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IS INCLUSIVE THE NEW BLACK?
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The Oscars make inclusion a requirement for best
picture consideration beginning in 2024
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STILL PLANNING W25-55?

Targeting w25-55 Creative
brands ignore “bull’s eye”

65%

of total yoghurt
consumers

-
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SEGMENTATION OR SEGREGATION?

Segmentation starts
with the category

and segregates

less promising groups
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INCLUSIVITY IS ABOUT BUILDING
RELATIONSHIP WITH ALL BUYERS
REALLY

Think Think Think
of how to be heard of the future: of the neglection risk:
by everyone:

young generation ignoring a small group
use right language is more tolerant. you also miss
to turn your Prove to be inclusive connection with those

brand’s face to all to be their choice who are close to them
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INCLUSIVE PLANNING

MAKE IDENTIFY RESEARCH INCLUSIVE CO-CREATE °°v'.f.'4ﬁ°7
THE BRIEF KEY THE CHANGE MEDIA THE

INCLUSIVE
INCLUSIVE AUDIENCES JOURNEY PLANNING SOLUTION PARTNERS

We work with you to help make inclusive planning central to your
connection plan starting from brief.

This includes engaging with our Cultural Consultants to embed
diverse voices into your planning from day 1.




TYNY 2020

FIND GROWTH OPPORTUNITIES
AMONGST DIVERSE AUDIENCES

Audience size under 31% norm + HH size X weekly non-Tesco HH spend on groceries & food

£2,000,000 =2 -
T Spend is based on non-
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FIND GROWTH OPPORTUNITIES

AMONGST DIVERSE AUDIENCES
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RUSSIA: THE WAY YO INCLUSION

O Supporters ™ Main group ¢ Xenophobia Index
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Retired Visibly disabled People with People with Black Middle Asia Migrants Body positive Political /social
atypical  tattoes/piercing origin people promoters activists
professions

Source: MediaCom Russia survey, 2020, Sample = 903
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¢ 6,3

18%

5%
LGBTQ+



YOU CAN DO IT
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5 STEPS TO INCLUSIVE PLANNING
IN RUSSIA

1 234 5

Check Mind Learn Use media Once
the reaction the and content Sstarted,
gaps risks language  to hitthe  never stop

right people
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