
and soaring energy, housing and
food costs that have yet to return
to anything resembling pre-
pandemic levels.

The volatility of the real world reflects how Millennials
and Gen Z describe their view of the future. Almost as
many are “worried” (52%) as “hopeful” (51%). The low
scores for “cynical” (33%) and “resigned” (24%) suggest
these generations are also more engaged.

In 2024, the top concerns for Gen Z and Millennials are
iInterconnected in lots of ways. The greatest challenges
they identify are cost of living (84%) and mental and
emotional health (72%). Given that we’ve lived through a
period of large rent rises and a shortage of housing,
66% of Millennials and Gen Z cite concerns about home
ownership (and perhaps the traditional sense of stability
and signs of progression that home ownership
connotes). This is a rise from 58% in 2021.

i . i
How do Millennials and Gen Z i
describe their view of the future?

Resigned

Cynical

/

[

Worried

952%

17
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These generations also remain concerned about

economic inequality and climate change

How big of a challenge would you say each of the following issues is for your generation?

84

| 71% 12%

66%

58% I

Cost of Mental and
living* emotional
health

*not asked in 2021

65% 63%

Home
ownership

66%
59¢,

Economic
iInequality

58% 58%

Climate
change

15%

642% 607

Political
iInstability

2021

57%

42

99% 54%
I I 47%
Student Racial
securlty debt iInequality

. 2024

51%

40% 387,

Gender
iInequality

Artificial COVID-19/
intelligence”™ another
pandemic
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UK vs US

There are some notable
differences in the data between
UK and US respondents.

In the UK, 68% of Millennials and
Gen Z say climate change is the
greatest concern, followed closely
by economic inequality (67 %). In
the US, 51% say climate change
and 50% economic inequality.

However, for these generations in
the US, student debt is a far
bigger concern at 59% compared
to 38% in the UK. Interestingly,
cancelling or reducing student
debt has been a key priority of US
President Joe Biden’s
administration. Our data suggests
that politicians making a
meaningful commitment on
student debt could appeal to
Millennial voters especially.

How big of a challenge would you say each of the following issues is for your generation?

. Total UK US

84 85% 80
729, 13%
66% 66% 66% 67% 66%
63%
99% 59% 58 59/0
o 57% 58%
- 55% 99% 540, 549,
% 50%
47%38% 46 “
o OA)
I l |
Cost of Mental and House Economic  Climate Political Student Racial Gender
living emotional ownership inequality change instability securlty debt equality iInequality
health
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pollution last year alone. Indications are that
we can expect those global temperatures to
be broken again between now and 2026. of Millennials and Gen /)

, . . Z think businesses are
It’s not a surprise, then, that climate change t doi h t
remains a big concern for Millennials and not doing enougn 1o
Gen Z, with 59% naming it as one of their address the challenge

greatest concerns. of climate change.
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A plurality of Millennials and Gen Z (39%)
think the world is in a better position to
tackle climate change than five years ago.

Do you think the world is in a better or
worse position to tackle climate change
today than 5 years ago?

6% DON’T
KNOW

29%
WORSE

25% 39%

SAME BETTER
PLACE

As for the 1.5 degrees Celsius target, Gen Z
are more hopeful (52%) than Millennials
(49%) about hitting the Paris agreement
target.
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\ / Founding Partner, Purpose Union

When we launched the first Purpose Pulse report, even climate scientists were
wary of attributing some of the weird weather we were experiencing directly to
the Earth’s changing temperature. Just a few years later it’s become painfully
clear that we’ve created a more dangerous planet, with extreme weather caused
by the climate crisis hitting communities across the globe. It’s no wonder we’re
seeing greater levels of pessimism about our ability to tackle this existential
threat. No doubt it is also contributing to the persistent levels of anxiety being
reported. Our results demonstrate a clear gap opening between Millennial and
Gen Z in terms of what needs to be done, with the younger cohort far more likely
to be in favour of demanding bans, taxes and regulation. For those with most to
lose, it seems the time for voluntary measures may be coming to an end; both
businesses and policymakers should take note.
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2021 vs 2024

In our 2021 report, 66% of Millennials and Gen
Z named climate change as one of their
generations’ greatest challenges, compared to
59% now. Climate change is the most
pressing issue outside of the respondents’
own financial and emotional/mental concerns.
And while 39% believe the world is in a better
place to tackle climate change than five years
ago, Millennials and Gen Z are also more likely
to say the world is in a worse position to tackle
climate change than they did in our last report
(29% now, compared to 24% then).

UK vs US

Overall, the UK seems more engaged in and
positive about the effort to combat climate
change than the US.

Respondents in the UK - 68% - named climate
change as a greatest challenge for Millennials
and Gen Z. In the US, 51% said climate
change was a challenge, down from 59% in
2021. Meanwhile, 58% of UK respondents
believe business is not doing enough to
address climate change, while 53% in the US
believe the same.

In the UK, 43% of respondents believe the
world is in a better position to tackle climate
change than five years ago, as opposed to
36% in the US.

Personal sustainability

Two-thirds of Millennials and Gen Z support
the concept of a more sustainable economy
(a “circular economy”), with three-in-four
saying they currently adopt circular economy
principles - such as repairing something
instead of buying something new - in their
dalily lives and purchasing decisions.

At the same time, fewer than half of
respondents believe they can personally
have a measurable impact on the
environment (43% responded ‘maybe’ to
that question, while 40% said ‘yes’). That
goes for the US as well as the UK: in both
countries, fewer than half of Millennials and
Gen Z believe they can personally have a
measurable impact on the environment.
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Banning plastic packaging 530,
55%
I — 53%
. . Introducing higher taxes on fossil fuel companies 93%
Priorities 53+
. I 45%
Majorities of Millennials and Gen Z want Iqtroducmg a carbon. tax on products that have a 47 %
to see governments prioritise more higher carbon footprint a4%
ambitious emission reduction targets . 43%
(61%), to increase regulation (58%) and Banning exploration for new fossil fuels 47%
’ _ 41%
to do more to protect regions worst /
affected by climate change (57%). Gen Z | | I 36%
are more likely than Millennials to support Higher taxes on flying ggj
more ambitious targets and to help the
worst affected regions. S | o I 327
Forcing individuals to pay for their carbon emissions 32%
32%
People in the UK are more likely than
those in the US to prioritise further action it 1 o of fiiaht . ) _32°g4/
: esStrictln € numiber of T1li S people 1ake eac ear %
in all three areas. J J y 309
Meanwhile, majorities of Millennials and . . . I 30
. . Raising personal taxes to pay for climate action 33%
Gen Z would support banning plastic 28, _
packaging (54%) and increasing taxes on - How likely
: : I, 27 o
fossil fuel companies (53%). Gen Z are Uil 6 CEling Feen 0, Would you be to
more likely than Millennials to support 250, support the
banning exploration for fossil fuels (47% . following
VS 41 %), reStrICtlng alr travel (34% VS Restrlctlng the amount Of meat people can eat 260/0 a(?tlons tO taCkle
30%) and raising personal taxes to fight 24% climate change?

climate change (33% vs 28%).

. Total Gen Z Millennials
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The scale and speed of According to our research, over half of Gen Z and Millennials KQ&’(// i/ /’cf.},ﬁf
_ _ . . . . W /
developments in the field of Al - think the development and implementation of Al is a | \\§§§§%’////

A\
. challenge for society as a whole. \ NRR /

from generative language models J y §\\§§§$${’

like C_hatGPT to maChme_leammg .to Views about Al are similar across the UK (52%) and US \§\§§§i§§§§~$ ;
robotics and automation in essential (51%) too. However, drilling down into our research, we find \\&\E\Q\!@'@#?

. . o . MR

fields like medicine - has seen suggestions that these age groups see a great deal of \§\‘§‘§i§ AN
businesses grappling with how best Eﬁ;?lggalezri?og: elg the development of Al, despite the \si‘;ﬂ?::v SRR
to use it and governments scramble 9es [t POSES. I
to regulate it. When it comes to how different sectors would manage Al | /" AN

technologies in an ethical manner, the results suggest that A1

iIndustry professionals and especially government and the
media have work to do to earn the trust of people. These
generations would trust academic institutions and nonprofits
to do this, more than industry professionals, tech companies
and regulatory bodies.
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To what extent do you trust the following entities to

Gen Z and Millennials least trust ethically manage artificial intelligence technologies?

government and media to take an
ethical approach to managing Al,
meaning these generations are likely to

be wary of any push for state regulation Aesilar e Aeurene 350, 300,

of Al or strategic business ‘pivots’ by

media organisations to incorporate Nonprofits 370, 300

more Al into their user experiences.
Industry professionals 38% 27 %
Technology companies 34 25%
Consumer protection agencies 39% 26%
International regulatory bodies 38% 249,
News outlets 247, 32% 18%
Governments 22, 31% 15%

. 1 - Do not trust at all 2 3 4 . 5 - Completely trust
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How likely would you be to do each of the following
because a company or brand supported a social or
environmental issue that you cared about?

66% 063% 59

Say something Choose their Recommend
positive about  product or service them as a place

them to a friend over a competitor’s to work to a
or family of equal quality and  friend or family

member price member
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They are ready to pay more too: 36% say they
would be willing to pay 7-10% more for a
product or service by a socially/
environmentally active company, while 28%
say they would be willing to pay 5-6% more. ’

Conversely, 45% of Gen Z and Millennials say
they would boycott the products or services of
a company that supported an issue they
disagreed with. We've seen that play out on a
global scale since last October following the
outbreak of conflict between Israel and Gaza.
Over half (53%) would also inform their peers
about a company or brand taking a position
they disagreed with.

Gen Z are more likely than Millennials to have
engaged in direct action recently to support
iIssues and causes they care about. Gen Z and
Millennials in the UK are more likely than those
in the US to say they have engaged in direct
action recently.

Which of the following have you done in the past 12 months?

Donated to a cause you think is important

Actively chose a new product or brand
because of their social purpose activity

Signed a petition to support an issue
you care about

Posted on social media in support
of a social cause you care about

Volunteered my time for a cause
you think is important

Boycotted a product or company
because you didn’t agree with the
values or behaviour of the company

Took part in a protest about
a cause that you support

Gen Z

Millennials
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Gen Z and Millennials
In the UK are more
likely than those In
the US to say they
have engaged In
direct action recently

Which of the following have you done in the past 12 months?

Donated to a cause you think is important

Actively chose a new product or brand
because of their social purpose activity

Signed a petition to support an issue
you care about

Posted on social media in support
of a social cause you care about

Volunteered my time for a cause
you think is important

Boycotted a product or company
because you didn’t agree with the
values or behaviour of the company

Took part in a protest about
a cause that you support

48%

_ 48%

41

I, <5
47%
43%
I, 4o
45%
45%

&

45

39%

I 25

26%
21%

UK UsS

I, oae

69%
59%

I, 51

53%

56%
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Ethnic background

We find that people from ethnic minorities
consistently find it more important for
brands to have a clear social purpose
beyond making a profit (61% vs 51% of
other respondents). By considerable
margins, they also believe it’s important
for brands to promote DEI (60% vs 48%)
and to take a stand on social issues
important to them (58% vs 47%).

People from ethnic minority backgrounds
are also likely to trust brands that are
taking action on racial inequality (71%)
and climate change (64%).

Gender

When it comes to solving today’s big
challenges, Gen Z and Millennial women have
lower trust in government (25% vs 36%) and
business (28% vs 37%).

Women are more likely to think that companies
are not doing enough about social issues
(54%), with women between the ages of 16-23
by far the most likely to think this (66%). Four
in five women (82%) said it is important for
organisations to take care of their employees
to build trust among them. Similarly, 66% of
women say it's important for companies to
promote diversity and inclusion to build trust,
opposed to 58% of men.

=2

LGBTQ+

Our polling of LGBTQ+ Gen Z and
Millennials make for stark reading in 2024.
The results reflect a period of increased
attacks on LGBTQ+ identities and rights in
recent years. They show passion and a
commitment to equality and justice, but
also a greater sense of worry about their
mental health and their futures.

There is a deep sense of pessimism about
the future among this group: they are more
likely to be worried by 22 percentage
points, and 14 points less hopeful
compared to others.

29



z The Purpose Pulse 2024

LGBTQ+ people are also 13 percentage points
more likely than others to cite mental health as a
concern, which should be even more warning to
employers to prioritise inclusive mental and
physical health strategies and solutions.

Our research also found large disparities between
LGBTQ+ employees and other groups in concerns
about racial and gender inequalities, suggesting
that businesses should adopt intersectional
approaches with its LGBTQ+ employees. LGBTQ+
people are also 10 percentage points more likely
than others to be concerned about climate change.
Business leaders should be seeking to both
support and mobilise them across sustainabillity
and environmental issues.

In tandem with that finding, LGBTQ+ people have
higher expectations of brands on social issues than
others: just over two-thirds feel companies are not
doing enough on this.

Lastly, our exclusive research on LGBTQ+ Gen Z
and Millennial people found that this group is far
more likely to take their business elsewhere if a
brand falls short in their eyes. We find that 61% of
LGBTQ+ people are willing to boycott if a brand
does something they disagree with, compared to
44% of others.

6!
\\eeeed\\
%

| e ——
\ E———

N AR A7 RS

7
o>
o=

Patrick Steen

Director, Purpose Union

The LGBTQ+ community is looking for genuine commitment in a society
that often feels less inclusive than a decade ago. Our Purpose Pulse
polling shows that the community has heightened concerns about issues
like mental health, economic inequality, and social justice than the general
population. Their engagement with these issues is leading them to
express high levels of worry and even anger about the future. Yet, there is
hope. This is a community ready to speak up on social issues and reward
companies that take real action.
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Our research shows Millennials and
Gen Z in the UK and the US are very
clear about what they expect from
any new government policy. The top
responses are improving the
economy (24%), improving the
environment (16%) and improving
their own situation (16%).

n
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7
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\\\ \
improves the situation of disadvantaged groups, and that \\\\
respects a person’s identity or background. \\\

In the US, new government policy that improves human

Millennials and Gen Z in the UK

A
N
Of other potential outcomes, Gen Z are more invested | | \\ 4
WA
rights is particularly important, with 16% naming that,
expect government policies to

.
\
than Millennials in policy that strengthens human rights, \’
compared to 10% in the UK.
be improving the economy
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When the Government introduces a new policy, which outcomes are most important to you?

Millennials and Gen Z Improves the economy
in the UK and the US I 6
Improves the environment
are very clear about 145
I 16%
What they eXPQCt Improves my own situation 17%
14%
from any new I 37
- Strengthens human rights 10%
government policy 16%
I s
Improves national security 8%
8%
N 6
Improves personal security 7%
6%
T [
Improves the situation of 6
disadvantaged groups 60/0
Respects a person’s identity or 6/70/
background 5o, i
Protects the country’s _40 y >%
tradition and history i 5,

UK US
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company links to generalised support
services. Those initiatives are a start,
not an endpoint, for addressing the
generations. Businesses should look at

flexible working days/times and
should also assess how their products

This is not a passing fad that can be
brushed aside with discounted gym
could be part of the solution.

memberships and passive internal
mental and emotional health of these

Mental health and emotional
wellbeing and health matter
managed workloads. However, they

to-shoulder with social movements and
use their influence for good. This does

not have to be ad hoc; build
the decision on whether you speak out

frameworks that can help to streamline
or not.

Have a framework for speaking

out (or not)

and a willingness to engage in debate,
even when that engagement has
expect companies to stand shoulder-

Be prepared to have a point of view
detractors. Gen Z and Millennials

ISIONS IN

and support a company more broadly.

Many organisations have invested
time in articulating their purpose; the

hard work involves using that purpose

to guide decision-making in these

Use purpose to navigate
purpose still matters and will help to
shape your reputation. It influences
consumer decisions, choice of
employment, and willingness to trust
turbulent times.

The articulation of clear social

complex dec
complex times
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Carrots and sticks for climate action

As many companies are reviewing progress
against their climate goals, in tightened
economic conditions there will be a
temptation for many to be more cautious in
their approach. Our results show there is
little appetite for companies and brands to
slow down the pace of the green transition.
Instead, our research shows there are
rewards for those who continue to lead in
the short term through increased consumer
support. In the longer term, this will give
them first mover advantage in industries
where increased regulation — for example
taxes and bans to reduce consumption — are
increasingly favoured where voluntary action
IS deemed to falil.

Gen Z, in particular, value and
reward social purpose

Gen Z will be loyal to, work for and support
brands, companies and government policies
that value people, address inequality and do
the most good for the most people.

Support the building of internal
movements

Millennial and Gen Z employees are passionate
about making a positive impact and often view
themselves as catalysts for change within their
organisations. Employers should recognise and
harness this enthusiasm by offering training
and leadership opportunities in their society-
facing initiatives.

Know what matters to your audiences

There are important differences in the priorities
of Gen Z and Millennials. Know what they are
and tailor your solutions, businesses and
policies to each. The same goes for gender,
LGBTQ+ and ethnic minorities. Some solutions
and initiatives need to be targeted and specific
to build trust and loyalty.

See DEI as a driver of reputation and
performance

DEI is very important to these generations.
This year’s Purpose Pulse indicates that
meaningful activity on this agenda is important
for building trust, making people feel
comfortable at work, and a key part of the war
for talent. DEI should continue to be a priority
for organisations that want to win.

Make partnerships and coalitions a
core part of your impact approach

Coalitions of organisations that work towards
a collective goal can get further faster and
these generations expect this. To meet those
expectations, companies will have to form
alliances - sometimes unusual ones - to
amplify messages, shift behaviour, and
develop system-wide solutions to problems.
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Conclusion
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If there’s one lesson for businesses and
leaders to take from this report, it’s that social
purpose should remain a constant goal,
irrespective of outside forces. Economies
fluctuate, social movements flare up and
subside, political debates come and go;
regardless, having a clear vision of what you
stand for and value, beyond profit, will help to
keep your ship steady in any turbulent waters.

These generations are ready and eager to step
up to find solutions to society’s problems. But
they don’t want to do this in opposition to
business, nonprofits, or the government. They
would rather work together to do it. Talk to
these audiences, not at or down to them. You
might be surprised by the common purpose
that seemingly unlikely alliances can find.
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