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What 6s di fferent about t he current | and
The surge to digital

n70% of global
executives believe
that the crisis

will expedite

the digitalization
Pprocessao

l(ANTAR Source: Kantar Global Client Compass study 2



What 6s di fferent about t he current | and

New emotions

n C O \V-19Dbas
Impacted or will

Impact household
iIncome for 71%
% | of householdso
o aah

l(ANTAR Source; Kantar Global Covid Barometer study i wave 5 3




What 6s di fferent about t he current | and

New social values

nNCor por at e
responsibllity Is
three times more
Influential in brand
choice than 10
years agoo

l(ANTAR Source: Kantar BrandZ database 4
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Customers have not 3
changed, but their context
and expectations have |

\
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And their confidence is at its lowest point since 2013
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Source: GFK Consumer Confidence Index
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Confidence

Key to recovery ﬁ ; S
—

I n 6POXGx6 | andscape

Business Confidence
to Invest and transform

il.éProducté, Iinfrastructure, /,
i Route to market ] H

| 2. Ethical behaviours ﬂ H
e . : N
. 3. Marketing & Brand |
; building N
Stability and
Growth
Difference
Consumer Confidence
to invest
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