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Preface

Welcome to the Ipsos Almanac - where we

Ipsos Almanac 2025

look back at the events that shaped 2024 and
explore what the next 12 months have in store.

This was a year which saw the polycrisis grind

on, with inflationary hysteresis - the long-term
cumulative impact of higher prices - making voters
all over the world punish incumbent governing
parties of all political stripes, even as interest rates
fell. Whether it was the Democrats in the US, the
Conservativesin the UK, or Macron’s government
in France, angry voters were ready to sweep them
out and try any populist who might fix things.
Expectations were low everywhere - but often
disappointed.

Meanwhile, it was again the hottest year on

record. With it came a new series of extreme
weather events, whether in the form of wildfires in
Portugal and Brazil; floods in Spain, Afghanistan
and Pakistan; heatwaves and typhoons across
southeast Asia; or hurricanes in the Gulf of Mexico.

The conflicts in Gaza and Ukraine show no sign

of ending, with their impact, alongside that of
more than 100 other conflicts around the world,
continuing to reverberate and affect migration and
inflation.

Against this backdrop, with the world ever hotter
and more uncertain, we can see people retreating
to a personal sphere - our Ipsos Global Trends
report looked at Escape to Individualism, to focus
on yourself and what you can control, but also
Nouveau Nihilism, just living for today in the face of
an uncertain future.

So, sit back as our team takes you on a guided tour
of 2024. We take a look at the events that defined
the year, as we digest the implications of all those
elections and look back at the coming-together
moments like the Paris Olympics. Along the way, we
examine what successful brands have been doing
this year to really cut through, and consider how
governments can meet people’s often growing and
sometimes conflicting needs.

Thank you for being with us
during 2024 - we look forward
to discussing all of this and
more with you in 2025.

Ben Page
Ipsos CEO



THE EVENTS
OF 2024

We take a look at the past twelve months
through the rear-view mirror. For each month,
we review an event that helped shape 2024, and
reflect on its wider implications. Along the way,
we provide links to some of our key research
reports, if you want to dive deeper.

JANUARY - TECHNOLOGY

Brain chip implant in human

We live in wonder of technology: our Ipsos Global
Trends 2024 survey reveals 71% of us believe that
“we need modern technologies because only this
can help to solve future problems”. Yet, we also
worry: 57% think “technical progress is destroying
our lives”.

In January, Elon Musk announced that one of his
companies, Neuralink, had implanted its first
brain chip in a human exemplifying the potential
of technology to enhance lives, particularly for
individuals with severe disabilities, while also
accelerating innovation in neuroprosthetics and
augmented reality. However, it raises serious
ethical and privacy concerns.

From a philosophical perspective, Musk questions
transhumanism in a context where scientists are,
after doctors, those who inspire the most trust
according to the Ipsos Global Trustworthiness Index

2024(58% and 56%, respectively).

FEBRUARY - HEALTH

King Charles’ cancer diagnosis

In February, Buckingham Palace announced
that the British monarch had been diagnosed
with cancer and was receiving treatment. Just
a few weeks later, Catherine, Princess of Wales,
announced her own cancer diagnosis.

Despite the threat cancer poses, Ipsos’ Health
Service Report reveals that, across 31 countries, it
is mental health which is the biggest health concern
across the world (45%). These elevated levels of
worry appear to be a clear legacy of the pandemic.
Canceris the second top concern(38%), followed by
stress(31%).

Mental health is an even bigger problem among
women, with 51% of women saying it is the top
health concern, vs 40% of men. And this gap is
much greater among the younger generation
with 556% of Gen Z women choosing mental health
compared to 37% of their male counterparts.



https://www.ipsos.com/en/ipsos-global-trends-10-year-anniversary
https://www.ipsos.com/en/ipsos-global-trends-10-year-anniversary
https://www.reuters.com/technology/neuralink-implants-brain-chip-first-human-musk-says-2024-01-29/
https://www.reuters.com/technology/neuralink-implants-brain-chip-first-human-musk-says-2024-01-29/
https://www.ipsos.com/en/ipsos-global-trustworthiness-index-2024
https://www.ipsos.com/en/ipsos-global-trustworthiness-index-2024
https://www.bbc.co.uk/news/uk-68208157
https://www.bbc.co.uk/news/uk-68208157
https://www.ipsos.com/en/ipsos-health-service-report
https://www.ipsos.com/en/ipsos-health-service-report
https://ipsos-insight-llc.foleon.com/ipsos-thinks/generations-2024/

MARCH - EQUALITY

International Women'’s Day

In March 1911, the first ‘International Women'’s Day’
demanded women’s right to vote and to work, and
an end to discrimination. 113 years later, our 2024
International Women'’s Day survey shows that
gender equality is far from achieved.

Around half of people across 31countries think
that men are now being asked to do “too much”to
support gender equality (51%), while 46% think that
we have gone so far in promoting women'’s equality
that we are discriminating against men.

The issue of gender equality reflects the divide
between ‘progressive’ countries and those
remaining faithful to a traditional vision, or even a
retreat to old systems. Ipsos Global Trends 2024
reveals that, on average globally, 40% agree that

“the main role of womenis to be wives and mothers”

-thisranges from 82% in Pakistan and 79% in
Indonesia through to 19% in Sweden and 18% in
Portugal.

APRIL - DISPARITIES

Ipsos Equalities Index

April saw Taylor Swift officially join the annual
Forbes billionaire list, which now stands at arecord
2,781billionaires with a combined fortune of $14.2
trillion (+S2 trillion from last year). This marked

rise in wealth exacerbates public sensitivity to
economic disparities.

According to the Ipsos Equalities Index 2024, one in
two people (52%) across 29 countries say inequality
is one of the most important problems facing their
country.

Meanwhile, young people feel less empowered:
49% of Baby Boomers believe that, in their country,
people’s chances of success depend mostly on
their own merit and efforts, but for Gen Z this figure
falls to 38%.

MAY - POPULISM

Parliamentary elections in India

2024 was an exceptional year for politics, with

over 60 national elections, involving half of the
world’s population, highlighting the ongoing debate
between so-called ‘populist’and ‘democratic’
candidates. In India, Prime Minister Modi faced
criticism over his electoral promises, reflecting
broader populist themes that have been prominent
since Donald Trump’s 2016 campaign in the US.

Populism is often characterised by a dichotomy
between the ‘elites’and ‘the people’, concerns
about national identity, and a perception of national
decline. While critics view populism as nationalist
and divisive, supporters see it as a necessary
response to systemic failures.

Ipsos’ Populism survey finds three in five (57%)
people across 28 countries feel the system is
broken, and 63% tell us their country needs “a strong
leader to take the country back from the rich and
powerful”.

JUNE- NOUVEAU NIHILISM

Did you have a Brat summer?

In June, popstar Charli XCX dropped her sixth album
‘Brat’ - a clash of nihilism, hyperpop, and electronic
dance that dominated not just the charts but also
popular culture. Brat was such a marketing success
and resonated so broadly that it was named word
of the year and was even used by Kamala Harris'’

campaign.

As the polycrisis continues, and people feel
stressed and overwhelmed, Brat says it's okay to
be a bit messy, a bit chaotic, aslong as you party
through and don't give yourself a hard time.

We see the rise of this’living for the moment’
sentiment in Ipsos Global Trends under the trend

of Nouveau Nihilism. Across 50 countries, 64% say
they “live for today because the future is uncertain”.



https://www.ipsos.com/en/millennials-and-gen-z-less-favour-gender-equality-older-generations
https://www.ipsos.com/en/millennials-and-gen-z-less-favour-gender-equality-older-generations
https://www.ipsos.com/en/global-trends-2024
https://www.forbes.com/sites/mollybohannon/2024/04/02/taylor-swift-officially-joins-forbes-billionaire-list-as-one-of-14-celebrity-billionaires/
https://www.forbes.com/sites/mollybohannon/2024/04/02/taylor-swift-officially-joins-forbes-billionaire-list-as-one-of-14-celebrity-billionaires/
https://www.ipsos.com/en/ipsos-equalities-index-2024-more-quarter-gen-z-men-think-efforts-promote-equality-have-gone-too-far
https://foreignpolicy.com/2021/03/20/india-modi-jumla-election-campaign-promise-decoder/
https://foreignpolicy.com/2021/03/20/india-modi-jumla-election-campaign-promise-decoder/
https://www.ipsos.com/sites/default/files/ct/news/documents/2024-02/Ipsos%20Populism%20Final%20February%202024.pdf
https://www.theguardian.com/books/2024/nov/01/brat-wins-collins-dictionary-word-of-the-year-2024
https://www.theguardian.com/books/2024/nov/01/brat-wins-collins-dictionary-word-of-the-year-2024
https://www.bbc.co.uk/news/articles/cqqlgq7k374o
https://www.bbc.co.uk/news/articles/cqqlgq7k374o
https://www.ipsos.com/en/global-trends-2024/nouveau-nihilism

JULY - REFUGEES

Venice Biennale in Italy

The 60th International Art Exhibition in Venice,
titled ‘Stranieri Ovunque - Foreigners Everywhere,
explores themes of colonialism, imperialism, and
migration, reflecting contemporary geopolitical
issues. It sought to critique societal models and
address public fears tied to migration, which fuel
populism.

Ipsos’ Global Attitudes Towards Refugees survey
finds enduring support for refugees, with a global
average of 73% in favour of offering refuge to those
fleeing war and persecution. However, there also

remains scepticism about refugees’ intentions, with

61% viewing them as economic opportunists rather
than genuine asylum seekers, and 44% advocating
for border closures. The data also reveals
significant regional disparities, highlighting the
complex societal challenges in managing diversity
and displacement.

AUGUST - SPORT

The Paris Games

In spite of the world’s economic and political
conflicts, almost three in four(72%)agreed that
the 2024 Paris Games should have gone ahead. For
the vast majority (also 72% on average across 33
countries), Paris 2024 was an opportunity to bring
their country together.

The Games were a welcome distraction; watching
the best and brightest compete was a chance

to forget all problems and be swept up in the
spectacle. Eight in ten(80%) also say the Games
help inspire tomorrow’s generation to take partin
sport. However, rather fewer (55%) say the Games
“inspires me to participate in sport”.


https://www.labiennale.org/en/news/biennale-arte-2024-stranieri-ovunque-foreigners-everywhere
https://www.ipsos.com/en/unhcr-ipsos-survey-shows-enduring-public-support-refugees-alongside-stark-variations-attitudes
https://www.ipsos.com/en/excitement-2024-paris-games-greater-tokyo-french-enthusiasm-lukewarm
https://www.ipsos.com/en/excitement-2024-paris-games-greater-tokyo-french-enthusiasm-lukewarm

SEPTEMBER - MISINFORMATION

WHO partners with TikTok

The World Health Organisation’s Fides network
was founded in 2020 to push back against the
ongoing threat of misinformation on social media.
In September, they partnered with TikTok to
promote evidence-based content, encourage
positive health dialogues, and combat the increase
of misinformation and malinformation on digital
channels.

The spread of misinformation also poses arisk to
global stability, as identified in the AXA/Ipsos Future

Risks report. Fourin five people (78%) feel they can
distinguish between true and false information

on social media - but only four in ten (40%) have

the same confidence in others. Both risk experts
and the general population alike think they are
already seeing the consequences of misinformation
whether looking at levels of violence, terrorism,
education or the functioning of institutions.

OCTOBER - GEOPOLITICS

16th BRICS summit

In October, the 16th annual BRICS summit was held
in Kazan, Russia, under the theme, ‘Strengthening
Multilateralism for Fair Global Development and
Security’. Leaders from 24 nations attended the
event, the largest summit Russia has hosted in years
and a signal to the West amid the war in Ukraine.

At atime when global tensions are at their highest
since the Cold War, the recent expansion of BRICS+
toinclude four new members (Egypt, Ethiopia,

Iran and the United Arab Emirates) highlights

the fragmented international dynamics at play.
Ipsos’ Global Trends survey reveals a world divided
between the ‘disenchanted’in Europe, with low
support for globalisation, and the ‘optimists’in
regions like Africa and Asia.

NOVEMBER - CLIMATE

COP29 in Baku

COP29 kicked off on 11 November, bringing together
world leaders to agree on actions to tackle the
climate crisis. Climate change remains a top
concern: itisthe #1future risk for both insurance
experts and the general publicin all regions of the
world, according to the AXA/Ipsos Future Risks 2024

Report.

But as we see yet more record-breaking natural
disasters, and as the UN urges for “global
mobilisation on a scale and pace never seen before”,
are the public giving up hope?

The 2024 Ipsos Earth Day survey found fewer
people, across 33 countries, agreeing they will be
failing future generations by not taking action on
climate change, down 13 points since 2021. There
is also increasing fatalism among young men, with
almost a third (30%) of Millennial and Gen Z men
sayingitistoo late to do anything about climate
change, compared to a general average of 25%.

DECEMBER - TRUST

International Anti-Corruption Day

International Anti-Corruption Day fallson 9
December. While concern about financial or political
corruption has fallen over the past eight yearsin

our What Worries the World survey, it consistently
remains a top five worry across the 29 countries.

The 2024 Ipsos Trustworthiness Index finds
politicians the least trusted of 21 professions, with
just 15% across 32 countries saying they find them
trustworthy. Business leaders fare a little better at
26%.

This context of mistrust affects public perceptions
more broadly. The 2024 Ipsos Perils of Perception
report found one in four people across 30 countries
believe elites in their country are trying to replace
the original population, and the same proportion
think it's untrue that election results in their country
arereliable.



https://www.ipsos.com/en/11th-wave-future-risks-barometer-world-polycrisis-never-has-feeling-vulnerability-been-so-strong
https://www.ipsos.com/en/11th-wave-future-risks-barometer-world-polycrisis-never-has-feeling-vulnerability-been-so-strong
https://www.ipsos.com/en/ipsos-global-trends-10-year-anniversary
https://www.ipsos.com/en/11th-wave-future-risks-barometer-world-polycrisis-never-has-feeling-vulnerability-been-so-strong
https://www.ipsos.com/en/11th-wave-future-risks-barometer-world-polycrisis-never-has-feeling-vulnerability-been-so-strong
https://www.ipsos.com/en-uk/earth-day-2024-changing-attitudes-and-actions-towards-climate-change
https://www.ipsos.com/en/what-worries-world
https://www.ipsos.com/en/ipsos-global-trustworthiness-index-2024
https://www.ipsos.com/en/perils/perils-perception-2024

THE GENERATIVE Al
REVOLUTION

Harnessing the future

Therise of generative Al over the
past few years marks a technological
revolution, akin to the advent of
personal computers and the internet.

This transformation is no fleeting trend; it'sa
fundamental shift that’s changing the way we work,
create and connect with the world.

Michael Guidi
Chief Operating Officer, Ipsos
Michael.Guidi@Ipsos.com

The experience of 2024 illustrates just how its
capabilities are accelerating, promising to redefine
the boundaries of innovation. In years to come,
we're likely to look back and wonder how we ever
functioned without these powerful tools.

Initial reactions to generative Al were marked by
an outpouring of enthusiasm. Many saw itas a
revolutionary force, ready to transform our world
overnight. While the initial buzz has since died
down, the last twelve months have showed us how
the potential for change remains as strong as ever.

The power and the peril: navigating the risks of

generative Al

With these incredible opportunities come
significant risks. Our Ipsos Al Monitor reflects a
dual sentiment: while 53% of people worldwide are
excited about Al-powered offerings, 50% say Al
makes them nervous.

Meanwhile, in the business world, concerns
revolve around intellectual property, data security,
misinformation and ethical use.

The wonder and the worry of Al

Source: Ipsos Al Monitor 2024

‘Hallucination’, where Al produces results that
appear initially convincing but prove to be factually
incorrect, was famously the Cambridge Dictionary
word of the year for 2023. And one of the lessons
we've taken from 2024 is the need to always be
mindful of those ‘inherent biases’, where Al-
generated insights lack the nuance and diversity of
human understanding.

Researchers and research users need to navigate
these complexities to responsibly harness the
benefits of Al.


https://www.ipsos.com/en-us/ipsos-ai-monitor-2024
https://www.cambridge.org/news-and-insights/hallucinate-is-cambridge-word-of-the-year-2023
https://www.cambridge.org/news-and-insights/hallucinate-is-cambridge-word-of-the-year-2023
https://www.ipsos.com/en/ipsos-ai-monitor-2024-changing-attitudes-and-feelings-about-ai-and-future-it-will-bring

Responsibility matters

To mitigate the risks and maximise the benefits of
gen Al, we've developed an evaluation framework
here at Ipsos to guide us. It focuses on three core
pillars: truth, transparency, and trust.

01 Truth: Rigorous validation of Al-generated
outputsis paramount. Human expertise
remains crucial in assessing the accuracy and
relevance of Al insights.

The combination of Al's
computational power with
human creativity can achieve
remarkable results

The HI + Al partnership

The true magic of generative Al lies in its synergy
with human intelligence (Hl).

By leveraging Al's computational power together
with human creativity and critical thinking we can
achieve remarkable results.

02 Transparency: Understanding how Al arrives
atits conclusions is essential. We must
challenge the ‘black box’ nature of some Al
systems and demand explainability.

03 Trust: Ethical considerations should be at
the forefront of Al implementation, to ensure
fairness, compliance with legal regulations,
and responsible data handling.

And, in our profession of market research, this
partnership is already allowing us to analyse vast
amounts of data, identify emerging trends, and
develop innovative solutions with unprecedented
efficiency.

Prompt engineering and the art of asking the right

questions

We've found prompt engineering to be a crucial
aspect of working with generative Al. This involves
crafting precise and effective prompts to elicit
the desired outputs from the Al. The ability to ask

the right questions has always been a core skill in
market research, and it's now translating directly
into the realm of Al interaction.

This year we've been struck by how well-crafted
prompts, sometimes spanning multiple pages,

can unlock the full potential of generative Al and
generate truly thought-provoking results.

A catalyst for innovation and transformation

No surprise then, that McKinsey's global analysis
finds 65% of businesses now reqularly using gen Al,
twice the level in 2023.

At Ipsos we've been deploying gen Al in a whole
range of areas, from knowledge management
platforms to persona bots, and from digital twins
to advanced signal detection tools. All of which is
helping us and our clients to transform data into

Generative Al is not just a tool.
|lt's a catalyst for innovation and
transformation. It enables us
to do things faster, better, and
more creatively.

15

actionable intelligence, driving growth and success
across diverse sectors.

There's an element of democratisation in all of this,
with more powerful insights becoming available

to more teams, enabling marketing professionals,
C-level executives, and other decision-makers to
make smarter and faster decisions with greater
confidence.


https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai

Where next? The synthetic data oasis

Synthetic data may not be a new concept, but its
use in Al applications is a potential game-changer,
enhancing our ability to simulate real-world
scenarios.

This approach offers new possibilities for data
analysis and interpretation, while safeqguarding
privacy.

We've been busy exploring how it can be leveraged
to create robust models that mirror real-life

The future is bright

So, the integration of generative Al into the insights
industry isn't just a trend; it's a necessity. 2024

has illustrated in so many ways how this powerful
technology can revolutionise how we collect,
analyse, and interpret data.

Combined with acommitment to responsible
implementation, we can unlock the full potential
of generative Al and usherin a new era of insights-
driven decision making.
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complexities, providing clients with insights that are
both comprehensive and ethically sound.

But, like any oasis in a vast technological desert, it
comes with the risk of mirages. Take alook at our
POV ‘Synthetic Data: From hype to reality’ foran
exploration of the promises and pitfalls of synthetic
data, quiding us towards responsible adoption and
impactful applications.

The future of insights is bright, powered by that
dynamic partnership between human intelligence
and artificial intelligence.

THE GEN Z GENDER GAP

Why we need to go beyond simple

generalisations

Alex Candido dos Santos

Marketing & Communications Manager, Ipsos in Brazil

Understanding Gen Z has not only
been one of the main objects of study
for researchers and behaviourists in
recent years, but also a true obsession
for brands.

Itis entirely justifiable; we all want to get into the
minds of these new consumers to think about
developing products and services that are more
aligned with this group’s expectations.
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Alex.Santos@Ipsos.com

Generation Z-born between 1996 and 2012 - is
the first generational group considered ‘social
media natives’, not just ‘digital natives’, as was
said of Millennials who were born with the PC. As
this generation was born digital, with constant
access to the internet and social networks, more
dynamic behaviour was expected, seeking agility
and expressing non-conformity with the pre-
established modelsin force in society. These
characteristics are, in fact, striking traits of Gen Z.
But the generalisations stop there.



https://www.ipsos.com/en/synthetic-data-hype-reality-guide-responsible-adoption
https://ipsos-insight-llc.foleon.com/ipsos-thinks/generations-2024/

While previous generations seemed more
homogeneous in their behaviours and opinions, Gen
Z, right away, reveals itself to be full of nuances -
thisis particularly evident when we break it down by
gender. While women are increasingly progressive
in their opinions, compared with women of previous

Has equality gone too far?

generations, Gen Z men not only do not follow this
trend, but in some contexts, they have become

as or more conservative than men of previous
generations. This is one of our key takeaways from
Ipsos’ public opinion polling in 2024.

% responding that efforts to promote equality in their country have “gone too far”

Source: Ipsos Equalities Index « Base: 21,759 online adults under the age of 75, interviewed 23 Feb - 8 Mar 2024.

Permissibility of abortion

Q. Thinking of abortion, which of the following is closest to your personal opinion?
(% Abortion should be legal)

Source: Ipsos| Global Views on Abortion « Base: 23,348 online adults under the age of 75, interviewed 23 June - 7 July 2023.

Brand support for LGBT people

0. To what extent do you support or oppose the following: Companies and brands
actively promoting equality for LGBT people (% support)

Source: Ipsos Pride Survey 2024 - Base: 18,515 adults aged 18-74 in Canada, Republic of Ireland, South Africa, Tirkiye, and the
United States, 20-74 in Thailand, 21-74 in Singapore, and 16-74 in all other countries, polled between Feb. 23 - March 8, 2024.
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Have we gone so far in promoting women'’s equality that we are
discriminating against men?

% agree

Source: Ipsos | International Women's Day « Base: 24,269 online adults aged 18-74 in Canada, Republic of Ireland, Malaysia, New
Zealand, South Africa, Turkey and the United States, 20-74 in Thailand, 21-74 in Indonesia and Singapore, and 16-74 in all other
countries, 22 December 2023-5 January, 2024

The 2024 edition of Ipsos Global
Trends also provides more insights

on this greater conservatism in the
views of male respondents from
this generation.

The main role of women
in society is to be good

mothers and wives?

% agree

Source: Ipsos Global Trends 2024. Base: 50,237 adults surveyed across 50 markets between 15 February and 23 April 2024.
For full methodology see ipsosglobaltrends.com.
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A global phenomenon

This gender divide is a global phenomenon.
According to The Financial Times, in the United
Kingdom, women under 30 are 25 percentage
points more progressive than men in the same age
group. In Germany and the US, this difference is
even greater, with young women 30 percentage
points more liberal than young men.

Itis worth noting that, in general, Generation Z
continues to be the segment of the population most
engaged in activism for climate causes, gender
identity issues and sexual freedom.

However, especially among young men, this
generation already has a nostalgic tendency. This
is part of a broader global trend of a Retreat to Old
Systems. According to the Ipsos Global Trends
survey, 62% of menin this age group say that
they “would like their country to be the way it used
to be”, compared to 50% of women in the same

Ipsos Almanac 2025

cohort. The nostalgia of Gen Zmen is also greater
than that of Millennial men (55%).

Another question in the same survey: “given the
choice, | would prefer to have grown up at the

time when my parents were children” shows 57%
agreement among men in Generation Z. Among Gen
Zwomen, only 46% agree.

0. Given the choice, | would prefer to have grown up at the time when my

parents were children

(% agree)

Gen Z men

Gen Z women

Source: Ipsos Global Trends 2024. Base: 50,237 adults surveyed across 50 markets between 15 February and 23 April 2024


https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/global-trends-2024
http://ipsosglobaltrends.com
https://www.ft.com/content/29fd9b5c-2f35-41bf-9d4c-994db4e12998
https://www.ipsos.com/en/global-trends-2024/retreat-old-systems
https://www.ipsos.com/en/global-trends-2024/retreat-old-systems
https://www.ipsos.com/en/global-trends-2024

A discussion that goes far beyond the issue of gender

But it would be simplistic to say that it boils down
to this. Even within the male segment of Gen

Z, different ‘tribes’ coexist, with very divergent
behaviours and opinions - a result of the ‘age

of algorithms’ that has led to the emergence of
countless niches.

Social media, especially TikTok and Instagram -
the preferred platforms of Generation Z-play a
crucial role in the fragmentation of behaviours

and perceptions within this generational group. In
these media, the algorithm is designed to create
silos - those famous ‘bubbles’ - which makes it
increasingly difficult for individuals with diverse
and distinct views to have conversations, even
among people of the same age group, since groups
are ‘formed’ through segmentations based on the

What this means for brands.
To create closer and more
lasting bonds with Gen Z, a
more granular segmentation
needs to be considered.
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search profile of users. And, because Generation
Z was born within this digital environment, it is
impacted and niched in a much more intense way
than its predecessor generations.

This lack of homogeneity, or rather, this plurality

of profiles within Generation Z, poses a huge
challenge for brands. It is no longer possible to think
of strategies that speak to an entire generation.

To create closer and more lasting bonds, a more
granular segmentation needs to be considered.

And, in societies that are still as polarised as those
we live in almost every nation in the world, this is
justanother layer of complexity in understanding
people’s behaviour.

IS ESG DEAD?

We would call 2024 a ‘flip flop’ year
for ESG and sustainability - two steps
forward, one step back.

It was a year which saw major companies being
criticised for ‘paring back’ their sustainability
ambitions ... and those same companies then
declaring they remain committed, but to a more
focused, realistic set of priorities. In September,
the FT released a film entitled "Who killed the ESG

party?’which led to an article entitled 'ESG is Dead.

Longlive ESG'-advising us to urgently address the
tension between profitability and sustainability.

It's easy for businesses to deprioritise
sustainability, when the obvious change that is
required to deliver to the needs of the planet and
its people can run counter to the demands of the

23

Sue Phillips
ESG Global Lead, Ipsos
Sue.Phillips@lpsos.com

loudest stakeholders. Growth and profitability -
impacted by geopolitical conflict, inflation and
the integration of Al, to name a few - command
more urgent attention in the boardroom than
sustainability.

However, the upcoming Ipsos ESG Council report,
due in January 2025, reveals that while 55% of Chief
Sustainability Officers agree that some leaders are
diluting their commitments to ESG, 90% agree that
ESG is fundamentally changing the way businesses
operate, up from 83% in 2023.


https://www.ft.com/video/1eeebd90-25d4-4421-a175-deedcdbf9c18
https://www.ft.com/video/1eeebd90-25d4-4421-a175-deedcdbf9c18
https://www.ft.com/content/47b334a9-69eb-4cd0-af22-6ad0b92c0ef6
https://www.ft.com/content/47b334a9-69eb-4cd0-af22-6ad0b92c0ef6

Climate convergence

We are heading for environmental disaster unless we change our habits quickly
(% agree)

The role of legislation

Legislation will certainly have had an impact.
2024 has seen companies in Europe who turn
over €40m+ preparing to comply with the CSRD
(Corporate Sustainability Reporting Directive)-a
European Union law that requires all large and
listed companies to disclose information on what
they see as the risks and opportunities arising
from social and environmental issues, as well as
on the impact of their activities on people and the
environment. The intention behind the legislation is
for businesses to send a clear message to society,
capital markets and other stakeholders that their
longer-term approach to value creation must be
aligned with a sustainable economy.

In theory. Flip. Flop.

The CSRD has faced significant criticism - the
main one being the excessive reporting of

1,000+ data points and the burden this places on
businesses, which has prompted calls for the EU
to simplify its sustainable finance rules to ease
disclosure burdens. This is compounded by the
recent postponement of the EU deforestation
law (delayed under mounting pressure from the
German government)and the recent calls to amend
or postpone the 2035 ban on internal combustion
engine cars.

How does this government and corporate ‘flip flopping’

impact the global public?

Climate convergence was one of Ipsos’ nine Global
Trends for 2024. People are now very clear; 80%
agree we are headed for environmental disaster
without rapid change to our habits.

Why convergence? Because a decade ago, there
was a 34-point gap between China and the US -two
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of the most divergent markets on this question.
This gap has now shrunk to 12 points with China’s
enthusiasm waning (likely because they have seen
some improvement in air quality) while the UK

and the US have increased (likely because of the
growing frequency of extreme climate events).

Source: Ipsos Global Trends. Base: 500-1,000 adults aged 16-75(18-75 in US) per market per year from 2013 to 2024

The debate is no longer whether
climate change is occuring.

It is now focused on the
trade-offs required to meet

the net zero goals which will
stabilise these events.
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Who should take responsibility?

Ipsos Global Trends 2024 finds 77% across

50 markets saying that companies do not pay
enough attention to the environment and 81% say
companies’impacts on the environment should be
subject to closer government control. That said,
when asked which groups or individuals need to
take action first and foremost to help improve

the environment and fight climate change in their
country, 62% say the government - higher than any
other group.

People acknowledge that they, too, need to take
action, and indeed 72% say they are already

“doing all they can” to save the environment. You
could interpret this as outrage and frustration

at companies’inaction - but a more empathetic
perspective would be to hear the lack of agency
people feel to impact further progress. There's a
need to bring consumers along the sustainability
journey and engage them in the development of
new offers, telling the positive story of progress and
help them play their role in it.

So, where do ESG and sustainability go from here
after this flip-flop year?

There is some light that demonstrates that progress is

being made

The EU achieved anet 8% reduction in greenhouse

gas emissions in 2023 compared to the previous
year, the largest drop in decades, a trend primarily
driven by EU industries. The first quarter of 2024
also continued in the same direction.

Also, data from the recently published Green Market

Flash Eurobarometer, conducted by Ipsos on behalf
of the European Commission, indicates that an
increasing number of companies are engaged in
reducing their energy consumption.

Earth Overshoot Day marks the date when humanity
has exhausted nature’s budget for the year. In 2024,
this fell on 1 August, which sounds like pretty bad
news. Essentially, the Earth used up its annual

nature budget in seven months! The (somewhat)
good news - this has been pretty stable for 10 years.

Source: EarthOvershoot Day 1971-2024 https://overshoot.footprintnetwork.org/
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https://www.ipsos.com/en/global-trends-2024
https://climate.ec.europa.eu/news-your-voice/news/climate-action-progress-report-2023-shows-largest-annual-drop-emissions-decades-2024-10-31_en#:~:text=According%20to%20the%20latest%20Climate,during%20the%20Covid%2D19%20pandemic.
https://climate.ec.europa.eu/news-your-voice/news/climate-action-progress-report-2023-shows-largest-annual-drop-emissions-decades-2024-10-31_en#:~:text=According%20to%20the%20latest%20Climate,during%20the%20Covid%2D19%20pandemic.
https://ec.europa.eu/eurostat/web/products-eurostat-news/w/ddn-20240816-1
https://ec.europa.eu/eurostat/web/products-eurostat-news/w/ddn-20240816-1
https://europa.eu/eurobarometer/surveys/detail/3221
https://europa.eu/eurobarometer/surveys/detail/3221
https://overshoot.footprintnetwork.org/
https://overshoot.footprintnetwork.org/

In spite of it all, there are signs of hope

But how much more progress would we be making
without the polarisation and politicisation of the
terms DEI, Sustainability and ESG? Research by
Maslansky and Partners suggests‘responsible
business’is a term that does not polarise. Moderates
view it as a moderate agenda, and conservatives
view it as a conservative position - essentially,

each group feels a sense of connection with this
term and it has the potential to resonate with all

To quote the World Wide Fund
for Nature:

“We are the first generation to
know that we are destroying the
planet... and the last one that
can do anything about it.”

Stop the flip-flopping and let's
support responsible business to
do something about it!
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stakeholders. Oras Harvard Business Review (Sept/
Oct 24) highlighted, “Being a responsible business
requires having a clear purpose - and that requires
clear understanding of what the company can and
cannot do to address societal and environmental
challenges while providing long-term returns for

its shareholders”. We would add that bringing
consumers along with companies on this journey can
only accelerate the impact on the planet.

POPULISM

Stasis in a year of change

Sarah Feldman

Editorial Director, Public Affairs,
Ipsos in the US
Sarah.Feldman@Ipsos.com

Cliff Young

President of Public Affairs,
Ipsos in the US
Clifford.Young@Ipsos.com

This year, 2024, is arguably the largest political experiment in human history, with
roughly four billion people going to the polls in 70-plus countries.

Itis now clear that around the world establishment
governments crumbled; the public expressed
tremendous dissatisfaction with those in power.

While the peculiarities and drama of individual
elections can create alot of noise, it is critical
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to take a step back and notice the theme in the
electoral results this year: populism. Itis the
connective thread throughout each discrete
electoral event, and an organising force that will be
with us for some time.


https://maslansky.com/responsiblebusiness/
https://maslansky.com/responsiblebusiness/
https://hbr.org/archive-toc/BR2405
https://hbr.org/archive-toc/BR2405

Populism is a political strategy, often harnessing
anti-elite sentiment, employed by a political
entrepreneur with some specific aim, usually
electoral, in mind. Any successful political
entrepreneur hoping to utilise this strategy depends
on two pillars:

01 Popular support for anti-establishment
actions; and

02 Astructural opportunity, such as economic
pressures or changing demography, that
makes taking political risks palatable.

But this didn't all begin in
January of 2024.

The foundations that created
the opportunity structure for
populism existed long before
billions of people around the
world hit the ballot box.

Taking a tour of elections around the world, it's clear
that this political strategy is alive, well, and winning
elections that cut across the political spectrum.
President-elect Donald Trump, hailing from the
right, won in the United States and exemplifies this
trend. However, the Tories, the United Kingdom'’s
traditional party of the right, were kicked out

too. Anti-establishment candidates won big, like
Sheinbaum in Mexico, and Subianto in Indonesia.
Long political reigns in South Africa and Japan
came to an end. This year anti-establishment
candidates seem to be winning the day, as the
public rejects the status quo and those in power.

To start with, economic pressures have been
pushing the world toward populism. Take for
example, the inflation the world experienced
coming out of the pandemic. This certainly
generated acute economic pressures pushing us

The world is changing

Globally, younger generations are more likely to
identify with the LGBTO+ community. They are more
likely to support gay marriage, an issue that has
grown more popular over the past decade. Younger
generations around the world are also more likely

to see themselves as feminists (even as some Gen Z
men show signs of becoming more conservative).

Generational replacement is driving this change.
What makes younger people different on these
issues from their older counterparts?

One crucial factor fuelling this change is higher
levels of education attainment. In the US and
around the world, younger generations are more
educated than older ones. However, education is
not the sole driver of this change. Countries growing
more diverse ethnically and racially, along with the

Politics is always about
differences.

What sets this apart is that

the crux of the growing divide
today is more essential, driving
directly at how countries and
people see themselves.

toward populism. However, these undercurrents
existed before this period too. For the last decade
and a half, the legacy of the Great Recession has
also been exerting this populist pressure on the
Western world.

expansion of information via social media and other
technologies, also drive these differences too.

Critically, differences due to younger generations
replacing older ones are more enduring than people
just changing their opinions. In other words, these
changes will be with us for the long term.

But, with every action, there is an equal and
opposite reaction. That is to say, there is a pointed
political reaction to these social or demographic
changes. Political parties absorb and respond to
these reactions, which heightens political fault
lines, polarising politics not just on what should

be done(i.e., policy) but on who a nation or party
represents(i.e., national identity)


https://www.ipsos.com/en/populism-remains-strong
https://fortune.com/2024/08/19/2024-us-presidential-election-changing-america-expect-conflict-next-generation-top-pollster-politics/
https://www.ipsos.com/en-us/ipsos-pride-survey-2024-gen-zers-most-likely-identify-lgbt
https://www.ipsos.com/sites/default/files/ct/news/documents/2024-06/Pride-Report-2024_2.pdf
https://www.ipsos.com/sites/default/files/ct/news/documents/2024-06/International-Womens-day-2024-report.pdf
https://www.statista.com/statistics/184260/educational-attainment-in-the-us/
https://ourworldindata.org/global-education#:~:text=The%20world%20has%20gone%20through,literacy%20rates%20have%20greatly%20improved.

A fundamental rift

Think of ‘"Make America Great Again’- Trump’s slogan
that has been a centrepiece in American politics

for nearly a decade. What does this call back to?

It evokes an America that was white, Christian,
native-born, and English-speaking. The America of
Vice President Kamala Harris and the Democrats
symbolises a different ideal - a more multi-cultural,
diverse nation.

These feelings and movements are driven by a
systemic distrust of established elites and are
characterised by decisive majorities of the public
believing that “the system is broken” or “the country
needs a strong leader to take it back”. Thisis not
just an American phenomenon, Brexit, Modi, Lopez
Obrador, Le Pen and others are born of the same
moment. The conflict between ‘what was’and ‘what
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will be'is the central tension in our politics today,
bothin the US and in many other countries.

As the year of the greatest democratic experiment
in history draws to a close, the questionis: how do
populists govern and enact policy in line with their
goals? Or, how do populists influence governments
and institutions, and play upon these fault lines if not
in power?

Ultimately, this anti-establishment populist moment
is not going anywhere anytime soon. Expect
heighted uncertainty and conflict for the next
generation. These demographic and social trends
will take time to work within the body politic. In the
meantime, get ready for tension and turbulence.

CRACKING BRAND
SUCCESS

Context reigns supreme

Isabelle Fortin
Global Activation Leader, Brand Success, Ipsos,
Isabelle.Fortin@lpsos.com

In 2024, context is no longer a mere backdrop for brands; it's the very stage
on which success is built. The crucial role of context has been a major topic of
discussion, notably in the marketing world at Cannes Lions 2024.

Yet, harnessing context requires curiosity. In the
business world, curiosity about people, consumers,
citizens, patients, and the world around them offers
a competitive edge to marketers and business
owners.

into the evolving attitudes and values of individuals
across the globe.

Inthe brand sphere, Ipsos R&D consistently shows
how leveraging context can empower brands

to resonate with audiences and achieve their
objectives. Alongside this, successful brands must
also act with genuine empathy and shape unique

Ourannual Global Trends survey provides a holistic
understanding of the macro context by delving
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https://www.ipsos.com/en/populism-remains-strong
https://www.ipsos.com/en/ipsos-global-trends-10-year-anniversary

Ipsos Almanac 2025 Ipsos Almanac 2025
expectations. Yet reaching Brand Success all starts Success in today’s dynamic landscape: the context The message is clear.
with a thorough understanding of the context. of the world, the context of technology, the context Be CUFiOUS' Brands that harness
of people, the context of diversity. ; . ,
Among the many shades of context in 2024, we've context, allgn with people S
identified four which provide aroadmap for Brand values and offer tangible
solutions are better positioned to
The context of the world: navigating the polycrisis thrive in a fragmented world.
The backdrop of 2024, marked by half the survey have a favourable opinion of brands vs 50%
world’s population having elections and ongoing who say the same of politicians and the press.
uncertainty, presented a unique challenge for
brands. The polycrisis - that confluence of Moreover, 69% of consumers say they are more
global challenges - created a credibility vacuum, likely to buy brands that align with their personal
underpinned by an ongoing lack of trustin values, up from 53% a decade ago.
politicians and the media.
Examples such as AXA's ' Three Words'and

This uncertain context has presented an Renault's‘Cars to Work’ campaign demonstrate how
opportunity for brands to step up and fill the brands can actively support people amidst global
void, acting responsibly and addressing societal challenges and earn trust and loyalty in the process.
concerns. Anunprecedented 77% of people in our

A ettt Brands

nongoing lack of trustin

politicians and the media presents 77%

an opportunity for brands to step up

and fill the void.

0. Do you have Personalities .

afavourableor - The context of tech: Al as a co-pilot

unfavourable opinion of... 48 /o

Therise of Al dominated conversations at the At Ipsos, we've been exploring a blend of Human

% favourable Cannes Lions 2024 International Festival of
Creativity, with industry leaders like Elon Musk (X,
Tesla, Space X)and Alex Schultz(Meta) offering

Intelligence (Hl) and Artificial Intelligence (Al).

Politicians and press
50 O/o contrasting perspectives on its potential impact.

While concerns about Al replacing human creativity
persisted, a consensus emerged around the idea of
Al as a’co-pilot’, augmenting human ingenuity rather
than supplanting it. Microsoft, Google, and other
tech giants emphasised the importance of human-
centred creativity, eveninan Al-driven world.

Source: Ipsos polling, 2023-2024
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https://www.ipsos.com/en/brand-success
https://www.ipsos.com/en-us/future-risks-barometer-world-polycrisis-never-has-feeling-vulnerability-been-so-strong
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/global-trends-2024
https://www.youtube.com/watch?v=PZrR8l88PCE
https://www.youtube.com/watch?v=2ldxbO13nQA
https://www.canneslions.com/
https://www.canneslions.com/

Pedigree’s award-winning campaign
‘Adoptable’illustrates the positive
applications of Al, powering the dog

food brand on its mission to end dog

homelessness.

Watch the case study

Technological
cognitive polyphasia

But our awe of technology is
accompanied also by worry - a tension
identified by the Technowonder trend in
our 2024 Ipsos Global Trends report.

Sevenin ten people(71%)in our
global survey agree we need modern
technology to solve future problems
- but eight in ten(78%) think new
technology will lead to further loss
of privacy and over half (57%) think
technological progress is destroying
our lives.

Ipsos Global Trends

Harnessing the 2024 unique context around gen Al,
Deutsche Telekom confronted the topic of online
safety for children with a moving creative featuring
young Ella as the hero character. Ella alerts her
parents to the danger of posting pictures of their
kids on the web. The ad shows how with Al it is now

possible to create a fake grown up digital version
of your child, where their identity could be stolen or
used maliciously. The campaign resulted in a Gold
PR Lions for Deutsche Telekom and a guarantee of
goosebumps for viewers.

What it means for brands.

The rising use of generative Al as
a co-pilot will increasingly impact
how brands ideate, innovate and
communicate. While the use

of generative Al alone doesn't
guarantee success, it's likely that
brands that do nothing will lose
ground.

The context of people: empathy as the North Star

Inthe gen Al era, it's more important than ever to
focus on people. Empathetic marketing involves
understanding and addressing customer needs
-butitis more than that. It is about connecting
emotionally, by acknowledging people’s beliefs,
perspectives and motivations, and genuinely caring
about making their lives better.

Empathy is more than a hug, it is about offering
products and solutions that add to people’s lives.
And Ipsos meta-analysis confirms that empathy not
only drives Brand Choice but can also be a driving
force for effective creativity.
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IKEA's Bronze Lions winning campaign’Life is Not

a Catalogue'illustrates this point. Building on the
insight that many people don’'t relate to how homes
are portrayed in the media, IKEA demonstrated
that their products are not made just for ads but for
real life. Through a series of brutally honest print
ads depicting how homes are really lived in, IKEA
proved that their furniture and products stand up to
everyday situations.

By demonstrating empathy in a bold way, IKEA
shifted its brand image from aspirational to
relatable, proving again the power of empathy in
connecting with audiences on a deeper level.


https://www.youtube.com/watch?v=ZgRQ5UCbMBg
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en-us/acting-empathetic-marketing-mindset
https://www.youtube.com/watch?v=IbEjxG0FqPM
https://www.youtube.com/watch?v=IbEjxG0FqPM

Insight alert for brand owners
and advertisers.

Empathy can create bonding
connections, guiding consumers
to choose your brand more often.

The context of diversity:
positive representation matters

In 2024, Dove celebrated the 20th anniversary of Authentic and positive representation of gender in I H E VI Ew I Ro M H E R E

its ‘Real Beauty’ campaign. Meanwhile, French advertising works. Ipsos R&D shows that when a
tech company Orange received record views on creative depicts women in a genuine and authentic
social media and Cannes Lions recognition for their way, they are 20% more likely to score highly on Our teams from six major economies tell us about
‘Les Bleues’ campaign, which challenges gender Brand Choice and 35% more likely to score highly on the events that shaped 2024 in their country, and
stereotypes in women'’s football. Brand Relationship. give their perspectives on what to look out for in
2025.

In today’s dynamic and a

fragmented world.

Brands that build on a cultural a

understanding of their markets
will be better equipped to
represent people in an authentic
way, ensuring better success.
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BRAZIL
A shifting landscape

Amidst the nervousness of the headlines, economic
turmoil and media crime that rightly capture the
attention of most Brazilians, unseen shifts are
taking place at deeper levels, often imperceptible
but with the potential to transformin the long term.
Just as tectonic plates slowly shape the surface of
the planet, these quiet changes are fundamentally
reshaping Brazil's social, economic and cultural
landscape.

The most relevant concerns for Brazilians continue
to be related to basic human needs: crime/violence
and healthcare remain the most cited concernsin
Ipsos’ What Worries the World study. Brazilians are
also particularly concerned about climate change
and environmental threats, jaded by a disturbingly
increasing number of recent extreme events
affecting several regions. Getting through the day is
stilla worryingly pragmatic task for most citizens.

The inexorable demographic changes, for which
Brazil is a poster child, are bringing about profound
changes that have just been announced: divorces
are on the increase, single-person households
have risen to almost 20%, while those headed by
women now account for half of all households, and
the number of households with same-sex parents

has increased by 550% in 12 years. The traditional
family of parents and children living together is
now officially a minority in the country (45% of all
households).

Some global trends are particularly representative
of the way most Brazilians think today:

«  While 93% use social media(vs. 82% globally),
68% believe that technology will destroy our
lives(vs. 57% globally) - which, when you think
about it, is not as paradoxical as it seems.

- Lackof perspective and purpose (62% of
Brazilians believe they should focus on the
present because the future is unpredictable,
vs. 46% 10 years ago), which leads to one in
four young people (aged 18-24) not studying or
working.

- Brandsemerge as a potential source of trust,
as Brazilians strongly support brands that align

with their own values(78%, up +27pp in 10 years).

Foracompany orabrandtoignore these
fundamental social movements could be like
building a house on a fault line...

CHINA
A quiet year with subtle changes

2024 has been arelatively quiet year for China, with
no major breakthroughs or changes. The economy
remains stable, with a growth rate of around 5%,
and the Consumer Price Index grew by 0.1% year-
on-year in the first half of 2024. In September

and October, China introduced the new stimulus
package to promote high-quality economic
development, and the stock market responded
immediately. The business world is also quieter than
usual, but with subtle changes that reveal profound
trends. Take these three examples:

01 Avideo game called ‘Black Myth: Wukong’
became a huge hit, selling 20 million copies
and earning $961 million in its first month. This
surprised many and marked a milestone for
China’s entertainment industry. Its success
highlights a key lesson: cultural resonance
through traditional storytelling in a modern
format appeals to consumers, especially in
China. The game’s production by a startup
rather than a giant signals a preference for
innovation over established companies. This
mirrors results from Ipsos’ 2024 Global Trends
survey, which shows a high value placed on
tradition (86%)and new technology (69%)in
China.



https://www.ipsos.com/en/what-worries-world
https://www.ipsos.com/en/global-trends-2024
https://www.ipsos.com/en/global-trends-2024

The 2024 Global Trends survey
found that 81% of Chinese
support switching to electric
cars, compared to the global
average of 58%.

02 Thelaunch of Xiaomi’s SU7 car model in March
saw 50,000 bookings in 30 minutes, illustrating
China’s strong and dynamic Electric Vehicle
(EV)sector. In September 2024, China's EV
penetration rate exceeded 50% of total
vehicle sales. The 2024 Global Trends survey
found that 81% of Chinese support switching
to electric cars, compared to the global
average of 5b8%. Xiaomi’'s success reflects the
convergence of consumer electronics and
automobiles. Its founder, Lei Jun, leveraged his
33 million TikTok followers to raise the profile
of the NEV sector, prompting other brands to
rethink their marketing strategies.

03 After adecade of soaring e-commerce,
offline retail is making a comeback. Miniso
exemplifies this with its shift from $1.50
products to IP-partnered items, increasing
emotional value and margins. The company
has grown steadily, opening larger stores
and expanding internationally. In landmark
overseas locations, 80% of sales come from IP
products. Recently, Miniso acquired Yonghui, a
major Chinese supermarket, aiming to emulate
the Costco model with superior services
and experiences, signalling its belief in retail
growth.

The three examples above may not seem as
significant as those of recent years, but behind

the subtle signals are some fundamental shifts in
consumer attitudes and behaviour that will reshape
the business landscape for the next decade.

FRANCE

Populism, economic strains,

expectations

The past year in France has been marked by three
things: on the political front, the rise of populism;
on the economic front, inflation and austerity
measures that have affected consumer behaviour
and challenged the government; and on the
marketing front, new expectations of advertising
and brands. We can see the impacts of these
developments across many areas:

Change in consumer behaviour

Due to inflation since 2022, consumers have

cut back on essential spending, favouring hard
discount distributors such as Shein and Temu,

and alternatives such as second-hand goods. Ina
context of rising taxes and constraints, the French
are not expected to return to previous habits, a shift
that challenges traditional and mid-range brands.

and evolving consumer

Ecology vs. economy

Given the pressure on public finances, the energy
transition risks being the big loser in the ‘ecology
vs. economy’ debate. Pension funding, social
protection, the army, etc., are seen as priorities.
And without investment in renewable energy,
France will not be able to decarbonise its economy
or meet European targets for 2030, while remaining
dependent on fossil fuel imports.



Antidotes to gloom

The winners of the 2024 Cannes Lions show that
the more difficult the context becomes, the more
brands need to position themselves as antidotes to
gloom. The winning ads resonate with the nouveau
nihilism, with more French people adoptinga'YOLO’
(You Only Live Once)vision of consumption, because
“the important thing is to enjoy life today, tomorrow
isanother day”, an idea shared by 68% in 2024, up 10
points compared to 2013 (Ipsos Global Trends).

With more French people adopting
a'YOLO'(You Only Live Once) vision
of consumption, because “the
important thing is to enjoy life
today, tomorrow is another day”,
an idea shared by 687% in 2024,

up 10 points compared to 2013.

Sharing experiences - an opportunity for brands

Despite the gloom, people crave experiences,
togetherness and special moments. The Paris
Olympic Games responded to this with a real before-
and-after effect: while the French were ranked 28th
out of 33 countriesin terms of interest a few weeks
before the Games, afterwards 65% had a positive
opinion of the Games and 66% thought that they had
a positive impact on France's image in the world.
This should encourage brands to sponsor more
major events(concerts, competitions, e-sports
etc.), both to be associated with exceptional
moments and to connect with new generations.

INDIA
A work in progress

Across India, there are endless signs warning of
inconveniences caused by ongoing infrastructure
work for new airports, railway stations, metros
and roads. This is not surprising. In 2024, the
Indian government has committed to spending
EUR 125 billion to improve India’s hugely strained
infrastructure in more than 5,000 towns

and 700,000 villages. This notion of ‘building
something great for the future at the cost of being
inconvenienced today’ captures the Indian ethos.

There is a great sense of optimism prevailing across
the country. In the October 2024 wave of Ipsos’
Global Consumer Confidence Study, India topped
the list of 29 countries. Similarly, in the October
wave of I[psos’ What Worries the World study, 72%
of urban Indians feel that their country is moving in
the right direction, ranking India second out of 29
countries. This optimism is driving India to become
the fastest growing major economy in 2024, a GDP
growth rate of 7%.

Indians are willing to suffer inconvenience for

the powerful lure of a better tomorrow. Constant
traffic jams, pollution exposure, growing mental
health problems and early career burn outs are just
some of the manifestations of keeping up with the
proverbial Kumars next door.

The India data from Ipsos’ Global Trends 2024
reveals some concerns in thisregard. We're seeing
the rise of ‘nouveau nihilism’ - characterised by
individualism and a lack of concern for what'’s
happening around us. Another worrying trend is the
decline of climate convergence, with individualistic
and materialistic pursuits taking precedence over
concern for the climate.

Allinall, the India of 2024 is one of the most
positive, optimistic and joie de vivre countries. Let’s
hope Indians enjoy the journey to a brighter future
as much as the destination itself. Sometimes it
makes sense to stop and smell the roses, even if you
are more likely to smell polluted air while Indiais a
work in progress!


https://www.ipsos.com/en/global-trends-2024
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https://www.ipsos.com/en/global-trends-2024

UNITED KINGDOM

A year of milestones and discontent

2024 has been a year of contrasts for the UK,
marked by positive milestones and significant
challenges. We achieved a major environmental
goal, ending coal use for electricity generation
after 142 years. However, public dissatisfaction
with the National Health Service reached its
highest recorded level in four decades. Wider
discontent with the state of the nation culminated
in widespread rioting in August, fed by online
disinformation about asylum seekers and the
struggle to manage illegal immigration across the
English Channel.

Despite these difficulties, the UK ranks 10th out

of 30 countriesin the Ipsos Happiness Index;
three-quarters of Britons reporting being happy.
This paradox may be explained by our powerful
interest in nostalgia, exemplified by overwhelming
public interest in tickets for the reunion of Oasis, a
‘Britpop’ band from the 1990s and 2000s. Nostalgia
can also be seenin our politics through the Labour
Party’s landslide election victory, their first since
2005. This win, however, rests on the fragile
foundations of just 33.7% of votes cast, highlighting
our significant electoral volatility and the current
government’s surprisingly thin mandate.

Labour’s post-election ‘honeymoon’ period was very
short-lived, with public concern rising even before
abudget that increased taxes and borrowing. The
increasing importance of immigration, evidenced
by public disorder and the rise of the right-wing
Reform UK party, presents a significant emerging
challenge for the new administration.

The government’s ability to demonstrate quick
improvements in public services and economic
growth will be crucial for maintaining public support
and helping the UK public to balance its tendency
towards nostalgia with belief in a better future.

Despite a national tendency towards pessimism,
the UK has a strong international brand, ranking
fourthin the Anholt-Ipsos Nation Brands Index.
The country’s cultural influence, particularly its
history, heritage, and the Royal Family, remains a
significant asset. This perceptionis very useful for
UK businesses that export to the world, with 52%
saying that Britain’s brand helps them to grow and
increase sales.

Looking ahead to 2025, businesses and the
government must deliver on the promise of change,
demonstrating responsiveness to public concerns.
While economic perceptions remain pessimistic,
there are signs of a potential shift towards greater
optimism. Increased trust in various societal
figures, from professors to the ‘ordinary person’,
suggests a possible change in mindset. 2025 will
reveal whether the events of 2024 serve as stepping
stones towards a more positive future for the UK.

Despite a national tendency towards pessimism,
the UK has a strong international brand, ranking
fourth in the Anholt-Ipsos Nation Brands Index.

The country’s cultural influence, particularly its
history, heritage, and the Royal Family, remains a

significant asset.
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UNITED STATES
A year of economic perception and misperception

How is the US economy doing? The answer you

get to that question depends on who you ask. The
nation is nailing the 'soft landing’ most thought
impossible: Avoiding a recession as inflation

eased, as the unemployment rate remained low

and consumer spending (worryingly fueled by debt)
chugged along. The stock market whip-sawed at
times but largely surged ahead. Bitcoin roared back
to life. GLP-1drugs and GPTs fueled a “G-whiz" focus
on tech disruption. For most of the year, economists
would say the economy held on pretty well.

But economistsaren’t avery big part of the
electorate. Outside the halls of banking and
academia, slowing inflation was cold comfort:
The prices people paid for groceries, rent and
mortgages stayed inflated, and the damage was
done. Indeed, the economy was the top concern
inthe US data for What Worries the World. Ipsos
polling showed it was top of mind for voters, and
that candidate Trump outperformed his rivals on
the key issue. His return to power might be shocking
to some, but shouldn’t be surprising.

So what's next? President-elect Trump has floated
policies like steep tariffs, especially on China,
could reshape the local and global economies.
Economists are concerned. His campaign-trail
promises of retribution’ could affect corporate
America, even as Ipsos Global Trends shows that
people are looking for brands and companies to lead
onissues and shoppers have a 20-pointincrease
over the last ten years in saying they want to buy
brands that reflect their values. The Ipsos US
Consumer Tracker shows a very positive outlook
from republican voters, 64% of whom report more
confidence in their ability to pay their monthly bills
(vs 18% of democrats)and grow their savings(71%
vs 17%).
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Regardless of whether you think the end result is
good or bad, you must understand that Trump s a
master of attention, aiming to channel America'’s
anti-establishment sentiment today: A different
government; different media; and different tone.
The addition of Elon Musk to the transition opens
new horizons of possibilities for what a second
Trump administration could achieve.

American policy and brand leaders need to stay
close to their consumers and constituents who will
be impacted by both change and uncertainty. The
rest of the globe will be watching and reacting in
real time.

Do you know this new Americain all its colors and
contours?
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The Ipsos US Consumer Tracker
shows a very positive outlook
from republican voters, 647% of
whom report more confidence in
their ability to pay their monthly
bills (vs 18% of democrats) and
grow their savings (71% vs 17%).
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