WAZD ¢
R URE

AONRS

GLOBAL STUDY

UNLOCKING THE
POWER OF
CULTURE & TRENDS



BEITTER

wavz X dR¥URe



THE 10TH EDITION
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A An online survey of 56,398 active internet users in 81 countries
A All surveys are setfompleted. The data collected is purely quantitative

A Active Internet Users are those who use the internet every day or every other
day

A They drive adoption of platforms and tools and they will determine which
tools and platforms become dominant
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56,398

81

countries

Albania*
Algeria
Argentina
Australia
Austria
Azerbaijan
Bahrain
Belgium
Bosnia & Herzegovina
Brazil
Bulgaria
Canada

respondents

representing

1./BN

active internet users
worldwide

Chile
China
Colombia
Costa Rica
Croatia
Czechia
Denmark
Dominican Republic
Ecuador
Egypt

El Salvador
Estonia

44

languages

Finland
France
Germany
Greece
Guatemala
Honduras
Hong Kong
Hungary
India
Indonesia
Ireland (ROI)
Israel

Italy

Japan
Kazakhstan*
Kenya
Kuwait
Latvia
Lebanon
Macedonia
Malaysia
Mexico
Montenegro*
Morocco

@) WE SPOKE TO PEOPLE ALL OVER THE

Netherlands
Nicaragua
Nigeria
Norway
Panama
Paraguay
Peru
Philippines
Poland
Portugal
Puerto Rico
Qatar

Romania
Russia
Saudi Arabia
Serbia
Singapore
Slovakia
Slovenia*
S. Africa

S. Korea
Spain
Sweden
Switzerland

Taiwan
Thailand
Tunisia
Turkey
Ukraine
UAE

UK

USA
Uruguay
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WAVE X: TEN YEARS OF

Web 20 The Giobal impact

Bty by Ubswirsed ACann e 2006

P it 6. 5

:THE LANGUAG\E-‘
W . CONTENT &

SOCIAL IMPACT MOMENTS o~

-
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When did we —_— —
start trusting

strangers?

INFLUENCERS SOCIAL NEEDS

BRAND RELATIONSHIPS CONSUMER VALUE

EXCHANGE WAYE X &FHB&E

MOTIVES



ARE WE IN A CULTURAL CRISIS? -&

i J;,'"
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@) WE INVESTIGATED THE BIG SHIFTS IN CULTURE

ISTRUSTN DECLINE?

HOW ARE EVENTS IMPACTING
IDENTITY?

HOW HAPROXIMITY
(SPACE & TIME) AFFECTED THE SPRE
CULTURE?
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(GLOBAL DECLINE)

Source: Wave 5 (201@Wave X (2019). Base: All Markets.
Q39 Below are a list of statements, please can you answer reflecting your opinion [Any Agree]

I INBSYSyi

g AGK

ALQY Ay Tt dzSyOSR

0e

2LIAY A2V A

[ ¢

60%
50%
40%
30%
20%
10%

0%

aKI NBR

2yt AySé RSOftAYSR y2 FTNRY 2F@0S y G2 21 @S

55%

5205 54%

48% 47%
45%

0,
45% 46% 44%
41%
36%
Wave 5 Wave 6 Wave 7 Wave 8 Wave 9
2010 2011 2013 2014 2017

—|'m influenced by opinions shared online
| trust bloggers/vloggers' opinions on products & services

42%

Wave X
2019
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@) AND THIS EROSION OF TRUST IS CONSISTENT IN EVER

OF THE WORLD

54% 9
44%  A41% > 43%  45%

48%
39%

36% 3504 41%
45% 41% 20%

3305 37% 36% 36%
27%  26%

69% 70% 68% g%

61% .
\54/0 30% 41% 45% 4606 5% A0%
o, 6% 57%  56% 53y 52‘V\ 0
49% 47% 47%  48% ° 46%  43% @ 42%

— LQY AYyTFtdzSYOSR o0& 2LIAYyAZ2YaA
Source: Wave 5 (201@Wave X (2019). Base: All markets. Q39
Below are a list of statements, please can you answer reflecting
your opinion [Any Agree]
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) WHILE TRUST IS DOWN, THE DESIRE TO BE CONNECTER
INCREASED

Source: Wave § X (20162019) All Markets.
Q46. Which of these online applications does a good job when you
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AND THIS NEED TO BELONG IS A
GROWING GLOBAL FEELING

22.7% % | 30.8%

BRAZIL

U 16.4%‘2 13.0%
FRANCE v

23.6% | 25.1%
GERMANY CHINA

10.4% 1T 17.5%

AUSTRALIA JAPAN

Source: Wave § X (20162019) All Markets. WiV; X &FHB&E
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@ WHEN STRIVING TO BELONG WE
LOOK FOR SIMILARKEIES
o >

" -

o
\
"\ ~ 11 \\

>
- . %f;:"

SOCIAL IDENTITY THEOR \

-

w

‘ GROUP

/| MEMBERSHIP
DRIVES
ACTION

GROUP
MEMBERSHIPS
ARE NOT
FIXED

SIMILARITY
IS A STATE OF
MIND
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AS WE LOOK FOR SIMILARITIES WE NEED TO UNLOCK THE
THAT SHAPE OUR IDENTITY

FACTORS ARE
VERY IMPORTANT IN DEFININ
¢l 9 !''+9w!l D9 t/4
IDENTITY

50%

Source: Wave XRemix Culture. Base: All Markets. WA V = X MH&E

C1. Please tell us, how important each one of the following is to your own sense of identity and in defining who yoware toda N
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AS WE LOOK FOR SIMILARITIES WE NEED TO UNLOCK 1&

YOUR HEALTH OR FITNESS L
YOUR FAMILY & TRADITIO

EVEL
NS

WHAT YOU DO IN YOUR FREE TIME/YOUR PASSIONS

YOUR FRIENDS

YOUR SCHOOL, KNOWLEDGE & EDUCATION

YOUR LANGUAGE

THE COUNTRY YOU WERE BOR

YOUR GENDER

HOW YOU LOO}

N IN

YOUR AGE GROUP OR LIFE STAGE

WHERE YOU LIV

E

YOUR NEIGHBOURHOO®D

A BELIEF IN THE IMPORTANCE OF SCIENCE/E
SPECIFIC SOCIAL ISSUES OR RESPON

YOUR SEXUAL ORIENTAT

YOUR CURRENT/PREVIOUS OCCUP

YOUR CULTURE'S HISTORY/FOLK

YOUR RACE OR ETHNIC

YOUR PERSONAL RELIGIOUS BELIEFS

YOUR SOCIAL CLA

YOUR PERSONAL POLITICAL BE

Source: Wave XRemix CultureBase:

IDENCE
SIBILITY
(O)\\
ATION
LORE
ITY
/[FAITH
SS
LIEES

Netherlands

38%
37%

35%

34%

31%
30%
30%
29%
28%
27%
27%
26%
25%
25%
23%
22%
22%

C1. Please tell us, how important each one of the following is to your own sense of identity and in defining who yoware toda

PleaseuseascaleoMn> gKSNB m A& ayz2i

AYERINI b yié
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GSEGNBYSTE &

48%
45%
45%
45%

THAT SHAPE OUR IDENTITY

FACT(z?S ARE

VERY IMPORTANT IN DEFININ
¢l 9 !'+9w! D9 t
IDENTITY

Fw{hb:
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CLUSTERS SHOW HOW REGIONS & COUNTRIES MOST

PROMINENTLY ALIGN AND SELF IDEMNAdds¥NDENCE MAP BY COUNTRY

200

DEMOGRAPHICS/BELIEFS Hong Kong PASSIONS

150 I Netherlands

J

Belglum‘Germalny

Belief in Importance of Science/ Evidencel@derstarﬂﬂ'YgNeighbouthOd
My Health/Fitness Level
[

100 A
witzerland

Nigeria ‘ My Race /.Ethnicity o

Algeria ‘
Malaysia PY What | Do In My Free Time/Passions

Kenya @® My Friends
How | Look
My Religious Beliefs/Faith South Africa South K°fea‘France
o 4 -
Tunisia i aly
’ Indonesia My Gender ‘
-400 -300 -200 -100 100 .My Family & Traditions
Spain

ACCOMPLISHMENTS ORIGINS

Source: Wave XRemix Culture. Base: All Markets.
C1. People define their individual identity in different ways. Please tell us, how important each one of the followiymuisoton
sense of identity and in defining who you are today (extremely important). [Excluding Sexual Orientation and PolitisasBelief
not asked in all markets]

300

®*oeo o

IDENTITY FACTOR

MIDDLE EAST & AFRICA
ASIA

EUROPE

NORTH AMERICA

SOUTH AMERICA

400
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18-34 @ 35-54

OUNG PEOPLE IN ME
ARE MORE INSPIRED

THE USA THAN THEIR @
COUNTRY

USA
USAM USA
UKEl UK
JAPANE!

MEXICO
USAM MEXICO
MEXICCZN USA
JAPANE JAPAN

2

JAPAN

[ LbC['9b/ 9 L/{

RUSSIA

USSIAN RUSSIA
USApA USA
JAPANEY UK

GERMANY

GERMAN A GERMANY
USAFA USA

UKE] ITALY

ITALYE] ITALY

FRANCE
FRANCEN FRANCE
USAPY USA
JAPANE] ITALY

ITALY

SPAIN
SPAINEN SPAIN
USARA USA
JAPANE] FRANCE

INDIA

i INDIA
USAP] USA

AUSTRALIE] AUSTRALIA

ITALYeN ITALY
USAWA USA
JAPANE] UK

BRAZIL
BRAZIEN BRAZIL
USAPA USA
JAPANE] JAPAN

Source: Wave XRemix Culture. Bas@ll Markets.

C6. Thinking about each of your interests, which other cultures inspire your own personal style and consumption prefedey2¢alt

interests combined]

CHINA
CHINAER CHINA
USAPY USA
JAPANE]

ik
5 W L in—deadatc' shown

for your market on the
next slide.

JAPAN

JAPANI
USAPY USA

S. KOREE] ITALY

FRANCE

S. KOREA
S. KOREEN S. KOREA

USAPY USA
JAPANE]

AUSTRALIA
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IN HEALTH & WELLNESS, US AND JAPANBATADICING _
WESTERN & EASTERN INFLUENCE oyt st n e

next slide.
UK

GERMANY RUSSIA

UK 59%
GERMANY 53%

USA 12%

RUSSIA 60% JAPAN

JAPAN 12%
ITALY 10%

USA 37%
CHINA 7%

ITALY 11%

USA FRANCE

JAPAN 90%

CHINA USA 21%

USA 67% S. KOREA 10%

FRANCE 72%
USA 11% ITALY CHINA 55%

JAPAN 9%

UK 7%
JAPAN 6%

JAPAN 18%

HONG KONG 14%

ITALY 69%
USA 10%

JAPAN 7% INDIA

MEXICO S. KOREA

S. KOREA 60%
USA 20%

SPAIN 53%
USA 12%
JAPAN 8%

MEXICO 39%

USA 25% INDIA 50%

USA 35%

JAPAN 17%
JAPAN 17%

AUSTRALIA 11%,

BRAZIL

BRAZIL 63% AUSTRALIA

USA 33%

JAPAN 11%
AUSTRALIA 72%

USA 26%
UK 15%

Source: Wave XRemix Culture. Base: All Markets. WAV.' X &FH%E

C6. Thinking about each of your interests, which other cultures inspire your own personal style and consumption prefedeyed¢sléalth &
17 Wellness]



@ 16-34 YROLDS ARE TIME TRAVELLERS AND DRAW @
INSPIRATION FROM MANY DECADES

DECADES THAT INFLUENCE AUDIENCES, BY AGE

50%
40%
30%
20%

10%

0%
Pre-1920 1920-1929 1930-1939 1940-1949 1950-1959 1960-1969 1970-1979 1980-1989 1990-1999 2000-2009 2010-2017 Right now

——l5-54 ==——35-44 25-34 =——16-24

Source: Wave XRemix Culture. Base: All Markets. WAV; X &FH%E

19 C8. Switching gears to pop culture and thinking about everything from music and movies, to clothing and cars, whictiafitng decades would you say influences your
attitudes, beliefs and behaviours (e.g. your music, fashion, etc.) today?
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AND ALL THE FEMALES
DO DECLARE
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A NETFLIX ORIGINAL SERIES

OCT 26

THATIAM QUITE SOCIALLY
DOMINANT FOR A
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L MUSIC BY KYLE DIXON & MICHAEL STEIN ¢« VOLUME ONE
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Q24. WHICH OF THE FOLLOWING STATEMENTS DO YO}t
DESCRIBE EACH OF THE PLATFORMS BELOW?

25%
” High Discovery/Low Influence Pinterest High Discovery/High Influence
= o
D
|_
— 20% .
S YouTube Re.dd't
3 Inste:gram
S 0
o 15% Tumbir Swarm
E N q e Discord Facebook
() i o ° ® ° i
S Sp:)tlfy Smapchat Telegram Twitch Path Twltter
T 10% ° °
= Google+ ° h
= o o WeChat
LinkedIn ¢
5% Facebook Messenger
% WhatsApp
0% Low Discovery/Low Influence Low Discovery/High Influence
0% 5% 10% 15% 20% 25%
Influences World Opinion
S : Wi XRemix Culture. B : Netherland -
leéjlr(\:(eou r:;/;thinin:t;zt ;pTa:E‘om?scean be desiribegdagysmore than one statement or that each statement can be used toesctitzn one platform. Select all WAV_ X &FH%E

21 that apply.



@) OUR PLAYBOOK TO NAVIGATE

APPROACH INSPIRATION
CULTURAL MAPPING GLOBAL TREND
CULTURE NETWORK
.‘".":c Cultural E
T — \ REMixologist

GLOBAL STUDY
Remix Culture/Wave X ‘

\ Coke

REMIX BRAND SURVEYS ‘

Custom stud
Y US Brand/Category Customization

\ J&J/Beauty | CVS/Health
Amex/Financial | Quicken/Mortgage

wavz X dR¥URe

MOMENTS TOOL
Remix Culture Pillars
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@) THE REMIX CULTURE: 4 PILLARS

¢ RESIST ++ RETROGRADE

STANDING UP FOR SOMETHING AUTHENTICIBYNOSTALIGIA

# RECREATE @ REGLOCALIZE

MIXING UP TO DISRUPT GLOBAL REACH & LOCAL CONNECTIONS




@) MARKET ANALYSIS: ERCHARIAS VARYING LEVELS OF
INFLUENCE ACROSS MARKETS

€ RESIST

South Korea

Nigeria

Taiwan

Dominican Rep.

Malaysia

Sweden
Turkey

South Africa ¢
Indonesia

Philippines INEIGEETS
Lebanon

Brazil
Singapore

Qatar
USA

77 RETROGRADE

Ukraine

Argentina

Finland
Chile

y Slovakia

Czech Rep. Kazakhstan

Kuwait

Slovenia Poland

Uruguay Bulgaria

Croatia

Denmark

Austria Italy

Switzerland Albania

Serbia Estonia

Norway
Israel

Portugal

+ RECREATE

Source: Wave XRemix Culture. All Markets
Cultural Pillars vs. Countries

Hungary Romania

_ Canada Australia Az
Bahrain

Germany
Nicaragu

Spain

Macedonia
Ireland

Colombia  Panama UK

Guatemala
Honduras
Belgium Tunisia
El Salvador
Egypt

Igeria Ecuador
rbaijan UAE

Costa Rica

Paraguay Mexico  Peru

France Morocco

Puerto Rico

)
.:\‘l

Hong Kong

Latvia :
Bosnia

Greece

Thailand

REGLOCALIZE



@ REMIX CULTURE - 4 PILLARS BY AGE

T

~~—d

16-24 25-34 35-44
® @
SIST TROGRADE GLOCALIZE
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45-54

o
CREATE

WAED @Y



E STUDIES:

REMIX
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