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Our Meaningful Brands™ study

IS unique

Now in its 17th year,
it was the 1st proprietary Global study
to connect brands with human well-being

The study lets us explore people’s
changing attitudes, behaviours and
expectations of brands
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ITMEANS TO BE

' , ATTRIBUTES: 11 Core /
I N G . —
| , ”

L 10 Core /
FUNCTIONAL EQUITY 6 Bespoke

Rational benefits focused on product functionality, customer service,
interactivity, and technology.

Ll ."
PERSONAL EQUITY

Messaging and behavior that connects on an individual basis and serves a
specific personal need or want.
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Taking back control, the journey continues.

54% 1L

Of people are feeling in control of e
their life; we are tracking upwards

collectively.
(+3 p.p. vs 2024)
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Zoomingin hat matters.
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Those who came of age during the 2008 financial crisis
might be more sceptical of capitalism and more open to
progressive policies.

Those who came of age during the Cold War
may be more wary of socialism.




Our youth is when the
world leaves its mark.

Ages 14 to 24
Relative are the most
importance formative years.
1.0

After age 40,
the impact of
events is
relatively small.

0.5

95% C.L

30 40 50 60 70

Source: The Great Society, Reagan’s Revolution, and Generations of Presidential Voting MEAN | NGFU L
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https://static01.nyt.com/newsgraphics/2014/07/06/generations2/assets/cohort_voting_20140707.pdf




(@ Irish Examiner s
ireland at risk of energy crisis without gas reserve,
environment minister

eland k of ener witho! e enviro e iniste
| atrns gy crisis vit u(gasresev ,warns

Ireland would have as little as “three days of normal energy..

12 Apr 2025

iser: eryon
It’s no wonder people my age are miserable. Every
they're totally screwed

Gen-Z may be the most chronicled ge

. L
boomers and their w ealth hoarding; ...

B8 vusinessplus.ie

Ireland risks being fined between €8bn and €26bn if climate
targets are not met

Ireland risks being hit with fines of between €8bn and €26bn for missing their climate
targets. The stark warning was issued by both the Fiscal Council and.

4 Mar 2025

3 Irish Examiner

re
Housing crisis: | feel more hopeless than | ever have befo

about life in Ireland o
Ireland .
H crisis: 'l feel more hopeless than | ever have before about life in Ir
ousing

of Eoin Kennedy and his fiancée Aisling O'Donovans...

9 Jun 2025

e keeps telling them
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Cost of living and housing are ‘bleeding talent from Ireland’

Businesses fear the high cost of living and a shortage in housing supply are “bleeding A

= I“"ﬁ
talent” from Ireland, writes Adam Van Eekeren. "

rey
1 month ago

5 The Irish Sun

Complere!y unsustainable’

- Govt blasted
- for failing to tackle Ir

S |
7 Jul 2025 HE Government has been.

housin
g crisis . "
as prices rise eland's deepenmg

Education used to be the path to owning a home. Now it’s all about assets

As Margaret Thatcher’s funeral cortege wound its way through London on the day of her state funeral
a woman stood holdinga ...
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2in5

Don’t feel in control of

where their life is heading.

So, they need to find ways
to ease their worries.
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2in3

Say they don’t let tough times
keep them down, they keep
moving forward.
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They’'ve built
frameworks
for resilience.
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7 é 3°/o

’ > Look to humour as a way to lighten the Ioad__when times are tough. .
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3%

Are setting better
boundaries for work life
balance, compared to a
year ago.
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In contrast, we have Boomers.

-4
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Of Boomers report
making a real effort to
be physically and
mentally healthy.

Believe the
nation is
experiencing a
health crisis.
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5%

Believe their financial future is
positive.

That is despite being the
wealthiest generation on

paper and lower ‘concerwr
the local econom?. '

(-5 p.p.lvs All Adults)
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Despite all of this, they are the
happiest of the generation

-,._':'_:-—r_. x ' e
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Four generations and four realities.
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But 1in 2 also say it
does more harm than
good.

(+11 p.p. vs All Adults)

Believe in technology’s

potential.
(+7 p.p. vs All Adults)
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1in5

Admit they’ve increased their s “*&

impulse buys since last year. # ,7

Say that compared to
‘ . A3 last year they’re

, | e purchasing after saving

\ ‘m - to be cautious with

expenses.
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Millennials feel the most
in control of where their
life is heading at

1%

Feel their financial future
is generally positive.
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Say they take a stand on key
issues important to them.

(highest of all generations)

Say they actively contribute to
charities or causes that address
issues that are important to them.

Have stopped buying from

brands that don’t respect

people or the planet.
(+10 p.p. vs All Adults)
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The sque dzed generation.
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Underperforming across every

measure of wellbeing
Optimism Happiness ' Control vl\:lI:I?I:::;
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They’re more
considered with
their purchases.
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Are trying to be more Are trying to make more mindful nutritional Are trying to be better at tracking

physically active. choices. their health.
(Vs 53% all adults) (Vs 49% all adults) (Vs 44% all adults)
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What this means. How do these different
perspectives impact their relationships
with brands?
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Expectations for brands remain high.

'\'
{ X

¢
Believe brands should be doing Believe companies/brands should Believe companies/brands
much more for the good of show more humanity and generosity should help them save money.

society and the future of our when times are tough. (+1 p.p. vs 2024)

pIa net. (on par vs 2024)
(on par vs 2024)



Believe companies should have
a long-term plan in place given
all the uncertainty we are living

in. <
(+6 p.p. vs 2024)

)
l ‘.




Four generations and four
realities all in one market.
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Millennials & Gen Z have the
highest expectations for brands.

= Gen Z Millennials ==—=Gen X Boomers

Companies/brands should help me save time

70%

| believe companies/ brands should satisfy my
individual needs rather than taking a wider
role in society.

Companies/brands should use their power to
influence or affect change

Companies/brands should be dedicated to
make my day to day life easier

| have stopped buying from brands/companies
that do not respect the planet or society

| have stopped buying from brands/companies
that do not have the same views and values as
me

| will pay more for products that use
sustainable materials or are eco-friendly
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But loyalty has limits.

71% N

Say they are quick to
switch brands if they
find a more cost-
effective or

convenient option.
(+2 p.p. vs 2024)

500/0

Say they will buy a product if it
best suits their needs, even if
they disagree with the

company's views.
(+4 p.p. vs 2024)



WHY IS ALL OF THIS IMPORTANT?



Brand value Is under scrutiny.
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Say they are more cautious
today about how they spend ,
their money. A ) m,,]‘,m,.
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\
54%

Believe private/generic labels
offer better value for money
than branded products.
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BRAND IMPACT
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Brand impact is measured across 3 pillar u

What you do as a business
What you do for society
What you do for ME
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Control unlocks expression.
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The Irish brand strength:

140
120

100

80

60

40

20

Product/ Brand/ Ecology Customers Public Health Society Economy Ethics Value
Services Products Experience
Performance

Performance Index ==QoL Index
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120

100

80

60

40

20

The gap that matters most:

\ -

Expression

Control Inspiration

Performance Index =——QoL Index

ldentity

MEANINGFUL '

BRANDS ™



What actually drives change?

120
115
110
105
100
95
90
85
80
75

70

Helps me feel Helps me Inspiresmeto Enablesmeto Helps me feel Helps me Helps me feel Givesmea Letsmeescape Givesmea
energised and express myself take a healthier be smarter with  good about connect with  more in control sense of from the sense of peace
alive as anindividual approachtomy my money myself others of my day-to- happiness everyday of mind
life and/ortime day life

Performance Index QoL Index
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HOW DO WE START TO CLOSE THE GAP?
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Where to win:

21
20
I I I 19
Inspires me to take a healthier Helps me feel more in control of Helps me feel energised and Helps me feel good about Helps me express myself as an
approach to my life my day-to-day life alive myself individual

MEANINGFUL
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Summary &
key take outs

In a world of uncertainty, people are
reclaiming control by focusing on
what matters most to them in the
here and now.

Brands that help them do that, while
proving their worth every single day,
will win.







The components of resilience are

Expression. Control. Health & Wellbeing. Happiness.
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Prove you have

a plan beyond

the immediate. .
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