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Taking on the gym? Or packing it 
in?

Recent media buzz got us thinking about the 
types of New Year resolutions that we’re making 
and why…

According to health and wellness gurus, we 
should be taking a more moderate, long term, 
and holistic approach to our resolutions. 

Dietitian and health coach Jess Cording tells us 
that our goals should be realistic, smaller-scale 
and ensure that we’re doing what motivates us, 
rather than following a ‘should’ mentality and 
accepting what society tells us to do.  

While nutritionist Laura Thomas advocates 
more self-kindness, and there’s this general 
sense of a movement towards the environment, 
sustainability and being a good social citizen.

But, are we really adopting a ‘dryish’ approach 
to January or is something else going on?



We took a deep-dive into the world 
of New Year’s Resolutions.
What we found was a disconnect between the 
words of the prophets and the actions of their 
would-be disciples. 

Instead, the main theme is one of self-centric, 
health-related resolutions, typically undertaken 
as part of a short-term challenge rather than 
any commitment to broader lifestyle changes

It also seems less fun this year, with more 
people alluding to some sense of struggle.



What’s changed in 12 months? 

Looking at the difference between where we 
are now and where we were 12 months ago. 

• People are more likely to be making short-
term pledges, rather than committing to the 
long term (up 7%).

• Dry January looks like it’s gaining momentum 
and popularity (+6%).

• As does, Veganuary (+4%) although it’s not 
quite taken over the world as much as some 
media / advertising might suggest. 

• And, a bit depressingly, more people are 
already talking about struggling and failing 
their resolutions (this study was done using 
the first week’s data!). 



What should we take away from 
this year’s resolutioneers?

We found six main themes, worthy of note.

1. Health matters and seems here to stay.

2. It’s all about me. 

3. Positivity has taken a hit. 

4. People like a challenge.

5. Consumers want convenient, grab-able 
solutions. 

6. Flexibility.



Health matters and seems here to 
stay! 

However, there’s still a considerable lag 
between consumer attitudes and the 
pragmatic, sustainable, healthy-living mentality 
as espoused by health and fitness gurus. 

Implications: it’s ok to push new ideas on 
consumers but be aware of moving too fast or 
too far from their comfort zone.



It’s all about me. 

A focus on the self prevails in an uncertain 
world. 

We seem to care more about our personal 
health than the environment and society. 

Are people talking about the environmental 
benefits of Veganuary? The silence is deafening. 

Furthermore, surprisingly few resolutions were 
focused on relationships or being a ‘good’ 
social citizen. 

Implications: people seem more interested in 
products and stories that allude to their own 
self-improvement. 



Positivity has taken a hit.

Likely as a result of this societal uncertainty, 
consumers seem less positive, more short-term 
and less forward-looking. 

We saw more sarcasm and flippant remarks as 
well a drop in people talking about adopting 
new mindsets (e.g. being ‘positive’ or 
‘optimistic’).

Implications: consider this frame of mind in 
comms and product development, and help 
provide a boost where possible - a cheeky tone 
in executions could work here.



People like a challenge, albeit 
short-term ones.

The idea of ‘taking something on’ appeals to 
consumers so think of ways to appeal to their 
competitive side and feed their need for 
positivity and sense of achievement. 

Implications: people want something tangible 
and something they have some control over; 
short-term challenges help address these 
needs.



Consumers want convenient, 
grab-able solutions.

Think Dry January – the idea and what you need 
to do is already in place– people just have to 
jump on board.  

Implications: consider ways of tapping into this 
convenience trend and helping them out / 
making their lives easier.



Flexibility is gaining traction.

It feels like people want to trial and experiment 
with new ideas – without necessarily diving in 
head first. 

Trends such as Veganuary allow consumers to 
dip into plant-based life without fully 
committing to the ideologies, ethics and morals 
that go with them. 

Implications: veganism is branching out and 
appealing more to the mainstream. Consider 
ways to help them adopt this flexible approach 
to Vegan living.





We are the Social 
Insights agency. 
We make understanding 
social data simple. Simple for 
you to know what’s 
meaningful, to find new 
insights, to see opportunities 
and to spark inspiration. 

We’ll help you use social and 
verbatim data to find and 
understand the people that 
matter to you. So you can 
create the right experiences, 
engage new audiences and 
appeal to people in the best 
way.

People are busy, we’ll help 
you become something they 
want to be part of.



Jeremy would love to 
discuss this with you 
further. 
jeremy@listenandlearnresearch.com
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