Blank space

The transparency disconnect

Kearney Consumer Institute
Q2 2023



KEARNEY



O of consumers want
transparency from brands.
of consumers want more
transparency than they
currently get.

Broad transparency is sometimes
disconnected from information

consumers want.
This nuance can benefit both consumers and brands.




Transparency
can be multi-
dimensional.

4 KEARNEY



@

KEARNEY

4

<

Consumers are sensitive to deception; key themes emerge
regarding brands being honest, not lying, and not hiding things.

They are not trying to lie to consumers. It makes me feel better
about what | buy and what’s going on in the company with my hard-
earned dollars.

When a brand is transparent, it tells me that they believe in their brand and don't
mind being honest to their customers.

It means that they shouldn’t be hiding information or just using
flashy words. | want to know where and how products are sourced.



Access to information often outweighs a

barrage of details.

Where would you prefer to receive information from brands?
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Not often looking
for this info

Can find info if | look

On the product or
visible in the store

17%
Raw materials Brand Environmental Brand’s purpose Manufacturing Supply Employee
or ingredients characteristics impact process chain details treatment
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Some consumers turn a blind eye to fast fashion...

199

| regularly look into
my clothes’ supply chain

46

| typically do
not look at the
supply chain

359

| know some brands may not have
best practices, but | buy them anyway

.... and animal welfare or quality of ingredients

Some meat companies give consumers more information about how the product is made,
including animal treatment and processing. Would you rather:

50%

20
Get all information

Have some

general info, possible, including

but not the % how the animal is
specifics treated and processed

in the plant

Source: Kearney Consumer Institute — Transparency Study, May 2023
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Beware the
transparency
trap.

For instance...

® If women’s equality is supported publicly, does the internal
organization reflect this commitment?

@ !f supply chain transparency is publicly promoted, is the organization
prepared to answer other transparent questions?

¢ |f abrand admits to making a mistake and shares a plan of how
they will do better, are they ready to share updates to or tracking
of the plan?
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consumers don’t know
what general “clean”
beauty labels mean.

Transparency for transparency’s sake can
read as hollow, forced, or overdone.

of consumers prefer that extra
fees be included in the price,
rather than unexpected fees
added to the final bill.

O

Consumers do not seek theoretical transparency,
but rather the outcome transparency provides.




Understanding
the interplay
between
information and
emotion sets the
boundary for
transparency.
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Consider what consumers find helpful, what makes them feel good about the
choices they are making, and what is realistic to execute on the brand side.
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(Primary purchasing factor)
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Shift from Some general questions apply:
selective
transparency to

thoughtful Does transparency make consumers feel good?
transparency.

Do consumers care?

Is the reward of transparency greater than the risk?
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Acknowledge the intent of the transparency
and plan accordingly.
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Recent Brands can move within the grid depending on their follow through over time.
examples
demonstrate Helpful in product selection
(Primary purchasing factor)
where brands
ran k on Compensated us orgaqic baby food
transparency. mass formua recal Pacing of farms and

due to bacteria ingredients

contamination

L:A BRUKET

Swedish beauty
company; uses only
clean ingredients,
listed on front of pack

Offered free credit
monitoring after
data of 500 million
guests was hacked

Japanese tea
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After holiday delays,
sent an action plan of
how they will do better

Southweste

After graphic footage
surfaced of slaughter,
released statements
to try to explain the
process

Negative
emotion

Canadian telco focused
on creating dialogue
about mental health

Source:Keameyanabss |ess helpful in product selection

(Secondary purchasing factor)

producer committed
to sustainable farming
and supporting
agriculture workers

Positive
emotion
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Kearney Consumer
Institute (KCI)

What is it?

Kearney think tank creating thoughtful,
consumer-first content and perspectives,
assessing existing and evolving consumer
behaviors, needs, and decision-making

What does it do?

Advocates for the consumer
Challenges existing assumptions
Reframes to ask different questions
Generates conversation

Translates into action
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