FEELING THE
PRESSURE?

CONSUMERS AND f;?ft~‘
THE POLYCRISIS pas £ b
2 fx» -

Briefing This document accompanles the
Pack < ¢ = July 2023 episode of Ipsos’ KEYS

webinar seires. It comprises the
July v slides presented at the webinar >
2023 ¥ alongside additional material

pr.epareld ny our team. . 4 N ipal




FEELING THE
PRESSURE"

KEYS -
A WEBINAR SERIES
BY IPSOS

 FEELING THE
PRESSURE? _£3}
A iR

KEYS - -
'\ AWEBINAR SERIES &
BY IPSOS &

6July «
2023 Y

6 July «
2023 ¥

4


https://youtu.be/5Z8hfwMnaq8

?

FEELING THE
PRESSURE

CONSUMERS AND
THE POLYCRISIS




A NEW WORD

A IS not just a
situation where you face
multiple crises. Itis a
situation... where the whole
IS

than the sum of the parts.

— Adam Tooze, author & professor
at Columbia University
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Links to the recording and the presentations will be
available at the KEYS website on 7 July

Including a “Briefing Pack” containing additional
background information prepared by the team
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WORLD WORRIES: 2015-2019

1. Poverty &
social inequality
Which three of the following topics do you find the most worrying in your country? . Unemployment
Global country average . Crime & violence
. Financial/political
45% ’ corruption
40% . Inflation
35%
30%
25%
20%
15%
10% Ww — —
5%
0%
Jun 15 Jun 16 Jun 17 Jun 18 Jun 19

Q>
1/"’/ g -r@\- @
Inflation Poverty & social Crime & violence Financial/political
inequality corruption

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries, 2015 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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WORLD WORRIES: APRIL 2020

Which three of the following topics do you find the most worrying in your country?
Global country average

WHAT WORRIES

mention Covid-19

24/28 countries #1 worry

Q> .
1/"’/ g «@\- @ . &
Inflation Poverty & social Crime & violence Financial/political Coronavirus
inequality corruption

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries, 2015 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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WORLD WORRIES: RECENT TIMES

Which three of the following topics do you find the most worrying in your country?
Global country average

70%
60%
Covid: #1 worry Feb 22

50% Inflation: #1 worry since April 22

40%

p——— e —— — ‘v —

0%

Jan 20 Jan 21 Jan 22 Jan 23
llllllIIIIIIIIIIIIIIIIIII.
> = u
L"-’,J-,- g Jecl @ . A .
Inflation Poverty & social Crime & violence Financial/political Coronavirus -
inequality corruption . .
:IIIIIIIIIIIIIIIIIIIIIII:

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries, 2015 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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THE PATH TO 2025

Which three of the following topics do you find the most worrying in your country?

Global country average

(SN How it started

How it’s going

60%
50%
40%
A i ‘WM - A“—-:.L‘- - -
30% - N\"A ol =
20% /
0%
Jun 15 Jun 16 Jun 17 Jun 18 Jun 19 Jun 20 Jun 21 Jun 22 Jun 23
Qr—~d
i & Jeek &) VAN
Inflation Poverty & social Crime & violence Financial/political Coronavirus
inequality corruption

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries, 2015 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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THE
DIMENSIONS
OF A
POLYCRISIS

AS WITNESSED
THROUGH
PUBLIC OPINON
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ENVIRONMENTAL ANEWWORLD &+

CRISIS

DISORDER? Py
Navigating a Polycrisis %"

GLOBAL
TRENDS
2023

February 2023
Ipwen

Explore the results

0%

“We are heading for
environmental disaster if we
don’t change our habits”
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https://www.ipsos.com/en/global-trends

ENVIRONMENTAL
CRISIS

TE CHANGE :

ERITY OF EFFECTS
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Explore the results

0 “Climate Change has

already had a serious

effect where | live”



https://www.ipsos.com/sites/default/files/ct/news/documents/2022-09/Global%20Advisor-WEF-Climate%20Change%20-%20Effects%20and%20Displacement%20-%20Sept%202022_0.pdf
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Explore the results

“Nuclear weapons will be
used somewhere in the
world” during 2023



https://www.ipsos.com/en/ipsos-global-predictions-2023

ECONOMIC CRISIS

Explore the results

“The economy in my
country is already In
recession”



https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023

ECONOMIC CRISIS

Explore the results

“The rate of inflation
will rise over the next
12 months”



https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023

ECONOMIC CRISIS

Explore the results

-}

My current situation:

“Just about managing /
finding it difficult”



https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023

THE POLYCRISIS
AS SEEN BY
PUBLIC OPINION
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REFUGEES | FOOD | ECONOMY | WAGES | CLIMATE

This briefing pack contains 10 data charts we found useful while putting this presentation together

» Figure 3.2. Annual average real monthly wage growth in the G20 countries, 2006-22

(percentage)

People forced to flee worldwide (2012 - 2022)

7 IR
" EXPLORING
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'y \ . i > Note: The G20 comprises Argentina, Australia, Brazil, Canada, China, France, Germany, I ndonesia, Italy, Japan,
G K Mexico, the Republic of Korea, the Russian Federation, Saudi Arabia, South Africa, Turkiye, the United Kingdom, the
2= Obe K piety  - 4 United States and the EU.

Source: ILO estimates based on official national sources as recorded in ILOSTAT and the ILO Global Wage Database.

= —r - (i obal- n (°C) anuary 1940
Ukraine’s food exports halved after Russia's invasion (a) Daily global-average temperatures (°C) from 1 January 1940

COVID-19 took a heavy toll on the global economy in 2020

TOTAL EXPORTS IN 2022

+4.5%

Jan Feb Mar Apr May Ju Aug Sep Oct Nov Dec

P (b) Increase in global-average temperatures (°C) above 1850-1900 levels

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
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#1: SUDDEN REBOUND POST 2020, BUT...

We should not under-estimate
the shock to the global
economy.

COVID-19 took a heavy toll on the global economy in 2020

GDP growth (annual %)

The 2020 Covid Pandemic caused
the most serious global recession
in the past 60 years, being more
than twice as serious as the 2009
recession.

The high level of growth recorded
iIn 2021 was essentially the result
of the global economy’s catching
up with its previous growth
trajectory, and not in any case the
result of an acceleration of this
trajectory.

Source: World Bank, Global Economic Prospects
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https://datatopics.worldbank.org/sdgatlas/goal-8-decent-work-and-economic-growth

#2: MOST COUNTRES NOW ON LOWER GROWTH TRAJECTORY

Source: World Bank, Global Economic Prospects

Countries around the world are now in search of their lost GDP. Only 23 out of 188 now
are on a better GDP growth trajectory than if Covid and Ukraine hadn’t happened. Among
them there are TUlrkiye, Congo DRC, and Singapore.
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https://datatopics.worldbank.org/sdgatlas/goal-8-decent-work-and-economic-growth

#3: CHINA, INDIAAND INDONESIA STILL NOT ON TRACK TO
MAKE UP FOR LOST GDP

China on lower growth trajectory

Level of GDP compared to pre-COVID projections (value for 2019=100)

Growth in India and Indonesia not on track to make up lost GDP

Level of GDP compared to pre-COVID projections (value for 2019=100)

INDONESIA

Source: World Bank, Global Economic Prospects

According to the IMF, China’s share of world GDP is 18.92%, India’s 7.47% and Indonesia’s 2.52%. Hence when added
together, these 3 countries account for almost 30% of global GDP.
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https://www.imf.org/external/datamapper/PPPSH@WEO/OEMDC/ADVEC/WEOWORLD/IND
https://datatopics.worldbank.org/sdgatlas/goal-8-decent-work-and-economic-growth

#4: PRE-UKRAINE PROJECTIONS PROVED TOO OPTIMISTIC

25 - © Ipsos - KEYS webinar July 2023 https://www.oecd.org/newsroom/oecd-economic-outlook-sees-recovery-continuing-but-warns-of-growing-imbalances-and-risks.htm



https://www.oecd.org/newsroom/oecd-economic-outlook-sees-recovery-continuing-but-warns-of-growing-imbalances-and-risks.htm

#5: REAL WAGES NOW UNDER REAL PRESSURE

People in many parts of the
world were protected from the
worst economic effects of
lockdowns by government
schemes to protect businesses

and maintain employment levels.

As the chart shows, real wage
growth may have slowed, but it
did not stop altogether.

The picture for 2022, and 2023,
with prices rising faster than
wages, is very different, and
many people now face a fall in
their living standards.
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» Figure 3.2. Annual average real monthly wage growth in the G20 countries, 2006-22
(percentage)

. G20 advanced . G20 emerging . G20

Note: The G20 comprises Argentina, Australia, Brazil, Canada, China, France, Germany, India, Indonesia, Italy, Japan,

Mexico, the Republic of Korea, the Russian Federation, Saudi Arabia, South Africa, Tirkiye, the United Kingdom, the
United States and the EU.

Source: ILO estimates based on official national sources as recorded in ILOSTAT and the ILO Global Wage Database.

Source: ILO, Global Wage Report 2022—23
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https://www.ilo.org/wcmsp5/groups/public/---ed_protect/---protrav/---travail/documents/publication/wcms_862569.pdf

#6: MEASURING CLIMATE CHANGE REALITIES

Record breaking: Global mean
surface air temperatures for the
first days of June 2023 were the
highest in the ERA5 data record
for early June by a substantial
margin.

66% chance: These are the odds,
according to new scientific
analysis, of the world exceeding
the 1.5°C average warming limit
(ie 1.5°C above 1850-1900 levels),
agreed on at the Paris Conference
on Climate.
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(a) Daily global-average temperatures (°C) from 1 January 1940

2°C above 1850-1900 level
====1.,5°C above 1850-1900 level

1940-2014
2019 — 0023

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

(b) Increase in global-average temperatures (°C) above 1850-1900 levels

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov

Source: EU Copernicus https://climate.copernicus.eu/tracking-breaches-150c-global-warming-threshold
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https://www.bbc.co.uk/news/science-environment-65602293
https://climate.copernicus.eu/tracking-breaches-150c-global-warming-threshold

#7: MEASURING CLIMATE CHANGE REALITIES

Flooding as the #1 risk: the
frequency of climate-related
disasters is tending to increase,
particularly for floods, whose effects
are usually more serious than
extreme temperature.

The devastating flooding in Pakistan
in 2022 is an example of the
destruction that can result from
climate-induced disasters. Nearly
1,700 people died, about 8 million
people were reported displaced,
with many living in conditions
compromised by damage to critical
infrastructure and utility services
(World Bank).
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Frequency of natural disasters has increased across different types

Number of climate-related natural disasters by type

FLOOD STORM

WILDFIRE

Source: World Bank, Global Economic Prospects

DROUGHT

EXTREME TEMPERATURE



https://datatopics.worldbank.org/sdgatlas

#8: THE DIMENSIONS OF A FOOD CRISIS

Ukraine was the world’s bread basket:

The Russian invasion caused Ukraine’s
food exports in 2022 to fall by 46% vs.
2021.This had a dramatic impact on food
prices all over the world and put net
importers, particularly in the Middle East,
under heavy strain.

Ukraine's food exports halved after Russia’s invasion

Ukraine's food exports over time (trade value in US dollars)

TOTAL EXPORTS IN 2022: $2,860,299,322.00 (only 54% of the total exports in 2021)

The Black Sea Grain Initiative, a deal that
has allowed Ukraine to ship grain to parts of
the world facing hunger, helped lower S s
prices of food commodities such as wheat
over the last year.

But the Food and Agriculture Organization
of the UN (FAO) and the World Food
Programme (WFP) warn that food security
Is likely to deteriorate further in 18 hunger
hotspots. Afghanistan, Nigeria, Somalia, -
South Sudan, and Yemen remain of highest  soyrce: world Bank, Global Economic Prospects
concern for the June to November 2023
outlook.
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Change 2021 to 2022

Ipsos ;


https://datatopics.worldbank.org/sdgatlas

#9: AN INTERNATIONAL REFUGEE CRISIS

The number of refugees reached a new high worldwide in 2022.

The number of refugees reaches a new high. War in
Ukraine also forced millions of people out of their homes. At the

end of 2022, a total of 11.6 million Ukrainians remained je—
displaced, including 5.9 million within their country and 5.7 On the run
million who fled to neighbouring countries and beyond. World, people forced to flee their homes, m

Meanwhile, conflict and insecurity in other parts of the world
continues. For example in the Democratic Republic of the
Congo, Ethiopia and Myanmar, where more than 1 million
people have been displaced within each country.

At the end of 2022, 108.4 million people worldwide were
forcibly displaced as a result of persecution, conflict, violence,
human rights violations and events seriously disturbing public
order.

This represents an increase of 19 million people compared to
the end of 2021 — the largest- ever year-on-year increase
between years according to UNHCR'’s statistics on forced
displacement.
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https://www.unhcr.org/global-trends

#9: AN INTERNATIONAL REFUGEE CRISIS

NUMBER OF REFUGEES REACHES A NEW HIGH

People forced to flee worldwide (2012 - 2022)

Bor: B Refugees under UNHCR's mandate M Refugees under UNRWA's mandate H Asylum-seekers B Other people in need of international protection

125

0
%, H Q. "0 "0y
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https://www.unhcr.org/global-trends

#10: THE CRISIS YET TO COME? POPULATION DECLINE

After decades of concern about overpopulation,
depopulation and ageing are now growing
threats.

The median UN population projections suggest that world
population could reach a tipping point before the end of this
century and start decreasing. Even India’s population could
start falling before 2100, after reaching a highest point of
1.697 billion by 2062 (UN’s median scenario).

In countries like Italy and South Korea, birth rates are so low
that these countries’ populations are already shrinking, and
they are ageing fast. Governments are increasingly
concerned about the almost universal fall in birth rates and
the simultaneous ageing of populations, deteriorating
dependency ratios, strained welfare and healthcare
systems, and rising elderly care costs.

For more on this, read our report: We Need to Talk About
Generations.
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Fig. 5 — Falling off the population cliff

Many countries are predicted to see their population peak in coming decades.

For some this has already started.

India Projected Population
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Source: Ipsos
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https://www.ipsos.com/en/we-need-talk-about-generations-understanding-generations

PAUSE

0 YEARS ON: -
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A MOMENT TO PAUSE

'|'6 on Dec 2021
“m satisfied with

my life these days” '|'9 on June 2019

Explore the results
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https://www.ipsos.com/en-uk/ipsos-global-happiness-index-2023

WE ARE HAPPY WITH
MOST ASPECTS OF
OUR LIVES

Overall, how satisfied are you
with each of the following
aspects of your life:

% satisfied (very/somewhat)

My children (if a parent) I 85%
Relationship with partner/spouse (if has one) | 84%
Access to /in touch with nature I 80%
Level of education | 80%
Relationship with relatives I 78%
Friends I 78%
Access to news/information I TT%
Coworkers (if employed) I 77%
Feeling loved I 76%
Feeling free to do and say what | want I 76%
Personal safety and security I 75%
Access to entertainment/leisure activities NG 5%
Job (if employed) I 74%
Religious faith or spiritual life I 74%
Living conditions | 74%
Amount of free time I 74%
Looks I 73%
Feeling in control of my life | 73%
Feeling my life has meaning | EEEE——— 73%
Feeling appreciated I 73%
Mental health and well-being |IEEEEE——— 72%
Material possessions I 72%
Physical health and well-being I 72%
Social status I 72%
Social life NI T %
Exercising/physical activities I 65%
Romantic/sex life . 63%
Own financial situation 57%
Country's economic situation NN 40%
Country's social and political situation N 40%

Base: 22 508 online adults under the age of 75 across 32 countries, interviewed Dec. 22, 2022 — Jan 6, 2023
The “Global Country Average” reflects the average result for all the countries and markets where the survey was conducted. It has not been adjusted to the population size of each country or market and is not intended to suggest a total result.

The samples in Brazil, Chile, China, Colombia, India, Indonesia, Malaysia, Mexico, Peru, Saudi Arabia, Singapore, South Africa, Thailand, Turkey, and the UAE are more urban, more educated, and/or more affluent than the general population.
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A MOMENT TO PAUSE

32% have noticed

“I’m satisfied with “Prices in the shops
my life these days” being much higher than
*+6 on Dec 2021 normal” in last 2 weeks

+9 on June 2019

Explore the results Explore the results
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https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023
mailto:essentials@ipsos.com

CHANGE AND CONTINUITY

Shopping Challenges Faced - Past 2 Weeks

24%

23%

24% A 24%

23% 23% 23% 22%V 22%V 22% 22% 21%
10% 11% . 11%A
\80/0y 9% A LT 4 8%/\8%7 704 W 7% 7% 6%V
Jul 7 - Aug 4 - Sep 8 - Oct 6 - Nov 11 - Dec 8 - Jan 5 - Feb 6 - Mar 6 - Apr 3 - May 2 - Jun 5 -
Jul 10 Aug 7 Sep 12 Oct 10 Nov 15 Dec 11 Jan 10 Feb 10 Mar 10 Apr 6 May 5 Jun 9
2022 2023

Q: Which of the following challenges, if any, have you faced while shopping in the past two weeks?

ltems were
out of stock/
unavailable

Felt unsafe
in store due
to lack of
social
distancing

Jul 7 - Jul 10:10014, Aug 4 - Aug 7:10006, Sep 8 - Sep 12:10017, Oct 6 - Oct 10:10015, Nov 11 - Nov 15:9986, Dec 8 - Dec 11:10021, Jan 5 - Jan 10:10036, Feb 6 - Feb 10:10036, Mar 6 - Mar 10:10044, Apr 3 - Apr 6:10039, May 2 - May 5:10047, Jun

5-Jun 9:10036. ¥ or A indicate change vs. previous wave (statistically significant @ 95% C.1.)
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A MOMENT TO PAUSE

“m satisfied with

my life these days”
46 on Dec 2021
+9 on June 2019

Explore the results
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32% have noticed

“Prices in the shops
being much higher than
normal” in last 2 weeks

Explore the results

There are opportunities
for brands
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74% are o;'ﬁed

“Government & public
services will do too little
to look after people in
years ahead”

Explore the results



https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023
mailto:essentials@Ipsos.com
https://www.ipsos.com/en-uk/ipsos-releases-global-trends-2023-new-world-disorder

BUSINESS CAN SHAPE
THE FUTURE

think “businesses are good at
planning for the long-term future”

say the same about their
national government

39 - © Ipsos — KEYS webinar July 2023 Explore the results

believe brands can support good causes

and make money at the same time
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THE STATE OF THE ECONOMY
IN MY COUNTRY

36%

The current economic
situation in my
country is “good”

41 © Ipsos — KEYS webinar July 2023
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https://www.ipsos.com/en-uk/inflation/ipsos-global-inflation-monitor-2023

CURRENT ECONOMIC SITUATION

How would you describe the current economic situation in your country? (% Good)

World (3
Indonesia =
Singapore =
India =
Malaysia ==
Netherlands =
Mexico &4
Australia =
Germany =
Brazil
Thailand =
Canada 141
Belgium 1
Israel =
Spain = WHAT WORRIES
Sweden &= THE WORLD?
ltaly wu
Turkey
us  m
France 18
Great Britain &= June 2023
Poland ==
Chile =
Peru 11 cave dNEEs 1B
Hungary =
Colombia
Japan e
South Africa &= Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries, May 26th 2023 - June 9th 2023
South Korea = S_ource: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
Argentina == Filter: Country: World | Current Wave: Jun 23
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CURRENT ECONOMIC SITUATION: GERMANY

How would you describe the current economic situation in your country?
(% ‘Very good’ or ‘Somewhat good’)

- Germany
100%
90%
o «v«/\.MM'\ NSY ' fid) m\,-’\_
70% i/ g i N (/T <
60% | .,/\“J’ ™ R rvk»'
’

50% |- AL/ '\" ™ \.
i N 45%

40%
“Good”

30%

20%

10%

0%
Jun 10 Jun 11 Jun 12 Jun 13 Jun 14 Jun 15 Jun 16 Jun 17 Jun 18 Jun 19 Jun 20 Jun 21 Jun 22 Jun 23

Base: Representative sample ¢. 1000 adults aged 16-74 in Germany, 2010 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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CURRENT ECONOMIC SITUATION: US

How would you describe the current economic situation in your country?
(% ‘Very good’ or ‘Somewhat good’)

—US

100%

90%

80%

70%

60% X NA

50% A\
aon ! W/\V\A" il W X

SN s i LI 30%
s LN i “Good”
10%

Jun 10 Jun 11 Jun 12 Jun 13 Jun 14 Jun 15 Jun 16 Jun 17 Jun 18 Jun 19 Jun 20 Jun 21 Jun 22 Jun 23

Base: Representative sample ¢. 1000 adults aged 16-74 in US, 2010 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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CURRENT ECONOMIC SITUATION: ARGENTINA

How would you describe the current economic situation in your country?
(% ‘Very good’ or ‘Somewhat good’)

— Argentina

100%

90%

80%

70%

60%

50%

’-
40% M'
\/

30% LN | -’n\ ,—\// ﬂ’\ \j‘

- N A \.\_ i { 6 /0
v“\a s ‘
0%

Jun 10 Jun 11 Jun 12 Jun 13 Jun 14 Jun 15 Jun 16 Jun 17 Jun 18 Jun 19 Jun 20 Jun 21 Jun 22 Jun 23

10%

Base: Representative sample c¢. 500 adults aged 16-74 in Argentina, 2010 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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CURRENT ECONOMIC SITUATION: BRAZIL

How would you describe the current economic situation in your country?
(% ‘Very good’ or ‘Somewhat good’)

- Brazil

100%

90%

80%

70%

60% \w ’ .
NV '\/'\

50%

U 44%

“Good”

40%

—

30%

20%

10%

0%
Jun 10 Jun 11 Jun 12 Jun 13 Jun 14 Jun 15 Jun 16 Jun 17 Jun 18 Jun 19 Jun 20 Jun 21 Jun 22 Jun 23

Base: Representative sample ¢. 1000 adults aged 16-74 in Brazil, 2010 - 2023.
Source: Ipsos Global Advisor. Global score is a Global Country Average. See methodology for details.
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THE POLYCRISIS AND PUBLIC OPINION: RESOURCES

Briefing pack available at the KEYS webinar home page

m N . June 2023
TRENDS v 3 1

2023
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https://www.ipsos.com/en/keys-ipsos-webinar-series

CRISES?

Spotlight on Brazil

Ipsos Public Affairs & Corporate Reputation Brazil
July 2023

Priscilla Branco
Sr. Manager
Public Affairs Brazil

© Ipsos Public Affairs Brazil | fevereiro 2022




Brazil country overview

49 -



Brazil country overview

203 million

people live in Brazil

-10 million

Less than the last
prediction. Slowest
growth rate ever
registered!

50 -

60% of the

Amazon Basin is in Brazil

O km?2

Of illegal
deforestation

until 2030 is the
new goal.

9th most unegual

country in the world

1st
problem

Poverty/Social
inequality
(40%)




What are the good news? Brazilians’

Right Direction vs. P erceptl olE

Brazil Data — 2018 to present 'tha't 'the Country |S on
the right track have
October 2018 March 2020 October 2022 b een f or

the past 6 months.

Presidential Pandemic Presidential
Elections Elections

2015-2018 /\\/ o7

Political and

economic crises ; A / consumer confidence
+12.3
29 24 58 . 6 / 100 vs. 2022
17\/\/\)

Jan-18 Jan-19 Jan-20 Jan-21 Jan-22 Jan-23

Global: 47.4/100

B % Right Direction
B % Wrong Track

P: Would you say things in this country are heading in the right direction, or are they off on the wrong \track?



Reflections of the polycrises
an economy running on tentative positivity
political polarization still a reality

INFLATION UNEMPLOYMENT REAL INTEREST RATES 2022 ELECTIONS

Cumulative inflation - past 12-months % Brazilians unable to find jobs Interest rates considering inflation
January 2022 — May 2023 January 2022 - April 2023 January 2022 - May 2023

10,4 e 9.3
\/3,5 f \
49,1 50,9
3,9 ’
K

Jan-22 Sep-22 May-23 Jan-22 Jun-22 Nov-22 Apr-23 Jan-22 Sep-22 May-23 m Lula = Bolsonaro

Source: Brazilian Central Bank

Bloomberg ¢
Why President Lula Is Clashing :
With Brazil's Central Bank

Source: Brazilian Census Bureau (IBGE) Source: Brazilian Census Bureau (IBGE)




Increasing concern with
Sustainability, climate change and
ESG agenda

49

Believe the economic costs of climate change
itself are greater than the costs of measures to

reduce it

635

Of Brazilians say climate change has
already had a severe effect where they live

Global Advisor — Earth Day 2023 and Global views on climate change




How companies can respond to the
polycrises in Brazil?

© lIpsos | Public Affairs



“| expect companies to take a standon
Issues that matter to me”

What do we

59% expect from

companies?

Source: Ipsos Global Trustworthiness Monitor: 16.017 online interviews across



“If businesses in my country do not act now to
combat climate change, they will be failing
their employees and customers”

%Agree \What dO we

O t from
09% X

Brazil), interviewed 20 Jan — 3 March 2023.



Top 5drivers

If it is open and transparent about

what it does
®
at I s If it is reliable/keeps its promises m

rIVInB -------------------------------------------------

Brazil

If it provides good value for price

If it provides good customer service
Global Average




Responding to the polycrises:
“Standing Forest” as a business model

Ynatura J\CKBOL Mopdetes,
\/\/

Source: Natura




To summarize

« Economy: optimism in public opinion but some caution
coming from the financial market — overall, the context is
positive.

» Sustainability and environmental agenda is gaining more
relevance, consumers are more critical and attentive to the
role of companies in this matter.

« There is a favorable context for innovations and
sustainable business models for basically all sectors in the
economy.




INNOVATING IN
UNCERTAIN
TIMES

Portfolio strategy in a likely
stagflation scenario

Jiongming Mu
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DESPITE
AFFORDABILITY

— CONCERNS

. CONSUMERS ARE
MORE RECEPTIVE TO
INNOVATION

. )
’ Innovation Performance*

Trial Perceived as
Success** Expensive

INNOVATION

CONTINUED DURING
INFLATIONARY 2016-2021%* 35% 50%
TIMES

2022 41% 55%

*Ipsos Innovation global database analysis
.

61 — © Ipsos | KEYS Webinar July 2023 ** Success defined as reaching top 2 quintiles of the Ipsos innovation testing database
*** Excluding Pandemic year 2020, which is analysed separately




] INNOVATION PERFORMANCE

Trial Success

Financial crisis
s (2008-09)

Covid Pandemic
(2020)

— ‘*ﬁi

“Normal” Years 0
(2016-21, excl. 2020) 35%

Y

IN FACT, WE SEE A
PATTERN OF INNOVATION

UPTAKE IN CRISES
3 3
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consumers more
~ ma-.r"eceptlve to
" innovation in

iInnovation? ' \\\\\\j difficult times?




Why iIs a challenging environment favorable for innovation ?
Why are consumers more receptive?

THE EVOLVING NEW ATTITUDES COMPETITIVE PORTFOLIO
STATUS QUO & PREFERENCES DISRUPTION ADJUSTMENT

64 - © Ipsos | KEYS Webinar July 2022







61%

STAGFLATION Global consumers are concerned with their own
financial situation

Next?

1in3
While inflation persists, there are

mixed signals whether inflation Global markets could have negative GDP growth in
will lead to stagflation or even a 2023, according to the IMF*
recession in 2023-2024.

Although we are not officially in a

recession, the trending (o)

slowdown is evident. 58 /0
of US economists think stagflation or classic recession
could hit as early as 2023**

* International Monetary Fund (IMF) head Kristalina Georgieva, Jan 2023
** National Association for Business Economics (NABE), Mar 2023
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INFLATION STAGFLATION

All are affected ——)  Certain members of society are more affected
Stock may go up —) D elayed purchases
Reallocation of Spend — Reduction of overall Spend

TH E Reduced Increased price
purchasing power sensitivity

OVERALL

EFFECT: @ Lower consumer Reduced
confidence consumption
67 — © Ipsos | KEYS Webinar July 2022 &
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THE PORTFOLIO RISK

DOWNTRADING

A risk to all brands is downtrading in either:
* Brand choice (to store brand or value brand)
* Product tier (retreat to basic varieties)

* Transaction size

THE INNOVATION STRATEGY

* Price and Pack Innovations
« Value proposition against lower tier products

« Business Model Innovations

69 — © Ipsos | KEYS Webinar July 2022




CASE STUDY

Downtrading
Risk Mitigation

A North American manufacturer of
Premium disposable plastic products is
preparing for an environment with a
strong downtrading risk.

While there was already a weak
economy, the government mandated a
minimum % of Post Consumer
Recycled (PCR) in products. As a result,
the cost of the products increased.

Ipsos quantified the risks and opportunity
to mitigate them.

THE OUTCOME:
Risk averted plus 4%
growth potential

70 — © Ipsos | KEYS Webinar July 2023

DIAGNOSING RISK

Assuming All Brand Meets Minimum
Government Requirement of 20%
PCR Material

Portfolio Risk Quantification without Innovation

Client Brand Gap w.
Store Brand Enlarge by -8%
10% vs. Today

Maximum Risk as Store
Brands Go On Promo At -21%
the Same Time

MITIGATING RISK

Client Brand Exceeds Government
Requirement and Reach 50% PCR, Add
“Ocean Friendly” Claim

Mitigating Risks With Innovation

Client Brand Gap w.
Store Brand Enlarge by +4%
10% vs. Today

Maximum Risk as Store
Brands Go On Promo At -8%
the Same Time

The product’s value proposition and
premium positioning would erode as
gap closes with lower tier products .
Meanwhile, price sensitivity is further

heightened.

While closing the gap vs. the lower grade
competitors may have been an intuitive
strategy, finding a new value
proposition to support the premium
positioning was key.




THE PORTFOLIO RISK

CHOICE
PROLIFERATION

« Reduced variety seeking and retreat to
essentials

* Reduced profitability from SKU proliferation

« Suboptimal resource allocation from SKU
proliferation

THE INNOVATION STRATEGY

« SKU Rationalization

* Replacing marginal SKUs with resilient
innovations
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CASE STUDY

SKU Proliferation STEP 1: Proximity Mapping of STEP 2: Quantifying risk of
= P = Reach Potential of Current and removing low performing SKUSs,
Risk Mltlgatlo“ Possible Future Varieties confirming little to no share loss
High Overlap 7% SKU Reduction
A canned food company sought to Area 28-26 SKUS

prepare for economic slowdown in 2023: 0 - (removing 2, 1 fromeach  Share Index 99

overlapping area)
Incremental

a . . | tion 1

Currently a whopping 28-variety line : e

Anticipated less variety seeking and . O - 28-95 SKU 11% SKU Reduction

retreat to basics from consumers © . . (removing 3,1 from each S Index 98
A A High Overlap * . e are index

Increased cost to maintain Area 1 . overlapping area)

High Overlap
Area 3

Incremental
Innovation 2

manufacturing lines for all varieties O
Optimized allocation of resources
require SKU rationalization

STEP 3: Adding 1 Innovation With Incremental Reach

THE OUTCOME: 25 Current, 1 New RESULT

7% less SKUs, 2% more share 26 SKU Share Index 102 7% less SKUs for 2%
! ; More Share
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THE PORTFOLIO RISK

PREMIUM
POSITIONING

 Arisk to premium brands

 Losing relevance and share in the short-term,
and equity erosion in the long-term

THE INNOVATION STRATEGY

* Introducing fighter SKUs
- “Affordable indulgence” products

« Emphasizing value for money
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CASE STUDY Quantifying Risk

From risk SCENARIO 1 SCENARIO 2
] Entire Category Price Goes If combined with hypothetical
to rewa_rd, up 10% due to Inflation scenario of weak economy
Defend l ng and and heightened sensitivity
growing share -4% -7%
Vol share loss Vol share loss
A leading oral care brand with premium
positioning was at-risk for share loss in Base if do nothing
a softening market. They partnered

with Ipsos to:

* Quantify the risk if do nothing
» Explore mitigation solutions with

STEP 2: Mitigating Risk with Innovation

Innovations SCENARIO 1 SCENARIO 2 SCENARIO 3 SCENARIO 4
Do nothing Pack and Price Play Launch Fighter SKU Doing Both
7% -1% +2% +6%
THE OUTCOME:
Risk Mitigated with Vol share loss Vol share loss Vol share gain Vol share gain
Innovations, 6% volume
- - : ; ; SKU with “everyday” claims
increase potential. e ity to compete with mainstream
with a multipack at 20% products, at -20% price vs.

discount by volume rest of the line-up
74 — © Ipsos | KEYS Webinar July 2023




THE PORTFOLIO RISK

REDUCED
CONSUMPTION

« Shifting spending towards the essentials

* Purchasing less frequently, in smaller
quantities, or opting out of the category

THE INNOVATION STRATEGY

* Price and Pack plays to encourage “buy now”
*  Business model innovation (ex. subscription)

« Stop-gap innovations

75 — © Ipsos | KEYS Webinar July 2022




FROM RISK TO OPPORTUNITY:
WINNING DURING

STAGFLATION
WITH INNOVATION

e = B e et
i e el A ine > .

76 — © Ipsos | KEYS Webinar July 2023
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COMPANIES THAT INVEST IN INNOVATION EMERGE
FROM RECESSIONS 30% STRONGER THAN PEERS*

s
CORN| ¢!

HAI(ES

CHICKEN
NOODLE

\Sour g

S Great O;Iz Crisis and 1980s “Double Dot Com 08-09 Re%g\slgon
epression ecession Dip” recession Bust ] Great cess
ecession

* Mckinsey and Co: Innovation in a crisis: Why it is more critical than ever, analysis based on the 2008-2009 Great Recession
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THE OPPORTUNITY

PERMANENT
BEHAVIOUR
CHANGE

Understanding what evolving
consumer preferences and attitudes
will stay after the Polycrisis to fuel
sustained growth for innovation.

Wellness and Immunity claims on food,
beverage, and personal care products to
78 - © Ipsos | KEYS Webinar July 2022 persist beyond the pandemic.




THE OPPORTUNITY

ADJACENT
GROWTH SPACES

Certain product segments or adjacent
categories can be more resilient during
and after the immediate crisis to extend
to for a stronger portfolio position.

Example: Restaurant and packaged food
brands taking advantage of growth in DIY
and Prepare at Home segments during
downturns to continue growth
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THE OPPORTUNITY

VACANT
GROWTH
SPACES

Certain competitive spaces may be
left open by brands which originally
occupied them, as they reposition to
stay afloat during the Polycrisis.

As premium brands downgrade
for short term risk-mitigation, the

premium space could offer opportunity
for post-crisis rebound.
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CASE STUDY

Taking Advantage
Of Premium
Competitor’s

Challenges

In the 2020s economic downturn,
Chile experienced intermittent
recessions and heavy inflation. A
premium coffee pod company
faces increasing price, and a
relaxed patent regulations,
opening doors to competition.

Premium Brand’s Struggle Opens Opportunity For
Challenger Brand to Take Advantage

A S o % 0 o

0~ —/ — ;‘\*7'—('-_—(:_-'\:\\* ,)"'-:' /(':-_-()-"(-’\-( ) ) - = 1_5'-.,
b r / e O ( ] \li /,/ A

4/1/2020

7/1/2020

10/1/2020 1/1/2021

Premium Pod Sales

4/1/2021 7/112021 10/1/2021 1/1/2022 4/1/2022 7/1/2022 10/1/202z

Challenger Sales

=0O=Premium Pod Price =C~-Challenger Price

Overall category
consumption
softness following
category price
increase and
heightened
elasticity

Despite overall weakness in
the category, challenging
brand take advantage with
aggressive pricing strategy
and achieved growth

Premium brand’s volume
decreases in a shrinking
coffee pod category




THE OPPORTUNITY

TRENDS
PENDING
EXPLOSION

As competitors focus on short term
risk mitigation, budding consumer
trends that will fuel long term
growth could equip brands with the
foresight to gain first mover
advantage.
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CASE STUDY

H Ipsos Tested Our prediction:
Inno_vatlng - The IPAD Concept Breakthrough
agalnSt ; innovation with

- Breakthrough limited broad appeal
bUdd"‘g trends » / —_— to start but huge

. Uniqueness growth potential
Liking ' despite affordability
' d delayed

The 2008 recession was coupled with Value :;jrlf:i:;]e dl?riar%e
internet boom. ~ Broad Appeal difficult period
This involved the rapid development of vy Commitment &
tech infrastructure, consumers trading
functionality for mobility, and the internet Annual iPad THE OUTCOME:
becoming ever-important. i Explosive growth

. post-crisis.
IPAD was launched under this context

=

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018
e _ ¥ N
Patents filed iPad 1

$499
3rd Generation

2nd Generation
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SEE THE RISKS BUT ALSO OPPORTUNITIES

PERMANENT BEHAVIOR

DOWNTRADING CHANGE

ADJACENT

SKU PROLIFERATION GROWTH SPACES

RISK TO PREMIUM VACANT
POSITIONING GROWTH SPACES

REDUCED TRENDS PENDING
CONSUMPTION EXPLOSION




e

NEVER LET A
GOOD CRISIS
GO TO WASTE.

- Sir Winston Churchill

\
85 - © Ipsos | KEYS Webinar July 2023 © Yousuf Karsh . Library and Archives Canada , €010751643 I
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710%

OF GLOBAL
GROWTH WOULD
COME FROM APAC : Projected

share of global

2023

IN 2023 | 13.7% | - growth in
. )




WHILE THE WORLD IS
GOING THROUGH A

POLYCRISIS

MOST OF THE ASIAN
MARKETS ARE STILL

OPTIMISTIC




ASIA HAS SOME
OF THE

COUNTRIES
GLOBALLY

Would you say things in this country are
heading in the right direction, or are
they off on the wrong track?

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating
countries, May 26th 2023 - June 9th 2023.

Source: Ipsos Global Advisor. Global score is a Global Country

Average. See methodology for details.

®m Wrong track

® Right direction

World; 62% I " 38%
Indonesia; 17% " 83%

Singapore; 23% NN 7T7Y%
Thailand; 33% NN 67%
Malaysia; 33% . 67%
India; 38% NN 62%
Didsll, 4070 NEemm—m"m 70
Mexico; 46% I 54%
Australia; 48% I 52%
Canada; 62% . 38%
Spain; 63% I 37%
Turkey; 65% NN e 35%
Italy; 65% NN 35%
Japan; 67% NN 33%
Great Britain; 68% e 329%
Germany; 68% I 32%
Belgium; 68% . 329%
Chile; 69% I 319%
Israel; 70% I 30%
Colombia; 70% I 30%
Sweden; 70% I 30%
US; 73% I 27%
South Korea; 73% I . 27%
Netherlands; 73% I 27%
France; 73% I 27%
Poland; 78% . 22%
Hungary; 79% I 219%
Peru; 80% NS 209
Argentina; 89% I 11%
South Africa; 90% I 10%




BOTH

ARE THE FACE OF ASIA

A sizable population under
30, as well as a rapidly aging
population over 60 years




ASIA IS MADE UP OF MANY YOUNG ECONOMIES BUT ALSO MANY
COUNTRIES FACING IS AN

INDIA

100+ I
95-99
90-94
85-89
a0-84

M Male
B Female

|
|
B
[ -
75-79 .

70-74 E—

65-69 [

60-64 I

55-59 [T—

50-54 o

45-49 I —
40-44 e
35-39 e
30-34
25-29
20-24 OIS
15-19 e
10-14 e
5-9 TS
0-4 [ S




MANY ASIAN MARKETS ARE AGEING FASTER THAN THOSE
IN THE WEST AND WILL CONTINUE TO AGE

A. Transition from aging to aged societies Percentage of population aged 65+
(i.e., from population 65+ reaching 7% to 14% of total) (2022, 2040 and 2060)
50
120
40
100 s
80 5 30
;_E 60 2 20
40 &
10
. SRR NNN] |44 4
ﬂ 0 [=% - o E m o = = o] i [-T] o] o )
E & & 5 2 5 S § B 73 < g £ = £ 2 2 5 £ g 2 3
= == _ i = a ~ - o = E
B ¥ c = - = F 3 > =
"E - - =
= :.";." 2022 2040 W 2060
=




HOWEVER, |

SOME HEADWINDS...




GOODS

EXPORTS ASEAN: Growth Rate of Goods Exports, 2018 - 2022
WHICH .
CONTRIBUTE | =
HALF OF
ASEAN GDP,
MAY HAVE 15,6
PEAKED o
10,0 7.9
N 2018 ?2,159 %:’2;) 2021 2022

Source: ADB @




THERE ARE DOMESTIC AND FOREIGN
DEMAND IN THE EAP REGION

il A. Retail sales A B. Goods exports
U\l\ (year-on-year growth) W =) (index)
<
120 200
100
80 175
60 150
5 40 3
= 20 -E 125
- - o
0 — 100
-20
40 75
-60 50
¥ N N N o N R &8 N N AN N8 8 8N &
5 2 < 5 3 2 5 & 8 5 &8 3 s 8 3
== China Indonesia Malaysia ) _ ,
— Philippines == Vietnam «= Thailand == China Indonesia Malaysia
== Philippines == Thailand = \lietnam

== World excluding EAP

Source: World Bank M




WORRY ABOUT
INELATION Which three of the following topics do you find the

LOWER THAN most worrying in your country?

GLOBAL ﬁ @__‘
AVERAGE, >4} Inflation Unemployment
WHILE

CONCERN FOR 48%

JOBS GREATER 33% 35%

THAN OTHER
REGIONS

Global
Average
APAC
NA
LATAM
Europe
Global
Average
APAC
NA
LATAM
Europe

Base: Representative sample of 21,310 adults aged 16-74 in 29 participating countries
Source: Ipsos What Worries the World.




THE FOCUS
NOW IS
LOOKING AT
BOOSTING
TOURISM
AND
DOMESTIC

DEMAND

Chart 9.1. Intra and Extra-ASEAN Visitor Arrivals,

2012-2021

160,000

o Intra-ASEAN 11 Extra-ASEAN

140,000

120,000

100,000

80,000

60,000

Number of Visitors (000)

40,000

20,000

0
2012 2013

Source: ASEAN Statistical Year Book 2022
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AT THE SAME TIME, THERE ARE

OPPORTUNITIES




DEMAND
FOR LOCAL
GOODS IS
HIGHER IN
ASIA THAN
OTHER

% Agree

868 84k

3132
797978
77Y6p6 7874757474 7407373 73737272 71 71 7170 bo 0706969696967 ¢x g4
63626161
23595453
484745

REGIONS

To what extent do you

w Q
2 - 0 % £
© © c o) [} =
o - ) Y k= | Q < o T K o ©c O 0 e
= ) < 8 c .C c © ° B o X clm L > = o S o o )
Sl 8o gulsl<lsle s Sls gdeS 5|58 56 8 st A AR EXoEs Esseg T
< c = oI wnlsl < Ao c g olSlE = © Zlc|o © IS o 0 O E = D © 6 O c <
o—CcD.Q-xmeEq)cNQm = 215 o © 28 oc B S C S =35 3 e P c 02052 =55c5
- -5 O — = > o = = @ S|2IC = 0 >~ 0N @ q_,cu('UD-qu)CU o @®© O cc o o v
| ¢ S0 82z 810 aISINFEF2L P EZ/8FE 302 wm238  agaszsSos" F
m - (a8 U)CD = O %) 0) O A =z 0w = =
z =) o S
o]
— T Q
o — — — — — D

agree or disagree with the
following statements?

% Disagree

| prefer to buy
products from my
own country rather
than products from
abroad

© Ipsos | Global Trends 2023

|
- 111112941345

201720192020191620182051 ,, 52! 202194

2 82222 22 24

A 2524262728 2929303131303333
41424343

Base:

48,541 adults surveyed across 50 markets between 23rd Sep - 14th Nov 2022. For full methodology see ipsosglobaltrends.com.

Source:

Ipsos Global Trends 2023




THE DESIRE OF
PRODUCTS FROM
YOUR OWN
COUNTRY TRENDING
HIGHER IN THE LAST
FEW YEARS

To what extent do you agree
or disagree with the following
statement?

% agree

| prefer to buy
products from this
country rather than
products from abroad

% agree 2019 - 2022

e==China e Australia India
e=m|ndonesia Japan South Korea
e=mNew Zealand
100%

90%

80%

70%

60%

50%

2019 2020
Base:

48,541 adults surveyed across 50 markets between 23rd Sep - 14th Nov 2022.
For full methodology see ipsosglobaltrends.com

Source:

Ipsos Global Trends

2021

2022
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FLAVOUR LOCALIZATION

Vietham

LOCAL BRANDS ADAPTING TO SERVE
NEIGHBOURING MARKETS

Malaysia




IN SUMMARY .....

. Make sjgnificant resource commitments to APAC as it
‘would drive-growth

APAC-Is demographically diverse, think of catering to
both sides of the age spectrum, from cradle to sunset

Tweak your product and brand to cater to the increasing
demand for localization. Thus, implications for product,
service, solution innovations to cater to Asian tastes, but
also brand expression to reflect Asian sensibilities
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Access the recording, presentations
and resources from this episode

[Webinar] KEYS - Feeling the Pressure

JOIN US for our next KEYS webinar:
Thursday, 21 September
11:00 & 17:00 Central European Time
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