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Ready for
change

.80 %-

The pandemic has shown
me that there are better
alternatives to the old
way of doing things.




Change

Ready for
change

Election share of vote for governing parties
in developed countries (FT analysis of ParlGov data)

100%
Percent losing share of vote (vs. prior election)

0%
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Average loss /gain in share of vote (vs. prior election) -6.9 pts.

1700 1951 1962 1993 2024




Change

Reacting to
change

Consumer Sentiment (University of Michigan, monthly)
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Change

No credibility

Purposely mislead people by saying things
they know are false or gross exaggerations

69% 68% 70%

Government Business Journalists
leaders leaders & reporters

Edelrnan Trust Beromater, 18-couniry averoge, 2025

All-time high

percentages
globally




“Insurgent brands accelerated their impactin 2024...

account[ing] for nearly 39% of incremental category
growth in 2024, compared with 17% in 2023."
Bain & Company, March 2025
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World Uncertainty

Index
hitps:Aworlduncertaintyindex. com
(Text-mining of Economist intelligence Unit
country reports for 143 countries;
GDP woighted; quarterly)

Volatility




Gen/”Z

Anxiety

Pct. of high school students who experienced persistent
feelings of sadness or helplessness (cpc)

Girls 36%

Boys 21%

2011 2013 2015 2017

CDC, YRBSS

2019

2021

2023

. 53% Girls

28% Boys

— KANTAR e S




Among Gen Z: What will shape worldview?

Gen.Z

Natural Disasters,
Climate Change, 29% 24%

Mental Health, 40% Artificial

WO rldVi eW Intelligence, 36%

Growing Income | Political  [iMedical
Inequality, 22%  |Polarization, |Breakthro
ughs, 15%

Changing Cultural Exple
New Technologies, 40% Norms, 30% Globalization, 20% [N

(U.S. MONITOR; percent citing as one of top three things)




Selfward

Self-care
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Wellbeing
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Feeling maore anwious than
ha Thne La! you
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CONSUMER GOODS VS, iXPERIENCES:
INDEXED SALES PERFORMANCE

Experiences
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Boring

It just works

~ KANTAR

It won’t make you It won’t
a creative genius. _ save lives.

= =

It won't save
. the environment.
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3 c %
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Mood-Proven Mood-Lifting
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2
Smaller HH

Proj. Share
of One-
Person HH
(OECD,; by
2025-31)

75%

71%

Pct. Increase in One-Person HHs

(OECD; 2000-09 to 2025-31)

48%
43%

39%
35% 34%

29% 28% 26%
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Older

Births per 1000 women

(DECD average)
0re 30-34 yrs_-old
— — _— 1034
i / \
* 25-29 yrs.-old Bo.®
nra . _
20-24 yrs-cld T == - 405
- & - o w* fo o =

Percent of U.S. Population by Age Group

50%

25-54

Crver next decade, 65+...

» From 18.3% 10 20.8% ‘\-..\_______“_2-_2_4
* Equaling 62M to 74M
5% o« A jurnp af 12M

v, 7M jump for 25-54 —

+
v5. 1M decline for 0-24 /—_ 63
i 55-64
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Index 2023 vs.1989 M Annual aggregate expenditures
B ‘Consumer units’ (~households)

(Percentages indexed)

DOllar Sh 'ft 25-34 25-44 55-64 65+

e AN

21.0%) 14.5%) 14.4%) 21.5*)

21.8) 15.7%) 21.2%) 2?.69

1989 2023 1989 2023
25-34 yr. olds 65+ yr. olds
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Later
adulting

Drank alcohel past 30 days
{armong HS students)

50.8%
32.8%
I 22.0%

CAAN @fﬁ'

Live with parents
(among 25-35 year olds)

8%

1

o

Have driver’s license
among 16-19 r-oclds
9 yea

Ever had intercourse
(among HS students)

Labor force participation rate
(among 16-19 year-clds)

= 4s.6% o1.2% 57.9% 55 0%
I I 32.0% I I I I 36.9%
GQ\ "l.ﬁib xq-']‘:i 1{){!’ a\q'lq 1‘}&5 "],Eﬂ"h

Median age of
first-time mothers

Median age of
first-time homebuyers

Median age of
first marriage

38
30.2 5 24.9 27.5
2‘5 8 25.1 21.4
\tﬂq Nia L a® o P
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Shopping journey
Marketing-led

H u m a n INFORM @ PERSUADE

People do it Today @
REACT Q CONSUME

Consumption experience
Consumer-led




Humant

Al does it

Shopping journey
Al-mediated

Al scans information and
ads to gather options ©_

Al assesses, then
* recommends or chooses

. O

Tomorrow

O Q

ke
Al completes the transaction
and arranges delivery

Al analyzes data about
experience and satisfaction

Consumption experience
Al-assisted




AX

Tomorrow’s
customer

- KANTAR

[

THE WALL STREET JOURNAL.

CI0 JOURNAL

Walmart Is Preparing to Welcome Its
Next Customer: The Al Shopping Agent

As consumers begin to use Al agents to do their shopping, retailers are
trying to figure out how to market to bots in addition to humans

Wakmart's Cyber Monday display in December. Would it appeal to Al bots? Pv




Al apps

In-store retail media shopping cart
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Yuka app brand score
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74%

Experienced at least one “serious problem”

6 with a product or service in the past year
569% Among
54% those with
50% a problemn,

trying to
fix it is

39% enraging:

Fix .
56% 56% 65% 63% 56% 63%

problems ¢

=28% =47%
of total of total

pop'n pop'n

1976 2003-2007 20m 2013 2058 2m7 2020 2023

~ KANTAR




50%

Percent of ads with creative elerments of humor
(Kantar LIMK+)

Digital=
Secial

QOutdoor=
Print
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Give time
back

Which main human resource is the most
valuable to you in everyday life?

(Global MONITOR, % total global)

2015 2020 2024

Time 22% 35% 42%
Money 23% 23% 23%
Energy 32% 25% 17%

Information 17% 15% 15%

Space 6% 2% 3%

=

U.S.
39%




Lifestyle

Control

Number of golf course trips (U.S., thousands)

25 8 26.2 26.3

24.4

25

15.0
10.8
Monday Tuesday Wednesday Thursday
m2019 =m2022

31.5
29.8

28.9

25.9

20.3

Friday Saturday Sunday

Total golf course trips up 52%, 2019 vs. 2022

| Mid-week golf course trips up 83%, 2019 vs. 2022

- KANTAR




Experience

Analog

Farmers markets
Food tfucks
Social hetworks
Festivals
Cafés m
Coffee ps

Y
Buy loca¥
Vinyl & Books
Woodén toys
Urbaﬁ?‘reenwaw

Pop-up forests

L

N\
S8d neighborhood characteristiéif all;

alka y,” real estate broker Andrea Evers
tly told a réprter for The Washington Post.
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= m&lsims Markets Tech More ® Watch q Listen « Live TV

Barnes & Noble is making a comeback

@
By Erika Tulfo, CNN
4 minute read - Published 3:00 PM EST, Sat November 16, 2024

B X = ® O 41 comments

Hard copy




Experience

Time at home

Time spent out of the house has been falling since 2003

In 2020, there was a steep drop-off in minutes per day spent outside the home due to the COVID-
19 pandemic. There's only been a slight recovery since then, and Americans spent nearly 1.5
hours less outside their homes in 2023 than they did in 2003.

2004 2006 2008 2010 2:mz2 2014 2016 2018 2020 2022

Chart: The Conversation, CC-BY-MD = Created with Datawrapper




Bifurcate

1008 of ﬁ i Lowest 20% of earners

Top 10% of earners
5 now account for half
of all spending
0
1990 2000 10 20

Source Moody's Analytics

7 Low ncoma SO-60K 7/ Middle Incoma SO0K-500K .~ High Incoens $100K+

25%

' ' ' ’ ' . '
2018 201 2020 2021 2022 2023 2024
Sowrce: Fecesl Reserve

Note' Seascnally-adiusied and nfaton-adpsted indexed 1 2018

Contribution of Income
Quintiles to Annuol Growth
in Consurner Expenditures

g P e
o Sottom Quntile  ® Second Quintile @ Mddie Quesile » Fourth Guintile e Top Quintile

Source: Fesercl Reerve Loonome Reworch Dhvision

Percent of average annual growth in consumer
expenditures accounted for by top quintile

2021-2023

2017-2019

Source: Kantar calculation, BLS data
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Make
bolder bets

~ IKANTAR













Tech
[z » Revolut
facebook. » FAcCEBOOK
Google > Google
Micresoft »  Microsoft
ah D airbnb
»  Spotify
Pinteret > Pinterest
eh¥ D ebay

Fashion

BALENCIAGA

RTINS
( _— -L:" L \

BURBERRY"®

OOOOOO

PPPPP
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»
>
»
»
>
»
>

BALENCIAGA
BURBERRY
SAINT LAURENT

BERLUTI
BALMAIN

PARIS

RIMOWA

DIANE VON
FURSTENBERG

velvetshark.com



Parity 2 71 i,
— 637
Sea of

Sameness

Most brands seem
all the same to me

(U.S. MONITOR, 2024)




Multiple

Meaningfully
different

Brands that are meaningfully
different to more people:

oX

penetration now

and much more likely to be
growing over next two years

(Comparing top-third vs. bottom-third
of meaningfully different)

Brand value growth
54%
25%

Meaningfully Meaningfully
Different Different +
Innovative Behaviors

(138 brands 2019 vs. 2023, with
and without innovative behaviors)




“We find that major innovations
are needed to limit private-label
growth. They are more difficult
to imitate, and keeping up their
rate prevents national brands
from losing a unique expertise/

:«;iﬁé;:;ﬁ‘mwm&mmmm? skill set that is difficult and time-
I n n qute L Laner 8 Ceomnre u_oﬁ::y-wm_ ‘ consuming to recoup in the
for bolder bets i e

Value-Add

= W~

subsequent expansion.”

106 CPG categories: IRI, US 1985-2005. Kantar Media
Intelligence. Dotamonitor Product Launch Analytics.




Thriving in Turbulence
Make Bolder Bets

Thank you!
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