
  
 
 
 

 
The Climate Crisis and COVID-19: New research reveals that UK adults want to 

prioritise the environment as we repair the economy 
  

 Half of UK adults (57%) agree that the eventual recovery from the economic recession must 

put the environment first 

 The pandemic has seen ‘green attitudes’ grow – with UK adults more likely to care about how 

their spending and investments impact the environment than they were before 

 Lansons and Opinium Research’s full report ‘Perspectives on the climate crisis through 

Covid-19’ can be read here 

  
To better understand how COVID-19 will impact our lives, behaviours and values long-term, 
independent reputation management consultancy Lansons partnered with research 
house Opinium to produce ‘Life after COVID-19’,  a series of reports across many different 
aspects of UK society. ‘Perspectives on the climate crisis through COVID-19’ aims to 
provide valuable insight on how the pandemic has impacted consumer attitudes to the 
environment. 
 
Key findings include: 

 A third of UK adults (34%) say they feel more concerned about climate change as a result of 

the pandemic 

 Half of UK adults (57%) agree that the eventual recovery from the economic recession must 

put the environment first 

 A third of UK adults (37%) are opposed to the government getting rid of environmental 

regulations to make life easier for businesses 

 Three out of five UK adults (64%) want to know that the money they spend is not going to 

damage the environment – 37% of whom say they hold this view more strongly since the 

outbreak 

 Over half of all UK investors (58%) say they want their bank /building society to invest their 

savings (or other products) in a way that is good for the environment – a sentiment that 32% 

say they feel more strongly since the beginning of the pandemic. 

 69% of UK adults say the government should invest in green technologies and industries as 

part of their response to the pandemic 

Full report available here. 
 
Claire Southeard, director, Lansons said: “Our research found that people in the UK are 
more concerned about the environment than ever before – heightened by the pandemic and 
the insight that has given us into the damage our everyday behaviours do to the planet. The 
crisis prompted some dramatic, mass behaviour changes that have had sustainable and 
environmental benefits.  However, in the rush to return to some sense of normality, and with 
the urgency of protecting our economy, there is no guarantee those changes will stick.  But 
the clock is still ticking on climate change and if we allow ourselves to be too distracted by 
the ongoing threat of Covid-19, we risk lurching from one crisis to another.  Our data shows 
that consumers are aware of this and want – and expect - Government and businesses to 
take the steps necessary to ensure our recovery has a green focus and enable them to 
make decisions that are better for the environment too.  They will vote with their feet if 
brands don’t show they’re taking climate change seriously.” 
 
Sustainability strategy expert, Jane Stevensen, said: “Climate scientists have warned 
that we have a mere 10 years available to address the worst effects of climate change. This 
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should be seen as a unique opportunity to re-build our society and economy for a healthier, 
more sustainable future, before it’s too late. Influential brands – and their brand 
ambassadors – have a big part to play in helping the world move on to a more sustainable 
footing. We must also recognise climate risk is a major destabilizing force in terms of global 
financial markets. It remains one of the defining issues facing asset managers and others in 
the financial sector, who need to reshape the financial system by putting climate change at 
the heart of every investment decision.” 
Joseph Curran, research analyst, Opinium Research said: “The coronavirus outbreak has 
demonstrated that the public are willing to make drastic changes to their lifestyles, and 
temporarily sacrifice many of their freedoms, when faced with such an unprecedented national 
emergency. 

“The battle against climate change will also require government and businesses to make 
major policy decisions and, as with the pandemic, citizens may well experience significant 
upheaval to their way of life. Our research suggests that the main takeaway from the 
coronavirus crisis is that the public both recognise the strong response needed to tackle the 
climate emergency and want politicians and business leaders to take the necessary action. “ 
 


