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Q: Which two or three of
the following topics do
you find most worrying
in your country?
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WORLD WORRIES: THE FULL LIST

a Which three of the following topics do you find the most worrying in your country?

% mentioned in January 2022 (global country average)

Coronavirus (COVID-19) AN
Poverty & social inequality @
Unemployment
Financial/political corruption @

Crime & violence

Healthcare (g
rtin 2 January 2022
Taxes ﬁ]
Education = . . .
Gimate ohange 3¢ Covid still #1 issue
Immigration control ®
Moral decline %
Threats against the environment &2
Rise of extremism
Terrorism &,
Maintaining social programmes 4%
Access to credit ]
Childhood obesity Y7

2%
1%

Base: Representative sample of 19,486 adults aged 16-74 in 28 participating countries, December 23rd 2021 — January 7th 2022.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.




WORLD WORRIES: THE FULL LIST

a Which three of the following topics do you find the most worrying in your country?

% mentioned in September 2022 (global country average)

Inflation |~/

Poverty & social inequality &
Financial/political corruption [%)
Unemployment

Crime & violence Jod

Health care (7

Climate change ¥

Taxes [E]

Education <

Coronavirus (Covid-19) /i\
Immigration control &

Moral decline §=

Threats against the environment @@ CO V | d #10
Military conflict between nations £5)
Terrorism £,

Rise of extremism (3

Maintaining social programmes 74
Access to credit (]

2%

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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WORLD WORRIES: THE FULL LIST

a Which three of the following topics do you find the most worrying in your country?

% mentioned in September 2022 (global country average)

Inflation |~/

Poverty & social inequality &
Financial/political corruption [%)
Unemployment

Crime & violence Jod

Health care (7

Climate change ¥

Taxes [E]

Education <

Coronavirus (Covid-19) /i\
Immigration control &

Moral decline §=

Threats against the environment @@
Military conflict between nations £5)
Terrorism £,

Rise of extremism (3

Maintaining social programmes 74
Access to credit (]

2%

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.

40%

Sept 2022:

Joint lowest

score since start
of pandemic




WORLD WORRIES: THE FULL LIST

m Which three of the following topics do you find the most worrying in your country?

% mentioned in September 2022 (global country average)

Inflation |~/

Poverty & social inequality é
Financial/political corruption [%)
Unemployment

Crime & violence Jod

Health care (7

N 1

Climate change -t

Taxes [E]

Education <

Coronavirus (Covid-19) /i\
Immigration control &

Moral decline §=

Threats against the environment @@
Military conflict between nations £5)
Terrorism £,

Rise of extremism (3

Maintaining social programmes 74
Access to credit (] 2%

40%
31%

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.




WORLD WORRIES: THE FULL LIST

a Which three of the following topics do you find the most worrying in your country?

% mentioned in September 2022 (global country average)

Inflation |~/ 40%
Poverty & social inequality é
Financial/political corruption [%)
Unemployment

Crime & violence Jod

Health care (7

Climate change ¥

Taxes [E]

Education <

Coronavirus (Covid-19) /i\
Immigration control &

Moral decline §=

Threats against the environment @@
Military conflict between nations £5)
Terrorism £,

Rise of extremism (3

Maintaining social programmes 74
Access to credit (] 2%

The big issues
do not go away

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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WORLD WORRIES: THE FULL LIST

a Which three of the following topics do you find the most worrying in your country?

% mentioned in September 2022 (global country average)

Inflation |~/

Poverty & social inequality &
Financial/political corruption [%)
Unemployment

Crime & violence Jod

Health care (7

Climate change ¥

Taxes [E]

Education <

Coronavirus (Covid-19) /i\
Immigration control &

Moral decline §=

Threats against the environment @@
Military conflict between nations £5)
Terrorism £,

Rise of extremism (3

Maintaining social programmes 74
Access to credit (] 2%

40%

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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ISSUE FOCUS: CLIMATE CHANGE

Country Comparison

World )
France n 1
Germany m==
Netherlands ==
Australia &=
Italy mn
Belgium nn
Canada 1+1
Great Britain g=
Spain =

Saudi Arabia =
UsS ==

Poland e
Japan e
South Korea :
India ==
Sweden ==
Indonesia ==
Mexico u-l
Thailand ==
Hungary =
Colombia ==
Turkey e
Chile B

South Africa =
Malaysia ==
Brazil

Israel =

Peru -1
Argentina ==

12 -

18%

I 250% Lundi 18 juillet

Base: Representative sample of 19,524 adults aged 16-74 in 29 participating countries,
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.

34%

Highest level of
concern recorded
In any country
during 2022




68% say climate change
is already having a severe
effect where I live




NEW 34-country study

CLIMATE CHANGE :
SEVERITY OF EFFECTS
AND EXPECTATIONS OF
DISPLACEMENT

A 34-country Global Advisor survey for the World Economic Forum

September 2022

For more information: www.ipsos.com/en/climate-change-effects-displacements-global-survey-2022

GAME CHANGERS Ipsos;




SUMMARY OF FINDINGS

LIMATE CHANGE :
VERITY OF EFFECTS
D EXPECTATIONS OF
ISPLACEMENT

A34-c

34-country

Highest: Lowest:
average
Say climate change has already B:1 Mexico (75%) == Sweden (25%)
had a severe effect where they 56% == Hungary (74%) 1 » lIreland (38%)
live Turkey (74%) == Malaysia (39%)

-
.

Expect climate change to have a
severe effect over the next 10 71%

years where they live

Portugal (88%)
Mexico (86%)
Hungary (86%)

Malaysia (52%)
China (55%)
Sweden (56%)

Say itis likely they and their m—

family will be displaced from their
. 35%

home as a result of climate o=

change in the next 25 years

India (65%)
Turkey (64%)
Malaysia (49%)
Brazil (49%)

Sweden (17%)
Argentina (21%)
Netherlands (21%)

© Ipsos | Climate Change: Severity of Effects and Expectations of Displacement | September 2022 | Public



CLIMATE CHANGE :
SEVERITY OF EFFECTS
AND EXPECTATIONS OF
DISPLACEMENT

DOWNLOAD THE FULL SURVEY REPORT

Q. How severe an effect would you say climate
change has had so far in the area where you live?
% Very/somewhat severe

Global Country Average IS 56%
Mexico NN 75%
Hungary I 74%
Turkey I 74%
Colombia NN 72%
Spain I 71%
[taly e 70%
India I 69%
Chile I 69%
France IS 68%
Romania NI 64%
Brazil e 63%
Saudi Arabia NN 62%
Peru I 62%
South Korea IS 60%
Portugal I 59%
South Africa NN 57%
Belgium I 56%
United Arab Emirates IS 56%
Argentina I 559,
Canada IS 54%
Germany NS 529
Switzerland IS 51%
Indonesia IS 48%
United States NI 48%
China NN 48%
Poland I 48%
Netherlands I 46%
Thailand I 46%
Great Britain NI 45%
Japan I 45%
Australia I 44%
Malaysia NN 39%
Ireland S 38%
Sweden N 25%

Base: 23,507 online adults under age 75 across 34 countries

“ " i . justed to the population size of each country or market and is not intended to suggest a total result.
The “Global Country Average” reflects the average result for all the countries and markets where the survey was conducted. It has nqt been qd]us )
The samples in Breréil Chilg, China (mainland), Colombia, India, Indonesia, Ireland, Malaysia, Mexico, Peru, Saudi Arabia, South Africa, Thailand, Turkey, and the UAE are more urban, more educated, and/or more affluent than the general population.

Q. How severe an effect do you expect climate

change to have in your area over the next 10 years?

% Very/somewhat severe

Global Country Average I 71%
Portugal NN  383%
Mexico IIIININGNE 36%
Hungary I 36%
Turkey IS 35%

Chile I 359%
South Korea NN 33%
Spain NN 33%
ltaly I 31%
France IIIININEGNGNGGGGNG 30%
Romania INNNNININEGEGEGGEGEGE 30%
Colombia NG /6%
India NN /6%
Peru I /6%
South Africa [N /5%
Belgium NN 2%
Brazil I 7 1%
Argentina NN 7 1%
Switzerland INIIEEEGEGEGGGGE 7 1%
Canada IS /0%
Germany NN /0%
Poland NN 9%
Great Britain NG 7%
[CNESE NN
Netherlands NGNS 5%
Japan NN 64%
United States NN 639
Ireland NN 2%
Australia I 2%
United Arab Emirates NN (1%
Saudi Arabia NG 0%
Thailand NG 579
Sweden INIINENEGEGEGNNNGNNNN 569,
China IS 559
Malaysia N 529,

16 — © Ipsos | Climate Change: Severity of Effects and Expectations of Displacement | September 2022 | Public

Q. How likely would you say it is that you and your
family will be displaced from your home as a result of
climate change at some point in the next 25 years?

% Very/somewhat likely

Global Country Average N 35%
India NN 5%
Turkey IS 64%
Malaysia IS 49%
Brazil I 49%
Spain I 46%
South Africa [IININEGS 45%
Indonesia NN 44%
Thailand NN 41%
United Arab Emirates IS 41%
China NN 41%
Saudi Arabia NG 33%
Mexico NN 37%
Portugal IS 359%
Chile I 35%
Peru NN 35%
Japan NN 349%
South Korea NN 34%
Colombia SN 33%
Italy N 33%
United States NN 339%
Hungary NN 32%
Ireland NN 31%
France N 30%
Romania NN 30%
Great Britain NN 30%
Australia NN 290%
Canada NN 20%
Switzerland NN 26%
Belgium NN ?59,
Germany NN 25%
Poland N 3%
Netherlands NG 21%
Argentina NN 21%
Sweden N 17%



https://www.ipsos.com/en/climate-change-effects-displacements-global-survey-2022

How best to
communicate?

How can sustainability and
advertising work together to support
a more sustainable future and
responsible brand growth?




How best to communicate?

=

. ;{ ;,'

;. SUSTA'NAB'L'TY Believability is one of the
JAND ADVERTISING key drivers that is lagging behind

&8 Fnends or foes?

‘%,Lf

for sustainability ads today. 9%

BELIEVABLE
I 5.0

0.0 2.0 4.0
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2022: HOW IT STARTED...HOW IT’S GOING

[ Jan2022 [ Sep 2022
Global country average 20% 40%
Poland 53% @ sl ¢ 7 %
Argentina 53% @ rEEsssssseEe—— 5 5%
Turkey 45% @ orEEE— 5 6%,
Great Britain 19% 56%
Hungary 26% 53%
Canada 30% @ ) 57 %
Chile 23% @ e — 5 ] %
Germany 10% @ e el 0%,
Belgium T3% @ e e -] 7 %,
us 20% @ o /| 6%,
Australia TE% W ) /6%
Mexico 23% @ sy £} 1 %
Spain Q% @ ) 30 %,
France 13% @ 1 e — 3O %,
South Korea 15% @ o ) 3 8 %,
Malaysia 18% @ 1) 38 %,
Colombia 17% @ sy 3 6%,
Netherlands Q% @ 1 — 3 5%,
Italy Q% @ el 3 5%, % mentioning inﬂation as
Peru T8 @ — — — —— 3% one of the most worrying
South Africa 11% @ T — ] %, iSSUGS in their Country
Brazil 25% @ rm—) 3 %
Japan 10% @ T — ) C) %/,
Israel 7% @ sl 7 8 %,
Sweden A% @ 1 e — 7 %,
India 1% @rEr— | 8%
Saudi Arabia 8% Q) 14%
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50% 55% 60% 65% 70%

Source: Ipsos What Worries the World monitor




THE DIRECTION OF
TRAVEL?

CURRENT
EXPECTATIONS

IPSOS GLOBAL
INFLATION
MONITOR

JULY 2022

Visual topline
16 September, 2022

Thinking now about your household spend in the next 6 months, for each of the following types of spend, please say whether you expect it to
increase, decrease or stay the same as it is now? % increase

A ARG AUS BEL BRA CAN CHL CHN COL GER DEN SPA FRA GBR HUN IND ITA JAP KOR MEX MYS NLD PER POL KSA SWE TUR USA ZA

Over the next year, do
you think each of the

- - L
The cost of your other household v
following will rise, e N
Your motoring fuel costs, e.g. diesel, )
- gasoline/patrol , etc. 7|%I75% 75% 58% 75%67‘/- 72% 63% 73% 75% 71% 81%'37%75%66% 73‘/-.8‘% 79% M%IBO‘
The overall cost of going out socialising
, e.g. cinema, cafes, restaurants, pubs, 58% 69% 64% 63% 45% 66% 54% 31% 59% 66% 52% 69% 64% 70% 73% 66% 59% 16% 41% 61% 52% 60% 46% 65% 53% 68% 77% 64% 63"
cli

ubs, etc.

89 1‘ 53% 78% 72% 87" 64% 89% 88% 82% 84!

The overall cost of your subscriptions, 4., 710, 430, 5794 45% 52% 52% 22% 46% 42% 45% 45% 45% 53% 58% 56% 45% 10% 28% 59% 35% 48% 36% 53% 41% 46% 70% 48% 54
@.9. Netflix, gym membership etc.

ab O u t t | I e S al I l e I eV e I L] Your mortgagelrent 41% 57% 46% 25% 32% 41% 56% 21% 45% 42% 30% 38% 27% 35% 53% 53% 28% 8% 38% 46% 42% 29% 41% 53% 45% 66% 74% 32% 58'

Top three: Wl #1 W0 #2 #3

Global Country Average scores N | oo

Ipsos Global Perceptions of Inflation 2022 — 21,515 participants across 28 countries, interviewed online 27 May — 10 June 2022

22 — © Ipsos | Global Inflation Monitor - July 2022




THE DIRECTION OF
TRAVEL?

CURRENT
EXPECTATIONS

Over the next year, do
you think each of the
following will rise,
decline, or stay at
about the same level?

Global Country Average scores

m |t will rise a lot/a little = Stay about the same It will fall a lot/little

The rate of inflation
(how much prices are

going up by)

The number of
unemployed people in
my country

Ipsos Global Perceptions of Inflation 2022 — 21,515 participants across 28 countries, interviewed online 27 May — 10 June 2022

23 — © Ipsos | Global Inflation Monitor - July 2022




THE DIRECTION OF
TRAVEL?

CURRENT
EXPECTATIONS

Over the next year, do
you think each of the
following will rise,
decline, or stay at
about the same level?

Global Country Average scores

Ipsos Global Perceptions of Inflation 2022 — 21,515 participants across 28 countries, interviewed online 27 May — 10 June 2022

24 — © Ipsos | Global Inflation Monitor - July 2022

m |t will rise a lot/a little = Stay about the same It will fall a lot/little

The rate of inflation
(how much prices are

going up by)

The number of
unemployed people in
my country

Your own standard of
living

Your disposable
income (what you can
spend after paying
your bills for living
expenses)
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EXPLORE THE LATEST RESOURCES

SUSTAINABILITY
AND ADVERTISING

Frignds or foes?
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DRIVING GROWTH IN THE FACE
OF INFLATION IN INDIA

A consumer and business perspective

INDIA
WEBINAR ﬂ

Sept 234, 12 Noon

September 2022

© £
dn o

j QA
of Americans feel of Americans believe Mukhe u uswamy  Geeta Lobo Neetu Bansal
" . . . ateg g R insights Heac hief Client Officer Senior Client Direct
like rchey are ju_st - !helr dlspc_)sable _ =t s real Ipsos Ipsos
getting by or finding it income will fall a little or L OO

o o Dheeraj.bhardwaj@ipsos.com
difficult/ very difficult. a lot over the next year.

of Americans are of Americans are

spending less money spending less money
on socializing.

on household shopping.
_ Ipsos
© Ipsos | KEYS Webinar September 2022



https://www.ipsos.com/en/keys-we-need-talk-about-change

LEARNINGS
FROM LATIN
AMERICA

JC Salles — CEO Ipsos Latam
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A long history of high inflation in LATAM

Particularly during 80s and 90s — Always higher than EUR or US

Inflation in Latam vs US & EUR

20
15

10

5 ‘-r.
0
e A Oy N oah S A Oy N ek 9 A O “ 0 WA = My
o) L' B D Oy %) = ) ) L T P ey P
I G NG R RS SRC SR LA PRSI MRS MRS SRR RGNS

LATAM NA EUR

Source: World Bank



With period and country specificities

During 80-90s: HYPER INFLATION in BR, ARG, PER (>1000%)... And recently in VEN from 2017 to 2021
Over the last 20 years inflation mostly between 5-10%...and the specific case of ARG

High Inflation (>10%)
50

Hyper inflation

45
8000

7000

40

6000 *

5000 30 INFLACION EN ARGENTINA

VARIACION % MENSUAL VARIACION % ANUAL
ULO 2022 Jul

“74%  71,0%

4000 )
3000
2000

1000
0 10

198519861987198819891990199119921993 199419951996 1997 1998 19992000

-1000

o (H|[F o Brsi| s [VIEX PER emm=((| e===ARG 0

e CH|LE s Brasij| e [\ EX PER e COL e ARG
Source:; World Bank

N g 1N O N 0 D
o O O O O o O
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2010
2011
2012
2013
2014
2015
2016
2017
2018
2019
2020
2021
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JADA.......ocoesnene $ 4 100 PICADA COMUN......... -0 CERDO

E CHORIZO...... § 1 )-(J”PICADA ESPECIAL..... COSTILLITA............ N
......... 180 0S0BUCO................ $ 5O  PECHITO.............. $ X
What inflation means? " 10 e T e
L] D

1200

2KG ROAST BEEF.....8

1 =5 26 PALETA.......o OFERTAS

A significant impact on poverty! £ s BT
. b

OU G picADA comunll =

~— ¢+« 2KG PEC
- . 2K6 0SOBUCO........... $ DE QERD%\TG \

Food and energy are the main contributors to inflation (66% in Brazil, 60% in Colombia...)

Food and energy represent a significant share of the consumption basket (>40% in Peru, Mexico, Brazil)

—>Putting significant pressure on households’ disposable incomes. Especially on the poorest and most vulnerable.

With current inflation rates poverty will increase from

30% in 2018 to 34% in 2022. LAC is already the most unequal region in the world.

_ _ _ _ The rising prices we observe today might accentuate
Implying that +8 MM people will be at risk of falling under

“food insecurity”, adding to the already 86 MM people in this situation, adding fuel to ongoing social tensions
that situation in the region.

Source: CEPAL (Economic Commission for Latin Source: World Bank August 2022
America and the Caribbean) July 2022




Latin American consumers are
concerned that price increase in 2022
will outpace thelr iIncome growth.

Source: Ipsos Global Advisor 2022

33 - ©lIpsos Ipsos






1. Consumer Trade Off and Switch between categories

« High inflation brings impoverishment
« Consumer shifting budget based on necessity — Only CPG volume, as most essential, remains quite flat

Significantly DOWN

* Home electronic * Food — Groceries
* Home appliance
* Beauty products

Food & Beverage

Value brands +
Pasta, Milk -3-5%) e—— \1qinstream brands -

- A different

Yogurt, Mineral 953504 Premium brands  =/- market structure

'. ’., T (2 .
~ v" , L 3 7 : ' ’ :
Water
35—




2. With different Consumer purchase behaviours...

1. Shop more with a list of « essentials » = Rationalisation, focus on « must have »

2. Shop « as they get money » = More often but smaller amounts/ Making stock as much as possible

3. Shop in much more different stores - Looking for promotions, deals, coupons.... High price differences!
4. Shop more online - Easier for price comparison

5. Shop using Apps comparing prices - Significantly growing (ie. Donde comprar; Comprando in ARG)

Carrefour (“ .o LT

Dénde
Comprar

36 -







Some actions taken by BIG Latam companies

1. JBS: the world’s largest meat company (BR): accelerated its direct-to-consumer sales with an
e.commerce platform selling ready meals and various type of protein online

2. ITAU: the largest banking institution in Latam (BR): consistently invest in technology in order to
increase efficiency and productivity (doing more with less employees)

3. COCA COLA FEMSA: the biggest WW coke bottler (MEX): Significantly invest in returnable bottle

capacity to mitigate the increase in raw material used AND take advantage of big data analytics to
optimize price, discounts and promaotion in a more granular and « real time » way

(IBS) @




Basic Marketing principles remain true - Some Latam examples

1. Understand Elasticity & Substitutability of your product/ category? a must have?
Consumer switching from 1 category to another (ie. ARG: -beef to +pork! -Classical restaurants +Fast food)

2. Reduce your costs: Smaller products or lower production cost formula for same price?
Super 8 in Chile, most famous chocolate bar, smaller but NO price increase

3. Innovate: to Improve Differentiation & Uniqueness?
Instant expresso success in BR on the commoditized instant coffee market

4. Think about your Products portfolio!
Kraft developed in Latam product offerings across “good-better-best”: the right product at the right price
ESN RS

§ @ & e
L-/ 51;9 $0.04-$0.06" ;99 |
H ':@.1'.- a. ; a 3‘:‘}
$2
G, & E (e
g =V é ‘.!: E
$3

39 -






Consumer mindset Brand/Marketing mindset
1. Higher impact on the poorest and most 1. Review your products/ brands portfolio: U&A, substitution,
vulnerable households price elasticity (/segments), brand value proposition...

2. Trade off / switch between categories to more 2. Be innovative: Lower cost formula, portfolio solutions &
essentials / must have rationalisation, differentiation...

3. A more rational and time-consuming purchase 3. Be very reactive (ie. Test and adjust...)
process... Less price references!

4. Acceleration of e-commerce 4. Be empathetic with consumers’ mood

- In high inflation context, they are always winners and losers!
It is NOT business as usual! — You act better when you are sure!




MUCHAS GRACIAS
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We begin with a set
of guiding principles




Beware the

soundbites you read, they

may not tell your story

* Not all consumers are created equal
» Categories weather the storm differently

* Different brands serve different needs

46 — © Ipsos | The Courage to Drive Growth in Inflationary Times

Bloomberg

US Edition v

US Inflation Forecasts Marked Higher for
2023, Survey Shows

Latest Forecasts Optimistic On
Upcoming CPI Inflation Reports

September 9, 2022

August 12, 2022

M CNBC

McDonald’s and Chipotle say
customers are trading down, visiting

less often as inflation hits budgets
July 27, 2022

M CNBC

Personalized coffees and prestige
skincare: Consumers snap up premium

products despite cost-of-living crisis
August 15, 2022

IpsosStrategy3



Distinguish short-
term behavioral responses from
long-term trends

Time

Behaviors

Currents under the surface

It is easy for marketers to get caught in the “hype”

of change. While being vigilant is critical, it's
Important to separate short-term responses today,

from long-term trends tomorrow. Time

Time

47 — © Ipsos | The Courage to Drive Growth in Inflationary Times |pSOS S_I: ra_l:e g y3



Many trend lines are returning to their
pre-pandemic trajectories

Ecommerce as a proportion of total retail sales in the US

US ecommerce as % addressable retail*

25%

20%

15%

10%

5%

0%
Mar-00 Mar-05 Mar-10 Mar-15 Mar-20 Mar-22

Source: US Census. Seasonally adjusted
* Excluding cars, car parts, fuel, bars & restaurants
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Find the
courage to drive growth,
when instinct says contract

Even in — and perhaps especially in — times
of challenge, there are always opportunities
for growth and innovation.
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Many businesses have identified new opportunities during
times of economic stress and uncertainty

Mickey Mouse was introduced Trader Joe’s launched during the Airbnb in 2007, at the start of Steve Jobs launched the iPhone
in 1928. recession of 1958. the Financial Crisis. in October of
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To approach strategic decision-making at this time,
businesses need to play offense, as well as defense

— |
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SHORT-TERM

DEFENSE OFFENSE

LONG-TERM

IpsosStrategy3




SHORT-TERM

A

Strategically
leverage the
portfolio and
manage price
hikes or product
changes.

OPTIMIZE COSTS ~ DRIVE GROWTH
AND PRICING ~ ADD VALUE

Leverage trends
and foresight to
continue to
innovate and
identify future
growth
opportunities.

Review and
optimize all cost
and supply chain

structures.

v

LONG-TERM

IpsosStrategy3




Show
through

the customer experience

“I'm committed to that 99-cent price. | don’t want to

do what the bread guys and the gas guys and
everybody else are doing. Consumers don’t need
another price increase from a guy like me.”

DON VULTAGGIO, CO-FOUNDER
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about consumer

needs and

to meet them

Hyundai Assurance was launched as a consumer
protection program that is offered during times of

unprecedented national crisis.
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Overview
Hyundai is the first automaker in the US. to offer a vehicle return

program that allows you to walk away |

& HYUNDRAIL

Assurance

Tk Adowst

roen your loan of loase without
having to worry aboat negative equity. It Jets you return your vebicle in
That's the Hyundasi Assarance,

case of certain e-altering circumstances
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Clearly define and leverage the
brand’s

Understanding that Louis Vuitton is about luxury, $1,560 $315
not handbags, the brand was able to expand the
customer base during the recession.

/\/W B B BB BB BB B e B “
HHHH‘HHH‘HM H 1111 HHHH|HHmnmmmlmlHl ||||\|||Hl”|||I|\\|‘|H|||I||||II|H |

IpsosStrategy3
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on Responding to

Harvard 30Slack’'s CEO @
B“Siness ?gd\?:;t'sigjlemc

R : i Negotiation Strategy?
eVIew 53 Helping Your Team Heal

Emerging From
thgl(?r%sis :

How to lead through
uncertainty and strengthen
your organization
for the long
haul

66

Companies that fare the best during
crises, were the most progressive
ones — with substantial investments
Into R&D and marketing — resulting
In a +37% chance of becoming
iIndustry leaders following recession.

— Harvard Business Review
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INSIDE INFLATION
WiRAT CONMNMS NEXT?

Aurélie Jacquemin, Creative Excellence, Chief Growth Officer
Laurent Dumouchel, Brand Health Tracking, Chief Growth Officer

© 2020 Ipsos. All rights reserved. Contains Ipsos' Confidential
and Proprietary information and may not be disclosed or
reproduced without the prior written consent of Ipsos.

Ipsos



Post Covid, people have a lot of
new things to worry about ...

GEOPOLITICAL POLITICAL
TENSIONS INSTABILITY
! :
' I
H I
EMERGENCY
PLANET
EARTH
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One of the key lessons learnt of Covid-19 is for brands to stay
close to people, especially during difficult times #Empathy

Dove Courage is beautiful Guinness Welcome Back #LookslikeGuinness




So, what are the first reactions of marketers

today in a high inflation context?

DEFENSIVE...

COMMUNICATE
AROUND SHRINKFLATION
AFFORDABILITY

CUT AD CUT PRICE,

BUDGET PROMOTE
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Logical conseqguence of inflation:

Increases In food, utilities, and fuel

The cost of... USA GBR CAN FRA ITA DEU JAP AUS POL ESP TUR

YOUR FOOD SHOPPING = 75% 88% = 83% 85% 79% 85% 45%  79% 85% 77% 84%

YOUR UTILITIES 71% | 89% @ 75% | 85% 80% 84% | 55% 72% 84% 71%  83%

YOUR OTHER
HOUSEHOLD SHOPPING

Thlnklng now abOUt yOUr ...............................................................................................

household spend in the next 6

months, for each of the following FUEL 73% 75% 75% 7% 78% 74% 41% 76% 79% 69% 81%
types of spend, please say

whether you eXpect it t0 INCrEASE, e

decrease or the stay the same as

it is now?

72% 85% 17% 76% 74% 80% 41%  75% 83% 73% 84%

% increase a lot/a little
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No surprise that grocery & fast food retailers (often positioned
as value brands) are the first to be vocal as inflation hits

Tesco Mobile (UK) The Epic Mission Pizza Pizza (CA) Fixed rate pizza
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Value Brands are first to act on price
(reflected in perceptions)

Effect of price/promotion in building sales

Inflation concerns sharply picking up

Q4 2021 Q1 2022 Q2 2022

Premium brands -0,59 pts -0,60 pts -0,57 pts

+1,28 pts +1,10 pts
Base : 14622 brands of Foods & Drinks - Quarterly rolling (yearly data). Source Brand Value Creator database
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Empathy is gaining traction in ad effectiveness

Before

What are the characteristics of Tt (e

the most memorable ads?
(2021-Q1)

For People like me

Makes me feel good

Source : Creative database x Index (brand attention drivers — index gaps analysis)
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Inflation concerns
picking up

(2022-Q1)

PRICE?
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Mint Mobile manages to talk about price in an engaging way.
It remains true to itself: a challenger, using humor and a

simple production to build proximity with people.

(CLOSENESS
,u;m EMPATHY | REAL PEOPLE
SN NEW & CREDIBLE | HUMOR

Y TRUE TO YOUR BRAND

CREATIVE EFFECT Creative Effectiveness Drivers

Base : Tested with our Creative-Sparks solution, N=150, US, women & men, nat rep
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Let’s Sum up!

MAKE SURE YOU AIR HIGH QUALITY ADVERTISING IF LOWER AD SPEND

FACT #1 FACT #2 FACT #3

Value brands first
communicate about
inflation

Monitor the gap between
desirability & price
perception, stay relevant!
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Empathy is critical to
make great ads

Show you truly feel for
your audience

Stay true to your brand
positioning in your
advertising

Build on existing
memories to
communicate affordability
& unique brand value

Ipsos



Premium brands always suffer
from a negative impact of
price/promotion perceptions
on their equity and sales

STAY
TUNED!

INSIDE INFLATION
WIRAT GOMMS NEXT?Z

CHECK OUT Ipsos.com

September 26th




KEYS

AN IPSO0S WEBINAR SERIES

ACCESS the recording, presentations JOIN US for our next KEYS webinar:
& resources from this episode: Thursday, October 20th
11:00 & 17:00 CET

P g &
KEYS - Lessons from Inflationary Times KEYS - A WEBINAR SERIES BY IPS0S . & lpsos]
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