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Disruption is the new normal

The Great Uncertainty

Global Economic Policy Uncertainty Index

From the Great Moderation...

1997 1999 2001 2003 2005 2007 2002 2011 2013 2015 2017 2019 2021

https://www.policyuncertainty.com/index.html

...to the Great Uncertainty

Fueled by climate change

Relative severity of risks over a 2- and 10-year period

Long-term severity (10 years)

Critical change to Farth systems @

Biodiversity loss and ecosystem collapse @

Natural resource shortages @)

Adverse outcomes of Al technologies @@ Cyber insecurity

" Deteriorating risks
Extreme weather events

@ Misinformiation and disinformation

Involuntary migration @ % @ Societal polarization
Pollution _._.

Technological power concentration (@
Concentration of strategic resources @
Censorship and surveillance @@ ;

Infectious diseases
Chronic health conditions \.

Biological, chemical or, @)

@ Lack of economic opportunity
Geoeconomic confrontation
@ interstate armed conflict

[~ Debt

Erosion of human rights

Adverse outcomes @@  "Nuclear hazards I~ Insufficient public infrastructure and services
of frontier technologies [~ Intrastate violence

Disruptions to
critical infrastructure /.
Unemployment

llicit economic activity — gy

I~ Disruptions to a systemically important supply chain

@ Economic downtumn

Non-weather related natural disasters @@

Terrorist attacks @ Assel

@ inflation

Labour shortages

bubble bursts

3 4

Short-term severity (2 years)

WEF_The_Global_Risks Report 2024.pdf (weforum.org)
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Businesses are facing existential risk in
an era of disruption

£ |f some companies and
Industries fail to adjust
to this new world, they
will fail to exist »?

Mark Carney
UN Special Envoy for climate action and finance,
Former Governor of Bank of England & Canada
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Pressure from all stakeholders: not least citizen consumers

Demand for business
responsibility

4%

| believe businesses have a
responsibility to make
society fairer.

Demand for climate action

Say it is businesses’ responsibility
to solve climate and environmental
issues.

ICANTAR



Especially true for younger cohorts

For many GenZers and Millennials,
sustainability is a core part of who
they are.

Total pop

GenZ

Millennials

Gen X

Boomers

| consider myself an
environmentalist

— 52%

—— 5T7%
——— 64%

——— 499

I 42%

Buying sustainable products or
choosing environmental and
socially conscious services shows
other who I am and what | believe in

— 46%

[ 519
[—— 5801

[ 42%

— 36%

ICANTAR



Sustainability value contribution to brands
IS growing significantly

Sustainability Over 10 years, Sustainability remains YOY growth of brands
contribution to value endorsements of the most important rating highest on
of Global BrandZ Top sustainability driver of corporate BrandZ Sustainability

100 perceptions have risen reputation, Index

contributing

$193B 84% 45% 31%

ICANTAR
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But there’s a
problem
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The Value-Action Gap

9 3 (y of people want to live a
(0] sustainable lifestyle

But only...

of people are actively changing
their behaviour

SUSTAINABILE
I-(ANTAR TRANSFORMATION

Source: Kantar Sustainability Sector Index
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710% <.

expect to personally feel the
climate change in their I|fet|mef~ 53
feel personally impacted.

61%

globally say they pay a lot of atte
environmental and/or societal iss

S U S T A INNEAEE.
KANTAR TRANSFORMATION



60%

Social media

58%

Meat or products
including meat

57%

Clothing, footwear
Motor vehicles

56%

Super/hypermarkets
Qil and gas

Fast food,
casual restaurants

Cleaning, home
care products

Energy providers

55%

Online shopping sites

Over The
Counter medicine

Skin Care

54%

Electronic Devices
or appliances

53%

o
Car-based
mobility services
Luxury products
Travel, hospitality

Laundry, Washing
Detergent, Fabric care

52%
Cosmetics Make-up

Personal Care
Hygiene products

1%

Fresh Fruit, vegetables
Specialist retailers

Electric / Hybrid vehicles

Financial services,
banking, insurance

50%

Bottled water
Property to buy or build

Packaged biscuits,
chips, snacks

Flavoured beverages
Milk or dairy products

Meat alternative
protein products

49%

Cigarettes, tobacco for
roll, Make your own

. Non-dairy alternatives
Chocolate, sweets
: Vaping, electronic

cigarettes,
tobacco heaters

48%

Toys, games

Telecom service
providers

Furniture,
home furnishing

In-home entertainment

47%

Coffee, tea

46%
Beer, wine,

alcoholic beverages
Baby hygiene products

42%

Pet food

HIGH LEVELS OF
GREENWASHING

On average,

2%

of people say they have
seen, or heard, false or
misleading information
about sustainable
actions taken by brands

IKANTAR |

Kantar Sustainability Sector Index 2023 — Global data



80%
70%
60%

50%

Losing trust

WA
\
)

40%

30%

~

has commercialg =

Correlation

0.9

conseqguences

20%

because of their impact

10%

Stopped buying certain things

0%
35% 40% 45% 50% 55% 60% 65% 70% 75% 80% 85%

Greenwashing/social washing cross-sector average

'(ANTAR ? RUASN 'I; :\OI RNM ﬁ; TBI (L) : " Source: Kantar Sustainai@it §ater 20247023




%100 @ 91 » 81 a76 _ 70 69 57

Fresh Fruit, Electric/ Non-dairy et Meat 4 Milk or dairy | Coffee, tea | Bottled water
vegetables Hybrid alternatives alternative products
vehicles protein G L O B A L

products

SUSTAINABILITY
SECTOR INDEX
RANKING

56 54 50 48 46 44 43

Pet food Hygiene Super/ Financial Chocolate, Social Laundry,

products hypermarkets services, sweets media Washing Detergent,
banking, . Fabric care

In-home insurance Specialist )

entertainment retailers Cleaning, home
Skin Care care products .

Telecom "

Travel, service Online. ) Co S m et I C S .
hospitality providers shopping sites

41 31 28 26 24 22 20 * Need stronger connection

Personal Care Meat or Furniture, Flavoured Fast food, Electronic Motor vehicles
. products home beverages casual Devices or 1
gfobc},ur;{sglene including furnishing restaurants applignces ¢ Opportu n Ity to Stand OUt
meat H
Cor-based Cosmetics by addressing strengths
Energy mobility Make-up
providers services and Weakn esses

biscuits,
chips, snacks

17 15 7 -15 -38 -96 -100

Clothing, Toys, games Beer, wine, Oil and gas Luxury Vaping, Cigarettes,
footwear alcoholic products electronic tobacco for roll,

beverages cigarettes, Make your own
Property to tobacco

buy or build

. heaters

l( ANTAR ‘ Kantar Sustainability Sector Index 2023 — Global data



Cosmetics Make-up

Concerns importance

Plastic and microplastics
Animal cruelty and abuse p.ollution

@® Water pollution

@ Physical health issues
3 Waste
Improper disposal of
hazardous waste
Overproduction and ®
e ° overconsumption

The amount of things @
going to landfill

o
Overpackaging, single-
use, non-recyclable
packaging

High carbon footprint of
products and services

Sector relevance

v

#2 PRIORITY @47

Once the shields are leveraged, these
drivers can then further differentiate moving
forward (potentially setting trends).

#1 PRIORITY UL

Without these, the brand does not meet
fundamental consumer expectations.

ICANTAR

Kantar Sustainability Sector Index 2023

Q12. Which of the following environmental or social issues are you most concerned about?

Q27. Please indicate which of the following social and environmental issues, if any, you associate most with [pipe in LOOP category].

Base: Global = 25017 respondents



Responsible business examples

Circularity (Wild) Waterless Beauty (Ethique)

—

Vegan Beauty (Milk)

ICANTAR
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Significant opportunities in
hlgh-grOWth under-served Women control $43 trillion of
pOpUlatlonS “es Race global consumer spending

371 million people
$3.9 trillion in
buying power

+1.3 billion people S—
$8 trillion buying power disabilities

Native/
aboriginal

Approximately 5 billion of the
7.5 billion people in the world

272 million people, who send around [ElUCIGEUlE

i Low-income
Lor . ;
$500 billion in remittances Mg rEs

Religious
minority

BRAND

ICANTAR  incLusion © Kantar 2024 | 19
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Diversity and inclusion drive purchase decisions
among almost 8 in 10 people worldwide

o LGBTQ+: 78%
“It is important to me that Neurodiverse: 80%
Gen Z & Millennials: 80%

the companies | buy from Global Average: 75%

actively promote diversity and
Inclusion in their own business

or society as a whole.”

BRAND

l(ANTAR INCLUSION Kantar Brand Inclusion Index 2024 © Kantar 2024 | 20
INDEX 2024



A generational shift is shaping the culture and brand expectations

For Gen Z and Millennials, diversity and inclusion are driving values that influence how they see
brands and how they make buying decisions, not just occasionally, but constantly.

81% 83%

50% 42% Sy

Diversity and inclusion 43%
IS important to me

It always or often

influences my
buying decisions
Post War Boomers Gen X Millenials Gen Z
BRAND
[CANTAR incLusion Kantar Brand Inclusion Index 2024 © Kantar 2024 | 21
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DEI is key for emerging majorities around the world

South Africa

Nigeria

Brazil
Colombia

Mexico

South Korea

Czech 49%

0-49%

Colombia

v

50%-69%

UK. ‘i Netherlands

< Germany *
France'. Czech South Korea .
Spain < Italy ’,’)ﬁ Japan

Nigeria ' India
Kenya

w

South Africa

70% - 79% 80%-89%

90%-100%

BRAND

ICANTAR  incLusion

INDEX 2024

Kantar Brand Inclusion Index 2024, “Diversity and Inclusion is important to me” vs.
“Diversity and Inclusion is not important to me”

© Kantar 2024 | 22



DEI is key for emerging majorities around the world

50 Inclusive shades as of 2024

Fenty

Black brands make up only 2.5 percent of
revenue in the beauty industry. Yet Black
consumers are responsible for 11.1
percent of total beauty spending. -
McKinsey

‘ ‘ More than just makeup, it's a
mission with a vision, serving
foundation that put every tone

i on the map. Launching color that

OF 201/ et created new ways of being and

iiil'"" fseeintg IWifth Ioa:zled pli:gmtents and
, /\ ,,, l reestyle formulas — Fenty

o,

)

* https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/black-representation-in-

BRAND the-beauty-industry
l(ANTAR INCLUSION *  https://fentybeauty.com/en-gg © Kantar 2024 | 23
INDEX 2024 * https://time.com/5026366/rihanna-fenty-beauty-best-inventions-

2017/#:~:text=(1t%20launched%20with%2040%20shades,in%20store%20for%20the%20future.


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/black-representation-in-the-beauty-industry
https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/black-representation-in-the-beauty-industry
https://fentybeauty.com/en-gg

DEI is key for emerging majorities around the world

1

Only 4 percent of beauty and
personal care brands create
products that cater for
disabilities - Procter & Gamble
found in 2019 research.

HAPTA is designed for those with
hand-motion disorders. This motion-
stabilizing device harnesses the power
of technology to assist those who have
difficulty raising their arms due to
limited mobility issues, and people with
limited grip strength who struggle with
precise application.

About 15% of the world's
population lives with some form
of disability - WHO

BRAND « https://www.voguebusiness.com/beauty/beauty-fails-people-with-disabilities-loreal-estee-lauder-unilever-
l(ANTAR INCLUSION wants-to-change-that © Kantar 2024 | 24
INDEX 2024

* https://www.loreal.com/en/articles/science-and-technology/hapta-lancome-innovation/


https://www.voguebusiness.com/beauty/beauty-fails-people-with-disabilities-loreal-estee-lauder-unilever-wants-to-change-that
https://www.voguebusiness.com/beauty/beauty-fails-people-with-disabilities-loreal-estee-lauder-unilever-wants-to-change-that

Finishing on a positive

Tipping point
25%

KANTAR
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