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Marki, ktore uzyskaty wysokie wyniki w rankingu BrandZ Sustainability Index
zanotowaty tgczny wzrost wartosci o 31% w poréwnaniu do roku 2021 - to
wiecej niz srednia dla Top 100 marek.

Total Brand Value ($bn)
1,009

762

TOP 100 MOST
VALUABLE BRANDS

+23%

2021 2022
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Information is
endlessly available
to us; where shall
wisdom be found?

Harold Bloom
,How to read and why”, 2001
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INSIGHT

(wglad, spostrzezenie, obserwacja)
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A ¥eonomic Global risks ranked by severity over the short and long term
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The Global Risks
Report 2024
_ 19th Edition

Wl v o o & 10 years

Misinformation and disinformation Extreme weather events

Extreme weather events Critical change to Earth systems

I Societal polarization I Biodiversity loss and ecosystem collapse

Cyber insecurity Natural resource shortages

Misinformation and disinformation

Lack of economic opportunity Adverse outcomes of Al technologies

Inflation Involuntary migration

Involuntary migration Cyber insecurity

Economic downturn Societal polarization

Pollution Pollution

Source
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https://weforum.org/publications/global-risks-report-2024/

# ACTIVES @ CONSIDERERS @ BELIEVERS DISMISSERS

D

Polska

2022

@ +6 pp. @ -7 pp. -7 pp. @ +9 pp.
Polska

2023

@

K ANT AR Zrédto: Kantar Sustainability Sector Index 2023
Polska, n = 1003
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TOPS5 tematow dla Polski
o najwyzszej dynamice wzrostu

(W ujeciu dtugoterminowym)

ESG +344%
Bezwarunkowy dochéd podstawowy EY4AYe
225%

4%
2%

I(ANTAR Analizy dtugofalowe KANTAR w obszarze ,SUSTAINABILITY” (za lata: 2017 — 2022) na bazie narzedzia Digital Analytics,
https://www.kantar.com/campaigns/finding-the-future-sustainability



https://www.kantar.com/campaigns/finding-the-future-sustainability

Czujni!

63%

zwraca duzg uwage na kwestie
srodowiskowe i spoteczne poruszane
w serwisach informacyjnych

l(ANTAR Zrédto: Kantar Sustainability Sector Index 2023
Polska, n = 1003



Nieufni...

©59% ™. 65%

ma obawy, ze marki angazujg sie w sprawy
spoteczne lub srodowiskowe wytgcznie ze
wzgledow komercyjnych

I(ANTA Zrédto: Badania Kantar Sustainability Sector Index 2022
Mieszkancy 32 krajow $wiata, n =33044




42%

Polek i Polakow twierdzi, ze widziat(a)

lub styszat(a) fatszywe lub wprowadzajgce
w bfad informacje o dziataniach
podejmowanych przez marki w kontekscie
zrownowazonego rozwoju

ICANTAR

SUSTAINABILE
TRANSFORMATION

Zrédto: Badania Kantar Sustainability Sector Index 2023
Polki i Polacy 18+, n =1003
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CHECI ADECYZJE
ZAKUPOWE

KANTAR



Istnieje pewna rozbieznos¢ miedzy tym, co méwiag
konsumenci, a tym, jak sie zachowuja

2% 38%

Ludzie tacy jak ja powinni Jestem gotowy(a)
robi¢ wszystko, co zainwestowac czas
mozliwe, aby przeciwdziata¢ I pienigdze, aby wspierac
katastrofie klimatycznej firmy, ktore probujg
postepowac wiasciwie

Zrédto: Kantar Sustainability Sector Index 2023
Polska, n = 1003




0%

Polakéw dostrzega i oczekuje
rozwigzania przez firmy konkretnych
wyzwan ZR w kategoriach

1%

aktywnie zmienia swoje zachowania
(zakupowe) w danej kategorii
produktow lub ustug

ICANTAR

Zrédto: Kantar Sustainability Sector Index 2023
Polska, n = 1003
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ESG a bariery shopperoéow ,,przy péice”

=

4 ‘
\ //' N 7{;’ ?/j : X1
A s e
/ \N‘///// G

7

SWIADOMOSC

(odpowiedzialnos¢)

6%

Bardzo trudno jest stwierdzi¢, ktore
produkty lub ustugi sg dobre lub zte z
punktu widzenia etyki albo dla
srodowiska

WYGODA

(w tym: dostepnosc)

1%

Nie wiem, gdzie szukaé
zrownowazonych/ etycznych
produktow lub ustug

CENA

(percepcja kosztow)

5%

Produkty i ustugi, ktore sg lepsze
dla srodowiska i/lub spoteczenstwa,
sg drozsze

l(ANTAR Zrédto: Kantar Sustainability Sector Index 2023
Polska, n = 1003
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How to Win
at the Point of Sale
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Communication clutter vs. perception capabilities

‘Illlllllllllllllllllllllllllllllllllllllllll'.

l‘ L
- 3 stimuli .
E per second! 3000 different kinds of information ©
. while shopping! E
s .
..............................................‘
“..............................................‘
E Perception drops off after 15 min -
. PERCEPTION of messages drops off after about E
E 15 MINUtes aster entering a store. .
‘..I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.I.".
.“.............................................‘
= Humans are very inefficient at processing visual .
. information .
] o ]
- We deselect 99 /O of visual information and only ;" "'
. (o) .
. process 5 /O of the remaining 1%. c
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POSM effectiveness
What does it take to have a positive ROl from a POSM campaign?

Experimental studies and observations related to the impact of POSM on product preferences show that
more than 50% of POSM campaigns are unlikely to have a positive ROI (sales yield vs. POSM campaign costs)

‘---lllllllll.....

*"* - e

= Average POSM efficiency =

o :

100% - brand sales . "

without POSM .. ) _:
LN | | |

“‘--lllllll.....

puEEEEENNN
“‘-l l....
L ] L 4

. o . ** Yo,
= More than 20% of POSM ¢ ingh effectiveness of POSM *
" has no impact on shopper (less than 2% of .
E behavior E campaigns) -
: / o :
Yaa, . + 5 O O /O we?

SOURCE: EDGE NPD/ KANTAR
Experimental Research

ICANTAR i} EDG3 TRADEBOOK
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POSM effectiveness

The effectiveness of different types of display and types of shopping spaces vary:
research results show that POSM notice can vary between 2-8% and final purchase is
made by 0-5% of buyer traffic.

SOURCE: EDGE NPD/ KANTAR
Experimental Research

ICANTAR i} EDG3 TRADEBOOK
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4C
Framework of
POSM Evaluation
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4C Framework of POSM Evaluation

Key questions

L/
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u |
|
CUT-THROUGH  CONSISTENT CLEAR : 1 = CONNECT
u |
m -
|
Does it have a chance Does it relate well to the Is the message legible 1§ , m  Does it have a chance
|
to be noticed? world of the brand? and clear? 3 = to engage and justify
|
: : the purchase?
|
.................................................. ..................

ICANTAR

TRADEBOOK
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Cut-Through: guidelines

The Art of Standing Out

Role of Faces

ICANTAR ~{% EDG3

TRADEBOOK
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Consistent: guidelines

Leveraging Brand Symbols and Colors for Effective Messaging

These examples illustrate the importance of POSM being recognizable and consistent with the brand’s iconography.

The shopper will immediately link these POSM to thebrand.
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Consistent

Leveraging Brand Symbols and Colors for Effective Messaging

i | %

These companies have spent billions of dollars to make buyers' brain reaction spot-
on

ICANTAR {$ EDG3 TRADEBOOK
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Consistent: guidelines

Leveraging Brand Symbols and Colors for Effective Messaging

TUK-TUK-TUK Fu-fux Tux =
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ICANTAR {% EDG3 TRADEBOOK
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Clear: guidelines

Maximizing Impact with Simple Messaging

Using faces to navigate buyers' gaze

OPTIC

WHITE

BE RADIANT

ICANTAR % EDG3

PROCRCT DEveLOP

TRADEBOOK
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Connect: guidelines

Persuade and Motivate Shoppers to Buy

These examples illustrate POSM that emotionally connect and support building the brand storytelling. The shopper will feel go od
and emotionally connected to the brand.

o P Howry TN
- ,“(I ‘ // L

-

ICANTAR &% EDG3 TRADEBOOK
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4C
Evaluation
Example

ICANTAR



SCORE VS EUROPE OFF-TRADE

BENCHMARKS
Overall score 95%
Cut-Through 80%
Consistency 100%
Clear 78%
Connecting 99%
Visible
Areas for claim
improvement
. Consistent
* Product visibility with the

* Text message
complexity
(number of words)

brand's colors

of logo on the side

Very good visibility ‘

beOnS(_‘,ithi Om aVS _
I 4 BY 9 33
l(AN _ AR <P EDGE NPD rk WEAK <35%



SCORE VS EUROPE OFF-TRADE

BENCHMARKS

Overall score 22%
Cut-Through 66%
Consistency 5%
Clear 85%
Connecting 1%

Areas for improvement

* Long distance visibility

+ Overall brand identification
* Text message complexity

(number of words)

Product
visibilty

Priceis a
dominating
visual element

ICANTAR 47C-...

Position vs
benchmark

WEAK <35%

34



SCORE VS EUROPE OFF-

BENCHMARKS

Overall score
Cut-Through
Consistency
Clear

Connecting

TRADE

32%
73%
5%
19%
96%

Areas for improvement

* Text message complexity

(number of words)

* Lack of dominating visual

element

Call-to-action |

iatnodel d«

na poprzod

SZCZET

Znaldzlesz tuta) owoce | warzywa,

2 kr6tkdm okresem przydatnoscl do spotycla
oraz pleczywo odpleczone poprzadniego dnla,
ktore mozesz wykorzystaé w swolo) kuchnl,

DUZO OSZCZEDZASZ
| DBASZ O SRODOWISKO!

Suggestive visuals that promise

the experience associated with

the consumption of the product

and provide a good rationale for
the purchase.

oo L warzyw

ICANTAR 47C-...

Position vs WEAK <35%
benchmark

35



4C Framework of POSM Evaluation

Key questions

CUT-THROUGH CONSISTENT CLEAR CONNECT
Does it have a chance Does it relate well to the Is the message legible Does it have a chance
to be noticed? world of the brand? and clear? to engage and justify

the purchase?

[CANTAR TRADEBOOK
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DZIEKUJEMY!

Katarzyna Zalewska
Piotr CigCka

KANTAR POLSKA
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