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An Iindustry opportunity:
Al Is our superpower
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Kantar’s journey from hype to scalable executlon
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Al is changing everything AllZ9 RTZ2ZEZ5
...with consumers —iBHIZHEED51%(%. HEICELTRICEREAIZFIA

Regular Usage Discover/Compare/Buy Products
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times a week

Gen Pop 18-35

KANTAR Source: Kantar / MMA Study: State of Consumer Al Adoption, n=2400, U.S. gen pop ages 18-70, Fieldwork conducted June 18-24, 2025 © Kantar 2025 | 4



Al is changing everything AllZ3RTZZEZXL5ELTINVS

...with marketers ¥—4432—®D9El[XGenAllX KELA NI EBL=DTEESLDDERFAH
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The future impact of GenAl Internal readiness for GenAl
in marketing in marketing
GenAl is going to be a game-changer — GenAl’s current role in marketing is in the early stages —
not just about automation, it's about supercharging human skills most admit they’re not Al-ready

KANTAR Source: GenAl for Marketing: Fear or FOMO, Kantar January 2025 © Kantar 2025 | 5



How is Kantar responding
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WE SHAPE THE

BRANDS

OF TOMORROW

BY BETTER UNDERSTANDING

PEOPLE

EVERYWHERE
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crow BYBENC
MEANINGFULLY

DIFFERENT

TO MORE PEOPLE

e Growth accelerators for winning marketers to operationalise effectively
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i PREDISPOSE MORE PEOPLE BE MORE PRESENT FIND NEW SPACE
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BEHAVIOURS: CONSISTENT, CONNECTED, OPTIMISED
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POWERED BY THE MEANINGFUL DIFFERENT AND SALIENT FRAMEWORK AND MOST MEANINGFUL DATA
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CAPITALISE ON THE TRANFORM MARKETING EXPLORE THE FRONTIERS OF
= VALUE OF DATA N DECISION-MAKING N WHAT'S POSSIBLE —
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CAPITALISE ON THE
VALUE OF DATA
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An industry challenge...
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Real time fraud
detection in 49 countries
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69%

43%

Of responses
are removed
in/post survey
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are true

fraudsters

YT EL 37%

Fraudulent

KANTAR Source: Data Quality Insights Report. Insights Association, March 2025 © Kantar 2025 | 12
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Synthetic from custom to scaling with confidence
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500,000 D& F/ AL

PERSONAS (TWINS)

THE
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180,000,000,000 DATA POINTS
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TRANFORM MARKETING
DECISION-MAKING
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into marketing strategy | \\X <
and operations \k /—:
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F “ t . T LINKAI produces a Quality of Creative score in minutes
rom “pre-testing LINK AllZE S TH) T4 74T DEERATE
to having Quality of e

Creative at the centre of
the Content and Media

supply chain

API to integrate score into Content and media Supply Chain
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EXPLORE THE FRONTIERS OF WHAT'S
POSSIBLE
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25%

Number of Europeans Insurance

buyers that will use GENAI as
their main source of information
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*Source: Forrester Total Economic Impact Study
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‘{‘ Generative Brand Tracker

B8 Dashboards Brand BYB - Motor - United Kingdom
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In closure THE REAL VALUE has not changed...
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Human-centric at scale
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ICANTAR

An industry opportunity:
Al IS our superpower

Kantar’s journey from hype to scalable execution
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