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~XeCUTIVE SUMMARY

39 EDITION
Director Of Taste

tracks how the needs shaping consumer behaviour today continue to change.
From the search for balance beyond screens to the redefinition of beauty,
health, relationships and identity.

We seek to better understand what today's people consider to be truly necessary
not only as consumers, but as human beings. How they think, what they feel, what
makes them tired and what brings them joy and the zest to live. This perspective
helps us create more empathetic strategies and more authentic communication
campaigns that can resonate with their recipients.

The report was created as a joint project between &
and combines qualitative research with cultural trend reading
to provide the most up-to-date picture of what is driving our society.



— fatigue from online life, return to "dumb” technologies

e renaissance of real communities and offline social interactions

— a challenge for body positivity in the era of weight loss drugs
— a new story about health and meaningfulness after turning fifty

— the battle between ultra-fast fashion and sustainable fashion
— spending on pets is defying inflation

TRENDS

— low financial literacy as a cultural barrier

CD _ — the breakdown of the media landscape and new forms of content consumption
_ — video games as a mainstream form of entertainment and culture

Il

I




Qualitative survey - Online individual interviews

TARGET GROUP

Young people: aged 18 to 30 rokov
Old people: aged 50 and over

LOCATIONS

Mix of regions

TOOLS

60-minute discussion scenario
Younger: 6 topics discussed
Older: 5 topics discussed

DATA COLLECTION

January 27 to January 28, 2025
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THE NEED TO
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Digital Fatigue a Mental Health:}|efefRal=F]ida
Service emphasizes that mental health has become
a global issue, with 45% of people citing it as their
main health concern, up from 27% in 2018.

source:
lpsos-Health-Service-Report-2024-Global-Charts

Generational differences with control:f€ife]ef-1N g el ol =115
2024 shows that Gen Z feels less in control of their lives
compared to older generations. Only 65% of Gen Z feel

In control, compared to /6% of Baby Boomers.

source: [psos-happinessindex2024

Loneliness among young people: [€lle]eF:|RzFTolol[al=EF
also shows that 23.3% of young adults feel lonely most
of the time, indicating a growing desire for social and real
experiences.



Dumbphones are simple mobile
phones straight out of the 90s -
no apps to increase Screen Time,
just messages and calls.

LG EIYA LI Glf recently called

them a "booming business."

Heineken, together with fashion brand
Bodega, has even released a limited
edition I G0 Aang0s Which has no
apps and encourages people to engage
in conversation.

Dumbphones are another example

of how young people are rediscovering
retro things like landlines, CDs,

and analog photography.

dumb phone
IS galnlng



https://www.newyorker.com/culture/infinite-scroll/the-dumbphone-boom-is-real
https://www.heineken.com/global/en/theboringphone

as a civilizational
disease

The pandemic is often cited
as a factor contributing
to the

but this problem-has been
developing for a long time.
@ More and more research links
L the acceleration of this crisis
to.one of the biggest
phenomena of this century:



https://www.axios.com/2022/05/10/kids-teen-mental-health-crisis-parents-teachers-how-to-help
https://www.axios.com/2022/05/10/kids-teen-mental-health-crisis-parents-teachers-how-to-help




Study after study shows that young people say
social media stresses them out and causes depression,

yet their time spent online continues to grow.

At the same time, screen time is skyrocketing.

According to a Gallup survey, teenagers spend
an average of 4.8 hours a day on social media. ‘
For girls, it's as much as 5.3 hours a day.

Rei -


https://www.yalemedicine.org/news/social-media-teen-mental-health-a-parents-guide#:~:text=According%20to%20a%20research%20study,including%20depression%20and%20anxiety%20symptoms.
https://www.npr.org/sections/health-shots/2023/05/17/1176452284/teens-social-media-phone-habit
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are more likely than boys (= ..
to say they spend too
much time on their phone
and social media



YOUTH & SCREEN TIME

WITHOUT PHONE

72% of teenagers say they often or sometimes feel
calm when they don't have their smartphone.

44% say it causes them anxiety.

GOOD FOR HOBBIES, LESS FOR SOCIALIZING

69% of teenagers say smartphones make it easier
for them to pursue their hobbies and interests.

30% say that it helps them develop
good social skills.

PARENTS' SPYING

Half of parents say they have checked
their teenager's phone.

SMARTPHONE DISPUTES

Approximately four out of ten parents and
teenagers admit that they regularly argue about
the amount of time spent on phones.

DISTRACTED PARENTS

Almost half of teenagers (46%) say that their parents

are at least sometimes distracted by their phones
when they are trying to talk to them.




perception of
screen time

[qualitative research/




How they perceive time spent
on their mobile phones

‘It's a quick dopamine fix." "Sometimes | get stuc

in a loop, and then | look at my watch and realize
I've been doing it for two hours."

What respondents consider to be a very long time
spent on their mobile phones depends on individual perception

‘On average, | spend four hours
on my phone, which | think is a lot.’

‘I spend an average of six hours or more. Sometimes

| feel like someone could call it an addiction,
but | think it's reasonable. | can control it.’

A few respondents compared their habits to a form of addiction.
However, this term sounded too harsh to them in connection
with spending time on their mobile phones, so they avoided it
and replaced it with milder terms such as bad habit, habit...

"Maybe it means I'm addicted, but I'd rather call it a bad habit.’

‘I spend all day on my phone, but | don't think it's an addiction because
| consciously decided how | want to spend my time.’

When are they on the phone and
what activities are they engaged in?

"l listen to podcasts every morning while getting
ready for school or work. But at breakfast, | switch
them off and watch the video from the podcast.’

"Sometimes I'm like an iPad kid and | have
to watch something while | eat.’




Positives

They attribute added value to mobile phones
and social networks in terms of filling their time,
dispelling boredom, or helping them wake up.

‘I know it's bad, but when | wake up in the morning,
the first thing | do is reach for my phone because
| need something to wake me up.§

Respondents need to feel that they are always doing
something, that they are always productive, that their minds
are processing something, and, above all, that they are in
control of something in today's world.

I/

It's routine for me now. When I'm bored. When | have
a moment to spare at the bus stop. | don't even enjoy i

I/
.

anymore.” "At least here | feel in control

However, respondents often use their
devices during work and school.
‘I have spent an incredible amount of time on m

mobile phone, but that's also because we sometimes
have to use it at school. Whether it's a calculator,

a test, Edupage, writing papers, and so on.’

Negatives

"There are more negatives than positives.’

Another negative aspect respondents perceive is that children

and teenagers spend a lot of time on their mobile phones. They are aware
that frequent use can lead to attention disorders, loss of critical thinking,
and poorer school performance.

‘I can't imagine what it does to young children when | can
see for myself that | can't keep my attention on lectures.’

5 youns
see for myself that | can't keep my attention on lectures.’

I/

1 have to concentrate very hard if someone wants to tell me
something. | lose interest in a topic very quickly.’

‘Unfortunately, | am surrounded by people who are completel
rainwashed by social media and believe nonsense.’

Several respondents spontaneously brought up the topic of content on social
networks. They linked this to the algorithm settings. Some perceived the
functioning of algorithms as correct, but others mentioned inappropriate
content that social networks artificially and forcefully push on them.

"What's important is what people watch on those reels, what algorithm the
create.” "When someone watches educational stuff and follows educationa
pages, | don't think it's as bad as when someone posts complete nonsense.’
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is leading

0T 10 I IS ACHEIREE [N The need for real socia
g to a revival of social clubs, from book ¢
ed on specific activities.

Dating and networking:




249

and the rise of running clubs as a viable
alternative to dating apps point to a significant
shift towards real-world activities.







INSIGH TS

Community involvement as a factor in happiness:

Older generations who are more involved in social clubs are generally
more satisfied with their social lives. Brands can leverage this insight
by supporting community events to strengthen personal connections.

Generational gap in satisfaction with social life:

Global Happiness suggests that only 66% of Gen Z are satisfied with
their social life, compared to 74% of Baby Boomers. This difference
shows a clear opportunity to engage with the younger generation.



According to Eventbrite, the number of book club events in the United States
increased by 24% in 2023 compared to the previous year. Meetup saw a 10%
increase in the number of book clubs.

However, many of these book clubs are no longer as conservative as the older
ones, which included wine and crackers in the host's living room. Organizers and
members are creating new events where they discuss books at meet-and-greet
events, in breweries, or while running together.

Of the more than 1,000 official Silent Book Club branches worldwide, nearly 400
have been registered since January. Silent Book Clubs offer a space for introverts
to read and socialize with people who share similar interests. There are no specific
books assigned to read at a Silent Book Club. Members meet in bars, cafes,
bookstores, libraries, and online to read together in silence.

Source: CNN / Silent Book Club



We are looking %4
for new people. /.

54

The survey showed that 1in 8 people (12.6%)

feel lonely ,always” or ,usually”, including almost one
quarter (23.3%) of young people aged 18 to 29. Since the
beginning of the year, there has been a slight increase

in the number of people who feel lonely most of the time.
Up to 40% of respondents said they feel lonely at least
sometimes.

It is therefore no surprise that running clubs, knitting groups,
sports such as pickleball, and other activities are on the rise,
as people are literally looking for ways to meet new people.
Google searches for phrases such as "how to meet people”
and "where to find friends" are at record highs.

-




searching for
friends

Google search volume for

‘HOW TO MEET

PEOPLE™
"WHERE TO
MAKE FRIENDS™

2009
2014
2019

2024

2024

“MEET NEW
PEOPLE”

2009
2014

“FEEL
LONELY”

2009
2014

2019

2019

2024

2024



WOMEN FIND IT HARDY,

Hard to find someone
who meets their

expectations

35 56
Hard to find someone
looking for same type of

relationship as them

5 65
Limited number of people
in area to date

3738
People aren't interested @
in dating them -
30 31 .
Too busy d 9 I
29 38 |
Hard for them d ‘ o Wy g ' ‘ ' _,: RN 3 1
to approach people y Oy X : . - <7 : -



Data shows that 56% of women have
trouble finding someone who meets their
expectations, while only 35%

of men do. This suggests that women may
have higher standards or that their
expectations are harder to meet in today's

dating environment. o . .
One of the most striking differences is that

52% of women report difficulty approaching

A similar gender gap is evident when looking
people, compared to only 35% of men.

for someone who is seeking the same type of

relationship—65% of women face this This suggests that social norms regarding
problem compared to 45% of men. This may initiating contact in dating still favor men, or that
reflect different priorities between the sexes women feel more pressure or anxiety when taking
or a mismatch in the type of commitment the first step.

eople are looking for. -
peop & Social clubs therefore serve as an excellent

catalyst for making new acquaintances.



GEN /

and the perception
of social clubs

[qualitative research/



During a more detailed disc on the topic of communities,
respondents began to mention insti s such as cultural centers and
community centers for famili hough they are aware of these
institutions, they refuse to em due to their own prejudices

or fears reotypes on the part of others.

Some pe ants identified online gaming
communuties alternative to social clubs.

The conce
to respondents.
their time with acqus

ubs and communities is unknown
ot seek them out, as they spend
friends, or family.

Communities are not seen as &
but rather as a tool for socializat

f digital detox,

Although they do not actively see
that they could help them meet

ommunities, some can imagine
ople, especially in the field of sports.

According to responden
clubs is limited to cer S.

ailability of such
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poses a challenge
ting the tension

ptance and societal

W1V R I g Lo [T EIER The Increased use of Ozempic
indicates a shift back to traditional, often unattainable

beauty standards

An ethical dilemma:fA groWin debate on the social and ethical
implications of the use of medicines for cosmetic purposes.

YoReJeJelelg {0 s]is"A Il Jg: s e EMBrands that promote inclusivity have

the opportunity to reinforce body positivity and self-acceptance
in the face of this trend, potentially positioning themselves
as champions of diverse beauty. At the same time, we also see

room in the themes of sport and health, where brands are able

to talk about different forms of a healthy bodly.



3 70 young people in Slovakia are not
/O satisfied with their bodies

In Slovakia, 37 per cent

young people do not lik
bodies. One In five teen
is willing to put their he
at risk to improve their

appearance.

This is according to a s
conducted within the
framework of the Chut
project aimed at preve
eating disorders. Alarm
up to 21 per cent of
respondents confirme
that they were willing
to compromise their h
if it would improve the
body image.

o, iswilling to risk health
2 7 /) for better looks




| care about my body being
functional and healthy.

| care about my body
looking good.

| care about my body being
attractive to a potential partner.

Overweight people do not like
themselves.

linvest more time and energy in
my body's appearance than in its
functionality and health.

My perception of my body
is influenced by photos
on social media

Thin people have happier
and more successful lives.

If | lose weight, | will become
a more valuable person.

My perception of my body is
influenced by models in
advertisements (e.g. lingerie)

| would be willing to compromise
my health if it would improve the
appearance of my body.

\
MORE + COMPLETELY DISAGREE <

97%
94%
76%
43%
36%
36%
31%
28%
21%

20%

|
{

3%

6%

23%
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Body image and mental health
According to Ipsos Health Service, mental health is a bigger concern

for young people, particularly Generation Z women, with 55% citing
mental health as a top concern. The report also shows a significant

~ proportion of the population who are unhappy with their appearance,

highlighting the need to focus on inclusive beauty standards.

Growmg pressure on appearance _ \.X W
The Global Happmess Report states that only 63% of Generation Z

ATRNRATRRERRRRYCC

\\\\\\\\\

are less satisfied Wwith their physical appearance and social

L L N N\ A

life compared to older generations.
; o \!




KEY NUMBERS

Ozempic recorded sales of SX:HsR1]|[[¢1] in 2022,
with 65% of sales in the US.

Novo Nordisk reported revenues in 2023 of bz N 1|13 F
while Ozempic contributed 40% to that figure.

As of 2021, Ozempic has been mentioned in 148,800 articles.

Videos about Ozempic on TikTok have reached
a total of 1.2 billion views since 2021. .
-

Ozempic is the most sought-after slimming drug
overtaking its closest competitor, Wegovy, by 300%.
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VICTORIA SECRE

THE COMEBAC
ASKED FOR

In @ year when Ozempic has gained
mainstream popularity and our feeds
are full of people who have experienced
dramatic weight loss, we have also

seen the return of the Victoria's
Secret Fashion Show.

£ %" v
| ‘t' 'c, /’/’\)'{' //,
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GEN Z AND T/—/E PERCEPT/O/\/ O
o | I

BODY POSITIVI TY

/qualltatlve survey/

. -

Respondents interpreted the term "body positivity"”

in various ways. Most often, it was described as the ability

to like one's body and be happy with it. *.

yup, stil fAbulous
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’ a . Respondents did not feel that tafs topic
Respondents agreed that the idea of body_ -4 NN R needed more othen thaﬁ*’rrentl 3
P . s . :
- ' r P '

positivity is positive, but they perceive a line | R
between self-acceptance and promoting an ;d

unhealthy lifestyle. Even today, all types of body shapes are

7 - represented in stores, e-shops, and|

d - < N ' “advertisements, and that's enough.”
s - N N
35 B ~ "On the internet, you can find people who
d the personal e e q _are more involved in this.’ v
wnyasalo ' .

“There's a difference between being

Some criticized the trend, wﬁ:ch they belle e 2N ental work. "" -
has gone too far in some countries. ' | X If this topic were communicated naturally,
~ "It took me a long time to realize it myself. it could be beneficial. I?a.tr.\er than
\It's a struggle, but it can be achieved.’ emphasizing body positivity as a trend,

they would appreciate a balanced
approach that includes self-acceptance
“and ahhealthy lifestyle. They also perceive

. _ .extreme references to this concept
“Today, there are bigger problems we have to negatlvely

aid. they were happ

which are often aggressive on this t0plc =

o
HEERERE"Y: deal with than the fact that | have the body ‘
- "o I

“The comments are the negative part of it all, have.” "Sure, | compare myself to what's on “If we show it more and more, there will be
but that's probably true of everything. "SR social media, but | try not to let it affect me in more and more resistance. If it's done

- real life.’ i B naturally, people will take it as norma

P 30
o P

/ 1.'.{



ode 9|p
suluys




shifting from crisis to
an discussion about

O ENV-CR N LTl il 1sk Middle age is changing frg
riod of personal growth and increased hg

Discussions about menopause:
W

menopause, offeri
this stage of

An opportunity for brands:



Searches related to
s menopause increased by

5070

You were ; in the last year.
hot even 9 menopauise
before the S A BT
menopause
X

Engagement Strategy:

Develop a specialized content or community
olatform focused on wellness in middle age,
ebrating empowerment during this stage
Collaborate with health experts to
oritative information and build

and image in this area.



|

" 75% of these women globally will
experience symptoms which can
severe & debilitating

—

}/$600

On average, women spend $8k - $20k
on menopause relief



30%

of women in perimenopause experience
chronic fatigue/low energy




Educational campaigns: Develop educational content that normalizes
menopause and overcomes the stigma associated with it. Collaborate
with health experts to share tips and support.

Promote wellness products: Launch or raise awareness of products
that support health during midlife, such as nutritional supplements,
skincare, or comfortable clothing. Position these products as a way
to improve quality of life.

Create a support community: Build a digital platform for individuals
going through midlife changes to share their experiences and support
each other, creating a sense of community and inclusion.




Perimenopause tests examine hormonal
levels and other biomarkers that may be
impacted by perimenopause

Perimenopause has traditionally been an
overlooked phase of menopause
However, this is changing.

There are over 115k videos with the

#perimenopause on TikTok, illustrating
awareness for perimenopause.

And to capitalize on this opportunity,
several companies have started offering
at-home perimenopause tests.

22.8K

18.2K

13.7K

9.1K

4.6K

2020

2021

2022

2023

2024



The best part of life
[qualitative
survey/

For many, young people were a source of motivation.
For example, a former model photographer was

| ihgpired by his grandson and his work with young
people, which made him feel "not old."

) (‘ £"Young people give me energy, | don't feel old.

Many pensioners see this period
as the best phase of their lives. They
enjoy their free time, meet friends, travel,

and devote themselves to their families. . X Old people just grumble, so | surround myself
They also see this part of their livesas . . 7 | M | W Wwith young people.”

a time when they can finally focus on
themselves and address health issues
that they put off during their working lives.
Surgery and overall health improvement

were priorities for them. However, some experienced a midlife crisis, especially

in the workplace. Feelings of uselessness, prejudice

"I've had four operations that | keptji against older employees, and rejection by the younger

putting off.” "Now | can finally focus on generation caused frustration.

myself and do what | want.” "I get upjand "The worst thing is when no one wants you.

decide what I'm going to do.

I'm enjoying myself."

You feel useless.”



They saw it as a time when they could finally fulfill
their dreams and pursue their own ambitions.

Those who devoted their working lives
primarily to their jobs realized in : | ~
retirement that they had missed out on s % 4 | e "I still have a lot of plans, I'm going to enjoy my retirement.”
something. Without families, they were ' P i ‘
anxious about the future, especially
financial uncertainty.

Respondents felt that old age and everything associated
_ with it is still ‘a sensitive topic in society. Some feared it,

e

- others accepted it calmly and looked forward to the new

"I've worked all my life, and now what?ji# { o | R iy, | opportunltles that retirement would bring.
It's hard to find a job, and I'm afraid of SN " = & SRR Y QA
retirement.” "l already know that when | *,‘“’ . PG RN

retire, I'll have to find a part-time job."
re

Many retirees realized that they‘WEe
relatively well off only because they had
saved throughout their lives. Others, who A
had invested all their finances in their

families, were now struggling with low
pensions and loneliness.

"l had a family, | gave everything to my

children, now they are abroad and |

have nothing."



Although information can be found on the
internet, there is still little talk about it in society.
“It's a topic that Slovakia prefers to avoid.”

Menopause

Exceptionally, there was also an opinion
that menopause also affects men, who
may experience a decline in performance

The topic of menopause evoked various or an overall change in energy during this period.
reactions. From reluctance to discuss it to calls ‘

for more information. Women who had Respondents felt that old age and everything
experienced it described it as a difficult period

associated with it is still a sensitive topic
accompanied by health problems, hot flashes, in society. Some feared it, while others accepted

nails, and bones. opportunities that retirement brings.

"No one prepares you for it. It comes and
you have to deal with it."

They found it most difficult at work, especially
if they had a male boss who didn't understand
the situation.

"A male boss will never understand.

A woman needs support and time during

this period, not pressure.”
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() SUSTAINABILITY



SUMMA R Y Consumers are caught between the convenience and low cost of ultra-fast fashion and the growing
demand for sustainable choices, creating a tension that is reshaping shopping behavior.

LA Kl R R EE]ledgk Brands such as Shein lead the way

with extremely low prices and fast production cycles, attracting
younger consumers.

SR EIELICE g8 Consumers increasingly prefer secondhand
options, motivated4y affordability and environmental concerns.

0]eJololg Va1 i Il Jf: 15l N Brands can benefit from both sides—by
offering ultra-fast but responsibly produced fashion, or by

supporting sustainable fashion initiatives such as clothing swaps
and second-hand sales.

KEY POINTS
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"Shein controls 33.8% of the
ultra-fast fashion market in France,
while platforms such as Vinted
have seen a 51% increase in

transactions over the last year.” -

Ny

Vinted

News Feed




SHEIN

Shein has quickly become a dominant
player in the ultra-fast fashion sector,
gaining significant market share.

In France, Shein had a 33.8% share

of the ultra-fast fashion market by
value in 2022. The brand is known for
its aggressive pricing strategies, with

products often costing only a few euros.

This affordability is a key factor in its
popularity, especially among younger
consumers looking for trendy clothing
at low prices.

Shein is known for its extremely fast
production cycle, launching around
6,000 new products every day.
However, this model raises serious
ethical concerns about working
conditions and environmental
sustainability. The materials used

in Shein’s clothing often contain
synthetic fibers that contribute to
microplastic pollution. In addition,

the quality of these garments is often
low, leading to high turnover as clothes
are discarded after minimal use.

100%
90%
80%
/0%
60%
50%
40%
30%
20%

10%
0%

Fast Fashion Quarterly Global Market
Share Consumer Edge Transaction Data

2023Q1

2023Q2

ZARA ™ SHEIN

2023Q3 2023Q4

HaM R AsOs A UNIQLO A OTHER

2024Q1






SECOND HAND

Furthermore, the presence of fast fashion
products in second-hand clothing markets
complicates this story. Many consumers buy
& — fast fashion items that they quickly discard
| g ~ &  due to poor quality or changing trends.
: _ ~.Asaresult, platforms such as Vinted now offer
millions of used items from Shein, creating

Research suggests that many consumers are
attracted to second-hand shopping primarily
because of the price, rather than for ethical
reasons. AlImost half of Vinted shoppers cite
affordability as their main motivation for buying &
used items. This suggests that although consumers
are aware of sustainability issues, economic factors
often prevail in their decision-making.
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them often on the internet.

“When | see something on social

GEN Z

[qualitative
survey/

"Sometimes they undercut the price “It's fast, affordable, and they have media and it keeps popping up,
so much that a T-shirt is cheaper in good quality stuff.” "l can find after a while | start to like it and
a discount store than in a second-hand trendy things there, but for just want to buy it. | know it's a trend
shop. And it's new and unworn.” a few euros.” that will change, but so what.”

“I'm also a victim of fast fashion, but
in today's economy, does anyone
have a choice?”

N N ANPAN

The ethical aspect of fast fashion
financial inaccessibility, which created
time-consuming to find suitable clothes,

“Child labor will always exist in those “The average Slovak doesn’t shop in “Second-hand clothes are in fashion,

countries, and there are worse slow fashion because they can't but | have a mental block because of

industries than fashion.” afford it.” "Sure, I'd buy a great my mom.” “Second-hand clothes take
quality T-shirt for €20, but | don't time. Not at Shein.”

have the money.”
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S remains resilient, as ritize their
driven by strong emo

| Jpgleddfels 1M Id[1d13"4 Pet owners prioritize spending
ell-being, often cutting back on other arg
ding to ensure their pets are well cared

Growth opportunities:
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to grow, with

gaining pog e ¢

Opportunity for brands:
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Pet owners are now more willing than ever to shell out big

CONSUMERS SPEND
MORE ON PETS

bucks to increase their pets’ quality of life

expenditure‘\

2024

y

2021



Create campaigns
that emphasize the emotional benefits pets
bring to their owners.

BECTRIBIRESRIER] i troduce premium products

or services for pets to ensure that spending
Is seen as justified.

_Create loyalty programs that

offer discounts or exclusive services for pet owners
who make regular purchases.




o0+

[qualitative
survey/

All respondents had dogs
and considered them members of their family.
Their relationship with their dogs was very positive and often compared

to that with their children. Many decided to adopt from a shelter or rescued
a dog from unfavorable conditions.

In exceptional cases, respondents had a preference for a specific breed,
for which they were willing to pay.



CARE AND EXPENSES

Of course, we have slippers so that Aisha’s
paws don't get cold.”

Dry food stains their teeth, so I prefe

We haven't changed the dry food; inflation
asn't affected us.’

3 30 |3 3
)
S
S
1))
Q
*
o]
o)
Q
°)
ﬁ
0
(o)
®)
A~
9]
Q
3
)
)
e

DOGS AS A PART OF LIFE

1/

'It's fine for the dog even if the meat is a day or two past its
expiration date.” “Inflation hasn't affected what | buy for her. She
as her kibble, and even though it's more expensive,

Il keep buying it.’

~

'l limit myself, but | give Zorka everything she needs.
he can't take care of herself.”

‘

“The dog was never home alone, | don't go
on vacation because the dog can't.”
“I don't have a family, so | give all my love to my dogs."
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akia affects economi
anage their debt and
ands to play a suppor

basic financial concepts, which negatively affects their ability
to achieve economic stability.

Problems with debts and savings:{€[{e)[]{gf:§e[c]e]f:=Tgle o)
savings reflect a lack of financial literacy, creating
opportunities for brands to step in.

0] o] L lg Vs 1) 3"AlId Jf: s [e LN Brands have a unique opportunity

to promote financial education and literacy, thereby
positioning themselves as advocates for economic well-being.



highlighting the urgent

need for better financial
education.”
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| have excellent knowledge of finance and understand

complex financial matters.

Europe-wide overview of respondents who say
The percentages within each country are shown

source
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PARAMETERS

Poverty and social exclusion

Unforeseen expenses

Loan defaults

Housing availability

Savings rate

Wage inequality (gender)

Share of investments

Debt vs. savings
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SO HOW ARE
WE DOING?
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Slovakia's ranking among the 27 EU countries

Financial Health Index
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Slovakia ranked 23rd out of 27 EU countries in the overall
financial health index. Strategic priorities should include
Improving savings rates, investment culture, and gender pay
equality, while maintaining strengths in poverty reduction
and coping with unexpected expenses.

A multidimensional approach, including public financial
education, regulatory adjustments, and targeted campaigns,
could contribute to improving the country's financial health.

Although Slovakia has relatively strong points in poverty
reduction, its weak positions in savings, investment, and
housing affordability point to areas that require policy focus
and strategic innovation. Addressing these challenges could
improve the country's financial resilience and international
competitiveness.




[qualitative
survey/

A large proportion of respondents manage their

finances independently and considered this to be the best
approach. The ability to make decisions about their spending
without outside interference was important to them.

.| manage my finances myself, | decide

what to spend my money on, and it's great.”

The need for financial education

Most agreed that financial literacy is insufficient

in Slovakia and should be introduced from childhood.

They pointed to problems with loans and a lack of information
among young people, which leads to a debt trap.

"Financial literacy needs to start with young children
and gradually prepare them for adulthood. Otherwise,
they reach adulthood without knowing what to do.
They take out loans without knowing what they're
getting into, and then they're broke."

Many have criticized the state for not providing sufficient
education in this area and leaving people to find their own way.

"It seems to me as if the state doesn't want people to
know what to do with their finances. It's sad.”

Education for older people

According to respondents, financial education should not be
limited to young people, but should also be available to older
people who need to keep up with changing laws and new trends
such as cryptocurrencies.

"There is always something new in finance, especially

with changing laws. Who can keep up with all that?"

However, not everyone considered education important.

In exceptional situations, respondents claimed that financial
education is useless because either people have money

and know how to manage it, or they don't have money and have
nothing to work with.

"Education is useless. There are people who either

have a lot of money and know how to use it, or they
have little and have nothing to work with."

However, they agreed that financial literacy should be taught
in elementary schools and that banks and universities should
provide more opportunities for education.

"How can you force people to get an education if they
don't want to? Banks should be responsible for this in
primary schools.”
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Platform-specific content:

Cross-platform content:




THE GAUGE

Nielsen's Total TV
and Streaming Snapshot

NOVEMBER
2024

Broadcast 8 N
R O ’, Ry < 6,3% Other Streaming
. O o S 10,8% Youtube
\ ¢ F SN 3 7. 7% Netflix

—~ ' 3,7% prime video
2,7% hulu
1,.9% Disney +
1,9% Roku Channel
1,.8% tubi
1,5% peacock
1,.3% Paramount+
11% max
0,9% pluto tv



YouTube

the biggest streaming platform
without a production

P A gy A

Disney+

YouTube 10,6%

Oct 22 Dec 22 Mar 23 Jun 23 Oct 23 Dec 23 Mar24 Jun 24 Sep 24

Streaming in % of US TV Time



Tube is the biggest
reaming platform.

Implement a multi-channel strategy that includes creating con
platforms, live advertising during major TV events, and partnerships
creators. Offer exclusive behind-the-scenes content, contests, or inter
experiences to engage viewers in multiple formats.



Voyo is currently hot on Netflix's heels

in Czech and Slovak circles. Although Netflix
does not publish its local figures, market
estimates suggest that its subscriber base

in the Czech Republic should exceed 700,000
and in Slovakia approximately 300,000.

While Netflix and Voyo dominate the top league,
other players are lagging behind. According
to surveys, HBO Max is a distant third with
approximately 350,000 subscribers, Disney+
with roughly 250,000, and SkyShowtime with
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SUMMA R Y Consumers are caught between the convenience and low cost of ultra-fast fashion and the growing
demand for sustainable choices, creating a tension that is reshaping shopping behavior.

LA KR R R EE]ledgk Brands such as Shein lead the way

with extremely low prices and fast production cycles, attracting
younger consumers.

SR EIELICE g8 Consumers increasingly prefer secondhand
options, motivated4y affordability and environmental concerns.

0]eJololg Va1 i Il Jf: 15l N Brands can benefit from both sides—by
offering ultra-fast but responsibly produced fashion, or by

supporting sustainable fashion initiatives such as clothing swaps
and second-hand sales.

KEY POINTS
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Americans now spend more than 6X as much

on video games as they do on movies, with gaming
appealing to audiences of all ages.




2.4 billion people worldwide use gaming
¥ devices, with 654 million people in 53
gmarkets purchasing a video game.
o g0l b oY " ’

::: . ‘. In Q2 2024, live game streaming gre

g .o:::.o. 10% with more than 8.5 billion hours
Tt watched across all streaming platforms.
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o”'.', : ”;' . Despite huge opportunities and diverse
S ::::.00: waudiences, gaming advertising still accounts
A . W for less than 5% of the total mix.
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box office vs

gaming spending ‘

For every dollar spent on cinema,
Americans spent $6.43 on video games.

This huge difference highlights the dominant position
of the gaming industry compared to traditional cinema,
which has been facing stagnation in recent years.

Video games, which are interactive, customizable, and
accessible on multiple devices, are gaining an
Increasingly larger audience. At the same time, traditional
cinemas are facing increased competition from
streaming services, which is putting pressure on box
office revenues.




also subscribe to an entertainment

/ 9 of those playing games on devices
- streaming service

184 33.9 23.6
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under 5% of

US Ad Spending on Select Media Formats ans Channels, 2024 | billions
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On the other hand, they are also aware of the

negatives, such as loss of time, negative effects on the
spine, eyesight, and physical condition.

e W S o e

¥ arans
g. T Te T For some games they mentioned aggression and

o CEDONANS (DRGAgee NG toxicity, but added that they perceived this as an

exaggerated claim. S—

"A lot of people say it causes aggression, but |
don't think so.” "l think it's im:Egrtant to
differentiate between types of'games There
are those where players behave aggressively
and those where they don't.” - ~a

and even foreign languages.

"It may not seem like it, but it's educational

- . w

in a way. It_helpgd me improve my English

Advertisements in games are distracting to them,

“*because most games are in Englishy = VAL especially if they're inauthentic or inappropriately
and sometimes players from other e

‘I hate ads in games, they're not natural.” _
‘ q.s = "When we play, for example, shooting games. .~
ames ' in the desert and there's suddenly a colourful

e as an opportunity to build social relationships. . logo running out at you, it's very dlstractlng “ "
Many have found friends through gaming k-
and consider it a new way to socialize : 3\
| TS -—“u

| have some friends thanks to gaming.”
“It's better if your partner meets their
friends online than in a bar.”

'countries join us.”

-
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