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Percentage of 30-Year-Olds Earning More Than Their Parents Did at 30 Broken PROF G MEDIA

By Birth Year
Median price of a home $198K $385K

100% .
Median monthly rent $847 $2,305
Avg. gas price/gal. $2.8 $3.9
Avg. annual cost public 4 yr university $3,088 $9,678

73% Median income $68K $75K
Avg. number of kids 3.6 1.9
Dual-income Households 46% 65 %

50%
Share of U.S. Adults Aged 18 — 29 Living With Their Parents
1900 - 2022

. 50%

225%
40%
30%

1940 1950 1960 1970 1980
Birth year o 1990 1950 2020 2022
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THE TIMES FOR FUN INNOVATION IS TOTALLY OVER
METAVERSE, NFT, BLOCKCHAI N, PURPOSELESS DI G

Value Driven

Cost Based : :
Profitability driven Macroeconomic uncertainty

by finance
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a short-term
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A LA REQUETE DE :

La société UNILEVER FRANCE, société par actions simplifiée au capital de

28.317.129 €, dont le si¢ge social est sis 20 rue des deux gares, 92500 REUIL-
MALMAISON, enregistrée au registre du commerce et des sociétés de Nanterre sous
le numéro 552 119 216 agissant poursuites et diligences de son président.

La Requérante

LA CUILLERE

Carte d'Or a décidé d'augmenter ses prix tout en
reduisant la quantité de produit. Notre role est de
Vous proposer vos marques préférées mais aussi
de vous alerter de ces comportements qui vous

sont défavorables.
PRIX/KG
JUSQU'A

) sur 1 _ I'E
4 21/12/2023, 09.4¢
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(.Csiafﬁchettes contiennent des propos dénigrants a I’encontre de la Requérante et de ses
produits ; M

« A VANT, MAGNUM, CA VOULAIT DIRE GRAND. Magnum a décidé
d’augmenter ses prix tout en réduisant la quantité de produit. Notre réle est de
~YOUS_proposer_vos marques préférées mais aussi_de vous alerter de ces
comportements qui vous sont défavorables. Poids -70g Prix/kgj;;{é;}:z_».: 39%»

« ,/LS N'Y VONT PAS AVEC LE DOS DE LA CUILLERE. Carte d’Or a décidé
d’augmenter ses prix tout en réduisant la quantité de produit. Notre réle est de
yous proposer vos marques préférées mais aussi de vous alerter de ces

,

comporiements qui vous sont défavorables. Poids -105 g Prix/kg jusqu’a +29% »

« KNORR FADORE J'ADORAIS. Pour votre pouvoir d’achat, nous refusons
I’augmentation de Prix / kg jusqu’a +39% que Knorr veut imposer sur le pri;c
des soupes. Ainsi, malgré tous nos efforts pour parvenir & un prix juste Ien’an.t
compte de l'intérét de nos clients, vous ne trouverez plus cette marcjue dans nos
rayons. Nous sommes désolés de la géne occasionnée. »,

{;c; messages ci-dessus laissent entendre que la Requérante aurait un comportement
cfavorable a 1’égard du consommateur. Ils reposent sur des éléments inexacts et

<t r ‘rv‘i‘{&

" Uni1i l-ewveer ma
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bDGHT BETWEEN BRANDS & RET

Big business accused of using inflation to
disguise profit hikes during cost-of-living crisis
as price gouging inquiry begins

By business reporters Kate Ainsworth and Emily Stewart

Posted Thu 21 Sep 2023 at 12:13pm, updated Thu 21 Sep 2023 at 12:22pm

PRICE
GOUGING

French politicians attempt to appease angry
farmers ahead of European elections

France's new Prime Minister Gabriel Attal paid tribute to the country's agriculture sector this weekend,
responding to the growing discontent of farm workers angry at red tape and high costs.
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YEARS OF MULTI CRI SIS HAV&. LEFT C

Disheartened Overwhelmed Uninspired
American society is It's hard to make sense of | have in American ingenuity to
dysfunctional beyond repair the world these days solve our country’s problems’

Confidence No Confidence

2011 62% 38%

2012 99% 41%

81%

2013 62% 38%

2014 63% 37%
2015 65% 35%

2023

Gen Z Millennials Gen X Boomers

Kantar US. MONITOR 2023 (Q3)
I(AN I AR 1. Sure we have problems now, but | have confidence in the ability of American ingenuity 1o solve our problems in the long run vs. | have lost confidence in the ability of American ingenuity 1o )

solve our probiems In the long run
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HYPERPOLARIZATION OF THE WORLD, OF OPINIONS, OF PEOPLE
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CONSUMERS TURNING SELFWAF

Disheartened by negativity, people are looking for
self-care through escapism, positivity, and “me time”

Give me a
BREAK
| don't pay much attention
to the news because it all 56%%
seems so negative nowadays
69% of Gen Z
| pay close attention to uAgree 42% 55%
t of the advertising |
most of the advertising | 5. ree  [IED 67%

2014 2020 (Q1) 2023 (Q3)

Give me a

REASON

A consumer shift is underway that's been hiding in plain sight, one that
can feel both obvious but also counterintuitive. After years of being so
oriented toward the problems and disruptions of the world around
them—of looking outward—consumers are turning “selfward.” This
dynamic comes with new needs for people which means new
opportunities for brands to connect with them.

Overwhelmed by financial uncertainty and moving
goalposts, people are leading with self-interest to
pursue personal wealth and ambitions

| believe I'll become rich in my lifetime
53%

36% 39%  42% e
N

2012 2014 2016 2018 2020 2022 2023

Uninspired by innovation and marketing,
people seek self-assurance through
quality, control, and relevance

The vibes of the marketplace are still decidedly off, and the macroeconomy isn’t dispelling the gloom that still permeates the

/

consumer mindset. But rather than continuing to engage with the problems of the world around them, many Americans are turning
‘selfward” as an act of self-care, self-preservation, and self-interest. Brands that stay over-rotated to the macro-forces roiling the
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