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Have you (ever) questioned...

If our experiences Which touchpoints Do we have the ri
stand out vs the build the strongest CX measurement
competition? memories? place?
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Customers are looking to be heard and understood
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Therefore, it is fundamental
to become better at:

Human — Customer

Understanding e :
nvite me 10

come back in a
meaningful way

v Frictionless Unique Customer
Transactions Experiences

Targeted
and Relevant
Communication

V/

Measuring Smart _ Loyalty
sSuccess Recommendations Rewards
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Be heard by the
company

ng]

Personalized
Offers
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Address my
concerns
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What builds a brand?
Everything.

Paid media typically
only delivers

25%

of all touchpoint impact
on brand building

Other touchpoints,

like product or service
experiences and word of mouth,
can contribute up to

5%
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TV ads .-: :-. Paid media

Impact by other
touchpoints

Customer
experience

SOURCE 400.000 touchpoint evaluations across 550 Connect studies



New evidence further proves the
commercial power of experience
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1 . :
Brands who improve their

customer experience are far
likely to significantly increas
their market share.

SOURCE Kantar BrandZ Analysis of top growth brands vs bottom growth brands on BrandZ Total Experience Index over two years based on 10,000

K ANTAR brands. Total Experience Index is a derived measure which shows how well a brand maximise repeat usage and minimise rejection relative to competitors
accounting for brand size. Those who grow BrandZ Experience Index most are 2.5x more likely to significantly increase their market share.



Predict future growth and
willingness to pay

Bridging the gap
between expectations
and experiences leads

to growth

Real-time data collection Experience

and operationalisation

Maturity
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To grow In the new ‘experience economy’

Business Challenge

No longer sufficient to create and market new products and services. i
To grow, brands need to innovate to deliver new and relevant ¥
experiences that add value to people’s lives '. o
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Meaningful & Different = =—- — ‘
Experiences o

Functional Services #: _.‘;,_r =
Emotional connection, personalisation, ™ | ey e Y
trust, social responsibility s E

A shift from Experiences

Transactions and touchpoints )

Tangible Products
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Meaningfully Different
Experiences (MDX)
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What are Meaningfully Different Experiences?
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Meaningful

Meet functional and
emotional needs

Redefining category
expectations

Deliver on needs, do what you promise True to the expectations of your brand
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Effortless and enjoyable experiences An offer customers can’t get elsewhere
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Build connection and trust with empathy Magical moments that create memories
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For brands to grow, we need to go much further

o
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. — Resolves a real tension
@ — Surprise and delight with superior
o
i= Bran d_ed functional performance +
® [ Experiences emotional connection in
= Beyond transactional aspect moments that matter
g _ > — Brand Consistency, coherence — Experiences which could only be
0 = Functllonal ifﬁlc:ency, _ across channels / touchpoints offered by brand — unique,
sc_aam ess effortless |nteraF:t|or.1 — Alignment to a distinctive brand differentiated from competitors
— Simple process, easy navigation, identity and promise — Builds long lasting positive
convenient user interfaces memories

v

Perceived customer value
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Consumer perceptions are fluid, built from ongoing exposures and experiences

range
digital
brand
experience
sustainability
provenance
communication
everyday

EANRE SRSt Source: 2025 Kantar BrandZ data analysis

disruption

inspiring trust

specialist

distinct

purpose

success

buzz

expert

trust

PREDISPOSITION

leading

pride

Identify and manage your brand’s
most influential touchpoints
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Experiences

matter ...as much
(sometimes more than)

exposures

Experience touchpoints
together contribute

58%

of brand predisposition

IKANTAR

Touchpoint (paid, owned and earned) contribution to brand predisposition

0% 2% 4% 6% 8%

10% 12%

Data is based on our review of the influence of all touchpoints on brand strength across all Financial Services.
Based on 7 Connect Projects in 2024
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Creating Meaningfully Different Experiences is worth it!

%

Engage more Increase Win more
customers margins customers

with the brand

Customers are willing Brands that offer
to pay up to 70% customer experiences

more for something that are meaningful and
50% lower risk of migration they find different different grow faster

SOURCE Study with 450 companies funded by Kantar SOURCE Global Kantar database, 2014-2021, 45,789 cases SOURCE  Kantar BrandZ analysis of brand value "’.md the development of
market share of more than 1,000 brands over a period of 5 years

© Kantar 2025 | 15
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MDX helps better understand customers at purchase moments and their
overall brand (product & services) experience

Exposure
Brand / marketing impact

Understand perception of brand by
consumers. Includes:

» Brand measurement
» Marketing effectiveness
» Media performance

| think | need new
shoes

A

’ H Activation
. .| Sales/in-moment experience

Understand reasons for choosing/not choosing
product/service and how store and digital
experiences may be improved. E.g.

Store activations, shelf presence (Retailer)
Pricing and promotion

Product & Services information

Website or brand store experience

| love the shoes |
just bought

6& Experience
Relationship / journey / TP evaluation

Understand how customers perceive the
products and services, and factors that affect
differences in customer behavior. E.g.

« Customer typologies

« Lifecycle behaviors

» Purchase segments (e.g., infrequent,
regular)

» Product and service experience

| loved the experience and
will return, for sure

\4

Consistently evaluated using Kantar’s Meaningfully Difference Experiences Framework



All activation & experience touchpoints together contribute 45% of brand
predisposition in CPG

Exposure touchpoints Activation touchpoints  [Jl] Experience touchpoints

TV ad
Print ad
OOH ad

Direct mail [l

Own product / service
experience

Product shop in-store
In-store advert
Product appearance
Brand website

Social Media

Free sample

Celebrity endorsement
Brand store

Online search engine
Online ad

Retail partner website
Sales recommendation
Customer review
Sponsorship

Friend / Family recommended || EGKKGGNGNNGNGNGNGN

Touchpoint (paid, owned and earned) impact on Brand Predisposition, CPG

l(ANTAR Based on 49 Connect projects / 757 brands, Personal Care. 17



MDX connects CX, Brand and Shopper behaviour to drive brand growth

Demand power vs experience power

— What is driving the gap between
our brand and experience?

—Where do we need to focus to drive
differentiated customer experiences?

Boots lead on Demand Power but are not created differentiated experiences
for customers in store. Ensuring that Boots connect emotively with customers

will help to build predisposition to the brand

Demand power vs NPS: Does the strength of my experience match the strength of my brand?

Bootsg Lovorage

Impact on brand
L] ® Superdrug Difference from
Tesco experiences (Top2 Box)
C
@ Lioyds

Impact on brand

Affinity from

experiences (Top2 Box)
parence dive

: g

44% 46%

Superdrug

48%

39%
51% A I 21% A

Superdiug  Lloyds Boots Tascc

52%
I 2% A
Boots Tosco

Competitor profiles

— Where do competitors perform well vs Boots?

— What competitor strengths might
pull your customers away?

How do our customers perceive Boots vs competitors and where
do we need to focus to drive differentiated customer experiences?

Competitor Profiles

Dimensions

Performance

Best competitor

Authantic: Clarly on what they stand for * - LLoyds
.« =9 Superdrug
H Easy: Makes everylhing easy for me < @ Tesco
z
4 Unique: Experiences fait difterent to thers - . Tesco
@
Effective: Clarity of pricing/cost - se Superdrug
- 8 Superdrug
Inspiration: Went beyond my expeciations . Lloyds

50%

Connected insights

—How do our touchpoints and propositions build our
brand, while driving immediate commercial benefit?

—What initiatives should we prioritise to
better
deliver our difference?

However, loyalty cards only drive a slight increase in overall loyalty

Tesco, JS and Boots loyalty card holders are all (slightly) more loyal vs. average shopper

Loyalty (£%) to store comparison - all shoppers vs. loyalty card holders .3

513 53.1

TESCO Clubcard @
202 3

229

] I
All Tesco Tesca Loyalty All Sainsbury's Sainsbury's All Boots Boots Advantage
Shoppers Card Holders Shoppers Nectar Holders Shoppers Haklers
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Click images to zoom in
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McDonald’s experience is aligned with its rce ety m
distinctive and resonant brand identity

YT £ ' : g
| - : " - - - ) /
> 1 d . - = i :I i T
. ) -
1 2 ¢ ‘
T

i

|II|II|I|‘|' =

Authenticity and Affinity

Frien d |y brand ‘vibe’ reflected throughout the fL‘ . Frictionless ordering process,

experience — a place to connect u’ J 1 - yet reinforcing brand tone
Approachable > T . b ) - s ‘
Open

McDonald’s experiences
have a signature ‘vibe’ —
warm, approachable, familiar.
This is reflected in all touchpoints Effectiveness

creating a distinctive experience Rewards innovation meeting needs and
connecting customers with the right product
for customers.

Inspiration
Surprise and delight with

entertainment for kids
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McDonald’s Meaningfully Different experience
helps explain its exceptional performance

Market Summary > McDonald's Corp

293-04 UsD

+128.49 (78.09%) 4 past 5 years

Closed: 21 Jun, 09:07 GMT-4 - Disclaimer
Pre-market 293.20 +0.16 (0.055%)

1D 5D ™ 6M YTD 1Y

293.04USD 20 Jun 2023

|
2023
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McDonald’s brand value has increased 6x since using Kantar
Meaningfully Different Approach

200,000 And they've elevated scores
McDonald’s in critical MDS metrics**
global BrandZ
brand valuation has L5 000 ‘ ‘
since 2006* 100,000 Meaningful Difference
+22 +18

McDonald’s Brand

value ($m) £0.000 v n

Pricing power Future power
0 B (Justify paying (Indicate which brands will have
2006 2023 more for brands) an advantage in future choice)
+10 +15

I.(ANTAR © Kantar 2024 | 21



Great CX in a nutshell: Meaningful Different Experiences...

\

Create positive emotions
in moments that matter

ICANTAR
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Those experiences
become memories

1]

Memories drive
relationships

©

And relationships drive
business outcomes
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Thank you
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