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KANTAR

We use TECHNOLOGY. CONSULTING il INSIGHTS |

to support our CLIENTS to be successful in our changlng world

and to help them switching on GROWTH
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Our practice areas support our focus on growth
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Key Solutions:

Trends Activation Program  GrowthFinder Whole-Business Marketing Organization Global Media Allocation
Futurecasting Enhanced Visual Analytics Innovation Design Brand Valuation
Purpose Journey Marketing Academy
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Our platform and approach enables revenue and profit growth
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SALES PERFORMANCE
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Some Customers on our Technology Offer
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