KANTAR MARKETPLACE

BREERDT1 I R—5—
| =) (o Y DA



HRTGESCEERL

EBUVWIRE: 1 R—= 3
VI ES5DdEL. B
. SBREVRIK. )L I—IJU
BIRHI R BEEHFEO R VR
N7 —=T9,

BRL BRI SURICEDT. BattdtO ISV REDEFD
HIESTF, INFEEDTSAR—ITSVREBICBBEICE DT
WET, TS VREX—N— IINFEEE—EBOERBRICHD
9, NFEEEHTT)—DOFLEEEOTEHICHEAND TS
VREBRELUENS. MEEOSVWTSAR—-KTSVR(ICHE
DNFET, NFEEENEBAOEFTOASBREBRBMI D EEDN
ST EFHBFEWEZSD. TSYRY =S —([3DNRIC—HEETT
<IHABRHDE T, TSAR—KTSY RANEMT S 227
BICXTBDCE. BRFLENEDH D1 ) RX—2 3 U Hu)
BCT, CNMRA—RISVRDEBEHETI,



RIS (<

54 A



- I R—=3 7N
RHEANEL D= ©
259

#HLUWHDNSZLULWNIEENS . ARK
R E DY) D (IR RIEIL S
EEEIC. 7 IR—=2 3 VRREARA
KT,

PIMS (THZHEEDRRICT T DEE) T —IN—=XD
PICED . RROIEMNCIAEREF & FHERDIRA
EIEDURTENRTEICHIEY T 7 EMigaE /T
FREMEABRESVC ENMDNDF UTz. KantarMNHEEH,
X9T—FTV. TINV—DTITo2EDICELDPIMS
([CXBDCDERAENMTONT Ulz, HRAERDE
(CHmEICBBERO IS Y RN EHEaME LD E
60% %< ELCNETHUOFREERTLE U,

LA L. BICEZLDRBEFRT I DIZITTIERINIC
FBADTIEFA. CEFMDEDIC. FEAE DR
mld kL E T, EBER. Kantar Worldpanel (C K2

ELAFYXTHEBINCRRERBDOFERD=
DOZIR2FEDEDD X TIC TR, BEBEINER
MNITVET, CHd. HREODVY—T5—(CeD
CTREBNCHRELDCETULL D, T5HIC. HE
DICEZL DT INR=23VESTVIDITVY
IVAREHTHD. BBFEISVROTBO EIFE N
NIJL—raveERCLTUWE T, TlE. EOT/
R=23VOBNREDTZEDFATLLDON?

AN D S TENCHHFERRFE EFRBDIRA Z 15°
UTeEENRNRR(ICTHIE Y T 7 EFEfHIdEd
AEENRTEL)

'The PIMS database comprises over 25,000 years of business experience. Each company in the database is
represented by a wide variety of business performance statistics over a period of 3+ years, including financials,
market share, innovation rate, customer preference, relative prices, service quality, etc. 3
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2 Analysis of Kantar BrandZ.
°> Analysis of Kantar BrandZ.
“Based on analysis of 872 brands between 2007 and 2019 by the University of Oxford Said Business School. 4
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® From an interview with Dr. Nicki Morley at Kantar Talks UK 2021.
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¢ Interviewed for Ignite: Growth Conversations by The Marketing Society and Kantar
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