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Introduction

Welcome to our annual Ipsos Year in Review, as we reflect on
the events that shaped 2025 and look ahead to what the next
12 months have in store.

As we look back on a year in which much happened,
| continue to be impressed with Ipsos’ capacity to
distill complexity into clarity. In the Ipsos Year in
Review, our teams have extracted the essence of
the past 12 months, separating signal from noise
and elevating what truly mattered for Society,
Markets, and People.

This concise read, quantified and fact based,

reflects the best of Ipsos: the discipline of our Jean Laurent Poitou
methodology, the curiosity of our people, and our Chief Executive Officer
commitment to truth grounded in data. of Ipsos

You will find patterns that endured, shifts that
surprised, and practical implications for decision-
makers navigating uncertainty. | know of no other
organisation that consistently delivers analysis of
this caliber.

Thank you to our clients and partners for your
trust, and to colleagues around the world for their
dedication. | hope this edition helps you see the
past year more clearly and the road ahead with
greater confidence.
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THE EVENTS
OF 2025

We take a look at the past 12 months through
the rear-view mirror. For each month, we
review an event that helped shape 2025, 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

UN experts from the World Meteorological
Organization (WM0) announce 2024 as the
warmest year on record, the first calendar year
with a global mean temperature of more than
1.56°C above pre-industrial levels.

While 17% across 32 countries agree that an.
increase of 1.5°C is “not that big a deal”, 53%
disagree with this statement'. India is the only
country where people are more likely to say that
itisnotabigdeal.
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FEBRUARY

In the 2025 German federal election, far-right
party Alternative for Germany (AfD) secures a
record level of support, doubling its share of the
vote and comingin second place.

Germany is more likely than the global average

to think their country is in decline and society is
broken?. However they are the least likely in our
survey of 30 countries to think they need a strong
leader willing to break the rules.



https://www.ipsos.com/en/people-and-climate-change
https://www.ipsos.com/en/people-and-climate-change
https://www.ipsos.com/en/global-opinion-polls/populism
https://www.ipsos.com/en/global-opinion-polls/populism

Ipsos Year in Review 2025

Ipsos Year in Review 2025

MARCH

The 2025 Special Olympics World Winter Games,
a sporting event for people with intellectual
disabilities, kicks off in Turin.

43% across 31 countries think efforts to promote
equality for all groups of people need to go further,
down Bpp from 2023, according to the [psos.
Equalities Index®.

APRIL

US President Trump announces a wide range of
import tariffs, including a universal 10% tariff on
allimported goods, a 20% tariff on imports from
the European Union, and a 34% tariff on imports
from China.

Despite being one of America’s most recognisable
and powerful economic and cultural exports for
decades, new research conducted by Ipsos across
10 countries in 2025 finds that being identified as an

American brand is now correlated with a negative
impact on trust and purchase intent*.

MAY

Joan Enric Vives i Sicilia resigns as Bishop of
Urgell and therefore also as Co-Prince of Andorra,
having reached the age limit of 75.

On average across 32 countries, people consider
66 to be the age at which someone becomes old
-but consider 61to be the age at which someone
becomes “too old” to be the leader of their country®.

JUNE

US Health Secretary Robert F. Kennedy Jr
dismisses all 17 members of the Centers for
Disease Control and Prevention’s (CDC) vaccine
advisory committee. Among the eight newly
appointed advisors, several have expressed
anti-vaccine views.

Across 30 countries, 61% of people agree that
vaccinating against serious diseases should be
compulsory, though this is down 4pp from 2018
and with significant drops in agreement in Turkiye
(-22pp), Hungary (-21pp), South Africa(-20pp) and
India(-19pp)°.



https://www.ipsos.com/en/ipsos-equalities-index-2025-more-needs-be-done-promote-equality-support-has-slipped-over-last-two
https://www.ipsos.com/en/ipsos-equalities-index-2025-more-needs-be-done-promote-equality-support-has-slipped-over-last-two
https://www.ipsos.com/en-us/brand-america-2025
https://www.ipsos.com/en-us/brand-america-2025
https://www.ipsos.com/en/old-age-begins-66-six-ten-say-they-are-not-looking-forward-it
https://www.ipsos.com/en/old-age-begins-66-six-ten-say-they-are-not-looking-forward-it
https://www.ipsos.com/en/ipsos-health-service-report-2025
https://www.ipsos.com/en/ipsos-health-service-report-2025

JULY

The UEFA Women's Euro 2025 tournament takes
place in Switzerland, with arecord attendance
and viewership across Europe, inspiring many
women and girls to take part in grassroots
football.

55% of people across 30 countries say that young
women in their country today will have a better life
than women of their parents’ generation, while 45%
say the same of their country’s young men. But 50%
of people agree that when it comes to giving women
equal rights with men, things have gone far enough
in their country - a figure that has beenrisingin
recent years’.

AUGUST

OpenAl launches its new GPT-5 model, calling it
its “smartest, fastest, most useful model yet”,
providing ChatGPT with “PhD-level” intelligence.

On average across 30 countries, 54% say they trust.
their governments to requlate Al responsibly. But
fewer (48%)say they trust companies that use Al to
keep their data safe®.
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55%

of people across 30 countries
say that young women in
their country today will have
a better life than women of
their parents’ generation,
while 45% say the same of
their country’s young men.


https://www.ipsos.com/en/international-womens-day-2025
https://www.ipsos.com/en/international-womens-day-2025
https://www.ipsos.com/en/conflicting-global-perceptions-around-ai-present-mixed-signals-brands
https://www.ipsos.com/en/conflicting-global-perceptions-around-ai-present-mixed-signals-brands
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SEPTEMBER

Former president of Brazil, Jair Bolsonaro, is
sentenced to 27 years in prison after being found
quilty of plotting a military coup to remainin
power after losing the 2022 election.

Across 30 countries, three in 10 people (27% in
November 2025) consider financial or political
corruption one of the three most worrying issues

OCTOBER

Israel and Hamas sign the first phase of a

20-point peace plan put forward by US President
Donald Trump, agreeing to an immediate ceasefire
and the exchange of Israeli hostages and
Palestinian prisoners.

Across 30 countries, 52% think there isa real threat
of their country being involved in an armed conflict

facing their country®. Corruption has been a top five
concern throughout 2025, and consistently seen

as the biggest worry for Indonesians, Thais and
Malaysians. Across 2025, concern has also been
notably high in Peru, South Africa and Hungary.

10

with another nation in the next 12 months; just 44%
feel confident that, if this were to happen, their
government would provide appropriate levels of
security and protection'®.

NOVEMBER

COP30 is held in Belém, Brazil, with a focus on
the efforts required to limit the increase in global
temperature to 1.5°C, new national action plans,
and the progress on financial pledges made

at COP29.

But across 30 countries, 49% of people think

that COP30 will be merely symbolic, without real
change in the fight against climate change'. Ahead
of any other barrier, people see a lack of political
will from government leaders as one of the main
obstacles preventing their country from meeting
its climate goals.

11
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DECEMBER

In a world-first, Australia’s social media ban for
children comes into force, with age restrictions
in place to prevent under-16s from holding
accounts.

On average across 30 countries, 71% of people -
and a majority in all countries surveyed - say they
support banning children under 14 from using
social media®.



https://www.ipsos.com/en/what-worries-world
https://www.ipsos.com/en/what-worries-world
https://www.ipsos.com/en/halifax-report-2025
https://www.ipsos.com/en/halifax-report-2025
https://www.ipsos.com/en/cop30
https://www.ipsos.com/en/majorities-all-countries-now-support-banning-under-14s-using-social-media
https://www.ipsos.com/en/majorities-all-countries-now-support-banning-under-14s-using-social-media
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% United States

——

62%

Looking ahead to the 2026 midterm elections, by a
53% to 42% margin, more Americans say they
would prefer the Democrats to control the next

of Americans believe that, Congressin order to aC.t as a check qn Trump,
rather than the Republicans controlling Congress

since taking Ofﬁce' President in order to to support Trump's agenda. This is
Trump has acted beyond his despite a relative weakness of the Democrat

authority as President. brand and the public perceiving the Repupllcan
Party as being better able to manage key issues

I Psos A Ro U N D like the economy, immigration, and crime.
THE WORLD & sraai

Our teams reflect on the events that
shaped 2025 in their country, and give
their perspectives on what to look out
forin 2026.

Despite emerging in 2025 as a pivotal player
globally and gaining significant influence within
the US tax policies, domestically the landscape
remains somewhat turbulent. In addition to rising
concern about corruption, the government'’s
approval ratings have faced heavy scrutiny

' throughout much of the year.

Over the course of 2025,

Head to the online version of the report to read

the full range of country perspectives public concern about S £ 4S8
Read online financial/political corruption
has risen 9 percentage points,
fuelled by scandals involving \ - 1%

pension funds and the actions
of organised groups.
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https://ipsos-insight-llc.foleon.com/yir/ipsos-year-in-review-2025/ipsos-around-the-world

79%

are dissatisfied with the job
Keir Starmer is doing as UK
Prime Minister: the highest
level of dissatisfaction Ipsos
in the UK has recorded for any
leader, going back to 1977.

Spain

Keir Starmer’s government has a severe,
potentially fatal, case of the mid-term blues.
Worry about public services like the NHS remain
high and this is now combined with the highest
levels of concern about immigration we have
recorded in a decade. The next UK electionis
not due until 2029, perhaps giving Labour an
opportunity to turn things around. But regional
electionsin England and elections to the devolved
parliaments of Wales and Scotland are all due in
2026, giving the public plenty of opportunities to
voice their dissent over the coming year.

75%

Three in four young Spaniards
believe that accessing housing
is more difficult for them than
it was for their parents.

The housing problem is causing widespread
discontent among Spanish society, especially
affecting young people, who express greater
dissatisfaction with their current housing
conditions. The main obstacle to accessing
decent housing is the high price, both in the
rental market and in the purchase market. This
scenario has created a crisis that has a negative
impact on the quality of life of citizens and their
future prospects, especially for the younger
generations who are limited in their possibilities
for emancipation and personal development.

\_ .
'); South Africa

78%

of South Africans say it's
important for them to cast
their vote in upcoming local
government elections.

35%

of South Africans say there
is no political party that
represents their views.

Three in four UAE residents
believe there will be an increase
in female participation in politics
and leadership roles.

According to the World Economic Forum’s Global
Gender Gap Report 2025, the nation now ranks
69th globally (up from 74th in 2024) - maintaining
its position as the highest-ranked country in the
region, with full parliamentary parity, strong
female ministerial representation, and near-
complete equality in education where women
outperform menin tertiary enrolment.

Despite expressed enthusiasm to participate in
local government elections scheduled for the end
of 2026, the electorate has largely lost confidence
in politics, expressing an extremely low level of
trust and enthusiasm when it comes to political
parties and politicians. Clearly South Africans do
not want more “same old, same old” - but they are
not sure where to cast their votes.
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o New technological advancements are hot topics

in Chinain 2025. The launch of LLM DeepSeek-V3
91 /o and DeepSeek-RI marked a breakthrough in the
Chinese generative Al sector, bringing much
confidence to users, companies, and investors.
In the past months, many Chinese brands have
integrated DeepSeek-supported functionsinto
their products and services, ranging from smart
home devices and new energy vehicles to search
engines and market research.

of Chinese people say that
Artificial Intelligence is having
a positive impact on the world
we live in, the highest level

of agreement of 43 countries
surveyed and 33pp higher
than the global country
average.

@ Australia

67%

In Australia there is tension around greater
regulation of Al and dampening the potential
economic benefits Al can bring. There are
worries about the impact Al is having on young
Australians in particular. The effect technology
is having on young people is a major topic of
discussion in Australia. In December 2025,
under 16sin the country will be banned from
having social media account. This is the first
ban of its kind and many countries around the
world will be watching on at the effectiveness
and impact this restriction has.

of Australians say products
and services using Artificial
Intelligence make them
nervous. This is the highest of
all 30 countries surveyed.

16
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THE STATE OF THE 2020S

The uneasy decade

Darrell Bricker

Global Service Line Leader,
Public Affairs, Ipsos
Darrell.Bricker@lpsos.com

The 2020s are not an interlude. They are a reckoning. The world is breaking apart
in ways we have not seen since the Great Depression and the war that followed it.

Globalisation, once the creed of == Inequality has become the organising
progress, isinretreat. 88 principle of politics.
Tariffs rise. Trade slows. Borders harden. Citizens Wealth concentrates at the very top. The middle
may still say they like a connected world. But they collapses. Immigration has become the lightning

rod for this anger. Most citizens believe their
countries are full. That belief, more than any
statistic, now drives elections.

vote for parties that promise to close it down.

17
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The climate crisis is no longer about
the future. It is the present.

Heat waves kill thousands. Seas swallow islands.
Storms level whole regions. People accept that
disaster is coming. They no longer believe they can
prevent it. Fatalism spreads as action stalls.

Technology deepens the unease.

Artificial Intelligence promises
abundance and cures. It also threatens jobs,
privacy, and autonomy. People cannot imagine life
without it. They also believe it is destroying their
lives. Both things are true.

So how should leaders navigate this world?
Whether you are a CEQ, a government minister,
or the head of a major NGO, here are five rules for
survival in 2026.

Rule One: Stop assuming growth.

The pie will not keep getting bigger. Populations
are shrinking. Trade is fracturing. Resources are
tightening. The winners will be those who can make
avirtue of limits. Leaders who promise more of
everything will fail. Leaders who deliver enough,
fairly and reliably, will endure.

And beneath all of this runs a darker
current. The collapse of optimism.

Citizens no longer believe their governments

will help them. They no longer plan for the future
because they nolonger believe in the future. They
live for today because tomorrow feels worse.

This is the uneasy decade. Not one crisis but
many. Climate. Demography. Inequality. Mistrust.
Technology. Together they form a storm that will
test every system we thought secure. History will
not remember the 2020s as an age of stability. It will
remember whether leaders surrendered to decline
or found the courage to reinvent.

Rule Two: Immigration is the hinge
of politics.

Most citizens believe their countries are already
full. It does not matterifitis true. Leaders who
ignore that anger will be punished. Leaders who can
reconcile the need for newcomers with the demand
for order will dominate the politics of the next
decade.

Rule Three: The middle class is no
longer the ballast.

Itis the fuse. For generations, the middle stabilised
democracy. Now it feels betrayed. Housing is out
of reach. Wages are stagnant. Opportunity has

narrowed. When the middle class believes the future

has been stolen, it revolts. Leaders who restore
dignity and stability to the middle will hold their
societies together. Those who ignore it will preside
over fracture.

Rule Four: Technology will not wait.

Artificial Intelligence is not a neutral tool. Itis a
tidal force that will reorder economies, politics, and
power. Leaders who hesitate will be overwhelmed.
Leaders who harness Al with purpose, and show
their citizens how it serves human progress, will
own the future.

These are not trends to admire.
They are the rules of survival. The

world has changed. The leaders who

adapt will emerge stronger. Those
who cling to the old order will be
remembered as the last custodians
of decline.
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Rule Five: The future is no longer
guaranteed.

For two centuries we assumed our children would
live better than we do. That assumption is dead.
Citizens now live for today because they do not
believe in tomorrow. Leaders who cannot restore
faith in progress will preside over nations that
retreat into nostalgia, resentment, and tribalism.
The leaders who succeed will be the ones who
can make the future feel once again like a promise
instead of a threat.

This piece draws on the findings of the ninth edition of the Ipsos Global Trends report, available here:

Ipsos Global Trends.



https://www.ipsos.com/en/ipsos-global-trends-9th-edition-release
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SUSTAINABILITY'S
STEADY MARCH

Cutting through the noise

2025 will be remembered as the year ESG
(Environment, Social and Governance)became a
political lightning rod. In January, the US withdrew
from the Paris Agreement for the second time.
Major corporations walked back on diversity
commitments. The term “ESG” itself became so
divisive that only 33% of corporate communication

leaders believe it accurately describes what
companies are doing on sustainability issues®.

20

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

Yet beneath this turbulent surface, a different
story emerges from the data. One of quiet
resilience and deepening integration.

The Atlantic divide

The transatlantic divergence has never been
starker. In the US, 96% of senior communications
leaders now believe corporate sector leaders

are diluting their ESG commitments®. Political
pressure has forced a strategic retreat from public
pronouncements, with companies rewording,
removing, or otherwise tweaking external materials
to avoid becoming targets.

What people actually think

Public sentiment reveals a more nuanced

picture than the political noise suggests. Across

32 countries, 78% agree we are headed for
environmental disaster without rapid change to our
habits™. Concern about climate change impacts has
risenin 18 of 27 countries surveyed since 2022%. In
the US, concern jumped from 61% in 2022 to 69% in
2025 following devastating wildfires in Los Angeles.

21

Ipsos Year in Review 2025

Europe tells amore complex tale. The Corporate
Sustainability Reporting Directive continues to
embed ESG into mandatory compliance, creatinga
regulatory firewall against rollback. But even here,
the EU’s attempt to reduce reporting requirements
by 25% has created confusion for businesses

that invested heavily in the original frameworks.
The pressure to dial back regulation to improve
competitiveness is mounting.

The gap between awareness and action, however,

is widening. Individual responsibility to act is falling
globally®™. Every country surveyed since 2021 shows
adeclineinthe proportion saying “if individuals

like me do not act on climate change, we are failing
future generations”. Among the G7 countries, Japan,
the US, Germany, France and Great Britain have all
seen double-digit declines in just four years.


https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
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Individual responsibility to act on climate change is falling globally

Q: “If individuals like me do not act now to combat climate change, we will be failing
future generations.” Change in agreement between 2021and 2025
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Source: Ipsos People and Climate Change Report « Base: 23,745 adults under the age of 75 across 32 countries, interviewed

between 24 January and 7 February 2025.

Thisisn’t apathy. It's exhaustion. Seventy-one per
cent of people say they are already doing all they
can to save the environment’. The message is
clear: don't expect consumers to carry the burden
alone. People expect brands and companies to take
the lead. We observed in a meta-analysis of our ad
testing database that advertising that shows brands
taking responsibility performed better than those
asking consumers to take the burden.

22

Creative Effect Index

Ipsos’ CreativelSpark ad effectiveness
measure linked to sales lift in market

108

Brand says ‘you do’ Brand says ‘'l do’

Source: Meta-analysis of Ipsos ad testing database. 200
sustainability ads across 15 countries. Indices from Ipsos
CreativelSpark test.

Strategic silence takes hold

The most significant shift is what the Ipsos
Reputation Council analysis calls “Strategic Silence.”
When asked if they prefer their organisation to
speak out or stay quiet on potentially divisive

issues, only 21% of communications leaders now
prefer to speak out, while 32% prefer to stay quiet
and 47% say it depends on the situation®.

The business case endures

Despite the political headwinds, the fundamental
business case for ESG remains robust. Eighty-one
per cent of corporate leaders agree ESG initiatives
provide a competitive advantage in attracting and
retaining talent®. This figure holds even in sceptical
markets, with 68% in the US agreeing.

More tellingly, 52% of leaders across 19 global
markets say ESG is fundamentally changing how
businesses operate. Thisrises to 65% in Europe and
86% in Latin America. The US lags at just 19%, but
crucially, 67% of American leaders say stakeholders

23
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Thisisn't retreat. It's recalibration. As one council
member explained, “I think we're more likely to stay
quiet externally but to make sure that internally
people know that they're supported.” The work
continues behind closed doors, even if the public
pronouncements have ceased.

still perceive their ESG commitments as “authentic
and impactful” whichisin line with the global figure
of 71%. The work continues, even if the megaphone
has been put down.

The shiftis from proclamation to integration.
Finance teams now incorporate climate risk into
modelling. Procurement audits labour standards.
R&D designs for circularity. This quiet embedding
into operational DNA is less visible but infinitely
more resilient to political shocks.


https://www.ipsos.com/en/people-and-climate-change
https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
https://www.ipsos.com/en/reputation-council-report-2025
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Misreading the room

One concerning trend is the disconnect between
perception and reality on progress. Just 17% of the
UN Sustainable Development Goals are on track',
but more than one in four people (27%) overestimate

UN Sustainable development goals

NO GOOD HEALTH
POVERTY AND WELL-BEING

DECENT WORK AND
ECONOMIC GROWTH
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progress, believing we're better prepared for an
environmentally and socially sustainable world than
we actually are™. A still greater proportion (34%
across 32 countries) say they simply don’t know.
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Source: United Nations https://www.un.org/sustainabledevelopment

This false confidence could undermine urgency.
The UN Sustainable Development Report 20257
found only 35% of SDG targets are either on track
or making moderate progress with an alarming 18%
inreverse. Over 800 million people are trappedin
extreme poverty. Carbon dioxide levels are at the
highest in over two million years, and 2024 was
the hottest year on record, surpassing the 1.5°C
threshold set by the Paris Climate Agreement.
Peace and security have worsened, with over 120
million people forced from their homes, more than

24

double the numberin 2015. That strategic silence is
potentially undermining global progress.

Our COP30 survey brings some clarity to this
misperception, 69% across 30 countries believe
companies prioritise profit over the environment®
and put the responsibility of fixing the problem with
corporations. Sixty-five per cent support making it
mandatory for companies and industries to allocate
part of their profits to fund actions against climate
change.

Progress persists

Yet signs of hope emerge through the fog. In 2025,
renewable energy overtook coal to become the
world’s largest source of electricity generation for
the first time in history'™?2°, Solar alone covered

83% of the increase in global electricity demand

in the first half of 2025, with growth of 306 TWh -
roughly equivalent to Italy’s entire annual electricity
consumption.

Beyond the acronym

The future of ESG may notinclude “ESG" at all.
For many, the acronym has become unhelpful
shorthand for a politicised debate. What remains

As Gunther Thallinger of Allianz notes:

“We have the technologies to
transition to zero-emission energy.
What's missing is speed and scale.
And the understanding that this
isn't about saving the planet.

It's about saving the conditions
under which markets, finance and
civilization itself can continue to
operate.”?

The companies that thrive will be those that quietly
build resilience by weaving sustainable practices
into their core strategy. Not because it's good PR,
but because it's essential to long-term viability.

25
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The EU reduced greenhouse gas emissions by 2.9%
in 2024, continuing its trajectory toward the 2030
target of 55% reduction from 1990 levels. Five of the
world’s largest emitters - the EU, Japan, Mexico,
Germany and South Korea - reduced emissions in
2024 even as global emissions hit arecord high?'.

are the material business imperatives: climate risk
management, supply chain resilience, workforce
equity and governance integrity.

We are moving from morality to materiality. The
conversation may have become divisive, but the
data tells a more hopeful story: progress continues,
even when the world isn’t watching.


https://unstats.un.org/sdgs/report/2024/
https://unstats.un.org/sdgs/report/2024/
https://www.ipsos.com/en/people-and-climate-change
https://www.ipsos.com/en/people-and-climate-change
https://unstats.un.org/sdgs/report/2025/
https://www.ipsos.com/en/cop30
https://www.iea.org/reports/electricity-mid-year-update-2025
https://ember-energy.org/latest-insights/global-electricity-mid-year-insights-2025/
https://energyandcleanair.org/publication/eu-co2-2024/
https://energyandcleanair.org/publication/eu-co2-2024/
https://edgar.jrc.ec.europa.eu/report_2025
https://edgar.jrc.ec.europa.eu/report_2025
https://www.theguardian.com/environment/2025/apr/03/climate-crisis-on-track-to-destroy-capitalism-warns-allianz-insurer
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THE AGENTIC LEAP

How Al got down to business in 2025

Global Innovation Leader (Al Solutions)

2025: A year of agentic Al

If 2024 was the year we were all mesmerised by
Artificial Intelligence (Al) that could talk, 2025 was
the year we put it to work. This was the year of
agentic Al. The novelty of generative Al, with its
ability to create text and images, gave way to the

promise of amore profound and practical evolution:

Al systems that don't just respond, but act.

26

Ajay Bangia

and Client Activation, Ipsos UU
Ajay.Bangia@lpsos.com

Agentic Al promises a set of proactive, goal-
oriented digital doers capable of pursuing complex
goals with minimal human supervision. This marked
a pivotal transition from Al as a creative novelty

to Al as afunctional, practical, indispensable tool
that can execute multi-step tasks. In 2025, the full
potential of agentic solutions began to crystalise,
with organisations firming up their vision for how Al
can transform their entire business.

The business balancing act:
navigating hype, hurdles, and hires

Altechnologies are transforming business
operations by enhancing customer service
through chatbots, strengthening cybersecurity,
and streamlining content creation. In sectors like
finance and healthcare, Al is used for precise fraud
detection and advanced diagnostics, supporting
more informed and nuanced decision-making.

Consumers recognise this
transformative potential. The

2025 Ipsos Al Monitor finds 52% of
people across 30 countries saying
that Al products and services have
made significant changes to their
lives over the past 3-5 years?, with
two-thirds anticipating even more
profound impacts in the near future.

Looking ahead, agentic Al - which makes decisions
and initiates actions - will be crucial in enhancing
business functionalities, such as optimising supply
chains and proactively maintaining manufacturing
equipment. Agentic Al can orchestrate complex
workflows by autonomously delegating tasks to both

Al'and human agents, with minimal human oversight.

Imagine in the not-so-distant future, an Al
orchestration agent aids a company with its
marketing campaign. Initially, agentic Al analyses
market data and trends to formulate a basic
campaign strategy. It then outsources graphic
design elements to another Al focusing on visual
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Alis transforming the world of market research
too. At Ipsos, Al is enabling us to test advertising
creative effectiveness more efficiently?, boost
engagement and empower participants in online
communities through using moderator bots?,
conduct product testing at scale using datasets
enhanced with synthetic data?, and more besides.

content creation. For more personalised and
creative content, the task is outsourced to a skilled,
human freelancer on platforms like Fiverr, who
introduces unique human sensibilities and cultural
nuances to the campaign. The final product is
seamlessly integrated by the original agentic Al,
ensuring all components align with the company’s
branding and objectives.

Ultimately, the promise of Al in business is to achieve
greater efficiency, relevancy and personalisation,
leading to a competitive advantage in a rapidly
evolving digital landscape.


https://www.ipsos.com/en/ai-advertising-research
https://www.ipsos.com/en/ai-advertising-research
https://www.ipsos.com/en/conversations-with-ai-part-vi
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https://www.ipsos.com/en/conversations-with-ai-part-vi
https://www.ipsos.com/en/humanizing-ai-2-the-power-of-product-testing-with-synthetic-data
https://www.ipsos.com/en/conflicting-global-perceptions-around-ai-present-mixed-signals-brands
https://www.ipsos.com/en/conflicting-global-perceptions-around-ai-present-mixed-signals-brands
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Al is reshaping the global job
market, but perspectives on the
implications of this are mixed. Only
31% of people worldwide believe
that Al will improve their country’s
job market, while 35% foresee a
negative impact®.

Indeed, not allisrosy in the future. The World
Economic Forum’s ‘Future of Jobs Report’indicates
that roles involving administrative tasks, clerical
work, white-collar functions, consulting, and data
analysis might shrink as Al agents have the potential
to automate 60% to 70% of working hours?.
Moreover, the expected creation of new jobs due to
Al has not kept pace with slower economic growth.
Alarmingly, the same report predicts that Al could
displace up to 92 million jobs by 2030.
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This shift will force organisations to rethink

how roles are defined - moving from task-based
descriptions to those centred on the value people
create for clients - and to accelerate the upskilling
of their workforce. It will also change how talent

is sourced, with organisations focusing more on
transferable skills, problem-solving ability, and an
individual's capacity to create value alongside Al
workflows. As organisations adopt Al at scale, they
will also need to guard against “workslop” - low-
effort, Al-generated output that erodes productivity
and trust - by redefining performance around
discernment, quality, and human judgement in using
Al responsibly.
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Al in marketing: slop or superpower?

So how do people feel about the use of Al to create opportunity to personalise and amplify the creative
visuals or videos in advertising? The jury seems split idea, but it could also indicate areason to distrust
in this case. To some, the use of Al could indicate an the brand.

There are strong regional differences in attitudes to the use of Al in creating
advertising

Q. If Al were to be more widely used for the following, would that make you trust
the companies and brands using it more, less or the same? Creating images or
video used in advertising

M Trust Not sure B Distrust

30-country average |NET T 38%
I eee—— - T2 E———— | 17%
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Source: Ipsos Al Monitor 2025 « Base: 23,216 online adults under age 75 across 30 countries, interviewed March 21- April 4, 2025
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Attitudes towards involving Al in the creative
process vary significantly by country and region,
with seven in 10 Indonesians and Thais saying this
would make them trust brands more?. In contrast,
just 15% of people say this in Canada and Belgium.

This mirrors a pattern we see more generally

when it comes to Al?®. Anglosphere countries
(Australia, Canada, Great Britain, Ireland, and the
US)display much higher levels of nervousness than
excitement. European countries show lower levels
of nervousness - but similarly limited levels of
excitement. At the other end of the scale, countries
in Asia are much more positive than nervous.

Countries in Europe and the Anglosphere show much more hesitancy about

Al than countries in Asia

0. How much do you agree or disagree with the following?
- Products and services using Artificial Intelligence make me nervous
- Products and services using Artificial Intelligence make me excited

30-country average M Latin America B Asia-Pacific

W Europe MNorth America M Sub-Saharan Africa

80%
70%
Australia®
® Canada @ Unitlgd States ',
° Ireland India
60% o ® Chil Tlrkiye
Great Britain e e Thailand ®
Hungary Colombia® Singapore
o ® Sweden ¢ ® Mexico o
2 @ Netherlands | 30-country average Malaysia
S 5% - e ® Spain
xr ° ([ ] Be|g|Um ® Swit land )
5 France owitzerlan South Africa g °
z Argentina ® @ ® 5 il Peru
Germany @ Italy Indonesia ¢
40% Poland ® ® South Korea
30%
® Japan
20%
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Source: Ipsos Al Monitor 2025 « Base: 23,216 online adults under age 75 across 30 countries, interviewed March 21- April 4, 2025
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Looking ahead: what comes next?

For 2026 and beyond, businesses must prepare for two critical trends.

First, the development of responsible
Al agents requires collaboration and
robust governance frameworks.

This manages challenges such as hallucination
rates, energy consumption, and ethical concerns.

Secondly, the boundary of innovation
@ is moving toward Autotelic Al (self-
improving Al).

This concept, where Al systems can autonomously
conduct their own research processes - from
literature review to generating research results
-isreachinganew level. Such advancements,
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including OpenAl’'s demonstration of significant
progress inreasoning benchmarks, suggest that
the future lies in autonomous systems capable of
generating new scientific and cultural knowledge
at an unprecedented pace, ultimately defining the
landscape of the coming decade.

Agentic Al is here; advantage goes to leaders

who pair autonomy with accountability. Make
transparency a basic requirement - disclose Al use
(in the case of advertising, 79% expect this), show
provenance, keep humans in the loop - and move
from pilots to disciplined production to set the pace
in 2026.
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THE GLP-1 REVOLUTION

What's changed in 20257

If you've heard people talking about
Ozempic, Wegovy, or Zepbound,
you've already heard about GLP-1
drugs - the class of medications that'’s
reshaping how we think about weight,
metabolism, and even chronic disease.

GLP-1stands for glucagon-like peptide-1, a hormone
that helps requlate blood sugar, slows digestion,
and, most famously, reduces appetite. Originally
developed for type 2 diabetes, these drugs quickly
made headlines when people started losing
significant weight while taking them.
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Jackie llacqua

President of Global
Healthcare Monitors, Ipsos
Jackie.llacqua@Ipsos.com

Since then, GLP-1s have received approvals in many
markets (certainly not all) for long-term weight
management in obese or overweight adults. By late
2024, demand was so high that supply shortages hit
the headlines.

While GLP-1s haven't dominated the public
conversation everywhere (just 9% of Colombians
say they've heard of them), they have undoubtedly
entered the public consciousness in the US (74%),
with awareness also high in Canada(70%)and many
European countries?.
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GLP-1s continue to break new ground

But the GLP-1revolution hasn't stopped there. To
date, these drugs have received qualified approvals
to treat not just diabetes and obesity, but multiple
related conditions: obstructive sleep apnoea,
chronic kidney disease, cardiovascular disease, and
metabolic dysfunction-associated steatohepatitis.

The takeaway?

GLP-1drugs are fast becoming
multi-purpose medicines aimed
at improving heart, kidney, and
metabolic health more broadly.

And there’ll be more to come. As we move into 2026,
GLP-1therapies arein trials for over 100 diseases
including multiple cancers, neurological disorders,
Polycystic Ovary Syndrome, and others?.

Who's using them - and how many?

Usage continues to surge. The Centers for Disease
Control and Prevention (CDC) estimates that around
seven million American adults with diabetes are on
GLP-1s, which equates to nearly 27% of diabetes
patients®. And that’s just the start. Ipsos’ Consumer
Obesity Monitor indicated that, by the end of 2024,
12% of Americans were taking a GLP-1°". That's tens
of millions of people.
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Across the Atlantic in England -a market with a
public healthcare system - GLP-1use is significant
despite higher barriers to access. One study
suggests that only about 200,000 people are getting
them from their GP/PCP, but over 1.4 million may be
accessing them privately32.


https://www.ipsos.com/en/ipsos-health-service-report-2025
https://www.emjreviews.com/emj-gold/news/glp-1-therapies-in-trials-for-100-diseases-phesi-finds/
https://www.cdc.gov/nchs/products/databriefs/db537.htm
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https://institute.global/insights/public-services/anti-obesity-medications-faster-broader-access-can-drive-health-and-wealth-in-the-uk?
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The price problem

The price tag for this popularity? Massive. Weight
management drugs drove almost 47% of last year's
totalrise in US drug spending®®. This is compounded
by aprojected 73% growth in GLP-1use in 2025%.

With costs rising fast, employers and private
insurers are experimenting with other models.
Some employers are reimbursing gym
memberships, for example, or putting on exercise-
based initiatives for staff.

Generally speaking, GLP-1coverage in the US varies
widely across insurers. Many do cover them, but not

always indefinitely and not always for all indications.

Just recently, several major US insurers announced
that they'll be excluding GLP-Tuse for weight loss in

Unfortunately, US federal health insurer, Medicare,
still can’t cover drugs used specifically for weight
loss - though it does pay for them when prescribed
for approved conditions like heart or kidney disease.
The cost is simply too great, despite estimates that
about one in six US deaths are related to excess
weight or obesity’® and one in three Americans
considering it one of the greatest health problems

facing the US?.

Meanwhile, NHS England is taking a cautious,
staged approach - expanding access while
keeping tight reins on eligibility and cost. The goal?
Make sure the right people get the drugs without
overwhelming the health budget. A phased rollout
of tirzepatide (Mounjaro)is currently improving

202634, And this landscape is a shifting one. Some
consumers are experiencing policy changes mid-
treatment, even having to switch brands.
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public access, but it's region-dependent and access
criteria are very stringent3®. This is not surprising,
given NHS modelling which shows that if all eligible
people came forward, and seven in 10 started on
tirzepatide, the cost could reach £3.1billion (3.9
billion USD)in year one®’!

How brands are responding

The opportunity here for brands is significant and
many have responded, but to give just a few examples:

Starting with pharma, Eli Lilly and Novo Nordisk have
introduced initiatives that mark a departure from the
traditional access model. Lilly has introduced a direct
cash option (the ‘Self Pay Journey Programme’) for
Zepbound, offering a discounted price for patients
paying out of pocket through the LillyDirect online
pharmacy. Similarly, Novo Nordisk is offering
Ozempic and Wegovy directly to self-funding patients
at a significantly reduced price through its NovoCare
and partnered pharmacy platforms.

WeightWatchers launched its ‘'GLP-1 Companion
Programme’this year, offering meal guidance,
protein tracking, and workshops designed
specifically for people on GLP-1s. The company also
rolled out RxFlexFund, letting employers share costs

There is also a cultural shift
underway; GLP-1s are changing
more than just dress size. Social
media is full of people sharing their
‘0zempic journeys' and influencers
are openly discussing both the
benefits and the side effects -
from nausea to muscle loss.

The online conversation is driving much of the
narrative and, globally, people are more likely.
to know about GLP-1s from social media(45%)
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with workers while locking in discounted pricing
from drug manufacturers.

Digital health companies like Noom are following
suit, bundling medical prescriptions with lifestyle
support and monitoring tools. In other words, the
next generation of weight management looks less
like ‘take a pill'and more like a complete ecosystem
of medicine, tech, and behavioural support.

The GLP-1boom is also transforming other
industries. Food companies are starting to notice
that people on these drugs often eat smaller
portions and crave differently. Nestlé, for example,
is broadeningits product line targeted at GLP-1
users by introducing protein-rich drinks through
its Boost product line®. These incorporate a
specialised whey protein microgel formulation
designed to help requlate blood glucose levels and
assist with hunger management.

than from traditional media(41%) or a medical
professional (19%)28.
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Looking ahead

If 2024 was the year GLP-1drugs went mainstream, With more approvals on the horizon - including oral
2025 is the year they matured - expanding into heart,  versions and combination drugs, and the much-
kidney, and liver health, getting integrated into anticipated Phase 3 trial results for Alzheimer’s

national health systems, and sparking innovation - GLP-1medications are set to stay in the spotlight.
across the food, fitness, and insurance sectors. Yet The next few years will determine whether they
the big question remains: can healthcare systems become a sustainable, long-term solution for the
afford them? world’s obesity and metabolic health crisis, or an

expensive trend that only some can afford.

Either way, 2025 has made one thing clear: the GLP-1era has officially begun.

N

New data from Ipsos’ Global Consumer Obesity Monitor is available now, illuminating the attitudes, behaviours
and experiences of consumers and GLP-Tusers in 16 markets. Contact Roberto.Cortese@ipsos.com.
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TARIFFS TOOK THE
WHEEL IN 2025

Forcing countries and brands
to shift gears

Mike Vannieuwkuyk
Global Head of Vehicle Quality, Ipsos
Mike.Vannieuwkuyk@Ipsos.com

The story of 2025 in the automotive sector is simple: trade policy now drives the
market. New tariffs and incentive rules shaped what gets built, where it’s built,
how much it costs, and when people buy. This resulted in a more regional market,
steadier momentum for hybrids, and a push by manufacturers to build closer to
where they sell.
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In the United States, higher tariffs on
imported vehicles and parts, paired with
= new pro-manufacturing policies, are
rewarding vehicles made on American soil. Vehicle
makers are being encouraged strongly to invest
in US factories and US-compliant supply chains.
In addition, regulators have eased fuel-economy
penalties and ended the $7,500 federal tax credit for
new electric vehicles. This mix nudges EV buyers
and brands toward hybrids in the near term. All this
is resulting in some price increases appearing, but
many automakers are spreading costs carefully and
seeking offsets tied to domestic assembly.

59% of American consumers
[are] favouring domestically
manufactured vehicles to avoid
tariffs, an indication that “where
it's built” is becoming a strong
purchase consideration.

Canada, long the biggest buyer of US-
'*' made vehicles, is experiencinga US

tariff whiplash. Unlike Americans, most
Canadians didn't trade down in price, or compromise
on the vehicle choice or features. Rather, their
reaction was to accelerate their purchase timing.
The 2025 Ipsos New Vehicle Customer Study
(NVCS)* tracked Canadian customers’reaction to
the tariff threat, finding that half (50%) moved up
their purchase decision timing, opting not to wait to
see where pricing will land.

Like US consumers, Canadian shoppers also said
“where it's built” now matters more. That favours

These new conditions are also impacting the
buying views of Americans. US market results

from the 2025 Ipsos Navigator Study*® shows more
than half (59%) of American consumers favouring
domestically manufactured vehicles to avoid tariffs,
an indication that ‘where it's built'is becoming

a strong purchase consideration. Additionally,
Americans are displaying remarkable flexibility in
their purchase plans with 54% looking to delay their
vehicle purchase until prices stabilise, 50% saying
they are willing to sacrifice features, 45% willing to
downgrade trim levels, and 38% looking at pivoting
to a used vehicle. Surprisingly, an astounding
quarter of Americans(27%) say they might abandon
vehicle purchases altogether for alternative
transportation options.

brands with Canadian plants, while big investment
decisions - like what to build at Stellantis’ Brampton,
Ontario facility - hang on trade clarity heading into
the 2026 North American trade deal review.

Mexico is moving to raise tariffs -
‘ | ’ potentially up to 50% - on vehicles

and parts from countries without free
trade agreements, largely targeting imports from
China(and some from India, Thailand, and other
markets). That would reshape prices and sourcing
in Mexico, pressuring brands that rely on models
built in China and pushing everyone toward more
local manufacturing. Many brands manufacturingin

China and exporting to Mexico have protested, but
some Chinese brands are doubling down with plans
to localise and support customers on the ground.
This is yet another example of the rippling impact of
tariffs, with countries like Indonesia seeking trade
pacts to keep market access alive.

. In Europe, the US and EU agreed to

lower auto tariffs to 15% for many goods,

offering partial relief to all the markets

in the region. Notably, German consumers appear
to be less likely to rush decisions or dramatically
change plans, reflecting confidence in their
market’s stability through EU trade arrangements.
In the German market findings from the 2025 Ipsos
Navigator Study, a little more than a third (37%) of
Germans would rush to buy before price increases
and just 33% would postpone purchases. However,
German buyers are displaying a willingness to
adjust their expectations with half (52%) favouring a
domestic vehicle, 42% saying they would accept less
expensive models, 36% willing to sacrifice features
while a quarter(27%)would consider a used vehicle,
allin the face of the cost impacts of tariffs.

In China, consumers show the most
decisive response to tariffs. The 2025
Ipsos Navigator Study findings among

Chinese consumers show a striking 66% plan to
buy before prices increase while 66% also say they
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will pivot to domestically manufactured vehicles.
Further, Chinese buyers strongly prefer to still buy
new with only 20% likely to consider a used vehicle,
though they would be more open to accepting fewer
features(42%) or a less expensive model (43%).

China's direct exposure to US buyers remains

small, but its global push is accelerating. Producing
more vehicles than its home market can absorb

- especially new-energy models - Chinese
automakers are targeting Latin America, Southeast
Asia, the Middle East, and Europe, exploring

local factories to get around tariffs - echoing the
playbook Japan and Korea used decades ago, but
with more electrified models.

Japan has committed to invest $550

billion in strategic US sectors and agreed

to recognise American automotive
standards and lift restrictions on American car and
truck imports. Inreturn, the US has agreed toa 15%
tariff on most imports from Japan.

9 & South Korea has agreed to an estimated
$350 billion in US-focused investments as
well as other partnerships and alliances.
In exchange, the US has agreed to lower tariffs

on South Korean goods including a reduction of
automotive tariffs from 25% down to 15%.

(} %
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What this means
for the vehicle buyer

Expect more hybrids on dealer lots and
marketing that highlights “built here.”

Prices may rise gradually in 2026 as
companies pass along some tariff costs;
increases will vary by brand and model.

EV availability and pricing will differ by
country based onlocal rules and where
the vehicle is made.

Deal timing matters: tariff headlines
will trigger “buy now” waves, followed by
quieter periods. Incentives may swing
Third, regional differences reveal with that cycle.

distinct coping strategies. Aswe

First, purchase timing is now strategic.
FNwxl Buyersare gaming tariff timelines,

creating demand waves following policy outline in this article: Origin matters more: knowing where
announcements rather than seasonal patterns. @ avehicle is assembled and where
Many rush to buy before anticipated price increases « Chinese consumers act quickly and decisively, key parts come from can affect both
or deliberately postpone until markets stabilise. maintaining their preference for new vehicles eligibility for incentives and future resale
while pivoting to domestic brands. values.
Second, consumers show surprising
‘ flexibility in accepting trade-offs. « Germans remain steady, less reactive to tariff
When faced with rising prices, buyers pressures.
will choose less expensive models, accept fewer
features, or downgrade trim levels. The era of « Americans take a wait-and-see approach,
automatically buying the fully loaded model is showing the highest willingness to defer
waning as pragmatism takes hold. purchases or consider used vehicles. It is

noteworthy that many US buyers say they
might abandon vehicle purchases altogether
for alternative transportation, signalling a risk
that tariffs could push some buyers out of the
market entirely.

Tariffs didn't just squeeze margins
- they transformed vehicle
purchasing from a straightforward
consumer decision into a complex
calculation involving timing, origin,
and compromise.

40 41



Looking ahead

There is a big milestone on the horizon as

we approach the 2026 review of the North
American Free Trade Agreement. Until then,
expect automakers to localise production faster,
emphasise hybrids as a practical bridge, and
fine-tune prices on a model-by-model basis.

The through line is clear: in 2025, tariffs didn't

just squeeze margins - they transformed vehicle
purchasing from a straightforward consumer
decision into a complex calculation involving timing,
origin, and compromise. The brands that win will be
those that build closer to customers, keep hybrid
choices strong, and make the policy complexity
feel simple at the showroom.
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