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The next big disruption...

Consumer changes�more disruption

•Consumer changes
•Consumer concerns
•Responses
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Demographics: the aging population

Life expectancy: 
•Swaziland 33, Portugal 78, Andorra 83
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Source: CIA World Factbook; UN
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If we adjust in terms of population…..

•Source: www.worldmapper.com
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If we adjust in terms of GDP…..

•Source: www.worldmapper.com
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Global middle class: in billion

Access to mobility
Access to communication
Access to education
Access to information

40 years

X2 in 15 years
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Change

• 1981 IBM PC
• 1985 Windows
• 1989 Berlin Wall falls
• 1990 Nelson Mandela; Windows 3.0
• 1991 1st web site
• 1993 1st Browser

• iPods, podcasting, wikipedia, blogs
• YouTube – 65k uploads, 1m downloads per day

• www.climatecare.org
• www.springwise.com
• www.thecoolhunter.net/news
• www.trendwatching.com
• www.superfuture.com/city/home
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Consumer Confidence Index

Calculated on responses to:
•Do you think job prospects in the next 12 months 
will be:

•Do you think the state of your own personal 
finances in the next year will be:

•Considering the cost of things today and your 
own personal finances, would you say at this 
moment the time to buy things you want and 
need is:
–excellent (200), good (133), not so good (67), bad (0)

Source: ACNielsen Consumer Confidence Index to April 2007
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Consumer Confidence Index 
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4 megatrends...”Health” has been the most important

 

Health/
Well-Being

Ethical

Convenience/
Practicality

Indulgence
+ Pleasure



Confidential & Proprietary
Copyright © 2007 The Nielsen Company



Confidential & Proprietary
Copyright © 2007 The Nielsen Company



Confidential & Proprietary
Copyright © 2007 The Nielsen Company



Confidential & Proprietary
Copyright © 2007 The Nielsen Company



Confidential & Proprietary
Copyright © 2007 The Nielsen Company



Confidential & Proprietary
Copyright © 2007 The Nielsen Company

Portugal: 54%
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Source: ACNielsen – Global Online Survey April 2007 
Portugal results

What is your biggest concern over the next 6 months?
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Biggest + 2nd biggest concern in the next 6 months: 
Global Warming
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Global: Biggest concern in next 6 months
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Consumer responses to “An Inconvenient Truth”

• Have you seen the film?
• Yes: 21%

• This film changed my mind about global warming / climate 
change

• Yes: 53%

• The film made me more aware of the problem
• Yes: 88%

• I am changing some habits as a result of seeing the film
• Yes: 50%

Source: Nielsen Global Online Survey April 2007 Portugal results
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Showing commitment

Source: Dragon  www.dragonbrands.com
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What do you consider the most trustworthy source for 
information about global warming/climate change?

72%

20%

3%

1%

1%

0

0

0

0

0

0

Climate scientists

Journalists/media

Teachers

None

Parents/family

Charity organisations

Politicians

Friends

Businesses/corporations

Celebrities

Celebrities

Source: Nielsen Global Online Survey April 2007
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Consumer Generated Media
• Research companies find consumers trust CGM and word of 
mouth far more than any other information source…

67%Word of Mouth
53%Advertising

47%Editorial

1977

76%A friend recommended it
22%Newspaper/Magazine recommended it

15%Advertisement

8%The websiteWhich factors make you most 
comfortable purchasing a 
product?
Mediaedge

Best source for advice on  a 
new product:
Yankelovich

67%Another consumer 
35%Info services (e.g. Consumer Reports)

26%Newspaper/Magazine

21%Television

Among best sources for new 
ideas about products:
NOP

92%Word of Mouth
50%Advertising

40%Editorial

2005
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Do you trust the following forms of advertising 
completely/some:

62%
61%
60%
60%

58%
55%
54%

43%
42%

40%
24%

53%

72%Recommendations from consumers

 Newspapers

 Radio

Brand Websites

 Email I signed up for

 TV

 Magazines

 Brand sponsorships

 Consumer opinions posted online

 Online banner ads

 Ads before movies

 Search engine ads

 Text ads on mobile phones

Source: Nielsen Global online survey April 2007 Portugal
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The buzz on sustainability is increasing

Discussion about Sustainability among Bloggers

n= 227,861,410 blog messages, between 3/15/2006 and 3/15/2007
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Ethical Marketing – the dilemma

Source: Brand Republic/Marketing, May 2007

4/102/10easyJetPutting the record 
straight but not changing 
anything

Communication 
only

5/109/10The Body ShopA way of life rather than 
a strategy; deep 
conviction

Deep ethics

5/105/10Levi’s “eco”
jeans

Offering an ethical 
option within a repertoire

Democratic 
ethics

6/105/10Ariel “turn to 30”Choosing a single issue 
relevant to the company

Single focus

1/103/10Gap supporting 
“Red”

Leaping on latest ethical 
bandwagon

Fashionable 
initiative

7/107/10Marks & 
Spencer Plan A

Complete audit and 
overhaul of all aspects 
of business

Ethical 
makeover

Commercial 
Impact

Ethical 
Impact

ExampleApproachType
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Closing thought...

“It is not your duty to 
finish the work, but 
neither are you free to 
desist from it.”

Source: Rabbi Tarfon,Pirke Avot, Talmud


