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07 GLOBAL OFFI

London | Amsterdam | Stockhol
New York | Melbourne | Singapor
| Sydney.

80 TEAM MEMBE

Bringing together trends
specialists, researchers, data
analysts, strategists, writers,
designers and film-makers.

75+ MARKETS

Combining local market
knowledge and a diverse team
with an established network
of partners.
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Faster growth for
businesses that listen
to and lead culture

CULTURAL BRANDS STA
OUT AMIDST THE NOISE
COMPETITION OF THE M
WORLD:x

R eK:LedR! ed
THAT FORM DEEPER, Mt
MEANINGFUL CONNECT



L BRAND

ACT ON
CULTUR




STRAT 7

CROWD.DNA

Crowd DNA | The Future Of Cultural Strategy

PEOPLE & CULTURE

Audience understanding |
Segmentation | U&A | trends |
semiotics | scenario planning |
growth drivers | thought
leadership.

BRAND & COMMS PRODUCT & SERVICE

Brand positioning | Brand Stretch | UX| CX| Portfolio development |
GTM/ Localisation | Creative NPD & Innovation | Shopper
development | Creative evaluation journey (across bricks & clicks).

| Campaign tracking | Brand

health.



WE BELIEVE CULT

INSIGHTSAND STR

IS MORE IMPORT/
THANEVER
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AREALIMESSY WOR

Society People are Consumers Experience
IS messy messy and Media are messy
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New Unilever CEO to hire : i lﬂ
20 times more influencers’ " _ o ; CM'VO )
in major marketing boost -~ @oirfire :

News

The CPG giant’s boss will increase social

media investment from 30% to 50% of total

marketing spend.

Roblox®

y
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NOW: BRAND = MEXICAN GR”,' ——
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EXPERIENCES
NONLINEAR AN
FRAGMENTED
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NOW: GET
IT WRONG
FEELS EAS
THAN GET
IT RIGHT
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MEMBER

SUSTAINABILITY

What brands get wrong International Women's Day: 5 Examples Of How
about philanthropy — Brands Get This Day Wrong

Curated By : Buzz Staff Trending Desk

and how to get it right Sy

As the response to the LA wildfires showed, there’s a fine line between doing

ing to be seen as doing good.

BY MALIHA SHOAIB

The marketing industry’s echo chamber:
time to tune into the real world

& The New York Times

When Corporate Rebranding Goes Wrong

A British investment firm restored most of the vowels to its name after a widely r Digital Marketing & Ad Tech News (3)

WHAT BRANDS ARE STILLGETTING
WRONG WHEN WORKING WITH
Trends and Insight DlVERSE CREATORS

[ ] [ ]
B“ ll dln g Brand Achieng Agutu, Julian Andrew and Shreya Mukherjee
discuss how marketers can better collaborate with creators

revamp that showed the pitfalls of trying to look...

Experiencesin theAge ™2
of Cultural
Iragmentation

13



Crowd DNA | The Future Of Cultural Strategy

NOW: TOO MA
BRANDS TRY
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(While gagging for relevancy)

.

SRENETERAFER,

JOGUQTr
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NOT TH

Introducing the new

......) dolcegabbana & « Follow
Shanghai, China

dolcegabbana 32 & Dolce & Gabbana
“REGR" 8139,
SEBANEREDARET,
nFMERIMEFERORA,
RIEBARBROCRTEHERE.

Welcome to Episode 1 with
Dolce&Gabbana's “Eating with
Chopsticks”. First up today is how to use
this stick shaped cutlery to eat your
GREAT traditional Pizza Margherita
#DGLovesChina

#DGTheGreatShow

amandbsong @su.pellegrino IRIAM2 18
R xswl

Ixqiao @cool_rockylin B2 M
vincent_cxz 3BT 4 MNFEEE
HERIFRBBWELLBORE, &
SRR 7B Wi | R e O TR
oQaQd L

101,712 views
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THE 03-10-2025 | DESIGN y 4 ‘)VF
SLOPPEN[N We’'re in the age of ‘culture rot. Here’s
L how brands can avoid it
.

A JOE BURNS.

A new trend report by TBWA shows how brands can stop following culture and
start contributing to it.

MMXXV

Science Photo Library/Getty Images]

NOW: =
THINGS SEE] M;’;;y
INCREASING Trends!

Every generation has chased trends. But to some

members of Gen Z, the objects of teenage yearning
feel more plentiful and less durable than ever before.
By Callie Holtermann  March 7, 2025
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< eugbrandstrat & i

Eugene Healey

69 121d. 61
berichten volgers volgend

=) -

| sy s
S

Culture analysed through the lens of brand

Brand strategy consultant | Keynote speaker | Lecturer
Vertaling weergeven

(2) beacons.ai/eugbrandstrat

A Y8 Gevolgd door thombremer, caps_quick en

P27 NOW: EVEN MAKING
g py SENSE OF & BUILDI
£ 8= STRATEGY IS REDL
%% TO SNAPPY SOUNL
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WE HIDBEVEN MOBEHIND LINGO

Gy C Sy, IS S B IS 7, A
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OUR CULTURE, BR

AND INDUSTRY A

SHELLSHOGKED B
THE CHANGE
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HOW DID WE DEAL?
WE SUCCUMBED TO D,

According to the 2024 Gartner CMO Spend Survey, only 24% of CMOs

say they have sufficient budget to execute their 2024 strategy.
Marketing budgets have dropped from an average of 9.1% of
company revenue in 2023 to 7.7% in 2024, a fall of 15% year over
year.

CMO budgets have dropped.

Product people yield power and brand

people are losing it.
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Global Programmatic Advertising Market
Size, by Auction, 2020 - 2030 (USD Million)

Global Market CAGR,
2024 - 2030

$678.4M I
--I...llll

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

@ RealTime Bidding Programmatic Direct ~ Private Marketplace Preferred Deals  SEUTTREC ndviewresearch.com

Programmicadvertising is mocking
brand and culture led creativity

Using synthetic
participants
formarket ...
research Framovork for Gen Al

""‘_5 Evidence
Matters

s

The insights industry is obsessed with
synthetics

19
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S\ r/aiArt - 1yr. ago
b45 realdealreel9

Why does all Al art look the same?
Questlon
r rfaiwars - 1yr. ago

L Tyler_Zoro

Conclusions: "All Al art looks the same"
; I A R I How Marketers Use Generative Al
Basic content creation 76%

Write copy

Inspire creative thinking

Analyze market data

Generate image assets
Among marketers who are using generative Al

() »

Il—al ée&togom@omem Creatlon-St.e... SN
seripting - @ =
thumbnail > o0, S
edh‘:inge o , -~
posting > & 4 ~ /
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ARE WE LOSING 'S
WHAT REALLY MAT
IN INSIGHTS, (S T RA

AND BRANDS?
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WE GO DEEP AND CULTURAL,
BRANDS -MAKE MEANING

NONNY YN NN\

MEANINGIEANINGIEANINGIEANINGIEANINGIEANINGMEANINGIEANING
IN MESSW MESSW MESSMW MESSK MESSM MESSM MESSWN MESSY
SOCIETYEOPLEIUL TUREULUREMEDIA® TECH MARKETIRELEVANC
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AS THE WORLD
AROUND US CHAN
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IHow We
. Work As
FIiCultural

Strategists

AKA our guidebook on how to create cultural strategy

s » (O hel brands conneat €0 so"Eng b@ C B
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o0 FUTURE
PRINCIPLES
TO GUIDE Uz¢
FORWARD
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ultural Strategy

~ WITH MES
FREED
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ITH MES
FREED

Break the silos

~

Cultural Strategy

-

Method agnostic

31
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\ THE WOR
SPEEDS UP;.
WE SLOW DOWH




Map
The Cultural
Orthodoxy

Are brands in a particular
category all appropriating
similar functional and
emotional cues?
Orten, yes!

Eg - premium lager brands trading
on European luxury and a golden
age of sophistication
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Indentify Find
The Social The Ideological
Disruption Opportunity

A change in society What is the story
that creates an in this ideological
ideological opportunity. opportunity?

Eg - a change in the notion of Eg - is 'silent luxury'the root of a
premium or luxury; in what good powerful new story
taste means and how it manifests

A TOOL THAT HEL

By reading and responding
can only ever reflect surface level change.

Instead, we also want to understand the deeper
shifts, movements, and tensions that ardéuelling
change and present cultural opportunities.
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SPACE

Layout of the
physical setting

ACTIVITIES

The various
activities of
the actors

EVENTS

Occasions
or events
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ACTIONS

The relevant
details of the
people involved

OBJECTS

Physical elements,

appliances,
furniture, etc.

TIME

The sequence
of events

ACTS

Specift,
individual actions

GOALS
What actors are
attempting
to accomplish
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FEELINGS

Emotions
in particular
contexts

A TOOL THAT HEL

We belief that real I nsi g
group room, via big data or synthetic audiences.

By getting out there and using this framework to take
in everything that happens we map what really
matter sao
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