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Navigating Crises with Trust & Authenticity

w H I Adapting to Market Shifts

BRAND RESILIENCE
MATTERS Turning Challenges into Opportunities

Sustaining Cultural & Consumer Relevance

Future-Proofing Growth
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CONCERN REGARDING PERSONAL
As people increasingly fear EXPOSURE TO FAKE NEWS OR
misinformation... DISINFORMATION
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3 In a world of changing
expectations...

RESILIENT BRANDS

are relevant brands.

Data Source: Chartered Institute of
Marketing, 2024
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CMO TODAY

Eating in Designer Stores, Shopping on

TikTok: Five Consumer Trends for 2025

In the coming year, marketers will reach shoppers through podcasts
souped up with video and new sports like Major League Pickleball. But
they will also have to address a massive distrust in online overtures

By Katie Deig hron|Fc low |
Dec. 26, 2024 7:00 am ET

e Majority of marketers (59%) finding it harder to predict changing consumer priorities, with nine in ten
(919%) claiming their brand and business model will need to evolve to keep pace
e Over a quarter (28%) believe their brand is out of touch with changed consumer needs
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GLOBAL
RISKS

Global risks landscape:
an interconnections map

Erosion of human rights
and/or civic freedoms

WORLD
ECONOMIC
FORUM

Intrastate violence Misinformation and disinformation

Censorship and surveillance

Biodiversity loss State-based armed conflict

and ecosystem collapse
Biological, chemical or nuclear

weapons or hazards
® .

Pollution Involuntary migration

or displacement Societal polarization

. Disruptions to
critical infrastructure

Decline in health ‘

® and well-being Inequality
@ Extreme weather

events
Critical change .

to Earth syhieme Disruptionsto a systemically
important supply chain

o Infectious diseases

Non-weather-related
natural disasters

® Adverse outcomes

Online harms  of'Al tachnologies

. Cyber espionage
Crime and illicit and warfare
economic activity

L3
Adverse outcomes
of frontier technologies
Geoeconomic
confrontation

Insufficient public infrastructure o
and social protections Lack of economic opportunity Concentration of
or unemployment strategic resources
Natural resource . and technologies
shortages

Inflation

Economic downturn .
(]
Asset bubble burst

Debt

Relative influence, Edges == High -— Medium Low

Risk influence, Nodes High Medium Low

Talent and/or
labour shortages

Risk categories @ Economic @ Environmental Geopolitical @ Societal @ Technological



2025 TOP 10
GLOBAL RISKS

Data Source: The Global Risks Report 2025 presents
the findings of the Global Risks Perception Survey
20242025 (GRPS), which captures insights from over
900 experts worldwide.
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COMMUNICATIONS
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MISSING
SOMETHING

IN THE CRISIS SCENE?
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2024 was the first year above 1.5C

Global average temperature by year, compared with the
" pre-industrial average (1850-1900)
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FROM

CRISIS

OPPORTFUNITY

Playing by the new rules of
strategic communication



THIS IS OUR

CHANCE TO

BUILD THE COMPETITIVE
EDGE OF TRUTH
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— START
FROM
CULTURE

CHOOSE ONE. No option C

A. I want to build culturally relevant brands

I want to support single use instant
B. gratification brands
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5}2 MAKE MULTI-SECTOR
COLLECTIVE IMPACT

a strategic tool of building reputation and resilient brands
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MEDIA

£ INFLUENCERS

Romanian news website
started collaborating with
influencers in 2022 to
promote news consumption
among young audiences

Le Monde used

creator techniques to
get accross mesages
about disinformation
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BRANDS & MEDIA

FOR ENVIRONMENTAL JOURNALISM

REPORTING:
CLIMATE

nnnnnnnnnnnnnnnnnnnnnnnnn demy
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SAMSUNG

Overtake
the ordinary

O experienta dincolo de tehnologie
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EDUCATION

£, E-COMMERCE




WORK WITH THE
COMMUNITY
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DUB Actiunile noastre Noutati Implica-te
nUl ro O initiativa ‘ Rominia

Rominia : &ﬂRomsma

ge:l;[r;;I; ;Ti;;;t,iile Comunitare din Romania
k\ Boardul de Sustenab itate %

gram care transforma implicarea individuala intr-o forla colectiva
pentru sustenabilita



S‘ e an

LIFELAB BY BCR

Ajuta profesorii si elevii sa
inteleaga importanta educatiei
financiare in orice domeniu

GRF BCRS




MAKE C-LEVEL PART OF
/] L YOUR TRUSTED BRAND
STORYTELLING
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