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The labor market is still really strong,
but that means a recession next year
could hurt even more

MONEY|MANAGEMENT

Is a US recession on the cards after all?

@ By Rhea Nath
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Inflation Is Falling, and Where It Lands

Depends on

These Three Things

Goods, shelter and other services could tug consumer prices in different

directions this year

EZ1BUSINESS.

This number shows that high

inflation is

sticking around

9 By Julia Horowitz, CNN



Gaslighting

Goblin mode

Permacrisis




Permactrisis:

an extended period of
instability and insecurity



What does

a recession
like?




Day-to-day price changes are most influential

% of Americans who say the following influences their views on their country’s economy the most

Seeing changes in my day-to-day life (i.e. price changes, out of stock items, etc.)

53%
My personal financial situation

43%
News articles/videos
(e 29%
Status of my country's stock market
.| 26%
Conversations with friends/family
(e 21%
Official government updates on the economy
(e 19%
Updates from my country's central bank (i.e. interest rate announcements)

10%

Source: GWI Zeitgeist September 2022
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Saving attitudes and plans send mixed messages

% of Americans who agree with/plan on doing the following in the next 6 months

LNy -T% 7% -10% +10% +10%
I'm good at I'm planning on getting I'm planning to buy | only save up I'm planning on
managing money a new credit card stocks/shares money when | have opening a new
a specific need savings account

Source: GWI USA Q4 2021 & Q4 2022



Minimalism
is making
a comeback




Personal goals are looking more modest

% of Americans who say the following are important to them/are their top aspirations right now

% change since 2021
v

@ Being financially secure (T 48% +6%
@ Staying fit L 39% -6%
é Helping the environment T 37% =7%
é) Diversity & inclusion ] 29% -6%
[ Clothing/fashion choices (NI 18% 6%
£ Doing well at work ) 12% 7%

Source: GWI USA Q1 2021-Q4 2021 & Q4 2022



Small luxuries and
the feel-good effect




54,
save more money

Source: GWI Zeitgeist December 2022




Groceries are a big price concern for Americans

% of Americans who say that, thinking ahead, they’'d spend less on the following, ordered by % increase since March 2022

Mar 2022 % change since Mar 2022  Jan 2023

\ 4 v v
@ Groceries/household products T +48% 24%
L) Technology . +21% 25%
(>] Home entertainment (e.g. TVsubscriptions) | +18% 29%
@ Utilities (e.g. finding cheaper suppliers) - +18% 12%
T, Nights out/eating out/socializing - +15% 53%

Source: GWI Zeitgeist March 2022 & January 2023



Frugal thinking across product categories

% of American consumers who say they would do the following if an item increased in price

Buy a cheaper
alternative

Buy the same elsewhere
for a lower price

Still buy the item, despite
the price increase

Source: GWI Zeitgeist November 2022

L{) Electronics

Do more research
before making a decision

23%

Delay buying item
until price decreases

20%

Buy the same elsewhere
for a lower price

19%

£ Clothing

Buy the same elsewhere
for a lower price

I

Don't buy the item

17%

Buy a cheaper
alternative

-

{;+ Household

Buy a cheaper
alternative

I

Buy the same elsewhere
for a lower price

.

Still buy the item, despite
the price increase

— 6%



Cosmetic brands are thriving

% change since Q4 2021 in the number of US consumers who say they buy from the following brands weekly

+35% +26% +22% +18% +15% +14% +12% +11% +9% +6% +6%

Too Nexxus Kylie Revion L'Oreal Chanel Aveeno Olay Head & Clinque Garnier
Faced Cosmetics Shoulders

Source: GWI Core Q4 2021 & Q4 2022

+5%

Dior



What do
consumers want

How brands can add value
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of Americans want
brands to be




Give your customers time to process price increases

% of Americans who say they’d like communications to notify them about price increases with the following information

A message focusing on....

@ When the price increase will happen @ Why itis happening @ How much customers will be paying @ How it will affect consumers

GenZ& . . . .
Gen X & . . ) ..

Source: GWI Zeitgeist January 2023




High quality over cheap prices

% of Americans who, when deciding which brands to buy, consider the following as most important
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N%
Cost
| 68%
Special offers/discounts
| 37%
If | trust the brand
] 36%
Good reputation
] 32%

Source: GWI Zeitgeist August 2022

Positive customer reviews

If it fits with my personality/style

Good customer service

If I'm familiar with the brand

If it's convenient to find/buy

31%

27%

23%

23%

22%



48 45, 33%

rewards
coupons and discounts loyalty points



A case against going dark

% of US decision makers who say the following are important initiatives for their company or team to help drive growth

Improving efficiency and productivity 36%

Better marketing 31%

Improving innovation

26%
‘ X \ 22%
Increasing brand awareness 23% —
239% \ P 21%

Improving differentiation 18% 21%

against competitors \

14%

Q12019 Q2 2020 Q3 2021 Q3 2022

Source: GWI Work QI 2019, Q2 2020, Q3 2021 & Q3 2022



Key takeaways

In times of insecurity
day-to-day price
changes are the most
influential. Shoppers are
more risk-averse and
price-conscious but
they're still spending

Many consumers will look
to make substitutions
and cuts to what they
can control, leaving room
for those nice-to-haves
where possible

Price isn't the only
consideration. Aim to
create value-added
messaging, and
meaningful marketing
to win over shoppers
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