






- Outer-suburban nature and growing potted plants at home.
- IT and programming.
- Sustainable fashion and consumer rights (empowerment).

Areas of interest

- A simpler and more just life, ethical fashion.
- Increased cost of living (price sensitivity).
- Techno-optimism (social issues, e-commerce).

Preferences that may affect consumption

Demographics
- IT-consultant, 30-40 yrs.

Raj, Mumbai

Raj is a techno-optimistic somewhere who cares more
for Mumbai than for global issues. He holds a positive view 
on initiatives that empower Indian consumers, preferably using
digital technology! Clothing purchases must be made with
brand awareness, Raj argues. During the pandemic, he has 
drawn critical attention to the textile industry’s environmental 
footprint and poverty among textile workers. He writes a lot 
about affordable purchases: like many others in India’s middle 
class, his home is overcrowded.  Lockdown life in the spring 
of 2021 reinforced his life-simplifying side and he has gained 
interest in minimalist decor, greenery and harmony. Raj conti-
nues to buy more of his durable goods online.

  Suki, Hong Kong
Demographics
- Economist or writer, 25-35 yrs.

- Health concerns (Covid-19, smog).
- High cost of living (price sensitivity).
- Natural products (green and toxin-free).
- Creative / unique garments and sustainable packaging 
  (e-commerce).

Areas of intest

- Fashion and design / bargains (preferably online).
-  Japanese culture.

Preferences that may affect consumption

Suki lives with her partner, without children. To Suki, sustainability is 
mainly a matter of affordable fashion and health, mostly toxin-free 
beauty products. Hong Kong is expensive and Suki is constantly 
looking for affordable bargains. She is interested in both Chinese 
(silk!), Western and Japanese influences, the latter of which are more 
popular in Hong Kong than in mainland China. Suki was an early 
adopter of handmade face masks (organic cotton) which she wears 
out on the town. Already prior to the pandemic, she made a lot of 
her purchases online via Alibaba, Etsy, and Taobao; she finds sustai-
nable packaging company Natpak to be cool.

  Suki, Hong Kong
Demographics

- Economist or writer, 25-33 yrs.

Preferences that may affect consumption

- Health concerns (Covid-19, smog).
- High cost of living (price sensitivity).
- Natural products (green and toxin-free).
- Creative / unique garments and sustainable 
   packaging (e-commerce).

Areas of interest

- Fashion and design / bargains (preferably online).
- Japanese culture.

Suki lives with her partner, without children. To Suki, sustainability is 
mainly a matter of affordable fashion and health, mostly toxin-free 
beauty products. Hong Kong is expensive and Suki is constantly 
looking for affordable bargains. She is interested in both Chinese 
(silk!), Western and Japanese influences, the latter of which are 
more popular in Hong Kong than in mainland China. Suki was an 
early adopter of handmade face masks (organic cotton) which she 
wears out on the town. Already prior to the pandemic, she made a 
lot of her purchases online via Alibaba, Etsy, and Taobao; she finds 
sustainable packaging company Natpak to be cool.

 Raj, Mumbai
Demographics

- IT-consultant, 30-40 yrs.

Preferences that may affect consumption

- A simpler and more just life, ethical fashion.
- Increased cost of living (price sensitivity)
- Techno-optimism (social issuses, e-commerce)

Areas of interest
- Outer-suburban nature and growing potted plants at home
- IT and programming. 
- Sustainable fashion and consumer rights (empowerment)
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Raj is a techno-optimistic somewhere who cares more for Mumbai 
than for global issues. He holds a positive view on initiatives that 
empower Indian consumers, preferably using digital technology! 
Clothing purchases must be made with brand awareness, Raj 
argues. During the pandemic, he has drawn critical attention to the 
textile industry’s environmental footprint and poverty among textile 
workers. He writes a lot about affordable purchases: like many 
others in India’s middle class, his home is overcrowded.  Lockdown 
life in the spring of 2021 reinforced his life-simplifying side and he has 
gained interest in minimalist decor, greenery and harmony. 
Raj continues to buy more of his durable goods online.



Demographics

- 25-30 yrs. or 35-45 yrs.
- Communicator, lobbyist, journalist, or project manager. 

- Feminism, pro-HBTQ, vegetarian.
- Climate anxiety and health consciousness.
- Openness for new trends.

Preferences that may affect consumption

- Circular consumption / economy.
- Exercising and food (sustainable food production).
- Fashion and design (Nordic), vintage.
- Consumer rights and global issues (identity politics).

Areas of interest

Amanda lives with her partner and works in a creative profes-
sion. A style-conscious and creative anywhere who tweets in 
English and Swedish about local and global things. She writes 
a lot about rights, is proactive and trusting - everyone can in-
fluence with their own choices, you can do it if you want! Her 
sustainability commitment is both for personal reasons and 
career reasons. She wants to increase her status by catching 
on to sustainable trends early on.

Amanda, Stockholm

  Marco, Berlin
Demographics
-  3PL coordinator, 30-40 yrs. 

- Consumption-critical self-image.
- Parenting.
- Willingness to travel again (ecotourism).
- Gadget interest and techno-optimism (digitisation, electrification).
)Areas of interest

Preferences that may affect consumption

Marco lives with his partner and small children and works at a 
logistics company. He misses traveling and has started looking at 
ecotourism. Marco is crazy about gadgets and believes the family’s 
electric car definitely contributes to society’s green transition. Tech-
no-visionary ideas such as crowdshipping and sharing economy in 
general also fascinate Marco, a man with a consumption-critical 
self-image rooted in the ecological movement of his parents’ ge-
neration. How to get these two sides together is something Marco 
often thinks about. He also reflects upon whether he and his family  
should really stay in noisy Berlin; those who have moved away from 
the city to smaller cities during the pandemic have made an impres-
sion on him.
. 

- Environment and transparent value chains. 
- Technology and e-commerce.
-  Fashion and design.
-  Sharing economy (visionary delivery models).
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