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INTRODUCTION

Our current global context is unpredictable.
Companies are increasingly compelled to navigate
uncharted waters. Between a somewhat inauspicious
macroeconomic context and increasingly polarized,
discriminating, and demanding societies, businesses
are being asked to achieve multiple - and often
contradictory - goals, such as:

A. Providing measurable short-term results.

B. Carrying out the transformation processes that
support business sustainability.

C. Responding to social pressures and expectations
on key issues such as the environment, diversity, and
social responsibility.

In addition to these challenges and generating sales
and attracting investment in a highly competitive
market, companies are forced to rely on talent that has
become more volatile, not always aligning with their
employer’s efforts.

At LLYC, we know we must take an in-depth look at
these new challenges. Understanding them is the only
way we will be able to craft new approaches that can
overcome them. We must leave behind the “we've
always done it this way” mentality to reimagine our
work, using technology to unleash our creativity and
enhance our focus on people.

With the help of 20 LLYC professionals from a range of
specialties and markets, we developed this report to
uncover the top ten challenges we believe will be key
for companies to face as they work to continue growing
and generating value in 2023.
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1.

LEVERAGING COMPLEX SITUATIONS
TO IMPROVE YOUR COMPETITIVE

POSITIONING

The conversation, subject matter, and/or ideology Regarding the first one, there was a 63% growth of
associated with a brand can radically change how the mentions in the Ibero-American media versus pre-
public feels about it - and that can quickly lead from pandemic levels, according to data from LLYC's Deep
success to failure. This makes the image a company Learning area. Mentions of productivity also increased,
projects one of its main communication and business but to a lesser extent, i.e. by 23%.

challenges, but it is difficult to position yourself in a

constantly shifting market where new trends surface at Company profitability in social conversations have shot
every turn. up by 73% in Latin America in the last 18 months.

Three key elements for positioning companies has
skyrocketed in the public conversation over recent
months: competitiveness, profitability and productivity.
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Mentions of competitiveness in the media in Ibero-America
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Mentions of companies’ competitiveness in the media have grown by 63% compared to those recorded before the pandemic.
2021 was the year in which it grew most strongly, 44%, while in 2022 the trend is upward, albeit more moderately (14%).

Mentions of productivity in the media in Ibero-America
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Mention of company productivity in the media is growing in Ibero-America, currently by 23% compared to the pre-pandemic stage.
Especially in Colombia and Spain, where it is growing by 205% and 127% respectively.
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Profitability in social conversations across

Ibero-America
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In social conversations across Ibero-America

The social conversation about profitability has soared in Latin
America in the last 18 months (+73%).

The countries experiencing the greatest growth are Argentina
(+110%), Mexico (+102%) and Colombia (+78%).

Owning your own image is arguably one of the most
difficult challenges brands face, so it is essential to
find strategies that will help us connect with target
audiences, listen to what our users want, and stay
ahead of the market. This makes information and
business intelligence more important to decision-
making processes than ever before.

Furthermore, LLYC's 2022 study The Impact of Digital
Transformation on Business found significant
misalignment between what companies believe
influences consumers and what customers actually
consider in their purchase decisions. This highlights
the need for businesses to adopt advanced intelligence
solutions that can measure both conversation trends
and how their actions are affecting their audiences.
With this information, companies can adapt their
strategies to market demands and stay ahead of their
competitors.

In a mercurial market full of new challenges that
jeopardize our positioning, we need to consider how
we can capitalize on and learn from the situation. We
must be able to track trends in this constantly changing
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market, then innovate ways to use them to our
advantage so we can emerge stronger and continue to
grow our businesses.

The market data analytics technologies we have

at our fingertips give us the power to do so much,
including predict future trends, listen to evolving social
conversations, and analyze polarization surrounding
issues relevant to our companies. But we cannot just
listen and analyze; we must also figure out when, how,
and even with whom we should act.

Even if we anticipate a trend that will affect our brand,
that does not mean we must necessarily act on or
align our image with it. But even when we choose

not to act, this foreknowledge still helps us prepare
future contingencies and determine whether we
should reinforce certain messages or modify our
roadmap. In other words, it enables us to see possible
compromising situations as they emerge, then act to
protect our income statements.

Beyond this, it is no longer enough for the market
to just be heard; people now expect companies to
participate in social debates and conversations. In
today’s world, what a company does is not enough.
We must also consider how we are impacting the
community, what we are contributing to, who we
are standing beside, and more. Having tools to not
only detect stakeholder concerns, but also extract
insights from them, will give us hard data to base our
commercial strategies on - and that will make the
difference with respect to our competitors.

It is no longer enough

« for the market to just be

heard; people now expect
companies to participate

in social debates and ”
conversations.
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2.

ADJUSTING YOUR MARKETING
STRATEGY WITHOUT LOSING

YOUR IMPACT
Conversation Volume on Reduced Marketing
Unexplored scenarios compromise the growth Budgets
of companies’ income statements. And CMOs, in
particular, face situations where it is more necessary
than ever to optimize the marketing budget. LLYC's 2021 2022
Consumer Engagement and Deep Learning areas K 20K
analyzed the concern about the issue, and the findings
included a 122% increase in mentions of cost reduction 20K
in marketing budgets since September 2021. (SN
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During the pandemic, 64% of IBEX 35 companies,

85% of advertisers in Latin America, and 40% of the
S&P (Standard & Poor’s 500 index) 500 reduced their
marketing spending by an average of 16%, 39.2%, and
12%, respectively. In light of this data, we had to ask: Is
this the optimal way to manage our marketing budgets
in times of uncertainty?
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Each point represents a company in the S&P 500. The rising
trend line shows how the higher the marketing investment,
the more likely it is to increase revenues” and the translation
of the X and Y axes: “Growth in Marketing Investment” and
“Revenue Growth in 2020

The chart above shows a direct correlation (0.711)
between revenue performance and selling, general,
and administrative (SG&A) investment. In 2020,
84.4% of S&P 500 companies that increased their
SG&A (Selling, General and Administrative Expenses)
investments also grew their revenues, a number that
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drops to 50% in the IBEX 35. In other words, higher
SG&A investments can often result in higher revenue
returns within the same fiscal year.

Do companies that increase their marketing
investment have a sustainable competitive advantage
over time? In 2021, 97.7% of S&P 500 companies

and 75% of IBEX-35 companies that increased their
marketing investments in 2020 exceeded their 2019
revenues.

Looking at the medium-term, companies that
strengthened their marketing budgets in the depths
of the COVID-19 pandemic emerged from it much
stronger. This is because these companies could
benefit from lower unit costs and less advertising
pressure, giving them a unique opportunity to set
themselves apart.

So, what are the keys to success for implementing an
expansive marketing strategy in times of uncertainty
and crisis?

1. Developing investment impact measurement
models to help balance short- and medium-term
impact.

CMOs need to show that their marketing
investments will pay off in the short term to secure
a budget and make the necessary investments to
differentiate and position themselves in the long
term.

2. Committing to robust intelligence tools is vital
to understanding what actually impacts consumer
purchasing decisions, and which areas need to be
enhanced or improved.

We now have a narrower margin of error in our
decision-making than ever. That means we must be
aware of which levers are most likely to generate
the most short-term impact, as well as which levers
we need to cultivate for the medium term.

3. Implementing technology that enables us to
engage with consumer insights in a personalized
and automated way. There is no point in knowing
our customers’ needs if we cannot respond to
them.
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3.

FACING HYPER-REGULATION

Over the past two decades, the European Union has
adopted an average of 18 legal regulations per day - that's
280 regulations per month, and more than 3,000 per
year. Colombia, meanwhile, adopts an average of 10.6
regulations per day, and over 77,000 regulatory initiatives
have been approved in the last two decades.

Not even the United States is spared from the
phenomenon. The Jimmy Carter era peaked at a record
70,000 pages of federal regulation, but the Obama
Administration surpassed 97,000. With the battery of post-
COVID measures, Biden can be expected to hit well over
six figures. Also worth noting, republican presidents have
not significantly reduced these figures.

Ten challenges in uncertain times

Is this high legislative output a problem in and of
itself? Yes.

Whether or not it is legal to produce them is not in
question, especially given the uncertain and evolving
reality we are facing. However, we should reflect on the
consequences of producing so much new legislation so
quickly.

In Spain, commercial establishments had to apply 7.5 new
standards every day during 2021, up to a total of 2,743.
Can a single company realistically adapt its operations

to all these new standards? At what cost? How does that
affect investment, competitiveness, and job creation?
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The Central Planning Bureau of the Netherlands
conducted a study on the financial cost of
administrative compliance with European regulations
to companies, and it found that a 25% reduction in this
burden could result in a 1.6% increase in the European
Union’s GDP.

In a recent survey of Latin America’s CEOs, over-
regulation was found to be the second-largest threat
to business growth, behind only populism. A study
by LLYC's Deep Learning area shows this is evident in
Google searches, where interest in regulatory issues
increased by 84%.

Search Interest in “Regulation” According to
Google Trends
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Interest in searches for the term “regulation” grew 82% in Spain,
Portugal, and Latin America from 2019 to 2022.

Hyper-regulation has multiple causes. We see it

all over the world, with little variation regardless

of location or ideology. Governments are trying

to respond to the profound changes that new
technologies have brought about. New markets
can appear from one day to the next, requiring
new regulatory frameworks to operate. Sometimes,
however, regulations are made with unjustified and
detrimental haste. While this can be for electoral or
opportunistic reasons, it is just as often done with
the best of intentions but not enough knowledge.

A major consequence of this hyper-regulation is our
drift toward an unclear body of legislation, forcing
companies to do work that discourages investment
and job creation. This is no exaggeration; the global
business sector has hit a major barrier in these
standards, which should result in incentives.

Ten challenges in uncertain times

Any regulation must strike a balance between the
advantages it offers and the restrictions it imposes.
This requires time to develop effective standards,
analysis, and impact reports, as well as to further
encourage citizen participation in the development
of laws. Companies have no option but to step
forward in the public-private dialogue and seek
government attention if they want to be listened

to and taken into account while these bodies draft
legislation. Whether we like it or not, this means
raising our hands not only when a specific law could
cause a problem for us, but maintaining a proactive,
collaborative relationship with public actors in
general.

Democratic quality and the welfare state are not
measured by the number of laws passed, but by
building smart, inclusive regulations. If we want to do
this right, then business (and of course people) must
play a central role.

The global business sector

has hit a major barrier

in these standards,

which should result in ”
incentives.
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4.

FINDING AND RETAINING THE RIGHT
TALENT IN UNCERTAIN TIMES

The talent-company relationship has entered a new
phase. Now, it is shaped by global phenomena such as
the “great resignation” (which drove company turnover
rates above 20%, according to Gartner) and “silent
resignation” (which redefined the meaning of company
commitment but did not rise higher than 20%,
according to Gallup). According to some studies, the
cost of replacing someone is as high as a year’s salary
for middle management.

This is compounded by the surge in digitalization.
Triggered by the pandemic, this shift brought concepts
such as flexibility to the forefront of the debate.
Meanwhile, mental health, work-life balance, ethics,
and sustainability all rank as priorities for employees.
People have definitely changed. Employees are
increasingly behaving the same way at work as they do
as consumers, customers, or citizens. We are all more
demanding and restless.

In this context, companies are trying to balance the
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need to adapt to these new trends in their talent with
the demands of an increasingly uncertain environment,
one that forces them to embrace flexibility and try to
anticipate upcoming changes. In most cases, this calls
for a far-reaching transformation process.

Now more than ever, organizational transformation

is an eminently human transformation. That has

put talent challenges at the very core of business
decisions. Companies are questioning their traditional
business models, because the difficulty of attracting
and connecting with people is now compromising their
mid-term sustainability.

How can we attract and retain the people we need?
How can we improve the team’'s commitment and face
my organization’s challenges? How can we slow down
the ever-increasing turnover that's directly affecting
my bottom line? How can we foster the new ways of
working we will need to master for the times ahead?
Many of these issues have crossed the boundaries of

11
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HR departments, forcing them to rethink how they deal
with these challenges.

LLYC's Deep Learning area found that mentions of
challenges such as “talent retention” and “talent
acquisition” in social conversations rose 35% and 71%,
respectively, from 2019 to 2022.

Conversation Volume on Talent Retention in
Spain, Portugal, and Latin America
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Social media conversations around talent retention show a
marked increase in 2022, rising 35% above pre-pandemic
levels.
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We are living through a paradigm shift. It is no longer
that companies choose people, but that people choose
companies. They do it not only when they choose us as
an employer, but also each day they get up and commit
to their daily work.

This makes these times for innovation, for rethinking
what we do, and for incorporating new capabilities
into HR teams. They'll need skills similar to those of
their colleagues in marketing in order to address the
challenges the future holds, such as:

+  Going from a “corporate centric” vision to a “people
centric” one, allowing us to better understand our
talent and their needs and concerns.

«  Linking that deep understanding with our
organization’s differentiators to create a
compelling story.

« Creating a brand as a place to work, and bringing
the same commitment to it that we have used to

build our product brands.

«  Building a new relationship with our potential
candidates and professionals.
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S.

DEVELOPING LEADERS WHO
WILL HELP DRIVE YOUR
ORGANIZATIONAL GROWTH

An organization’s ability to tap into the best
opportunities and turn its strategic vision into growth
and success is not just a matter of chance.

Company development is such a complex process that

it only works if it is led by outstanding leaders. The Real
Academia Espafiola (RAE) Dictionary defines leaders as

“people who manage or lead.” However, in the next five
years, they will be expected to do much more.

There are an endless number of books about the
indispensable attributes of a leader, and interest in
the topic is only growing. In 2022 alone, “leadership”
appeared in the media 56% more than it did in 2019.
New leadership models based on listening, speaking
from the heart, and empowering teams are emerging,
and they will be the only ones able to meet the world’s
demanding future needs.

Number of “Leadership” Mentions in the Media

Leadership is also appearing in the media more often, with
56% more mentions in 2022 than 2019.
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The five senses are no longer enough. Active listening,
both inside and outside the organization, has become

a key tool for accurately analyzing leadership models.
This involves being aware of social network conversations
and reviewing the data provided by surveys or studies.

It also involves using new techniques of advanced data
processing analytics that allow us to monitor public
opinion and interpret what is not visible to the naked eye.

The present continuously creates opportunities for the
emergence of new leadership. According to a study
conducted by LLYC during the first wave of the pandemic
in Spain, the scientific community became a key opinion
leader, with a higher level of credibility (84%) compared to
that of political leadership.

Perception of politicians vs. scientists
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Politicians Scientists

This kind of listening also connects to another
leadership challenge: Generating a corporate culture
that humanizes work, where everyone feels a sense
of responsibility and belonging towards a common
project. The cultural transformation projects carried
out by organizations and their leaders require a
vantage point that can help generate trust and
commitment among professionals. Putting human
capital first, motivating people, and committing to them
is the best bet for the kind of leadership seeking to be
surrounded by the best. If you take care of your team,
your team will take care of the business. In this sense,
diversity is also the key to the development of these
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new leadership models. The LLYC study, “Women
Leaders on the Threshold of Visibility” revealed that
women account for only 1 out of 4 messages when it
comes to leadership, and the figure drops to less than
1% at the corporate level.

Conversation Engagement by Gender and

Occupation

All countries
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The LLYC study shows women are not considered a
benchmark when it comes to leadership, especially in the

business world.
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There is a need for leadership that is equipped with
skills and attributes like authenticity, exemplarity,
agility and transparency, just to name a few.
Moreover, it needs to generate a true connection
with the teams. And, failure to do so can have dire
consequences. According to a study by O.C. Tanner,
1in 3 employees do not feel “in tune” with their
companies, making them 399% more likely to be
actively looking for another job and 340% more likely
to quit within a year. Ignoring these issues is not an
option.

In order to meet this challenge, leaders must
create a tailor-made narrative from a media, digital,
and institutional perspective. Another leadership
challenge consists of inspiring and generating a
real impact on the environment... Social leadership
projects for the executive team will facilitate this

The cultural
« transformation
projects carried out
by organizations and
their leaders require a
vantage point that can
help generate trust and
commitment among
professionals. Putting
human capital first,
motivating people, and
committing to them is the
best bet for the kind of
leadership seeking to be ”
surrounded by the best.
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impact through communication. This is the new
type of social, activistic leadership that inspires and
promotes causes that concern society today.

In this new era, executive training will be crucial. We
are convinced there is always much more to acquire
in order to take whatever has already been built. It is
about a personalized and comprehensive training that
avoids confusing methodologies and aims to push
these leaders to the next level.

If we were to look at the “selection process” that
would help identify the best leaders of 2023, then
we would give priority to the authentic and credible
leaders that listen, analyze, communicate and learn
continuously. The challenge consists of developing
and guiding these leaders in a personalized way.


https://www.octanner.com/insights/articles/2022/9/29/5_culture_trends_for_2023.html
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PROTECTING YOUR BUSINESS IN
HIGHLY EXPOSED INDUSTRIES

The term “black swans” is commonly used in risk
management literature to refer to unpredictable
events with catastrophic effects. These are the major
crises that almost all of us are able to explain once
they have happened, based on unmistakable signs
from the past that, at the time, were not properly
addressed. They also failed to inspire a willingness to
act at the time.

According to the creator of this concept, Nassim
Taleb, we cannot predict events from the available
data because they do not follow any historical
precedent, nor do they have a predictable chain of
cause and effect. Surely, he is right. However, it may
not be a matter of anticipating likely impacts, but
rather of imagining plausible scenarios that deserve
attention or recognition.

The paradox is that the “unpredictable” and the
“improbable” have become commonplace. An
analysis of social conversations over the last 18
months shows that use of the term “unpredictable”
has grown 47%. Meanwhile, the number of scenarios
considered “improbable” - and use of the term -

is consistently decreasing; there were 29% less
mentions of “improbable” in that same period.
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Use of the Term July 2021
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The use of the term “unpredictable” in social
conversations across Spain, Portugal, and Latin America
shows a clear 47% growth over the last 18 months.
Spain is the country with the strongest growth, at 68%.



I I Y‘ Ten challenges in uncertain times

Use of the Term “Improbable” in Social |

Conversations in Ibero-America We have trained ourselves
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We have learned to accept the plausibility of improbable Imagining foreseeable crisis scenarios is a way of

scenarios like the global pandemic that affected the developing narratives that can become realities.

global supply chain or an all-out war in Europe followed Imagining stories (with their scenes, characters,

by a planet-wide energy crisis. We have trained ourselves difficulties and insights) provides a glimpse of the actions

to be able to adapt to drastic changes in our environment through which a brand or a company can make a positive

and take on unexpected possibilities. Companies and contribution and win people’s trust even in the most

their brands across all sectors have done the same. critical situations possible. The challenge is “ To imagine in
order to do.”

The question we could ask ourselves is whether

it is possible to turn these learnings into business
development assets. What can we achieve by imagining
plausible crisis scenarios in advance and with enough
determination? Well, for example, scenarios where
certain reputational risks test the pillars of a brand or its
business model. In addition, we can design strategies that
maximize support for the company from its customers,
employees, suppliers, authorities and other key
stakeholders.

Given the current “permacrisis” (defined by the Collins
dictionary as “an extended period of instability and
insecurity, especially one resulting from a series of
catastrophic events”), the challenge is not just to
anticipate high-risk events by thinking about how to
mitigate the negative impacts in the short term, but also
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Ten challenges in uncertain times

7.

NAVIGATING CONVERSATIONS IN A
HIGHLY POLARIZED SOCIETY

Polarization involves the participation of

various groups of people engaging in a cycle of
confrontations with the potential of generating
major conflicts. Most of them stem from unresolved
situations.

In an economic context, the group that enjoys
greater benefits, or is perceived as such, will transmit
its values through various institutions, the media

or other organizations in order to reinforce their
authority over the poorer populations.

Polarization is a distinctive way of increasing
inequality, since it increases the extremes and
eliminates the middle classes almost completely.
This generates several risks for both society and
businesses, which include instability, greater
economic inequality and loss of trust.

Polarization is a

increasing inequality,
since it increases the
extremes and eliminates
the middle classes

almost completely.

This generates several
risks for both society

and businesses, which
include instability, greater
economic inequality and ”
loss of trust.
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become impossible to
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others.
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We will witness many forms of polarization in
almost any area of our social lives. However, public
conversations are the breeding ground for the
development and evolution of this polarization.

Evidence suggests that our brains are “programmed”
to be polarizing. Some theories indicate that, when a
person defines their political stance, the brain focuses
on maintaining this model. Others claim that when
people are generally prone to tolerance or openness,
they will “give themselves permission” to uphold
closed-minded or narrow-minded views.

In addition, societal discussions are so broad that they
are practically unmanageable. Any issue, no matter
how small, can escalate and become the subject of
the discussion. All it takes is two people wanting to
talk about it.

According to LLYC's study The Hidden Drug,
published in 2022, polarization, like other drugs,
affects both individuals and society as a whole. It has
become a “drug” that we consume every day without
realizing it, and it can cause depression, irritability,
dependence, antisocial behavior, generalized

tension, and increased hate speech. In a world where
aggressive messages have taken over the mainstream
of conversation, it has become impossible to reach a
consensus and find common ground with others.


https://thehiddendrug.llorenteycuenca.com/
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We must create spaces for reconciliation and
relaxation in order to find a way out of this situation.

This requires exploring, harnessing, and leveraging
technological tools to help us understand not only
the positions, but also the context that is generating
these kinds of conversations. These insights allow
us to proactively develop a pre-emptive approach
to communication that aligns the organizations’
communication objectives with the expectations

of their stakeholders and delve deeper into their
interests in advance.

In addition, this analysis will provide a more

This requires exploring,
harnessing, and leveraging
technological tools to

help us understand not
only the positions, but
also the context that is
generating these kinds of 9
conversations.

complete understanding of the motivations and

the behavior of those with a different opinion

to the organization's interests. This will allow

us to understand their possible strategies and
anticipate the development of better narratives and
reputational strategies.

Analyzing this vast amount of information through
innovative processes and technological solutions
that have been specifically built to understand
communication dynamics will give organizations a
competitive advantage in an increasingly polarized
society. It may even provide more legitimate capital
that can strengthen their corporate citizenship.

20
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REMAINING RELEVANT AND
INFLUENTIAL IN COMPLEX CONTEXTS

Uncertainty, volatility and skepticism are unavoidable
elements in business management and the path to relevance
and influence. This is compounded by an increasingly
demanding society. According to the Study on Trust in
Spanish Society (BBVA), more than half of all Spaniards
(64%) have sufficient trust in Spanish companies, while the
remaining 36% still distrust them.

Companies are required to make a commitment that

goes beyond sustainable business management. They are
required to make a contribution that transcends their own
activity. According to KPMG's Global Customer Experience
Excellence report, “Almost two-thirds of consumers

would be willing to pay more for brands with social and
environmental responsibility criteria.”

The volume of conversations about sustainability and
social responsibility continues to grow. In 2022, the term
“environmental sustainability” grew by 29% over the
previous year. Meanwhile, the conversation about “social
responsibility” has grown 22% in the last four years.

Conversation Volume on Corporate
Environmental Sustainability

2021 2022
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The conversation about corporate environmental sustaina-
bility has been on an upward trend over the past 24 mon-
ths. In 2022, it grew by 29% compared to the previous year.


https://www.fbbva.es/wp-content/uploads/2022/11/Presentaci%c3%b3n-Estudio-Opini%c3%b3n-P%c3%bablica-Confianza-2022.pdf
https://www.fbbva.es/wp-content/uploads/2022/11/Presentaci%c3%b3n-Estudio-Opini%c3%b3n-P%c3%bablica-Confianza-2022.pdf
https://www.google.com/url?q=https://home.kpmg/xx/en/home/services/advisory/management-consulting/customer-first-insights/global-customer-experience-excellence-report-2021.html&sa=D&source=docs&ust=1677082173424484&usg=AOvVaw0M9PlgEtWqGBwHuu5Wo2VV
https://www.google.com/url?q=https://home.kpmg/xx/en/home/services/advisory/management-consulting/customer-first-insights/global-customer-experience-excellence-report-2021.html&sa=D&source=docs&ust=1677082173424484&usg=AOvVaw0M9PlgEtWqGBwHuu5Wo2VV
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in Latin America has grown 22% over the last 4 years.

2019
2020
2021
2022

In order to be relevant in an attractive and convincing
way, we must find an “ocean.” This consists of an
area where we can establish relationships with people
and not have to compete with countless brands. So,
how do we recognize this area? We do so by listening
to those we want to attract. Nowadays, it is essential
to leave intuition behind and use data as a field of
exploration to explore what people are interested in
and what concerns them in order to establish our own
role.

And what about influencing? The people we want

to influence are, well, influencers. This is because,

to them, as well as to companies, communication

has become disintermediated. People only need
internet access if they want to share their opinion.
So, how can we take advantage of that? Well, with
data. By identifying the people or interest groups and
transforming them into conversation amplifiers. This
will not only make our message relevant, but also
influential.

Once the relevant territories and content have been
identified, the way to achieve the desired relevance
and influence starts by assessing the risks. But, it is
also crucial to embrace them in a decisive manner.
The key to building differentiation and gaining
legitimacy in the mid and long term is to have a
courageous positioning strategy that involves the
public in issues of social impact.

Ten challenges in uncertain times

However, we must never lose the ability to listen and
communicate through the various tools offered by the
communication, marketing and public affairs sectors.
We need to move away from one-way messages to
dialogue, from self-centeredness to empathy, and
from passiveness to involvement.

Finally, we can't do it alone. This “social enterprise” is
not only from the point of view of contribution, but
also insofar as it is a relational animal that needs to
surround itself with allies, partners and loudspeakers
that contribute both to building and protecting the
reputation from other voices and perspectives.

In short: We can be relevant and influential in a
tangled and dynamic context by focusing on the
issues relevant to our stakeholders, responding

to social concerns, and engaging and building
alliances with key communities. But, at the same
time, it is also becoming increasingly challenging and
transformative.

Nowadays, it is essential
« toleave intuition
behind and use data as
a field of exploration to
explore what people are
interested in and what
concerns them in order to
establish our own role.
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9.

TURNING TRANSFORMATION INTO A
REPUTATIONAL ASSET

Transformation is a requirement that occurs at

any time in history. Currently, transformation is
occurring at a pace never seen before.. In 2021, Ben
Hammersley, editor of Wired magazine, commented
that the changes we predicted ten years from now

had occurred in six weeks. And the pace is not slowing
down. Transformation is no longer an intention, it is
a necessity.

This business context, in which transformation is
becoming increasingly important, also applies heavily
to media since the beginning of the pandemic.

Ten challenges in uncertain times

The real transformation
of an organization is the
one that begins with

the cultural change of
individuals. It is the
people who make up each
stakeholder group who
must internalize what the
next metamorphosis will
be and what its impact
will be.
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communicate it means
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transformation into a 9
reputational asset of
unquestionable value.

The real transformation of an organization is the one
that begins with the cultural change of individuals. It
is the people who make up each stakeholder group
who must internalize what the next metamorphosis
will be and what its impact will be.

For this journey to be successful, we must listen to all
stakeholders. Therefore, it is important to know the
starting point. Creating a narrative that generates
trust and proximity. Simplifying messages with
uncomplicated and understandable content. Always
keeping in mind the ultimate goal: creating a sense
of pride to help achieve success or, in other words,
turning the transformation process into a key asset
for the organization.

Currently, the necessity to address climate change,
population imbalances and new geopolitical as well
as macroeconomic challenges affect citizens and

My e———
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organizations equally.They listen to all of this from

the tension and mixed feelings generated by the

great contradictions of the human being: resistance 24
to change vs. adaptability, renewal and innovation

vs. immobility. Ultimately, it is a matter of having the
strength required for a real and profound process of

change.

Optimal management of the tensions between
these two opposites is currently one of the major
challenges that companies and organizations are
facing.

Being part of the change, capitalizing on success and
knowing how to communicate it means turning an
organization’s transformation into a reputational
asset of unquestionable value.

What are organizations really facing when
undergoing their own metamorphosis?? How do you
make this journey into that reputational asset? Is a
digital transformation really the starting point?

Certainly, the interest of society and entrepreneurs
in digital transformation is unquestionable. It is
evident in the growth of searches for the term;
throughout 2022, it was searched for 2.4 times more
thanin 2019.
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However, we often focus on technology and
processes. This is a typical mistake. True
transformation derives from cultural change. To get
there, several steps are necessary:

LISTENING

Active listening, inside and outside the organization,
is a key tool to understand the expectations,
resistance and emotions of the people who must
accompany and participate in the transformation
process. It turns the ability to anticipate into a
strategic axis driving transformation.

The analysis of the conversation through digital
listening, media audits or focus groups helps picture
the starting point. The combination of an efficient
use of technology and analytical talent makes it

The context demands
companies to investin a
culture of engagement so
that employees can feel
that what they do daily is
meaningful and that there
is a purpose that really
matters.

May

July
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CREATING THE NARRATIVE

Developing an approachable, simple and credible
narrative helps generate an environment of

trust that facilitates adaptation to changes and
contributes to the dissemination of new learning.

CREATING PRIDE IN SHARING SUCCESS

Talent has become more volatile and is not
always aligned with the organization’s efforts. The
O.C. TANNER study cited above notes that, currently,
one in three employees do not feel “in tune” with
their company, making them 399% more likely to
actively seek another job, 340% more likely to leave
within a year, and 71% less likely to recommend their
company as a place to work.

The context demands companies to invest in a
culture of engagement so that employees can feel
that what they do daily is meaningful and that there
is a purpose that really matters.

Working towards the same goal, true transformation
and conversion into a reputational asset will be
achieved.
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10.

STAYING CONNECTED TO
CUSTOMERS WITH LESS
PURCHASING POWER

In 2022, several financial crises and political
uncertainty aggravated the situation in many
markets. And it looks like 2023 won't be any
different: central banks around the world have been
raising interest rates to respond to inflation, and

a new World Bank study says we could be moving
towards a global recession and the outbreak of a
series of financial crises in emerging markets and
developing economies.

Spending reductions are becoming evident in
business and personal scenarios. Consumers have
shown increasing interest in, and conversed more
about, “spend down” (up 89%), reaching the heights
that social conversation registered in 2020.

Conversation Volume on Spending Reductions

300.00

200.00
100.000 I |

2

(

202
2021

02

1<)
~

2

After 2020 (the first year of the pandemic) in which
speaking about cost-cutting almost doubled (+89%) the
previous year, in 2022 it re-emerges with a vengeance,
almost equally to 2020.

Ten challenges in uncertain times
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A McKinsey report claims that rising prices are the biggest |

concern for two-thirds of UK consumers. Approximately : ini

70% say they have recently changed their shopping habits &% Offeri n.g trai nlng'

and are more open to buying cheaper brands. How can education and ona Ity

we get out of this context? In times of uncertainty and programs is an effective
recession, customers value the attention and service they Way to maintain contact

receive from a company. Therefore, it is important to offer .
quality customer service to keep in touch with customers with customers.

and increase their loyalty. Customers are strongly active |
and value good service, but they also punish, through their
digital conversation, what they consider a bad experience.

benefits, workshops or webinars that seek to solve the real

Conversation Volume on Customer Ser- pains of our consumers. For this, it is essential to have a
vice Complaints in Spain, Portugal, and methodology to understand these pains and to have ideal
Latin America partners, as in the case of LLYC: Google, Meta, Amazon

Web Services, etc.
The volume of complaints about poor custo-

mer service on social networks has grown by Keeping up to date and offering innovative products
26% over the last 3 years in Latin America. or services is one way to attract and retain customers.
Consequently, it is necessary for the company to continue
2020 2021 2022 to evolve its product or service offerings to
meet the evolving necessities of customers 27
75K 75K 75K

during these times. And, in addition, to involve
the customer in these innovation processes,
as part of the test. This will be opportune

for the time when the customer is looking

for more economical options: will find it

_/”,,,//”"'ﬂ”/ﬁﬂﬂ more difficult to opt for another alternative
if we can offer you exactly what you require,
25 K 25K 25 K thanks, always, to constant monitoring and
active listening.
Finally, it is important to understand that,
0 0 0 although in lean times we tend to work a lot
558323 583238 58323 on promotion or price reduction, creativity in
S g 2 = g2 = g2 the pricing model does not mean setting very
low prices. Instead, it's about finding ways to
deliver value to customers through different
In 2023 it will be vital to properly understand our buyer’s pricing approaches or by committing part of our revenue
journey and be very relevant at every step. To help to the success of the customer’s business.
companies develop this process, specific teams must be
created for each type of client, handling data properly and The key to this challenging landscape, with a nervous
employing project platforms that allow passive control of consumer and reduced purchasing power, will be
the client's development plan(s). to generate data-driven strategies. But it will also be
necessary to creatively address the components of
Likewise, when decision-making becomes difficult due the business model by putting the user at the center
to the economic context, customers value brands that of everything. Of course, counting on allies (suppliers)
offer them “an added value”. Therefore, a solution for to make this path easier for us, with a specific value
brands can be to offer them the possibility to learn, to proposition, and to help us carry out the solutions in a
grow in their areas of interest, or loyalty plans that are more concrete and effective way.
in line with their lifestyles. Therefore, offering training,
education and loyalty programs is an effective way to Because there are cows that will keep gaining weight. We

maintain contact with customers. This may include special just need to know which ones, and how they are doing it.
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Marta Guisasola
Partner and Chief Financial Officer
mguisasola@llorenteycuenca.com

Albert Medran

Global Director of Marketing,
Communications and ESG
amedran@llorenteycuenca.com

Marta Aguirrezabal
Partner and Executive Director

CHINA

parte de LLYC

marta.aguirrezabal@chinapartedellyc.com

Pedro Calderén
Founding Partner and Executive Director
c parte de LLYC.

pedro.calderon@chinapartedellyc.com
Barcelona

Maria Cura
Partner and Managing Director
mcura@llorenteycuenca.com

Michelle Tuy
Managing Director LLYC Panama
michelle.tuy@llorenteycuenca.com

Iban Campo

Managing Director LLYC Dominican
Republic
icampo@llorenteycuenca.com

Andean Region

Maria Esteve

Partner and Managing Director
Andean Region
mesteve@llorenteycuenca.com

Marcela Arango
Managing Director LLYC Colombia
marango@llorenteycuenca.com

Daniel Titinger
Managing Director LLYC Peru
daniel titinger@Ilorenteycuenca.com

Daniel Fernandez Trejo
Senior Director of Deep Digital Business
and global CTO
dfernandez@llorenteycuenca.com

Anahi Raimondi
Director of Deep Digital Business
Operations
araimondi@Ilorenteycuenca.com

David Martin

Managing Director of Deep Digital
Business Andean Region
david.martin@llorenteycuenca.com

Diego Olavarria
Managing Director of the Deep
Digital Bussiness area South Region
dolavarria@llorenteycuenca.com

Juan Pablo Ocaia
Senior Director Legal & Compliance
jpocana@llorenteycuenca.com

José Manuel Casillas
Senior Director of Global IT
jmcasillas@llorenteycuenca.com

Oscar Iniesta
Partner and Senior Director
oiniesta@llorenteycuenca.com

Gina Rosell
Partner and Senior Director of Health
grosell@llorenteycuenca.com

Lisbon

Marlene Gaspar
Managing Director
mgaspar@llorenteycuenca.com

Carlos Llanos
Partner and Managing Director LLYC Ecuador
cllanos@llorenteycuenca.com

South Region

Juan Carlos Gozzer
Partner and Regional Director
jcgozzer@llorenteycuenca.com

Maria Eugenia Vargas
Managing Director LLYC Argentina
mevargas@llorenteycuenca.com

Thyago Mathias
Managing Director LLYC Brazil
tmathias@llorenteycuenca.com

Juan Cristébal Portales
Managing Director LLYC Chile
juan.portales@llorenteycuenca.com

Luis Manuel Nuiez
Managing Director of Strategy and
Business Development throughout Deep
Digital Business Américas
luisma.nunez@llorenteycuenca.com

Carmen Gardier
Senior Director of the Digital area
Americas
cgardier@llorenteycuenca.com

Alejandro Dominguez
Digital Senior Director Europe
adominguez@llorenteycuenca.com

Fernanda Hill
Managing Director of BESO by LLYC
—
B=SO
by LLYC

fernanda.hill@beso.agency
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OFFICES COUNTRIES
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LLYC

Madrid

Lagasca, 88 - planta 3
280071 Madrid, Espafia
Tel. +34 91 563 77 22

Barcelona

Muntaner, 240-242, 1°-12
08021 Barcelona, Espafia
Tel. +34 93217 2217

Lisbon

Avenida da Liberdade n°225, 5° Esq.

1250-142 Lisboa, Portugal
Tel. +351 21 923 97 00

Miami
600 Brickell Avenue, Suite 2125
Miami, FL 33131

United States
Tel. +1 786 590 1000

New York City

3 Columbus Circle, 9th Floor
New York, NY 10019

United States

Tel. +1 646 805 2000

Washington D.C.

1025 F st NW 9th Floor
Washington D.C. 20004
United States

Tel. +1 202 2950178

Mexico City

Av. Paseo de la Reforma 412
Piso 14. Colonia Judrez
Alcaldia Cuauhtémoc

CP 06600, Ciudad de México
Tel. +52 55 5257 1084

Panama City

Sortis Business Tower
Piso 9, Calle 57
Obarrio - Panaméa

Tel. +507 206 5200

Santo Domingo

Av. Abraham Lincoln 1069

Torre Ejecutiva Sonora, planta 7
Suite 702, Republica Dominicana
Tel. +1 809 6161975

MONTEVIDEO

BUENOS AIRES

San Jose

Del Banco General 350 metros oeste
Trejos Montealegre, Escaz(

San José, Costa Rica

Tel. +506 228 93240

Bogota

Av. Calle 82 # 9-65 Piso 4
Bogota D.C. - Colombia
Tel. +57 1 7438000

Lima
Av. Andrés Reyes 420, piso 7

San Isidro, Perti
Tel. #5711 2229491

Quito

Avda. 12 de Octubre N24-528 y
Cordero - Edificio World Trade
Center - Torre B - piso 11
Ecuador

Tel. +593 2 2565820

LOCAL
AFFILIATES

— Own ofbces

— Collaboration
agreements

® FGS Global

Sao Paulo

Rua Oscar Freire, 379, Cj 111

Cerqueira César SP - 01426-001

Brasil
Tel. +55 11 3060 3390

Rio de Janeiro

Rua Almirante Barroso, 81
34° andar, CEP 20031-916
Rio de Janeiro, Brasil

Tel. +55 21 3797 6400

Buenos Aires

Av. Corrientes 222, piso 8
C1043AAP, Argentina
Tel. +54 11 5556 0700

Santiago do Chile

Avda. Pdte. Kennedy 4.700,
Piso 5, Vitacura

Santiago

Tel. +56 22 207 32 00

Tel. +562 2 245 0924

oy

Arturo Soria 97A, Planta 1
28027, Madrid, Espana
Tel. +34 911 37 57 92

CHINA

parte de LLYC

Veldzquez, 94
28006, Madrid, Esparia
Tel. +34 913 506 508

by LLYC

El Salvador 5635, Buenos Aires
CP. 1414 BQE, Argentina

Av. Santa Fe 505, Piso 15,
Lomas de Santa Fe,
CDMX 01219, México
Tel. +52 55 4000 8100
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