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What this is

lpsos has an offer called “Context. This is a suite of tracking reports (quarterly indepth and/or quarterly or
monthly snapshots) in 28 countries that provide an indepth understanding of the citizen/consumer “Context”
in each market. We have a two streams of monthly data -- general consumers and small business owners.

When the citizen/consumer environment is
more negative they...

. Pull-back on their spending
b Are more price sensitive

S Prioritize any new products/services they
need, if any

o Pressure companies, government to deal
with economic issues

=  Want government intervention,
regulation in the economy

. Social instability, push for political
change

= Are more “me over we” than “we over
me"

. Are more insular, exclusive, pessimistic

] Are more critical of their CX and Brand
experiences
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Our Key Context Metrics are...

Social
Activism

Citizen,
Consumer
Sentiment/

Confidence

Understanding
Society/Socio-
Economic
Stability

Financial
Health

Social
Cohesion

Focus on
Personal vs
Society

When citizen/consumer environment is
more positive they...

= Spend more
= Are less price sensitive

=  Are more receptive to new
products/services

= Pressure companies, government to
deal with non-economic issues

=  Want market forces to drive the
economy

=  Social stability, support incumbents

= Are more “we over we” than “me over
we”

= Are more tolerant, inclusive, optimistic

= Are less critical of their CX and brand

experiences
Ipsos;




What This Is

We periodically provide Context clients with a deep-dive analysis on pressing issues of the day. In light of recent
events, we have decided to drill deeper into the recent spike in inflation worldwide. We are providing this to non-
Context clients as an example of what we do.

Through our recent (April 2022) 11-country survey, we explore...

The context in which How citizens and Inflation’s impact on Demographic and
inflation is playing out consumers view consumer behaviour regional comparisons
inflation as an issue
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THE BIG
PICTURE
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Key Observations
CANADA AT A GLANCE (APrIL 2022)

Background: Recent headlines have grabbed the public’s attention,
reporting that inflation hit a 31-year high of 6.7% in March of this year. This O OVERALL SENTIMENT (CONSUMER CONFIDENCE):
was much higher than what most “experts” had forecasted. @28  -10% (| vs. December 2021)

As such, it is no surprise that inflation has become a dominant issue
among Canadians and will present significant challenges to marketers,
communicators, and policy-makers for the foreseeable future. @ FINANCIAL HEALTH:

-8% (unchanged vs. December 2021)

Context: Unfortunately, the optimism seen in many countries as
pandemic restrictions were lifted was short-lived. A spike in inflation,
combined with the war in Ukraine, has dampened consumer sentiment.
Consumer sentiment has been decidedly negative since the beginning of

CONCERNED ABOUT INFLATION:

the pandemic and after rebounding slightly at the end of 2021, it has 81%

fallen back into the negative territory.

Additionally, Canadians expect interest rates and taxes to increase and q% Mﬁlhfr:fsléggi:
their level of disposable income to decline. They are also increasingly of \ 5 Health

the belief that “we are not all in this together” and that their financial 3' Toexoes care

health remains a net negafive. 4 Pandemic

5. P ty/i [it
The context in which inflation is and will be playing out was not overty/inequality

encouraging to begin with and is becoming increasingly challenging
moving forward. This sets up for significant challenges for communicators,
marketers, and policy-makers in balancing “we over me” and *me over
we'" perspectives.

- v ..
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Key Observations
CANADA AT A GLANCE (APrIL 2022)

Inflation as an Issue: Though healthcare has long been the top issue
on Canadians’ minds, recent events have meant that inflation has c®p  OVERALL SENTIMENT (CONSUMER CONFIDENCE):
dethroned healthcare as the top-of-mind issue. However, this is being @28  -10% (| vs. December 2021)

played out in an environment where inflation is not the only issue;
significant attention is still being paid to healthcare, taxes, the pandemic,
and poverty/inequality. While climate change has dropped further down
the list of priorities, it remains a significant issue for some. @ FINANCIAL HEALTH:

-8% (unchanged vs. December 2021)
There will inevitably be a clash of issues in the political space, as
Canadians look to government and business to deal with not only

inflation, but also all their other top issue concerns.
CONCERNED ABOUT INFLATION:

Impact of Inflation: Itis not surprising that when consumers are faced 81%

with uncertainty, they reign in on other economic behaviours. However,

what our research shows is that increasing prices for food, fuel, and utilities

will be a focal point for consumers. Furthermore, the top-three things EIE) MAIN ISSUES:
Canadians say they will do to address affordability are: spend less on \ 1. Inflation
socializing, delay large purchases, and spend less on general household 2. Healthcare
shopping. One-third say they would even spend less on food as a result of 3. Taxes
rising prices. 4. Pandemic

5. Poverty/inequality

All categories will be impacted by inflation, but Canadians will be first
and foremost focused on the cost of food.

- o ..
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Key Observations
CANADA AT A GLANCE (APrIL 2022)

Demographic and Regional Comparisons: No doubt, inflation is
a focal point across the board. However, we know that Boomers and ¢p  OVERALL SENTIMENT (CONSUMER CONFIDENCE):
those with higher incomes are much better positioned to ride out inflation. @ -10% (| vs. December 2021)

By contrast, Ontario and British Columbia are most challenged among
the regions in this regard.

But there are some concerning trends in what various groups say they will @ FINANCIAL HEALTH:

do to address the challenges of affordability. For example, those with -8% (unchanged vs. December 2021)
lower incomes are more likely to say they will spend less on food, check
for supports, move into cheaper accommodations, and borrow money.
Older Canadians and those with higher incomes are more likely to say

they will delay large purchases, spend less on the household, and spend CONCERNED ABOUT INFLATION:

less on holidays. 81%
Government and businesses need to be cognizant of the various socio-
economic factors that affect how various groups will ride out inflation. MAIN ISSUES:

\ 1. Inflation
Implications: Many Canadians view inflation as a huge threat. They g THOeXoeIthore

expect that it will significantly impact their lives in many ways and will look

to government and business for answers. 4. Pandemic

5. Poverty/inequality

Additionally, we can expect significant economic and social disruption
for the foreseeable future. While citizens’ disruptive mood is not all about
inflation, it is certainly exacerbated by it.

- oo ...
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Consumer sentiment had started to decline (Oct ‘21), even before inflation
became a growing problem. It now sits in decidedly negative territory.

IPSOS DISRUPTION BAROMETER

(Recalibrated against 5-year norm for each country)

Green flag
(economic and socio-political stability) Canada us IDB
Higher
Consumer
Sentiment
and Socio-
Polifical
+ Stability
NET Mixed
1 Lower
3 Consumer
Sentiment
and Socio-
Political
| Stability
Conflict
| | in
| i Ukraine
i US Capitol (Feb. 2022)
. iInsurrection .
Canadian WHO i (Jan. 2021) Canadian Ottawa
Red flag Federal Declares Biden’s Federal Truckers
i io-politi i ili Election Pandemic Election Election Protest
(economic and socio-polifical instability) (Oct. 2019) (Mar. 2020) (Nov. 2020) (Sept. 2021) (Feb. 2022)
Mar | Jun @ Sept Dec Mar | Jun Sept Dec Mar Jun Sept Dec  Mar Jun | Sept Dec Mar Jun Sept Oct Dec  Feb Mar Apr
17 17 17 17 ‘18 ‘18 ‘18 ‘18 19 19 19 19 20 ‘20 20 20 ‘21 21 21 21 21 ‘22 ‘22 ‘22
Canada 1%  11%  15%  10% 9% 11% 10% 3% 4% 0% -6% -3% -11% -7% -8%  -7% | -3% -4% 3% 8% | -1% 9% -14% -10%
— ]S 10%  14% 4% 0% 9% 0% 6% 4% 3% 12% 0% 8% %  -19%  -22% -29% @ -6% 14%  -3% -10% -11% -20% -11% -13%
- ©lpsos IDB is a combination of 7 items measuring shorter-term socio-political disruption and broad consumer sentiment/confidence AQA @

(highly correlated with actual retail sales and is remarkably accurate in projecting political change, protest, civil disobedience)



On pure consumer confidence, confidence in the future is leading the
decline, particularly with regard to the future state of the economy. As
inflation bites, we suspect that ratings on one’s personal situation will also
drop.

Current Personal Current Economy
=== Current Overall === Future Overall Total
Future Personal Future ECconomy Higher
Current
Consumer
Confidence
+
NET
. Lower
N\ Current
Consumer
Confidence
. Truckers War in
Truckers War in Protest Ukraine
Protest Ukraine
Feb 22 Mar '22 Apr '22

Feb 22 Mar 22 Apr 22 Current Personall 3% -4% 0%

= == Current Overal 3% -3% 2% Current Economy 0% 1% -3%

= = = Future Overall 0% 0% -4% e Fyture Personal 0% -8% -4%

Total 2% 2% -4% = = = Fyture Economy -3% 3% 9%

10— ©lpsos  Calibrated against February and March 2022 average a



At the same time, there are increasing challenges on overall financial
health.

FINANCIAL HEALTH INDEX
(% “THRIVING” + “EXISTING” MINUS “STRUGGLING” + “SINKING”)

—Canada
Higher
Financial
Health
+
e
NET
B Lower
Financial
Health
Federal Truckers Warin
Election Protest Ukraine
Mar '21 June 21 Oct 21 Dec 21 Mar '22 Apr '22
= Caonada 0% -4% 2% -8% -6% -8%

Measures level of financial health by combining 4 themes:

SPENDING - 2 items; spending within means; can pay bills on time
SAVING - 2 items; Have enough money on hand to cover at least 3 months of living expenses; doing enough to meet my household’s

longer-term financial goals such as saving for...
PLANNING - 2 items; have sufficient insurance for emergency; household plans ahead @

11 - ©lpsos
BORROW - 2 items; have to borrow pay bills; have manageable debt



In addition, there is an increasing perception that we are not ‘all in this
together.’

SOCIAL COHESION INDEX
(% “HIGH" MINUS “LOW")

- Canada
Higher
Social
Cohesion
" \
NET
Lower
Social
Federal Truckers Warin Cohesion
Election Protest Ukraine
Dec 20 Mar 21 June 21 Sept 21 Dec 21 Mar '22 Apr ‘22
—Canada 1% 1% -1% 1% -8% -8% -8%
Recalibrated against 1 year norm for each country

Measures overall health of society by combining 3 themes:

CONNECTEDNESS - 3 items; | define myself as a (country citizen) first before anything else; | trust government/our political system to do what is

right; | am treated fairly as a (country citizen)

COMMON GOOD - 3 items; | have a responsibility to help other (country citizens); | respect our laws and ways of doing things; Our society/system

is corrupt

SOCIAL RELATIONS - 3 items; | trust other (country citizens) to do what is in the best interests of the country; Having a diverse population, with 9

12— ©lpsos different ethnicities, culfures, etc. is a very good thing for the country; | have the same outlook on life, opinions on important issues, etc. than /V\

other (country citizens)



Relatedly, Canadians believe we should be focusing on our own domestic
issues, given the current economic challenges and are divided about
whether society should focus on the collective or the individual.

“Given the difficult economic Canada B
issues in my country today, my

country needs to focus less on the

world, and more at home.”
% 'Agree’ SN 76%

m Collective Individualism Both No opinion

“The ideal society...

Emphasises the social and collective Canada 26%

provision of welfare; or

Is where the individual is encouraged US

to look after him or herself”

13- ©lpsos Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April @
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INFLATION AS
DOMINANT ISSUE
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Canada Us
(April 2022) (April 2022)

ifgfon | 4% | 3%

Healthcare 37% 22%

Not surprisingly, inflation is leres 29% 16%
now the top issue among icndfm{c . ZZ’ ;gz
o overty, inequality A A
Canadians. Corruption 20% 21%
Climate Change 20% 16%

Jobs, unemployment 18% 16%

Crime, violence 11% 27%

War, conflict, Ukraine 11% 20%

Rise extremism 10% 12%

Moral decline 9% 17%

Immigration 8% 18%

Education 7% 9%

Threats environment 7% 8%

Maintaining social programs 5% 4%

Terrorism 2% 7%

15— ©lpsos ..



A majority of Canadians expect to be hit with higher inflation, but also higher
interest rates and higher taxes in the next year; over twice as many think
their disposable income will decline than rise.

Canada us

Rate of
inflation

Rate of
inflation

Interest rates Interest rates 66%

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

Taxes 53%

#
unemployed

#
unemployed

(‘Rise’)

Own standard
(‘Decline’: 22%) of living

Own standard
of living

29%

(‘Decline’: 19%)

Own Own

disposable  REFA , disposable  PIFA ,
income (‘Decline’: 42%) income (‘Decline’: 33%)

16 — ©lpsos Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April E
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A majority of Canadians are obviously concerned with rising costs for goods
and services, but the second highest concern is with the ability to buy things
they are used to buying more so than bills.

Cost of

goods/services
“Thinking about increasing
your personal
financial situation
over the next six
months, how
concerned, if at all,
are you about each
of the following over
the next six

months?”

Ability buy things
used to buying

Ability pay bills

Ability pay gas,
electricity bills
(‘Very'/'fairly

concerned’
) Value of home

17 - ©lpsos

Canada

81%

28%

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Cost of
goods/services
increasing

Ability buy things

used to buying

Ability pay bills

Ability pay gas,
electricity bills

Value of home

Us

2



Canadians perceive many causes for current inflation with the pandemic,

global economy and Ukraine topping the list. But business profits and
national policies don’t escape blame.

“How much, if at all,
do you think each
of the following are
contributing to the
rising cost of living
in [COUNTRY]
today?”

(‘A great deal’/’'fair
amount’)

18— ©lpsos

Pandemic

Global economy

Russia/Ukraine

Business excessive
profits

National policies

Interest rates

Workers pay raises

Immigration

Canada

79%

78%

1%

68%

65%

63%

477

43%

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Pandemic

Global economy

Russia/Ukraine

Business excessive
profits

National policies

Interest rates

Workers pay raises

Immigration

us

70%

76%

69%

64%

727

67%

58%

54%

N



INFLATION AND
CONSUMER
BEHAVIOUR
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Canadians will be price sensitive across all categories but the largest

proportion expect to be spending more for food.

“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 the stay the same
as it is now?”

(A lot/a little)

20- ©lpsos

Cost of food
shopping

Cost general
household
shopping

Car fuel costs

Cost utilities

Cost socialize

Cost
subscriptions

Mortgage, rent

Canada

77%

75%

75%

68%

58%

40%

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Cost of food
shopping

Cost general
household
shopping

Car fuel costs

Cost utilities

Cost socialize

Cost
subscriptions

Mortgage, rent

I Ic
I I (72




Canadians say rising costs for food would have the most negative impact on

their lives, followed by fuel and utilities.
Canada

“Where would price Cost of food shopping [
rises have the most
nega’rive impact on Car fuel costs  ERIHA
your quality of life, if
any? Please select

up to three.” Cost of ufilities  JRISA
Mortgage/rent  RENA
Cost of h;)hugre)gag 19%
Cost of socializing 10%
Cost of subscriptions [
All equally
No impact/no opinion
21 - ©lpsos

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Cost of food shopping

Car fuel costs

Cost of utilities

Mortgage/rent

Cost of household
shopping

Cost of socializing

Cost of subscriptions

All equally

No impact/no opinion

UsS

49%
42%
27%
17%
16%

13%

8%



The top 3 things Canadians say they will do to address affordability
challenges are spend less on socializing, delay large purchases and spend
less on general household shopping. One third would even spend less on

food.
T

Spend less money on socialising 51% 42%
Delay large purchase decisions 47% 38%
" e . Spend less money on other household shopping 44% 37%
And if price rises Spend less on holidays 39% 29%
meant that you Spend less money on food 33% 28%
could no longer Use a car/motor vehicle less often to spend less on fuel 28% 26%
afford your normal Use savings 25% 24%
lifestyle, which, if Save less 24% 21%
any, of the below Use less heating, electricity or water 23% 24%
actions would you Seek employment 15% 13%
be likely to take?” Check what benefits/support are available to me 14% 14%
Move into cheaper accommodation 11% 9%
(Select as many as Seek higher-paid work from another employer 10% 11%
apply) Borrow money 9% 9%
Spend less on healthcare 9% 8%
Ask for a pay rise fromm my employer 6% 9%
Spend less on education 5% 6%

wo e ‘ @
Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April /—
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Based on their current financial health, Boomers and higher-income
individuals are understandably much better positioned to ride out inflation.

FINANCIAL HEALTH INDEX
(% “THRIVING” + “EXISTING” MINUS “STRUGGLING” + “SINKING ")

GENERATION INCOME

—_—Gen/ =—Milennials Gen X e==Boomers

High Medium Low

- T —_—
- /v/s -

Jun'21 Sep 21 Dec 21 Mar 22 Apr 22 Jun'21 Sep 21 Dec 21 Mar 22 Apr ‘22

Measures level of financial health by combining 4 themes -- SPENDING - 2 items; spending within means; can pay bills on time; SAVING - 2 items; Have enough money on hand fo
cover at least 3 months of living expenses; doing enough to meet my household’s longer-term financial goals such as saving for...; PLANNING - 2 items; have sufficient insurance for 9
24 - O©lpsos emergency; household plans ahead; BORROW-- 2 items; have to borrow pay bills; have manageable debt /M
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Demographic differences in expectations for increases in inflation, interest

rates, eic.

Atlantic Canadians tend to lead the country in terms of saying they are expecting increases across the board. Boomers and those
with higher household incomes tend to be more likely to say they expect increases in what they will have to lay-out (such as taxes

and interest rates).

% rise ‘alot’, ‘a little’

Inflation

Interest rates

Taxes

# unemployed

Own standard living
Own disposable income

% rise ‘alot’, ‘a little’

Inflation

Interest rates

Taxes

# unemployed

Own standard living
Own disposable income
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Men

81%
83%
67%
42%
24%
20%

BC

82%
82%
64%
45%
31%
18%

Women

77%
75%
63%
47%
26%
16%

Alberta Prairies Ontario Quebec Atlantic

78%
83%
62%
54%
19%
16%

GenZ/
Millennial

70%
67%
59%
47%
39%
29%

80%
76%
73%
43%
27%
15%

Gen X Boomer

83%
79%
73%
50%
24%
14%

77%
76%
64%
46%
26%
21%

84%
87%
64%
39%
17%
14%

77%
76%
63%
36%
24%
18%

lLowerS MidS$S

77%
74%
58%
58%
38%
22%

87%
88%
71%
52%
30%
17%

82%
80%
69%
42%
25%
21%

Higher $

79%
83%
68%
42%
24%
18%

Over the next year, do you think each of the following will rise, decline, or stay at about the same level2

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

...



Demographic differences in expectations for spending increases

Boomers and Atlantic Canadians tend to have higher expectations for increases, except for mortgage/rent which is higher among

younger Canadians and lower income.

% expect to increase ‘alot’, ‘a little’

Food shopping

General household shopping
Car fuel

Utilities

Socialize

Subscriptions

Mortgage, rent

% expect to increase ‘alot’, ‘a little’

Food shopping

General household shopping
Car fuel

Utilities

Socialize

Subscriptions

Mortgage, rent

26 — ©lpsos

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Men

83%
75%
74%
75%
67%
60%
38%

BC

89%
76%
72%
/8%
69%
66%
42%

Women

85%
79%
75%
76%
70%
56%
42%

Alberta

85%
82%
81%
81%
66%
66%
46%

Gen 1/
Millennial

/3%
69%
64%
64%
65%
53%
48%

Prairies

1%
89%
90%
83%
/1%
62%
27%

Gen X

83%
74%
75%
75%
67%
62%
42%

Ontario

79%
72%
71%
69%
67%
56%
40%

Boomer

92%
85%
83%
84%
72%
59%
34%

Quebec

81%
77%
70%
/6%
67%
50%
41%

Lower S

82%
76%
62%
69%
67%
48%
52%

Atlantic

94%
84%
?21%
87%
77%
62%
38%

Mid $

85%
80%
78%
76%
67%
56%
39%

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 the stay the same as it is now?e

Higher $

83%
76%
78%
77%
/1%
64%
37%

...



Minor, but noteworthy, demographic differences in actions likely to be taken

to cope with inflation

For example, lower income are more likely to spend less on food, check for supports, move intfo cheaper accommodations and
borrow money. Older Canadians and higher income to delay large purchases, spend less on household and holidays.

Men Women . . Gen X Boomer Lower S
Millennial
Spend less money on socialising  51% 52% 48% 54% 51% 42%
Delay large purchase decisions 46% 48% 40% 49% 51% 37%
Spend less money on other shopping 40% 48% 38% 44% 49% 48%
Spend less on holidays  41% 38% 32% 42% 43% 35%
Spend less money on food 30% 34% 35% 30% 32% 47%
Use a car less often to spend less on fuel 29% 27% 20% 25% 35% 26%
Use savings  21% 28% 18% 28% 28% 22%
Saveless  23% 24% 18% 27% 26% 16%
Use less heating, electricity or water — 20% 25% 26% 22% 20% 25%
Seek employment 12% 17% 23% 15% 9% 18%
Check what benefits/support are available 12% 16% 20% 13% 11% 26%
Move into cheaper accommodation 10% 11% 20% 9% 5% 22%
Seek higher-paid work from another employer 9% 10% 17% 10% 4% 3%
Borrow money 9% 10% 17% 8% 5% 18%
Spend less on healthcare 8% 10% 13% 9% 6% 12%
Ask for a pay rise from my employer 6% 5% 10% 5% 3% 1%
Spend less on education 6% 3% 7% 5% 2% 5%
27 - ©lpsos And if price rises meant that you could no longer afford your normal lifestyle, which, if

Base: 11,000 online adults across 11 countries, n=1000 per, 10-20 April

Gen 1/

any, of the below actions would you be likely to take? (Select as many as apply)

Mid $

45%
47%
37%
35%
29%
28%
27%
26%
24%
17%
17%
11%
10%
8%
9%
6%
6%

Higher $

59%
52%
50%
47%
30%
29%
25%
26%
21%
12%
8%
6%
13%
7%
6%
7%
4%

...



These are the findings of a Global Advisor wave conducted between
April 10-20, 2022.

The survey was conducted in 11 countries around the world via the Ipsos Online Panel
system. The countries are Canada US, Great Britain, Australia, France, Germany, Italy,
Japan, Poland, Spain and Turkey.

For the results of the survey presented herein, an international sample of 11,000 adults aged
18-74 were interviewed. Approximately 1000+ individuals participated on a country-by-
country basis for each country. The precision of lpsos online polls are calculated using a
credibility interval with a poll of 1,000 accurate to +/- 3.5 percentage points. For more
information on the Ipsos use of credibility intervals, please visit the lpsos website.

In all countries except Turkey the study generates nationally representative samples in their
countries. In Turkey, the sample is more urban & educated, and/or more affluent than the
general population. They are not nationally representative of their country. The survey results
for these countries should be viewed as reflecting the views of the more “connected”
segment of their population.
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Contact
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Public Affairs

Mike.Colledge@Ilpsos.com
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Public Affairs

Chris.Martyn@Ipsos.com
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The contents of this document are confidential,

proprietary and are strictly for the review and

consideration of the addressee and its officers,
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contents of this document (in whole or part) may not

be disclosed to any third party, in any manner
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ABOUT IPSOS

lpsos is the third largest market research company in the world, present in
90 countries and employing more than 18,000 people.

Our research professionals, analysts and scientists have built unique multi-
specialist capabilities that provide powerful insights into the actions,
opinions and motivations of citizens, consumers, patients, customers or
employees. We serve more than 5000 clients across the world with 75
business solutions.

Founded in France in 1975, Ipsos is listed on the Euronext Paris since July
Ist, 1999. The company is part of the SBF 120 and the Mid-60 index and is
eligible for the Deferred Settlement Service (SRD).

ISIN code FROO00073298, Reuters ISOS.PA, Bloomberg IPS:FP

www.ipsos.com
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GAME CHANGERS

In our world of rapid change, the need of reliable information
to make confident decisions has never been greater.

At Ipsos we believe our clients need more than a data supplier, they
need a partner who can produce accurate and relevant information
and turn it into actionable truth.

This is why our passionately curious experts not only provide the most
precise measurement, but shape it to provide True Understanding of
Society, countries and People.

To do this we use the best of science, technology
and know-how and apply the principles of security, simplicity, speed
and substance to everything we do.

So that our clients can act faster, smarter and bolder.
Ultimately, success comes down to a simple truth:
You act better when you are sure.

kK

“Game Changers” — our tagline — summarises our ambition to help our
clients to navigate more easily our deeply changing world.
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