


Over 370 guestions asked of
over 22,000 people globally
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Total Understanding:

Sex, religion, brands,
government, environment, CX,
advertising, data privacy, hopes

and fears, values, consumer
behaviours and much more
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Trends across countries

58%

95% 5494

50%
47%
Rising belief that
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the core 20 countries
from 2013

2013 2016 2019

52%

m Global Sample mCanada
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Widespread agreement on the basics

Climate emergency: key statements

m Agree

0 m Disagree
82% 80% 79%
66%
. s 5 22%
12% 13% 14%

The climate change we are currently We are heading for environmental =~ Companies do not pay enough attention It is important that people in my country

seeing is largely the result of human disaster unless we change our habits to the environment switch to electric motors in cars

activity quickly
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But still some

reservations
A perception of mixed Disagree
messaging from scientific 42%

elites forms the bedrock
of the tired of
environmentalism value

This value remains static
across age groups

scientists donot r
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And there are disagreements on
solutions
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Apathy has
been growing

Between 2013 and 2019
all factors within this
value have increased
among the core 20-
country sample
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78%
769
12%—73% oo TR%—72%

68%
630600 650—BA%5

2013 2016 2019 2013 2016 2019 2013 2016 2019 2013 2016 2019

I dondt know whalt dnoyn Orti gkhntosw avirheaotf t ppenr ddoomadlt b olttishinevitablé thdt weywill alle ¢

over the way companies handle information companies hold terms and conditions on a lose some privacy in the future
my personal information about me website before accepting them because of what new technology,
can do
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http://getwallpapers.com/collection/doctor-wallpapers

Some fears of
technology
are on therise

T

Some questions within

the technophobia value @
rising as tech spreads
globally
2013 2016 2019 2013 2016 2019
| fear that technical progress is Technology means that | find it harder
destroying our lives to switch off
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Who Is on to
the next, first?

Emerging markets show a
higher intensity value for
early adoption T keeping
up with tech, trying new
brands, and seeking
Innovation.

KEY:

| I |
Higher than average Global Average Lower than average
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India
Indonesia
Turkey
Saudi Arabia
Peru

Brazil

China

South Africa
Colombia
Romania
Mexico
Chile

Italy

South Korea
Average
Serbia
Australia
Great Britain
Poland
Germany
the US
Argentina
Denmark
New Zealand
Spain
Belgium
Sweden
Albania
Canada
Russia
Netherlands
France
Montenegro
Japan
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49%

GenZ Millennial
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m Agree

Gen X

m Disagree

61%

25%

Baby Boomer

With strong
age effects

Half of Gen Z say they
will always seek
Innovation over tradition
In brands.

Just a quarter of Baby
Boomers agree













Inequality is widely felt

[ (%

AWeal thy peopl enHavsagi by ge diTfhfee reecnocneosmyi n

shoul d pay mo rimonmeand wealth is bad for
soci ety overallo
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ABusiness | eaders have a respons
on soci al and political | ssues a

People expect
more of 629%
business

Regardless of age i most
expect businesses to
have a say on the key
ISsues in their country

) 63%
62% 50%

Overall Baby Boomer Gen X Millennial GenZz
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Emerging
markets feel
like the winners
of globalisation
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Total

China

India
Indonesia
Peru

Brazil
Colombia
Chile
Mexico

S Africa

S Korea
Albania
Turkey
Argentina
Denmark
Saudi Arabia
Montenegro
Germany
Sweden
Romania
Australia
Canada
Great Britain
Japan
Poland

New Zealand
Spain
Netherlands
United States
Belgium
Italy

Russia
Serbia
France

58%
86%
85%
83%
80%
74%
74%
72%
68%
68%
67%
66%
60%
58%
58%
56%
55%
54%
54%
53%
52%0
52%
52%
51%
50%
49%
49%
46%
46%
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But pro-global
views are
rising 59— 66— 67%

Ce . 53% 6%
Positivity has risen, even 0%
among our Europe-heavy
20 core trend markets
2013 2016 2019 2013 2016 2019
Globalisation is good for [COUNTRY] People across the world have more things in common

than things that make them different
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