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4OUR APPROACH TO 
CULTURAL CHANGE

MACRO 
FORCES

SHOWING 
UP

HUMAN 
NEEDS

DRIVING 
CHANGE 

Demographic
Age, Immigration

Economic
COL, employment

Political
Freedom of speech

Ecological
Climate change

Sociological
Gender, equality

Technological
AI, Smart Tech

Institutional Structures
Government, Health, 
Education, Business 
adaptation

Behaviour, 
values & beliefs
 
Social & 
cultural Norms

Digital Conversations 
& Social Norming

Tapping into human 
needs and motivations

SDT

Autonomy 

Competence

Relatedeness

  

UNLOCKING 
OPPORTUNITIES



INTRODUCTION

OUR APPROACH

SAYSO 
INSIGHTS

30,000 Strong 
Say So community 
always on 
Meta Trends.

CONSUMER
SENTIMENT

Consumer sentiment 
tracking 2x a year 
Adhoc dip 4-6 times 
a year.

RESEARCH
STUDIES

Collective learning 
from over 400 
research studies.

QUALITATIVE
INTERVIEWS

Conduct 100 
qualitative 
interviews 
specifically for the 
project.

GLOBAL TREND 
ANALYSIS

Analyse global 
trends and business 
developments.

SOCIAL 
LISTENING

Monitor online 
conversations to 
reveal market 
trends.

01 02 03 04 05 06
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The social cohesion and stability 
we cherish is under strain

Social stability under strain

INTRODUCTION

THE 
COLLECTIVE ERA
1945 — 1970

Secure pathways 
& strong communities

TRUST → HIGH

RISE OF 
THE INDIVIDUAL
1970 — 2000

Freedom and affluence – 
but only for some?

TRUST → DECLINING

THE UNRAVELLING
2000 — 2015

Digital empowerment 
alongside instability

TRUST → ERODING

THE 
FRACTURING
2015 — NOW

Thwarted dreams, 
promises broken

TRUST → CRITICAL

1945

Strauss-Howe Model, Generations, 1991.



7

Where are we today?

INTRODUCTION

House price / GDP per capita. Source: Minack Advisers.

↑23%
INFLATION 
2023-2026

↑71%
HAVE A 

TRUST GAP*

20%AUS TRUST GOVERNMENT
22%TRUST BRANDS
28%TRUST BANKS
15% TRUST MEDIA 
18% TRUST AI*

AI

SaySo (T2B) July, 26
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The has begun

INTRODUCTION

recalibration

70%
AUSTRALIANS 
are hopeful 

for the future

(Sayso, June 2026)

GEN Z

Intentional Equilibrium

MILLENNIAL

Meaning makers

GEN X

Quiet anchors

BOOMERS

Life maximisers

Highest level of hope for the future 
since we left the COVID lockdowns

75%

70%

67%

67%
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The brands that win,  
will restore what 
the world is taking.

INTRODUCTION
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SELF-DETERMINATION THEORY: 
CULTURAL RESPONSE MAP

INTRODUCTION

AUTONOMY COMPETENCE RELATEDNESS

Our desire to be self 
directed. The need to feel 
our actions are chosen, 

not being coerced

Feeling genuinely 
connected through others. 

Experience a sense of 
mutual belonging

To feel capable, 
to make the right 

decisions, to navigate 
the world to be 

able to grow
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SELF-DETERMINATION THEORY: 
CULTURAL RESPONSE MAP

INTRODUCTION

RECLAIMING RESONATING RECONNECTING

MAKE LIFE HAPPEN

BUFFERING

CURATING

UNFILTERED 
& UNSCRIPTED

MENTOR VOID

HABITUAL BELONGING

RENEGOTIATING 
HUMAN VALUE

AUTONOMY COMPETENCE RELATEDNESS



RECLAIMING
The world is getting larger and feeling more uncontrollable. 
Macro-forces are making it harder for us to make the big 
choices. So we are compensating by managing the small 
things. We are looking to the small acts, and reclaiming our 
autonomy one micro-decision at a time.

CULTURECAST 20261.0
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Be the person

MAKE LIFE HAPPEN

RECLAIMING1.1

As the big levers of control are slipping further out of 
reach, we are compensating by managing the small 
things, the rituals, routines and spaces where we get 
the final say.
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On my terms

MAKE LIFE HAPPEN1.1

Small wins within reach replacing big aspirations, 
with consumers seeking more control in the moments they can influence.

FEMALE, 21

I like to think now, as an adult with my own 
money to spend, I am the most in control I ever 
have been. I have learned a lot over the years 
and I'm now able to make my own informed 
decisions and have full control over what I eat 
and when I eat ​.

I'm in absolute control over 
my health, and I really enjoy 
that aspect. There's always 
a way to fit in physical 
activity in my day or 
downtime - be it walking to 
work, a walk around Albert 
Lake catching up with 
friends, or standing at work

MALE 34

Faced with uncertainty, 
consumers are reclaiming agency 
through everyday choices 
investing in their health, habits, 
relationships and routines rather 
than chasing bigger 
transformations.

Vision boards 
helping consumers 

focus on what 
they can control 

DEATH OF 
HUSTLE 
CULTURE

TAKING BACK 
CONTROL

Hustle Culture is the belief that success 
requires commodifying our hobbies, 
taking no days off, and moving the 
goalpost on what it means to achieve 
success. As important as it is to achieve 
our goals, feeding into hustle culture can 
lead to exhaustion and burn out.

44% of Australians are 
prioritising activities to 

help their personal growth, 
with over 50% planning to 

take up a new hobby 
in the next year. (SaySo)

I can't change 
the economy, 
politics or AI, 

but I can redesign 
my own life
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What we’re seeing

MAKE LIFE HAPPEN1.1

ON MY TERMS

Self Development,
Is the #1 Value 
of Millennials

in 2026 (SaySo)

Wins in reach
celebrating 
incremental 

progress.
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Moment Maxxing

MAKE LIFE HAPPEN1.1

Big milestones feel further away, so consumers are investing in 
making ordinary moments feel extraordinary.

MALE, 40

I have recently discovered a couple of moments that 
bring joy - firstly, slow mornings, with my cat and 
coffee in hand. I really love an easy start to the day, 
it brings peace and calmness.

LITTLE TREAT 
CULTURE

RITUALISATION

ROMANTISING 
THE EVERYDAY

#SLOWSUNDAYS 
620+ million 

views on tiktok

“We can’t afford the $200 
seafood platter at the wharf 

anymore, so we’re doing 
’Conservas’ nights. Fancy 

sardines, good butter and a 
$15 bottle of reisling. It feels 

chic but costs $40.

Self Development,
Is the #1 Value of 
Millenials in 2026 
(SaySo)

MALE, 40

I have recently discovered a couple of 
moments that bring joy - firstly, slow 
mornings, with my cat and coffee in hand. 
I really love an easy start to the day, it 
brings peace and calmness.

A premium chocolate 
brand positioned 

around small 
moments of 

indulgence rather 
than grand gifting 

occasions.

Australian's #1 
source of 

happiness is 
enjoying the simple 

pleasures of life
(sayso)

home rituals 
as mini luxury 

moments



BUFFERING

RECLAIMING1.2

In a turbulent, noisy world, we are building 
small moments of calm. Spaces and rituals 
where we get to live life on our terms.
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Elevated comfort

BUFFERING1.2

Rising anxiety and information overload are fuelling an anti-stimulation 
movement, with consumers intentionally designing comfort into everyday life.

FEAMLE 29

I feel overwhelmed by how 
easy AI has merged into 
social media & sometimes 
struggle to differentiate 
what's real or not & that 
makes me hesitant to put 
much trust into anything I 
see

68% Want 
to feel 
safe/secu
re as their 
number 1 
need. 
safety is 
the 
emotional 
foundatio
n that 
nostalgia 
and 
comfort 
are trying 
to 
reconstru
ct 
(SE2, Say
So)​ 

Of Australian 
say seeing comfort 
is a top personal 

need right (SaySo)

Let's make it a little 
more gender 
accessible I'm trying 
to think of male 
examples for this 
one

MALE, 40

I feel overwhelmed by how easy AI has 
merged into social media & sometimes 
struggle to differentiate what's real or not 
& that makes me hesitant to put much 
trust into anything I see.

1 IN 3

Mid 2025, 
about 52% is 
AI generation

52%

Comfort has 
shifted from 

emotional want 
to biological 

need

REGULATION IS 
THE NEW 
WELLNESS 
RITUAL

In Jan 2020 97.8% 
of written content 
online was human 

generated 
(eWeek 2025)
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What we’re seeing

BUFFERING1.2

ELEVATED COMFORT

THE SENSORY 
ECOMONY IS 
BOOMING
Consumers are regulating 
their nervous systems as 
much as their emotions. 

Help consumer 
reconnect with 

rituals and 
moments of 

calm

1.1
The world 
got loud, 

so 2026 is 
whispering.

Turning digital 
boundaries into 
a physical habit 

Products that 
support 

emotional 
wellbeing 

through the 
senses.
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FEAMLE 29

Reddit, Social listening

71% of consumers 
appreciate products that 
evoke memories of the 
past. This trend isn’t just 
about returning to roots 
but enhancing them for 
modern palates.

Familiarity + Originality

BUFFERING1.2

Consumers are craving the comfort of the familiar, but only when it's 
reimagined in ways that feel fresh and culturally relevant.

IT’S NOT JUST 
RETRO, IT’S 
REASSURANCE

Elevated 
childhood, seeking 
the food they ate 
before the world 
got complicated.

The revival of 
Bakery/Canteen food 
isn't just about taste; 

it’s about safety. As 
one quote says, "It 

tastes like 1995 and I 
don't have to think 

about my mortgage."

EMOTIONAL 
SAFETY

Torn between 
comfort in the past 
& frustration with 

the present. 

Consumers are craving the comfort of the familiar, but 
only when it's reimagined in ways that feel fresh and 

culturally relevant.

68% want to 
feel safe / secure 
as their No. 1 need

68%

Can I find a better 
quote

Toy story 5 
blends 

nostalgia 
with tech-
age themes

(Mintel Food Trend Report, 2025)
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What we’re seeing

BUFFERING1.2

FAMILIARITY + ORIGINALITY

NOSTALGIC
COLLABS

Adult happy meals 
launched in Australia 
with a nostalgic twist.

AI tamagachi 
style pet. 

Blend familiarity 
with originality - 
reinterpreting the 

past while
forging something 

new.



CURATING

RECLAIMING1.3

We can't control the noise, so we control the gate. 
It's not about having more, it's about what earns 
a place past it, and what that choice says about us.
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Decision Delirium

CURATING1.3

Decision fatigue is driving demand for shortcuts, trusted 
recommendations and simplified experiences.

76% of consumers have 
low to medium 

satisfaction with 
comparison sites
(sayso, March 26)

"I don't want to spend ½ 
a day saving $200 on my 

car insurance.
Male 67

PROMOTION 
PARALYSIS

​‘I don’t want to buy a packet of chips 
Today, to come back in 3 days and 
Find out they are half price’ 
(Male, 62)

SOCIAL 
PROOF 

ECONOMY

LOYALTY 
PROGRAM 
FATIGUE

​‘I don’t want 
to buy a 
packet of 
chips  Today, 
to come back 
in 3 days and  
Find out they 
are half price’  
(Male, 62)

FEAMLE 29

FEMALE, 50

of consumers have 
low to medium 

satisfaction with 
comparison sites 

(SaySo)

76%

“‘I don’t want to buy 
a packet of chips today, 
to come back in 3 days 

and find out they
 are half price.”

(Male, 62)

AI Reducing 
the 

cognitive 
load
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MALE, 40

The "10% Grocery Loop": Aviral hack involving 
the Woolworths/Coles mobileSIM plans. Users 
pay$25/month for their phone but get 10% off 
one big shop a month. If your shop is $300, 
the "saving" ($30) effectively makes your 
phone plan free.

JUSTIFIED 
SPENDING 

RULES

TRADING 
DOWN, BUT 
STILL WANT 
QUALITY

39% Purchase cheaper brands

53% buy sales items much as possible

39% Shop at multiple stores

Money-out-loud

CURATING1.3

buy sales items 
much as 
possible

39% shop 
multiple 
stores

FEAMLE 29

MALE, 40

The "10% Grocery Loop": Aviral hack involving the 
Woolworths / Coles mobile SIM plans. Users pay 
$25 / month for their phone but get 10% off one 
big shop a month. If your shop is $300, the "saving" 
($30) effectively makes your phone plan free.

76% buy sales 
items much as 

possible​

76%

LOUD 
BUDGETING

As cost-of-living pressures persist, consumers are making spending decisions more 
consciously, openly discussing money and seeking greater confidence in every purchase.

Flipping the 
script on cheap 
39% purchase 

cheaper brands



Opportunities

How can you create an 
environment or offerings, where life 
is achievable and you can provide 
access to small wins that can be 
celebrated.

BRING LIFE WITHIN 
REACH

People are looking for more calm, 
and more moments of space, they 
are looking to reduce the 
adrenaline and anxiety.

REDUCE THE NOISE, OR 
INCREASE CALM

Are your offerings overwhelming, 
do that make the decision to say 
yes easy?

Are people proud to be loudly 
budgeting your products?

HELP THEM CURATE THE 
WORLD

RECLAIMING1.0



RESONATING
Competence is the need to feel effective 
and capable of good judgment, to navigate 
the world and produce outcomes. 

This is the most underestimated 
need under pressure. 

CULTURECAST 20262.0
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UNFILTERED
& UNSCRIPTED

RESONATING2.1

We're doubting our ability to know what is real. Polish has 
stopped signalling quality, and started signalling concealment. 
If something looks unscripted and raw, it's probably not hiding 
anything — and if it's not hiding anything, it might be true.



28

Subjective realities

UNFILTERED & UNSCRIPTED2.1

Elevating fragments 
of free time 

throughout the day

SaySo, July 26

Influencer 
impact stuff 
(wealth cars 

etc
FEAMLE 29

FEMALE, 43

At the end of the day, I only trust myself 
and my family, and a few select friends. 
When it comes to media, platforms and 
such, I take everything with a grain of salt 
and do my own research

A social phenomenon where a 
majority of individuals in a group 
privately disagree with a norm or 
belief but outwardly support it, 
mistakenly believing that most 
others agree with it

CU Boulder study on difference on 
perceived positions between 
Democrats and Republicans (.75 on 
a 5 point reality vs 2 point perceived)

The perception gap study. Those who 
follow the news frequently over-
estimate the difference by 3x times.

3x

In an era of competing narratives, consumers increasingly trust what 
they can see, experience and verify for themselves
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What we’re seeing

UNFILTERED & UNSCRIPTED2.1

SUBJECTIVE REALITIES

MALE, 40

I have recently discovered a couple of 
moments that bring joy - firstly, slow 
mornings, with my cat and coffee in hand. 
I really love an easy start to the day, 
it brings peace and calmness.

Elevating 
fragments of free 
time throughout 

the day
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Give it to me real

UNFILTERED & UNSCRIPTED2.1

Consumers are trading polished perfection for human proof, 
looking for the cues that something was created by a real person.

WONDERFULLY 
WEIRD

Relatability 
beats 

aspiration

47% I’m more likely to 
respond 
to authentic/unpolished ads 
over professionally produced 
ones.

RELATABILITY

ULTRA 
SPECIFIC

IMPERFECTION
Are more likely to 

respond to 
authentic, 

unpolished ads.

47%

MALE, 26

I feel like what I trust the most is random TikToks 
from small creators that are clearly just everyday 
people sharing their opinions. In this current day 
and age it can be hard to tell when things are paid 
advertisements which makes me not trust big 
influencers even if I like them and their content.

Bubble tea brands have 
become the modern 'little 

treat’ turning everyday 
routines into small 

moments of joy through 
affordable indulgence and 

personalisation.

@ReesBros 1.2m 
followers for just 
funny related content 
moments
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What we’re seeing

UNFILTERED & UNSCRIPTED2.1

2.1

GIVE IT TO ME RAW

MALE, 40

I have recently discovered a couple of 
moments that bring joy - firstly, slow 
mornings, with my cat and coffee in hand. 
I really love an easy start to the day, 
it brings peace and calmness.

Elevating 
fragments of free 
time throughout 

the day

XXX
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actively seek 
information about a 

company's 
practices before 

deciding to support 
them.

49%
Proof over promises

UNFILTERED & UNSCRIPTED2.1

Consumers don't trust what brands say anymore. 
They trust what brands are willing to show.

MALE, 40

I have recently discovered a couple of 
moments that bring joy - firstly, slow 
mornings, with my cat and coffee in hand. 
I really love an easy start to the day, 
it brings peace and calmness.

49%
actively seek 

information about 
a company's 

practices before 
deciding to 

support them.

Consumers don't trust what brands say anymore. They 
trust what brands are willing to show.

DECLINING 
TRUST RISING 

EXPECTATION

PROOF 
CULTURE

47%
will publicly call 

out brands whose 
actions don't 

match their values.

Actively researched a company’s 
practices before supporting it last 
year, and 17% plan to do so this 
year - small but growing.

15%

DECLINING 
TRUST

R
A
D
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will publicly call out 
brands whose 

actions don't match 
their values.

47%
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What we’re seeing

UNFILTERED & UNSCRIPTED2.1

2.1

PROOF OVER PROMISES

MALE, 40

Elevating 
fragments of free 
time throughout 

the day



Opportunities

Do you know what people say they 
want, or what the media is telling 
you they want?

ARE YOU SPENDING TIME 
IN YOUR CONSUMERS 
SHOES?

Is your business signalling trust and 
authenticity?

What do you need to shift to 
deliver on this?

CHECK WHAT YOU ARE 
SIGNALLING?

Are all parts of your business 
delivering this?

ARE YOU LIVING YOUR 
PROMISE?

RESONATING2.0



RECONNECTING
Relatedness is the need for mutual belonging, 
Technology now mediates more of daily life, and people 
are spending more time alone because of it. But the 
pull toward human reconnection hasn't disappeared, it's 
just become something people have to work at, not 
something that happens by default. 

CULTURECAST 20263.0
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MENTOR VOID

RECONNECTING3.1

As the world has grown more complex, traditional structures 
that helped people navigate this have been eroded.

People aren't just looking for someone to explain the 
world to them, they want to be seen doing it.
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Guidance gap

MENTOR VOID3.1

Guidance gap is felt 
and accepted as a given.

Guidance gap is 
felt and accepted 

as a given.54%
of Australians say 
they don't have 

someone they can turn 
to for career advice.

49%
of Australians say they 
don’t have someone 
they can turn to for 
relationship advice. 

RHODES MODEL 
OF MENTORING (2005/6)

The relationship is as 
important as the advice given.
It's as much about being seen.

I feel like what I trust the most is random TikToks from small 
creators that are clearly just everyday people sharing their 
opinions. In this current day and age it can be hard to tell 
when things are paid advertisements which makes me not 
trust big influencers even if I like them and their content.

AI

9%
Only 9% of the 

Australian population 
sought a person out in 

the last 12 months.
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What we’re seeing

MENTOR VOID3.1

GUIDANCE GAP

Relatability
Builds
Trust

40% OF MEN LISTEN 
TO A PODCAST EVERY DAY

PODCAST 
HOSTS HAVE 
TRIPLE THE 
INFLUENCE OF 
CONTENT 
CREATORS

MALE, 54

I do follow ONE influencer. Nectoriouspapi who is 
a food blogger from Victoria. I actually like him 
as he is very down to earth and also lets me 
know about all the weird and wonderful new 
foods and drinks as they become available.

40%
of men under 25 

listen to 
a podcast every day.

(Podpoll 2025)

Friends and family recommendations 
are their most trusted source across 

almost every product category 
tracked - consistently the #1 source 

ahead of experts, brands and reviews  

The Rise of "Social Search" & 
Finfluencers - Younger consumers are 
looking for "people like me" rather than 
"experts in suits." or celebrity 
endorsements



HABITUAL 
BELONGING

RECONNECTING3.2

The web of mutual recognition that made people real 
to each other has quietly come apart. Belonging used 
to be structural, it came with the territory of where 
you lived, what you did, who you worshipped with. 
Now belonging is entirely elective.
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Human snacking

LOW EFFORT BELONGING3.3

Consumers are snacking on connection seeking smaller, more manageable 
moments of community that fit around increasingly stretched lives.

Rest & reset culture.
Beyond simple 

'busyness,' social 
listening reveals a 
profound 'Burnout 

Factor' where depleted 
social batteries and 
digital fatigue have 

turned the effort 
required for community 

into a considerable cost.

The village 
requirement: 
Needs 
consistent, 
high-energy 
presence (like 
the 7am airport 
run).
the reality 
uncovered: 
People are 
currently 
"recharging for 5 
business days" 
after a single 
interaction.

 

VILLAGE 
BUILDING

SOCIAL 
BATTERY 

MANAGEMENT

FEMALE. 20

I feel really lonely and really upset 
when I'm on the train by myself 
because I will spend upwards of an 
hour and 30 minutes getting to and 
from unit and that whole time I'm just 
uncomfortable and jealous of the 
people who have someone to talk to.

Small, low effort 
connection, is 
already our preferred 
mode of socialising 
(SaySo, 2026)
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The 5th space

LOW EFFORT BELONGING3.2

MALE, 40

I have recently discovered a couple of 
moments that bring joy - firstly, slow 
mornings, with my cat and coffee in hand. 
I really love an easy start to the day, 
it brings peace and calmness.



RENEGOTIATING 
HUMAN VALUE

RECONNECTING3.3

In a world of AI-generated content, dupes and endless 
performance, people are beginning to question what is 
real, earned and genuinely human.
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O2BHmn

RENEGOTIATING HUMAN VALUE3.3

FEMALE, 29

I feel overwhelmed by how easy AI has 
merged into social media & sometimes 
struggle to differentiate what's real or 
not & that makes me hesitant to put 
much trust into anything I see.

31% said they felt deceived or misled to find out 
after the event, that something had been 

created with AI

48% Doing things that 
feel meaningful or significant​

31%

48%88%
people value 

experiences that feel 
meaningful, 

not just entertaining.

AI

Jed this could be cool to include as example?

Nubia launches iMoochi AI pet robot 
for emotional companionship
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-
emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-
0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40 

https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
https://www.msn.com/en-au/news/insight/nubia-launches-imoochi-ai-pet-robot-for-emotional-companionship/gm-GMCF0659D9?gemSnapshotKey=GMCF0659D9-snapshot-0&uxmode=ruby&cvid=6a5d7577f6874acc9a9bbffa05c3d46f&ei=40
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Opportunities

How can we support people getting 
the right skills and support they 
need to naviage the world?

CAN YOU HELP SUPPORT 
THE VOID?

How can we support the village? 
How do we support more moments 
of habitual belonging.

HOW DO YOU HELP 
CONNECT CONSUMERS?

There are going to be a lot of 
questions in this space, how can 
we help? Where do we play, what 
role will people & AI play in the 
future.

HOW DO YOU HELP 
PEOPLE BE HUMAN?

RECONNECTING3.0
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Questions?

CULTURE CAST 2026



CONSUMER MARKET INTELLIGENCE PLATFORM

2   

FOUNDATIONAL COMPANY
RESEARCH
Market segmentation study.
U&A's, Demand Landscapes,
Needscope

ASSIGNMENT ALGORITHM FRAMEWORK

PRODUCT REVIEW,
CONCEPT & DIY​
Product reviews, concept testing,
pack testing, brand tracking,
Communities, Ad hoc research​

FIRST PARTY DATA​

Sales data, media spend, loyalty 
data, Voice of Consumer, social 
listening​

SYNDICATED
TRACKER​
QUARTERLY​

5 lifestyle & attitude dimensions,
refreshed quarterly, nationally
representative​

INSIGHTS CREATE TEST

ASSIGNMENT ALGORITHM

1 2

3

4



47Facilitated Workshops



48Stay in Touch!
(we love our community)

Info@tgarage.com.au
0400 859 629

Jodi.cousins@ofafeather.social
0422 944 721 

Jodi Cousins
General Manager at Of a Feather Social.

mailto:Info@tgarage.com.au
mailto:Jodi.cousins@ofafeather.social
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