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_LIVING IN THE MATRIX

he growth of false arﬂd unreliable information on the internet is a%cultural, political, and technological
henomenon that has/become hard to tackle and it is impacting consumers, brands and media.
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News fatigue is driving people to consume Truth is becoming a personal choice
content to escape reality

of people agree that the news has
600/0 become repetitive and it feels like With medi 4 olatf b .
they are living the same day over mloren}‘raa;naerrlltez ?h;)r:n:/ereggfrggg
and over again z
2 there are different voices, opinions,
perspectives, beliefs and ultimately

‘truths’ that people identify with.
49 0/0 look for content that helps me

escape reality

TRUST ISSUES

The lack of trust in big media is pushing people to seek alternative sources, sometimes to challenge
their view but also sometimes to confirm their own opinions. The pandemic and overflow of information,
contradicting opinions and heightened emotions has made the trust divide even bigger.

1 in have shared information that has
turned out to be fake

470/ agree it is difficult to keep up with so
0 many media platforms and content

have investigated new sources of 530/0 fhr © struggllqg V\./,:th Ih © e e
information that provide them with the truth € pandemic situation

SYSTEMIC POWER

There is a power struggle between the big media conglomerates and the rise of alternative media —

especially the big tech media — that is increasingly dominating the digital space, which is also deemed
guilty of polarising our view of the world.

. say that certain news around
1 iNn 3 conspiracy theories based on
Covid makes me feel insecure
on what to believe

prefer to engage with like-minded
42% communities in more exclusive and
private platforms
are worried about misinformation online

TECH INFLUENCE

The pandemic has accelerated consumers’ reliance on technology to target users with the right content
at the right time, but at the same time, concerns around data privacy and the power of Al influencing
biases, omitting and censoring the content and information consumed is growing, So, initiatives that
have more human-monitoring integrations into the processes are also on the rise.

With more time spent online, consumers are
increasingly aware of companies using their
personal data.

660/ are becoming more conscious of
0 what brands do with their data

520/ are happy to share their data if they
(1)

get something good in return
agree that technology has been used to

change the make-up of our societies

Sources: Mindshare New Normal Tracker Q1 2021 (11 markets) | New Era of Shopping Culture Study 2020 (10 markets)

If you would like to find out more information, please contact:
Rita.lbarra@mindshareworld.com, Mark.Darcy-Smith@mindshareworld.com and Shona.Pickersgill@mindshareworld.com



