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ahead
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environment




Month-to-month changes, 1979-2021
Univ. of Michigan Consumer Sentiment

Post-2000 variance of
monthly fluctuations is
27% higher than pre-2000
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more volatile
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Swings from
highs to lows
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The
Human




Activation

From advising on strategy to
making strategy happen

Provocation

From today’s insights to
tomorrow'’s opportunities

Empathy

From big consumer data to
deep human understanding

ENGAGE
WITH PARTNERS

Build strong internal
relationships with
business leaders to
influence decisions

Activation

ALIGN
FOR IMPACT

Go all in for the

success of strategies,

business objectives
and C-suite priorities

Provocation

EXECUTE
IN REAL-TIME

Anticipate and
respond to market
situations with
speed and agility

EMBRACE HOIGIUA
DYNAMISM COMMERCIALLY
Lean into risk, Manage and execute

experimentation with a bias toward
and smart failure business results

SPEAK
ouT

Challenge, provoke and

prioritize hypotheses
about the future

throughout all planning

Empathy

ENRICHED
RESOURCES

Bring together all
data, human and
commercial, today
and tomorrow

COMPOSITE
PERSPECTIVE
Fuse all data into a

view both all-inclusive
and more intimate

HUMAN
UNDERSTANDING
Infuse data analysis with

creative thinking to distill
insights about actions

COMPEL
ACTION

Share a futures
narrative, not just
data, to motivate
not simply educate

Insights
EMPAC T
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87%
68%

.. % Leading Companies

- % Trailing Companies

14% o
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High High Human-Centricity
Customer-Centricity & High Customer-Centricity

AKA: Imagination

Kantar Insights 2030 (2021) AkA: Fusion

(13

People don’t wake up wanting a mortgage.
They wake up wanting a home.

Senior global
business leader

Data are people in disguise.

Senior global
insights leader

80% of our data is commercial; 20% is
consumer. We lose sight of the people
buying our products on a regular basis.

Senior global
business leader
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Wellbeing

Satisfaction
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e-Commerce share
of total retail sales
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U.S. Census Bureau, FREDGRAPH (quarterly)
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Human Scale ... Analog + Digital



Predicted choice

\‘ Initial-
consideration

set

v' Post-purchase
marketing

Trigger

Personal algorithmic assistants

Information gathering, shopping

Ongoing exposure

Moment
of
purchase

v Advertising to
algorithms

'\

Assisted and/or automated
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Human Scale ... Analog + Digital



% Symptoms of anxiety disorder in past 7 days

CDC/NCHS Household Pulse Survey (2020/2021)
(2019 from CDC NHIS; 2008-2018 from NSDUH, reported to doctor past 12 months)
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Huge spike
In anxiety

Persistent and
worrying

Human Psyche ... Wellbeing + Satisfaction




100 -+
Global Covid
9 - recession pandemic

Advertisers use
o less humor

60 -
No intended humour

Light hearted

——Funny

50 -

40

: But recently
i turned up a bit
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Kantar Global Issues Barometer
U.S. Results (October wave)

Steps for companies and brands to take
to deal with increased cost-of-living

(One of five choices) G Oq I S beyo n d
Hold down costs |——— 41 4%

. .

Pay living wage 38.9% bUSI neSS prOfItS
Onshore sourcing 35.0%
Reduce profits 33.7%
Help employees 30.2%
Support local communities 26.3%
Lower prices for best customers 25.6%
Promote most cost-effective 25.5% A n ew WCI y Of

Pay more taxes 21.6%

Reduce range/selling costs 20.8% d o i n g b u S i n eSS
18.7%
18.7%
17.9%
12.9%

11.9%

Share cost increases (not pass along)
Support social causes

Decrease use of fossil fuels

Lower quality to hold prices

Pay less taxes

[(ANTAR Human Society ... Commercial + Values




Make a contribution

The rules of society p U bI |C

Better society

Who you are

The rules of self pe rSO n
Better self

What you own

The rules of stuff p rod u Ct
Better stuff

I.(ANTAR Human Society ... Commercial + Values
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