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‘ TWELVE YEAR STUDY EXPLORING HOW BRANDS TANGIBLY IMPROVE \
PEOPLES’ LIVES FUNCTIONALLY, ENHANCE THEIR PERSONAL WELL-BEING,
AND CONTRIBUTE TO WIDER SOCIETY.
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The Meaningful Brands™ study
IS unique within the industry

« Now inits 15th year, the study explores how brands
tangibly improve peoples’ lives functionally, enhance
their personal well-being, and contribute to wider society

» Launched in 2009, it was the FIRST GLOBAL FRAMEWORK to
connect brands with human well-being

« Explores PROPRIETARY METRIC of brand strength for
business and marketing planning

« Helps identify how and where to MEANINGFULLY ENGAGE
with people through customer, brand and media
experiences
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A Tangible Definition of ‘'Meaningful’

Understanding what matters across 3 pillars and 14 dimensions

DIMENSIONS:
- Products / Customer Brand/Product Value
Services Experience Performance

PERSONAL EQUITY
Messaging and behavior that connects on an
individual basis and serves a specific personal
need or want
Identity Control Inspiration Expression

— Public Health Society Economy Ethics Ecology
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ATTRIBUTES ARE THE HEART OF OUR STUDY'.

Functional Attributes Personal Attributes Collective Attributes

Acts like a leader

Acts like a challenger

Helps me feel more in control of my day-to-day life

Invests in innovative, sustainable and ethical solutions

Has products/services that have earned a good reputation

Helps me simplify my life

Promotes and inspires sustainable, responsible behaviors and consumption

Delivers what it promises/says

Enables me to be smarter with my money and/or time (B)

Is committed to making products/services more sustainably

Offers a simple and easy customer experience

Makes me feel like it is looking after my best interests (B)

Promotes sustainable use of forests & land / seas & oceans

Offers a simple and easy digital customer experience (B)

Gives me a sense of happiness

Offers sustainable brands and products (B)

Offers an excellent purchase experience

Makes me feel more confident

Respects all living creatures (cruelty-free products, not tested on animals or vegan...) (B)

Respects my personal data

Gives me a sense of peace of mind

Is considered to be a good place to work

Treats customers with respect (B)

Helps me feel good about myself

Positively contributes to the national economy and my local community

Offers exclusive experiences (B)

Helps me connect with others

Is transparent and honest in its activities and communications

Offers good quality products/services

Helps me express myself as an individual

Behaves ethically and with integrity

Has a range of products/services that are well suited to meet my needs

Makes me feel more attractive and stylish (B)

Is innovative and always coming out with fresh, new products/services

Makes me feel special and unique (B)

Fights against poverty and hunger

Offers safe products/services (B)

Inspires me to take a healthier approach to my life

Supports healthy living and promotes well being

Offers products/services that no other brands can offer (B)

Inspires me with new ideas and possibilities

Ensures food security and improved nutrition (B)

Offers good value for money

Helps me feel energized and alive (B)

Is a great supporter of culture and education

Offers consistent prices across time and countries (B)

Lets me escape from the everyday (B)

Actively promotes and supports equality, diversity and inclusion in society

HAVAS

(B)= Bespoke attributes only applied to certain categories

Proactively supports social issues and good causes
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PREVIOUSLY ON MEANINGFUL BRANDS 2021 = ™

The tech & retail sectors dominated... followed by deep-rooted Belgian brands.
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MEANINGFUL BRAND CATEGORY RANKING 2023
Colruyt's reign is over... Bancontact take the lead
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SUCCESSIVE CRISES HAVE HAD A
TANGIBLE IMPACT ON CONSUMERS.
THEIR BEHAVIOR IS CHANGING,
AND WITH IT, THEIR NEEDS...



THE IMPORTANCE OF THE FUNCTIONAL PILLAR DECLINES COMPARED TO 21 :

PERSONAL AND COLLECTIVE BECOME STRONGER WITH CONTROL ATTRIBUTES (SIMPLIFY, WEALTH,...) AND POSITIVE
IMPACT ON THE LOCAL ECONOMY

42 32 ® 26
% % a %
FUNCTIONAL PERSONAL COLLECTIVE
IN 2021, THE FUNCTIONAL PILLAR BENEFITS BENEFITS BENEFITS
WAS BY FAR THE MOST IMPORTANT m Comfortable clothes m Relaxed m Improve access
m Tools & services m Life Easier m Transparent
FOR CONSUMERS , .
m Quality Prods m Best interests m Sust. Brands
m Fix cuts m Peace of Mind m Good employer
m Compatibility m Self expression m Data protection
2023 %2 )
2 (> 728 o
VLY
PERSONAL:
L , . e g COLLECTIVE
Gaining in importance due to successive crises. "Simplify", R
"peace of mind" and "Escape”. Range Simplify EZZBD Good employer
Purchase experience Peace of Mind m Lr;ngg:\;e,sustainable and ethical
COLLECTIF: Quality Prods Escape m Benefits the Economy
The collective is growing in importance and focusing on T — Happiness Respects Animals
two themes- Local and enVironmental iSSUQS In store experience Wealth m Culture and education
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Excellent perfformances on the funcfionadl is the bare minimvm! ™™
Personal pillars is a must.
Maijor digital platforms & GAFAM are the last to resist the colleciive requirements
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@ = “Among the top performers on the pillar”




MEANINGFUL BRANDS INDEX SCORE

] (] (] ° MEANINGFUL.
Brands are perceived as more meaningful in the north than in the south ™%
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Kruidvat, Bol.com, Albert Heijn rise in the ranking in the North.
Bancontact and digital platforms still lead the way
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Decathlon in the South.
Bancontact, retail and digital platforms still lead the way
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THE 2023 EDITION SEES THE RISE OF THE ENTERTAINMENT AND
FINANCE SECTORS... TWO MAJOR ISSUES IN TIMES OF CRISIS.

SECTOR RANKING 2021 SECTOR RANKING 2023

TOP 1: SOCIAL MEDIA
TOP 2: RETAIL

TOP 1: ENTERTAINMENT
TOP 2: SOCIAL MEDIA

X{ TOP 3: APPAREL & ACCESSORIES TOP 3: RETAIL

© TOP 4: CONSUMER ELECTRONICS TOP 4: FINANCE

&  TOP5: AUTOMOTIVE TOP 5: CONSUMER ELECTRONICS
il TOP 6: NON-ALCOHOLIC DRINKS TOP 6: APPAREL & ACCESSORIES
Vi TOP 7: INSSURANCES TOP 7: NON-ALCOHOLIC DRINKS
(g TOP 8: FINANCE TOP 8: INSSURANCES

] TOP9: ENTERAINMENT TOP 9: AUTOMOTIVE

@ TOP 10: TELCO TOP 10: TELCO

TOP 11: RESTAURANTS TOP 11: RESTAURANTS

[
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Happiness is a core brand benefit! Through entertainment, consumers
have found a much-needed escape from the world's froubles.

Happiness ==

Gives me a sense of happiness
Is the first driver of
Quality of Life in 2023

NETFLIX

W N Energized idexi0)
gf Helps me feel energized and alive
%
" .
Escape (ndex109)
\ Lets me escape from the
B%NE e everyday
P g .
RTL P prime
play video
\/‘7
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55+ GLOBAL RANKING

Among 55+, Colruyt falls from 2th to 8th in 2023. This result confirms that among the Belgians (even if less
strongly among the 55+), the brand has undergone a relative decline in 2023.
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18-35 GLOBAL RANKING

Among young people, Colruyt falls from 3th to 12th in 2023. This drop in meaningfulness is the first
indicator of the impact of successive crises and the growing importance of more resilient brands.
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Colruyt: listing of evolutions by atiribute on the three pillars

Biggest fall in attributes performance 21 vs 23 are “price consistency”, “Special”’, “Leader”, and “self expressions”

Q0
0% 9% 8% &%

-10% -10%
-11%
-13%
-16%
Price Special Leader Self Sust. Innovative Range Control Causes Exclusive exp.
consistency expression consumption

HAVAS W Fall in performance 23 VS 21 (652



STABILITY IS FINE IN A CHANGING WORLD

HOWEVER, THE BOLD PLAYERS WHO ADAPTED IN
THIS PERIOD ARE BETTER REWARDED.



COLRUYT AND CARREFOUR HOLD STEADY, ALBERT HEIJN RISES IN THE RANKING! THE RETAIL
SECTOR EXPERIENCED VOLATILITY

Tm.n.yuﬁ A ﬁ ﬁ’ P ﬁ@ ®
"ALDI | DELHAIZE Carrefour
2023
L 2 © 52 0
colruyt “ @ é L cfrre‘zu
71.9 67 65.5 65.2 64.8 64.6
11 12
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59.6 59.5 59 58.3 55.4 54
52.1
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Shifting from functional to collective in the North
and from functional to personal in the South

NORTH

TOTAL BRAND EQUITY v

43

FUNCTIONAL

BENEFITS

m Quality Prods
m Fair Prices
EETID i store experience
m Respect

m Safe & Responsible

Grocery Stores

@31 %

PERSONAL

ESID Life Easier
BT savings
m Healthy
BT saveTime
m Better Habits

26%

COLLECTIVE

BENEFITS

m Food security
m Sust. Brands
m Jobs

B Good employer
m Transparent

TOTAL BRAND EQUITY v

Grocery Stores

f©g
FUNGIIN al
24 Range
v»20 Good value
19 Good reputation
1 Purchase experience

10 » Quality Prods

Simplify
Wealth

New Ideas
Peace of Mind

Control

@» 30 %

COLLECTIVE

BENEFITS

m Good employer
n Benefits the Economy

Innovative, sustainable and ethical
solutions

m Sust. Products
m Transparent

HAVAS

SOUTH

2021

TOTAL BRAND EQUITY v

Grocery Stores

G@i‘tZQb

FUNCTIONAL

m Quality Prods
m In store experience
m Delivers

m Leader

m Easy journey

‘5’2315%

PERSONAL

B Life Easier
m Savings
m Save Time
m Peace of Mind
BT Healthy

TOTAL BRAND EQUITY ~  Grocery Stores v
'\/\L_( w Y/

124 Range
Purchase experience
5100 Quality Prods

1 Good value

112 In store experience

Wealth
Simplify
Peace of Mind
Healthy

Control

%%:Z7u%

COLLECTIVE

BENEFITS

m Benefits the Economy
m Clean supply chain
m Food security
m Sust. Brands
m Diversity

(@)}3 2 9 %

COLLECTIVE

m Good employer

Innovative, sustainable and ethical
solutions

m Benefits the Economy
m Food security & nutrition

m Respects Nature

Havas 2023 23
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Colruyt is stable in the North. Albert Heijn clearly stands out, taking
second place ahead of Aldi, Delhaize and Lidl. @

2021

Tcolruyt'ﬁ é ﬁ ﬁ ﬁ W@ c f
2023
oc:olruyt'o @ o {% o mﬁ T WO efour

66.1 64.8

73.2 68.9 0 68.4 66.2
o U
22 " D>
OKay e Qlot E@E
60.8 60.4 59 57.3
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COLRUYT: KEEPS A LEAD ON FUNCTIONAL, COLLECTIVE AND WEALTH
ALBERT HEIJN: VERY STRONG ON NEW IDEAS WHICH IS VERY IMPORTANT FOR NL

RETAIL MOST IMPORTANT ATTRIBUTES IN THE NORTH:

5,4
52 5,2
5,1
4o 5,0 5,0 5,0
’ 4,9
4,8 4,8
I 43

Good reputation  Good value Range

Y
Functional

W COLRUYT perf North

HAVAS

5,0
4,6 4,6 4,6
5
45 4,5
44 4,4 4,4
5 I II

New ldeas Simplify Wealth

Y
Personal

ALBERT HEIJN perf North m ALDI perf North

*Most important attributes for retail

51

4,5 45

413 II

Benefits the
Economy

5,1
4,5
4,3
I 4,2

Good employer

4,8
43 4,3
4,1
I

Sustainable and
ethical solutions

J

B DELHAIZE perf North

Y
Collective

Havas 2023
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Albert Heijn is catching up with Colruyt in the north

MEANINGFUL '
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They already score better in Customer experience, Inspiration and Identity

Unique
1,04

Atfractive 1.03

Innovative

1.0

In store Exclusive
experience experience
: Purchase
Energised .
experience
Healthy New Ideas

Escape Special

B Colruyt O Albert Heijn vs Colruyt

HAVAS

A driving delivery robot: Albert Heijn experiments on the High
Tech Campus

DIGITAL-

JULY 15, 2019

' ’q =8| Albert Heijn uses Al for dynamlc discounts

Supermarket chain wants to combat food waste

May 21, 2019 11:28 AM | Suzanne Martens

Topic Digital Innovation

Yy @[ =

Albert Heijn is starting a trial to offer discounts on poultry and fish prod-

ucts that are nearing their expiry date. This is done on the basis of artifi-
cial intelligence. The supermarket chain wants to prevent food waste
through the test.

The test is called 'dynamic discounting'. At a location in Zandvoort, poultry and
fish products are automatically discounted based on the expiration date. The
discount becomes higher as the shelf life becomes shorter.

The algorithm calculates the best discount to ensure that no unsellable products
are left at the end of the day and thus reduce food waste. It takes into account location, bonus offers, weather conditions, histori-

cal sales history and stock in the store

Electronic price tags are placed with the products showing two prices: the regular price and a discount for a specific expiration
date.

X3
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Colruyt is stable in the South. Carrefour moves up the rankings at
the expense of Aldi and Lidl. @

2021

e

NG

DELHAIZE Carrefour
colruyt o Cgre‘zu ﬁ Intermarche é
70.2 64.4 64 62.9 62.5 61.6
=0 =
BI% Okay =
59 54.8 53.7 52.9 51.5
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MBI is much better in the North than in the South. —

Carrefour is the only brand to have an MBI at the same level in both regions.

° [iRelI N (Y[l FMC arrefour achieves an almost identical
[ WL I Lol XN [ [2V4. This score demonstrates an
° unanimity of opinion and therefore [efe{e]eleledi "4 (o)
70 convey its values uniformly}
o
° o o J
65 °
[
° @
[
60 °
[
o
55 °
[
’ $
Colruyt Aldi Lidl Delhaize Carrefour Okay Spar Match/Smatch
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THE PERSONAL PILLAR AND THE DIMENSIONS OF IDENTITY, EXPRESSION,
INSPIRATION AND CONTROL ARE THE FOCUS

HAVAS

Grocery Stores importance

Collective

eeeeeeee

MANAGE

Grocery Stores performance (absolute)

HIGH LEVERAGE

MAINTAIN

Havas 2023
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SO

COFFEE:
A STORY OF SHARED
VALUES FOR EVERYONE




DOUWE EGBERTS REMAINS THE CATEGORY LEADER, CLOSELY FOLLOWED BY

LAVAZZA AND NESPRESSO.

2021

@

I

'NESPRESSO.

@ tavArin
o 63.1 r 61.1 59.8
57.6 57.4 56.9

HAVAS

MEANINGFUL ’

BRANDS ™



MAJOR SHIFT TO COLLECTIVE IN IMPORTANCE SHOWING THAT CONSUMERS EXPECT A MEA%'&'EJ.‘)’&W'
LOCAL ANCHOR, INNOVATION AND SUSTAINABLE PRODUCT

43 % @31% 26%

FUNCTIONAL PERSONAL COLLECTIVE

BENEFITS BENEFITS BENEFITS

m Quality Prods m Life Easier m Food security
m Fair Prices m Savings m Sust. Brands
m In store experience m Healthy @ Jobs

m Respect m Save Time B Good employer
m Safe & Responsible m Better Habits m Transparent

é\éi?f @ @§> 3 0 %

\/*Lf
BENEFITS
Range Simplify m Good employer
Good value Wealth m Benefits the Economy
Good reputation New Ideas Innoyatlve, sustainable and ethical
solutions
Purchase experience Peace of Mind m Sust. Products
Quality Prods Control m Transparent

HAVAS




DOUWE EGBERT DOMINATES BOTH GENRES NESPRESSO, STARBUCKS ON WOMEN MEAg‘g‘f,jggw’

LAVAZIA, ILLY, ROMBOUTS AND L'OR MORE PRONOUNCED AMONG MEN

____WOMEN ___
o 62

L 2 3 & — :
D tavArin B
. 60.8 60.3 58.1 57.9
= —D @ g
NESCAFE
57.5 57.4 56.1 54.4

2 © 4 00— 6
tavATin e
59 58.9 . 58.2
0 0
57.6 57.4 55.9 53.3
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CONSUMER EXPECTATIONS BY GENDER DIFFER

160

140
12

o

10

o

8

o

6

o

4

o

2

o

Most important for women
relatively to men

W Indexed drivers Brand Equity across all Pillar Women

B Indexed drivers Brand Equity across all Pillar Men

Most important for men relatively to

women
160
140
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m Indexed drivers Brand Equity across all Pillar Women

B Indexed drivers Brand Equity across all Pillar Men




THE PERSONAL PILLAR AND THE DIMENSIONS OF IDENTITY,

EXPRESSION ARE THE FOCUS

® Collective

Coffees importance

Functional
FOCUS
Control
Identity
MANAGE

Personal

Expression

Inspiration

Ecology
Public Healtbrh

ics

Society

Coffees performance (absolute)

Economy

HIGH LEVERAGE

Product-Services

Customer Experience
Brand-Products Performance

MAINTAIN

HAVAS
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- AUTOMOITIVE:
THE CHALLENGE OF

ey AR e e LR

g e ELECTRIC VEHICLES

IN A CHANGING




RELATIVE STABLE RANKING WITH NEW ENTRANTS. VW STILL AT THE TOP. MEA%‘#‘EJS&’
GOOD PROGRESSION OF KIA AND PEUGEOT. BIG DROP FOR OPEL

2021 |
W [P
@ O = :
@ nyunon | |[(LLL7P § SDACIA
2023
-2
(D 0—P©0 4 5 6
@ [ & [P L
G 63.1 . 61 : 59.6 57.6 m 57 56
-1 v /~\ - -
@ HYUNDAI 4 op@“ <<)> NS > c,@m 3>§
55.6 55.6 54.9 54.8 54.8 53.4
T S 7 o
PASIA SUZUKI SSANGYONG
52.7 51.6 50
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[ ] (] [ ] [
Opel has missed the innovation, range, and personal benefits frain. L
OPEL
0%
_2% I
-4%
9 5% %
-6% -5% -5% -5%
-6%
-8% -7%
-10% -9%
-12%
-14% -13%
-14%
-16%
Good feeling Range Sust. Innovations Good value Quality Prods Special Unique Safe products Leader

W Fall in performance 23 VS 21
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Collective and personal benefits are already well advanced for

MEANINGFUL ’
BRANDS ™

KIA: work on perception of performance on the functional pillar

Collective Functional Personal
FOCUS HIGH LEVERAGE
duct-Ser
3 roduc
c
8
™
o
o
E
) Value
o den ontro
§ tccol:;.gy
©
£
Ethic
Society
Public Health
MANAGE MAINTAIN
Kia performance (relative to industry)

Outperforms the competition
To work



THE PERSONAL PILLAR & COLLECTIVE ARE THE FOCUS FOR THE

INDUSTRY

@ Collective

Auto importance

Functional Personal

FOCUS

dentity Control

Inspiration

Public Health

MANAGE

Auto performance (absolute)

Value

HIGH LEVERAGE

Product-Services

Brand-Products Performance

Customer Expe:

MAINTAIN

HAVAS
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FINANCE:
BEING THE PARTER OF
YOUR CUSTOMERS
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Importance for the finance sector:

Simplify, peace of mind and wealth set to be very important in 2023.
The collective pillar sees the rise of local attributes such as Good Employer and Benefit the Economy.

Ef@% 41 o @ 31% 528 %

FUNCTIONAL PERSONAL COLLECTIVE

BENEFITS BENEFITS BENEFITS

EEEID Range EELRD simplify EEZA Good employer
m Purchase experience m Peace of Mind m Benefits the Economy
m Quality Prods m Wealth m Transparent

m In store experience m Control m Inrllo':{atlve, sustainable and ethical
solutions

m Good reputation Best interests m Sust. Products

HAVAS (A



& ARGENTA THE BIG WINNER IN 2023
BELFIUS, ING PLUMMET

é' -l
LARGENTI KBC AT KEYTRADE | | B BE|fIUS [ 5" Toanens beObank
60.3 59 57.6 55 53.1
3

N/ Crelan M i / | Deutsche Bank EPLL\!AIR!E
52 51.5 51.1

53 52.2

A
[Suropabank]

50.6 50

—0—0 —0
q
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DESPITE MASSIVE INVESTMENT SINCE 2021...

18.000.000 €

15.000.000 €

12.000.000 €

9.000.000 €

6.000.000 €

3.000.000 €

0€

10.782.599 €

2018

9.515.111 €

2019

Gross Media Spends per Year

7.936.887 €

2020

15.784.645 €

2021

14.383.057 €

2022

2.500.000 €
2.000.000 €
1.500.000 €
1.000.000 €

500.000 €

0€
January

February

March

April

Seasonality

May June July

— ) (022

August

September

Octo ber

November December

HAVAS
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BELFIUS DECLINES IN PERFORMANCE ON DIMENSIONS OF EXPRESSION,
IDENTITY, CUSTOMER EXPERIENCE, AND CONTROL

0%

-2%
-4%
-6%
-8%
-10%
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KBC THE BIG WINNER AMONG YOUNG PEOPLE

ARGENTA & KEYTRADE BANK, BEOBANK IN THE 54+ CATEGORY
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KBC TOP ATIRIBUTES ARE: DATA PRIVACY, EXCLUSIVE EXPERIENCE, REPUTATION MEAW&“’

DATA PRIVACY
EXCLUSIVE EXPERIENCE
GOOD REPUTATION
SIMPLIFY

DIGITAL EXPERIENCE

LEADER

INNOVATIVE




CONSUMER EXPECTATIONS BY AGE DIFFER
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KEYTRADE BANK, ARGENTA & BNPFF IN PROGRESSION IN THE SOUTH
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BNPPF TOP ATTRIBUTES ARE: LEADER, SELF EXPRESSION AND DIGITAL EXPERIENCE i
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SELF EXPRESSION
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DIGITAL EXPERIENCE
SIMPLIFY

Fll GOOD REPUTATION
CULTURE AND EDUCATION
RANGE

DATA PRIVACY

BNP PARIBAS
FORTIS ’
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AT KEYTRADE MEAgg«f,gggw’

BANK

KEYTRADE PERFORMS WELL ON FUNCTIONAL AND PERSONAL AS DEMONSTRATED
BY ITS TOP ATTRIBUTES. THE COLLECTIVE REMAINS A POINT OF WORK

Keytrade Bank performance (relative to industry)
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BUILD STRONG AND
MEANINGFULL
CONNEXIONS



ECONOMIC AND HEALTH CRISES HAVE SHIFTED THE SECTOR’S RANKING... @

SECTOR RANKING 2021 SECTOR RANKING 2023

TOP 1: INTERNET & MULTIMEDIA

TOP 2: RETAIL
TOP 3: APPAREL & ACCESSORIES

TOP 4: CONSUMER ELECTRONICS
TOP 5: AUTOMOTIVE

TOP 6: NON-ALCOHOLIC DRINKS
TOP 7: INSSURANCES

TOP 8: FINANCE
TOP 9: ENTERAINMENT

TOP 10: TELCO )
TOP 11: RESTAURANTS

TOP 1: ENTERTAINMENT

TOP 2: INTERNET & MULTIMEDIA
TOP 3: RETAIL

TOP 4: FINANCE
TOP 5: CONSUMER ELECTRONICS

TOP 6: APPAREL & ACCESSORIES
TOP 7: NON-ALCOHOLIC DRINKS

TOP 8: INSSURANCES
oy TOP 9: AUTOMOTIVE

() L TOP 10: TELCO )
% TOP 11: RESTAURANTS

HAVAS
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MBI RANKING: ORANGE POSITION 2021 VS 2023 @

orange” 2021 orange” 2023
BRAND RANKING * BRAND RANKING
75th out of 143 BRANDS © 62th out of 225

Top 27%

Top 52% \/

HAVAS Havas 2023 54



MEANINGFUL BRANDS CATEGORY RANKING 2023

In BE, Orange takes first place for the first time !
Fairly stable ranking, except that Mobile Viking slips between Telenet and VOO
New and less mature players (Youfone, Tadaam, Zuny) slip ahead of Base and Scarlet at BE level

o ®
proggimus telenet
S scarletr
orange

(5
ZUNY BASE JIM

mobile

2021

s o
GO0  voufone — TADAAN

54,82 54,03 53,29

(1)

2023

52,91 52,54 52,13
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HOW DID ORANGE GET AHEAD OF PROXIMUS ? wnmer B
GOOD VALUE, WEALTH, DIGITAL EXPERIENCE

GOOD VALUE

orange’

RESPECT

WEALTH

DIGITAL EXPERIENCE

PRICE CONSISTENCY

DELIVERS

DATA PRIVACY

TRANSPARENT

BEST INTERESTS

HAVAS
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MAJOR CHANGES IN THE PILLARS
DEMONSTRATE A SHIFT IN THE WAY
CONSUMERS THINK...

WELCOME TO THE ME-ECONOMY



MEANINGFUL '

BRANDS ™

THE ME-ECONOMY IS THE RESULT OF THE LATEST
MAJOR CRISES IN OUR SOCIETIES

We are living in an economic crisis, at a
personal level is

Ranked 1t

Other crises felt at a personal level:

2"d _ Health crisis
3rd - Societal crisis
4th - Environmental crisis

5th _ political crisis




PEOPLE ARE REPORTING FEELING THE EFFECTS OF
CRISIS WITHIN THEIR DAY TO DAY LIVES

In the new MB™ 2023 survey

people report being by at
least one crisis on an everyday level

of those by crisis, feel it
impacting them in a multitude of ways

HAVAS

BBBBBB
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CONSUMERS EXPECT BRANDS TO BRING
OPTIMISM AND ENERGY INTO THEIR LIVES

“Helps me feel
energized and alive”

is the #2 attribute across all pillars to
contribute to our Quality of Life?

Today’s Most Meaningful Brands™

perform better on this
attribute than the average brand?

1. Dimensions/attributes sorted by Quality of Life index across all pillars.
2. Most Meaningful Brands’ (top 10% performing brands on MB Index) average performance score compared against overall
a ge performance score on Energized attribute.




MEANINGFU’

BRANDS ™

AND BEING THE MOST DEMANDING WHEN IT COMES TO
BRANDS PRIORITIZING THEIR NEEDS FIRST

They are the most willing to ask
brands to put their needs first:

427

agree that companies/
brands should satisfy my
individual needs first
before taking a wider role
in society

HAVAS
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IN A WORLD WHERE EVERYTHING IS BECOMING
COMPLICATED, CONSUMERS NEED SIMPLICITY

“Helps me

= simplify my life”
til.m is the #1 attribute across all pillars to

contribute to our Quality of Life!

Today’s Most Meaningful Brands™

perform better on this
attribute than the average brand?

HAVAS Note:

1. Dimensions/attributes sorted by Quality of Life index across all pillars.
2. Most Meaningful Brands (top 10% performing brands on MB Index) average performance score compared against overall average

performance score on Simplify attribute.



MEANINGFUL '
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MAKE IT ALL SUPER-SEAMLESS FOR CONSUMERS

As purpose turns inward, sometimes a worthy cause is simply being great - removing barriers from consumer lives. Helping people save
time or making life easy.

Or simply removing the “computer- says-no” attitude. This is coupled with a wider focus on consolidation of consumer habits, whether
that’s brands, retailers or banking.

Meaningful Brands perform
420/ better on Customer
+ O  Experience attributes like:

M ;

[

Simple and easy Exclusive Respects my
purchase/digital experience and personal data
experiences individualization

HAVAS

Note:
Average score of Most Meaningful Brands (top 10% performing brands on MB Index) performance compared against overall average performance on Data Privacy, Exclusive Exp., Purchase Experience, Respect, Digital
Experience, In-store Experience attributes.
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IN THE ‘ME-CONOMY’
CONTROL BECOMES A CORE PERSONAL BRAND BENEFIT

Control is the #1 driver of quality of life

111 — Peace of Mind

109 - Happiness 113 —Energized 111 — Self Expression
109 Connecting 111 - Healthy 104~ Special
— Specia

109 — Good Feeling 108 — New Ideas

107 — Best Interests

100 — Attractive
108 - Confidence 108 — Escape




Meaningful services



Our consulting services support you in
Improving the meaningfulness of your brand

- Media strategy support
- Research & Analysis (ex. Meaningful Brands, Yougov) &

- Marketing & Media consultancy

- Retail Media

HAVAS Market

e-commerce from Havas

- E-Commerce

- Digital Performance & Technology

- Data Architecture & Engineering

- Data Analysis & Visualization HAVAS

Data Business
Intelligence

- Data Modeling

HAVAS



A dedicated team of consultants fully integrated within
Havas Media

HAVAS Market HAVAS

e-commerce from Havas Data Business
Intelligence

HAVAS Ko

|

. ALEC SOUMEYA HUGO BASTIEN

0 HEAD OF DATA HEAD OF DIGITAL
PERFORMANCE SENIOR MANAGER INSIGHTS & SOCIAL PARTNER
CORENTIN
CONSULTING
& DATA OPERATIONS
DIRECTOR
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THIBAULT GEOFFREY
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INSIGHTS ADVISOR
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