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# Braingraph

DIGITAL EXPERTISE

Braingraph is a digital analytics &
insights enterprise that thrives
on the skills and expertise of our
team. All team members have
experience running digital
businesses and understand your
digital needs.

Braingraph.com

Our PrinciEIes

FOCUS ON VALUE

Not only from our own
entrepreneurial background but
also from working with investors

we know what metrics matter
and how to uncover the insights
that will actually drive growth
and value for your business.

UNDERSTANDING BEHAVIOUR

We combine digital expertise
with a deep understanding of
human behaviour behind the
data. Data shows you what is
happening; we tell you why —
and how you can turn it to your
advantage.
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Intro

YOUR HOSTS TODAY

Marian Cramers

Director Global Network Agency Growth
Crimson Hexagon @MarianCramers

Braingraph.com

Thomas Hirschmann

Founder | CEO Braingraph
@Sigmundsfreund

Company No. 107 253 84


mailto:hello@braingraph.com

UNCERTAINTY

@),

DIGITAL INSIGHTS
INTO UNCERTAINTY
IN THE UK

Please check: uncertainty.braingraph.com

for additional data and a live uncertainty tracker
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Uncertainty

AGENDA

FLOW OF THIS WEBINAR

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background
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- Uncertainty

RESEARCH / BACKGROUND

Relevance of uncertainty:
Based on psychological and neuroscientific research we will highlight the general relevance of
uncertainty as a significant influence on human minds, markets and on society at large

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background
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/ onge Unce rtalnty - Research/Background

HUMANS ARE HARDWIRED TO HATE UNCERTAINTY
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De Berker et.al. (2016). Computations of uncertainty mediate acute stress
responses in humans, http://discovery.ucl.ac.uk/1479788/

logical stress correlates as a function of uncertainty
Result: stress response is greatest when uncertainty is
highest - even higher than at certain negative outcome!
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/ g Unce rtalnty - Research/Background

o BUT UNCERTAINTY IS ALSO OUR BEST OPPORTUNITY TO LEARN

reatlvlty Thrlves On
4 M What th Bram Fears Most

The Neuroscience of Creativity, Perception, and Confirmation Bias | Beau
Lotto, https://www.youtube.com/watch?v=vR2P5vW-nVc&spfreload=1
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Pupil uncertainty coefficient

Evolution: has enabled our brains to adapt to new
situations - we are adapted to adapt

Learning: learning works best under uncertain conditions
—i.e. when we are forced to re-evaluate the rules
Creativity: in this situation we have the highest
possibility to re-invent ourselves / super-adapt

Braingraph.com
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Uncertal NTY - Research/Background

WHETHER WE CAN LEARN YET DEPENDS ON OUR CONTEXT

Context: is everything and defines how we perceive
reality - our mind hasn’t evolved for truth but for survival
Perception: is the result of our past experiences and our
unconscious biases

Hibbing et.al.: Differences in negativity bias underlie variations in political P-OSSibi"tY: ou.r possibility to ad-apt is Iimit(-ed by our
ideology, Behavioral and Brain Sciences (inter)subjectively accepted adjacent possible
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UNCERTAINTY TRENDS

General uncertainty trends in the UK:
Drawing on statistical as well as digital data we try to draw conclusive map of the current
“landscape of uncertainty” in the UK

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background
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7 inosh Uncertai nty — Uncertainty trends

CONSUMER CONFIDENCE HAS DROPPED IN Q1 2017

Net % of UK consumers who said their level of confidence has improved in the past three months

0% 504
-10%
-5% 15%
-20%
-10% -25%
2012 2013 2014 2015 2016 2017
QIRZQ3Q4QTRZQ3QAQTRZ Q3 Q4QT QR QR3Q4Q1 Q2 QB3 Q4 Q1
-15%
AB —(Cl — (2 = DE
=209 o . .
20% 2012 2013 2014 2015 2016 2017 Confidence: consumer confidence has dropped in Q1

QTQ2Q30Q4Q1Q2Q3Q40Q1Q2Q3Q4Q1Q2Q3Q4Q1 Q2Q3Q4Q1 2017, specifically for lower socioeconomic groups
Consequence: non-essential, discretionary and leisure

Deloitte Consumer Confidence Tracker 2017, spending has decreased
https://www?2.deloitte.com/
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# Braingraph

Uncertal NTY — uncertainty trends

e INFLATION IS DRIVING DECREASE IN NON-ESSENTIAL SPENDING

Net % UK consumers spending more by category

Utility bills

Grocery shopping for food
and non-alcoholic beverages
Transport

Housing

Holidays

Major household appliances
Electrical equipment
Restaurants and hotels
Furniture and homeware
Clothing and footwear

Alcoholic beverages and tobacco

% change year-on-year

Total inflation

Alcoholic beverages, tobacco & narcotics
Transport

Education

Hotels, cafes & restaurants
Communication

Health

Miscellaneous goods & services
Recreation & culture

Food & non-alcohaolic beverages
Furn, HH equip & repair of the house
Housing, water & fuels

Clothing & footwear

M 15/03/16 15/0317

1.4
3% -2% -1% 0% 1% 2% 3% 4% 5%

Source: The Office for National Statistics (ONS)

Inflation: price inflati

on, specifically on alcohol, transport

Going out and education has been the reason for widespread
-20% -15%-10% -5% 0% 5% 10% 15% 20% 25% 30% 35% decrease in disposable income
Q12014 M Q12015 M Q12016 M Q12017 Consequence: consumer spending on everything non-
https://www?2.deloitte.com/ essential has decreased
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7 inosh Uncertai nty — Uncertainty trends

(2) CONSUMER OUTLOOK FOR 2017 IS DIRE

% change year-on-year

Mow thinking about 2017.. What, if Net % of UK consumers who Difference
anything, do you think will change expect an increase (increase since 2015
compared to 20167 Please indicate whether minus decrease) 8%
each of the following areas are likely to Q12014 Q12015 Q12017 P
increase, decrease or remain the same? 59,3
Prices of goods in supermarkets 63% 38% 70% 32 points “31'33
Your spending on utilities 43% 23% 43% 20 points 233 ,J/'
The taxes you pay 13% 9% 26% 17 points 09{3 -
Your spending on grocery shopping for food 29% 15% 30% 15 points :zgg
and non-alcoholic beverages -3%
The UK interest rates 299% 18% 26% 8 points 2007 2008 2009 2010 20171 2012 2013 2014 2015 2016 2017
Your spending on transport 23% 13% 21% 8 points Average earnings including bonuses = UK inflation (CPI)
Your housing expenditure 22% 19% 22% 3 points
Your level of debt 12% 155 14% 1 point Source: Thomson Reuters DataStream
Your spending on non-essential categories -7% 2% -3% -1 point Inflation: is growing faster than average growth of
The value of your property 30% 29% 27% -2 points .
, _ salaries
Your income before tax 9% 9% 5% -4 points . .
Your savings/investments % 0% % Consequence: consumer outlook for 2017 is dire, spe-
Your job security NA NA 1% NA cifically regarding spending on goods, utilities and taxes

https://www?2.deloitte.com/
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7 inosh Uncertai nty — Uncertainty trends

e BUSINESS INVESTMENTS AND HOUSE PRICES ARE SLOWING

Business Investments QoQ Change in % (Source: ONS) %

== Business Investment Change

A AN

o lq\'—r’r
=
0% -10
-15
2008 20140 2 2014 26

(13 1997 OZ 1999 Q1 2001 04 2002 Q3 2004 02 2006 Q1 2008 04 2009 Q3 2011 02 2013 Q1 2015 04 201
Investment: seems to be also affected by

general uncertainty
ONS House Prices: even house prices have seen a

http://visual.ons.gov.uk/dashboard/ slowing growth post EU Referendum
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7 inosh Uncertai nty — Uncertainty trends

e BREXIT — TRUMP — WESTMINSTER ATTACKS — SNAP ELECTION

15K

10K |

Feb 2016 Apr 2016 Jun 2016 Aug 2016 Oct 2016 Dec 2016 Feb 2017 Apr 2017

B Basic Positive (28,494)  Basic Neutral (205,528) [JJJ] Basic Negative (62,975)

Source: Crimson Hexagon, 2016-2017, UK, Twitter

15K

10K

3 3 3
Feb 2016 Apr 2016 Jun 2016 Aug 2016 Oct 2016 Dec 2016 Feb 2017 Apr 2017

Joy (47,453) [ sadness (24,176) [ Neutral (172,806) [ Disgust (7.363) ] Anger (13.872)

Surprise (1,728) Fear (29,508)

Brexit: was by far the biggest driver of uncertainty
apart from the US election and #GE2017

Fear: was the biggest emotional driver behind
uncertainty related mentions on social media

Braingraph.com
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e Uncertainty
DEEP DIVE

Deep dive into key dimensions of uncertainty:
Using a framework of 7 key dimensions of uncertainty we are trying to identify the social key
drivers behind UK’s feeling of uncertainty by taking a closer look at mentions in each dimension

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background

Braingraph.com Company No. 107 253 84


mailto:hello@braingraph.com

# Braingraph

Uncertainty — peep dive

BEYOND BREXIT ARE NOT JUST MARKET RISKS
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Source: Crimson Hexagon, 2016-2017, UK, Twitter
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Beyond Brexit: once delving deeper into conversations we can see that
behind Brexit is a huge fear of volatile markets

Anxiety: this economic uncertainty goes hand in hand with a broader fear
about uncertainty, intolerance, neo-liberalism and further political issues
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Uncertainty — peep dive

POLITICAL TOPICS ARE THE KEY DRIVER FOR UNCERTAINTY

Uncertainty Dimensions via Social Mentions 2016-2017 (Twitter, UK)

M Fear Associated With Uncertainty Dimensions

B Folitical [46%]

Economical [24%]
Financial [16%]
Bl Society [996]

Political
B7,325 [46% - _El:hr':lll:'g'_'.." [3%] Safetey Financial ~ Environmental Technology Economical
' Bl Safetey [2%] N : . : :
Bl Environmental [1%)] Politics: is the biggest topic discussed alongside uncertainty
issues followed by economical and financial topics

Safety: although only responsible for 2% of all (public)
uncertainty conversations, safety/security is mainly driven

. . by fear-related aspects
Source: Crimson Hexagon, 2016-2017, UK, Twitter
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# Braingraph

Uncertainty — peep dive

INTO POLITICS

e " seapoundnationals
hospitality attacks
@theresa_may #eu
face -QPE‘e last me snp ::LT:opean
P Cterrop fUtU reé calm
adds ® rise
i ’ b eXIt EIECtloncurrency
space 2016 ue big Scary ex|t BS t down
risin
; Yok reXquy

wmpuncertainty...

fea. rcreatmg economic

create

#uk
#votelea eaheadtled . meetlng
V Vi ever ots
amld never #news tlmesl CI'ISIS -,
#smes et
amin smes hope C leave
whole

gauge
results

nervous staff
Source: Crimson Hexagon, 2016-2017, UK, Twitter

‘osts

Uncertainty of Brexit (3,186) Feal

Uncertainty of Brexit: apart from Trump and fear of terror,
the associated uncertainty of Brexit is the biggest driver of

uncertainty within politics
Trump & terror: interestingly Trump trumps terror fears
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Uncertainty — peep dive

INTO FINANCE

f month
infrastructure street Posts
fischer s ' :
blackrock futu re
# f ™ #HX ]
leave Vevgr%es v g k fEd S ;'
electlon rate _

bréxit i
i POy IR CEFtAINt Y

mcreased o first 100 :
uncertain l atl ll S qc ksc profit
calm S'fé“‘iill n fiscal!

mmmmmmmm t rad|n g Al g g s i ey ) 8 0 8 s iy

Compamesrisk“ - ¢ due "¥"* Market volatlllty bankers and investors are mostly
trade #brexrt s concerned about the volatility of stocks and the Sterling
#trigféigrlmce)vp Fﬁ"grkets good Inflation & a weak Pound: are further topics visible in

financial conversations

Source: Crimson Hexagon, 2016-2017, UK, Twitter
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Uncertainty — peep dive

INTO ECONOMICS

general #sme #news
good

currency defy

°°°°° . Wweakness
remains

leave anxiety ' | livingpian - ' .
““contract ﬂsefear jobs high :

gl’OW send fuels

hirvolatility.

hamper |°t5 M creates

uﬁggﬁkg,;"u nce I’tal n ty

I|ve ‘new

rs
@revolutionbre PrS advi

proﬁtal;ug;y7 deal eco n o m I vc decisions
markets #brexit] fe SI?S

vacancies cause

fall

arpe " term times ™ Jobs: jobs and access to workforce are the major concerns
workers Confldence

hits project modnervous within the economic side of the conversation
growth britaln Consumer & business confidence: are of great concern
2016 . . . . .
Source: Crimson Hexagon, 2016-2017, UK, Twitter given the uncertain market situation

Uncer rtainty for Business (353) UK Economy (105) Business Confidence (80) Coping with Uncertainty (69)
cameron
yes

Braingraph.com
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Uncertainty — peep dive

INTO SOCIAL TOPICS

creates health
omes falls g

< faceZbrexit s=ople e :

period o TN Cattes ¢
VOte €ar first unforeseeable
arns

S big < e ain eaves
awaypolltlcalTe%‘V';!(detyﬁh"s_ l leaves a

rates
parents

_-university hrayjt .. SOCia

progress

pound
peace MeaNs

fall clear w come llfe

#housingNOUSING < care aducation™:

left mean warn .
pa'y issues - ) s |
wUuncertaln hate — '
continues ,
Social Uncertainty (698) Brexit Uncertainty for the Housing Market (434) UK Housing Market (409) Uncertainty in NHS over Brexit

Housing Market (1,244)

living leave = club it question
societv’™ vo"a';lt;d! llty happen Housing and education: are generally key concerns within
huoce 'av hope world the social discussion
g€ oreat today greater N .
deal g ] ae 2 wrerly vouns The NHS and the care situation are of great concern given

Source: Crimson Hexagon, 2016-2017, UK, Twitter the increasing growth of an aging part of the population
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Uncertainty — peep dive

INTO SAFETY

unprecedented
shaping hlghgrenfell e llfe daily

lots
bring risk heart g e
limbo
#mobileworker IOSt

dan;,rfé?:t killing féar #brexit -.ov
uuuuuuu red@ig@cuU rltykllled (S

|nC| ent faces britain asia

1 L
period

[ |

under |
safe rEIyu n ce rtal n ty:agi;ll:-?ggnothmg
sowisgincertaindeathe e

family die

attacks
attack
ngeh%;’-‘éal llve tl%oelsadtlllt g foodics dipel Terrorism: is the biggest topic within safety / security
uenee eve

media 1 1
business . world insecure leavgaast The Qrenfell ﬂre sparl'<ed further conversatlons about sgfety and
feel don faced security specifically with regard to public safety regulations and
Source: Crimson Hexagon, 2016-2017, UK, Twitter how to achieve conformity with these regulations
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Uncertainty — peep dive

INTO TECHNOLOGY

exchange Dank NEW newsDbtc

#trading job !
dduek
goo ris b t fiat |eyel g read corssen
DItCOI Nmarket ..

uncertalnty

P S 7 trust humans
emfear#ai brexit

startup »pard bull
turn cnbc 2

certain big a|v0l t| l|t business

“#bitcoinnews  #dat apfrice d at tlrrs‘eeemsschanngs
dollar | '
Innovatlontech Bitcoin: was talk of the town with regard to uncertainty due to its
2017 economic policy high market volatility
#fintech ow Big Data, #Al & Innovation: were the other big issues, the latter
Source: Crimson He;;:()n, 2016-2017, UK, Twitter being especially interesting as innovation was linked to uncertainty

Braingraph.com Company No. 107 253 84


mailto:hello@braingraph.com

Uncertainty — peep dive

INTO ENVIRONMENTAL TOPICS

ge mitigate 5 o
peodpolltlcaloperatlng ite
uoyan
challengen .’ DTE@XItUNCETLAIT

paper arctic low |
species = °

uk's c h a n g = Mean glbﬁSI growth

1o uk fmenV|ronmentfnend j O
amiafuture Elirn A tar T duermns

#t::apy? lters bUSIﬂESS :8as e certainty ;o ]
organic | ncertalntykh;g%: | | | | | |
_environmental b, e o e
215t norisk pO 'Cy Cllmate change was the b|g toplc W|th|n environmental uncertainty
SC'SrﬂeELSSOEnS results ., conversations, not least because Donald Trump’s decision to abandon
unforeseeable ntroduced then Paris climate agreement
Source: Crimson Hexagon, 2016-2017, UK, Twitter Sustainability as a goal in face of rapid changes was another eco topic
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PRACTICAL IMPLICATIONS

Practical implications of uncertainty:
Extracting the key insights from our deep dive across 7 key dimensions of uncertainty we are now
attempting to identify practical implications for stakeholders across these dimensions

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background
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7 tarorh Unce rtainty — Practical Implications

a ADAPT TO BE MORE ADAPTIVE — IN THE FACE OF RAPID CHANGE

@benatipsosmori R oy

# Ben Page, Ipsos MORI & r'fm-\ﬁ g

2017 election saw the biggest swing DURING
an election campaign ever - uncertainty is the
new normal

Success is not final. failure is not fatal: it is the courage to continue that counts. -

Winston Churchill
Change is constant and the new normal is uncertainty.

The biggest leadership skill needed now and into the future is the

ability to navigate ongoing disruptions and that requires 'courage’.

The courage to evolve.

Source: Twitter, LinkedIn

Uncertainty is the new normal — the faster we adapt to the
new pace of change, the more successful we are going to be
and the less energy we will waste on trying to hold on to
outdated rules and principles of less volatile times.

Take courage / lead with courage — “In doubtful matters
boldness is everything.” -Publilius Syrus was right back then
and now, especially in times of uncertainty people are looking
for a strong leader, with all the downside that potentially
comes with it as we can see case in point with Donald Trump
and other strong historic leader personalities. This also
highlights the importance of responsibility and moral
authority during uncertain times.

Braingraph.com
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Unce rtainty — Practical Implications

ADAPT TO BE MORE ADAPTIVE — IN THE FACE OF RAPID CHANGE

3. Keep calm and be yourself — the more stressful and tumultuous the
environment is, the more important it is, both individually as well as
professionals, to stay calm and considerate with regard to the decisions and
actions we take.

4. Take deliberate risks — the risk level around has been turned up without us
touching the dial. Therefore we might as well adapt to the riskier environment.
But not by avoiding all risks at all cost but by taking risks in an intelligent way:
we can spread our bets with small, rapid experiments in order to adapt to
complex problems with rapid adaptive learning strategies: adapt for
adaptability! https://t.co/gGW31xKE8Q

- Bebrave. Takerisks.
Nothing can substitute experience.

o

Source: Twitter, LinkedIn

Braingraph.com Company No. 107 253 84


https://t.co/gGW31xKE8Q
mailto:hello@braingraph.com

# Braingraph

'._ Environment

Unce rtainty — Practical Implications

ADAPT TO BE MORE ADAPTIVE — IN THE FACE OF RAPID CHANGE

Social %

Hewralie 4
|
Viable Ec-unum.iy
e “""H.____ R
6.

Use uncertainty as a catalyst — knowing that times will change anyway, we
might as well use the change for the better and start to work into the right
direction, adopting more long term and sustainable strategies. Let’s use
uncertainty as a catalyst for sustainable innovation: https://t.co/GTiBoMaca3

Use resilient business strategies — knowing that we sometimes we can’t predict
the future it is best to use strategies that build on basic building blocks of
human behaviour that we can rely on with high likelihood. The following
business strategies can also help: 1. Use analytic techniques that don’t require
high accuracy. 2. Prepare for multiple outcomes. 3. Find and rely on the
predictable elements of the situation. 4. Focus your evaluation of initiatives on
the inputs, not just the outputs. 5. Remain agile, and strive to respond quickly.
6. Cultivate your reputation for extreme trust. More: http://bit.ly/2rsOKzq

Braingraph.com
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Unce rtainty — Practical Implications

ADAPT TO BE MORE ADAPTIVE -

IN THE FACE OF RAPID CHANGE

C!eativity is P

intelligence g 8¢
h,vmg fun

- Albert Einstein

Braingraph.com

5. Have fun and play — because that is the first prerequisite for creativity. So you
might as well enjoy the challenge!

“The creation of
something new is
not accomplished
by the intellect, but

by the
instinct arising from

Inner necessity.

The creative mind
plays with the
object it loves.”

Carl Juno
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PRACTICAL IMPLICATIONS

Discussion:
After this tour de force through key dimensions of uncertainty and an analysis of their main
drivers we are now trying to summarise key findings and opening up for questions and discussion

General UK Deep Dive
Uncertainty Into Key
Trends Dimensions

Practical Questions /
Implications Discussion

Research /

Background
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# Braingraph

Uncertainty

SUMMARY: KEY INSIGHTS

General uncertainty in the UK: consumers spend less on non-essential goods and services, business
investment is slowing, inflation is cutting into the disposable income of especially the lower socioeconomic

groups in the UK. After the EU Referendum, the US presidential election, several terror incidents and snap
election with a surprising swing vote, the UK has arrived at a state of ,normal uncertainty“ where unforeseen

Politics: Brexit is
still uncertainty
factor number

one but given the

length and
complexity of the
negotiations
there might be

several options
along the road to
soften / optimise
the outcome for
everyone instead
of pressing for a
,Hard Brexit"

Braingraph.com

Finance: Market
volatility, inflation
and a weak
Pound are the
key concerns in
finance —
alongside with
overlapping
Brexit fears
related to
business and
banking having
to move to Paris
or Frankfurt to
coninue to trade.

Economy: Jobs,

business and
consumer
confidence are
on top of the
uncertainty
agenda for
economic topics.
The best
outcome for the
economy at the
moment woulld
paradoxically be
businesses
ignoring the
uncertainty.

Social Topics:
With regard to
social topics,
uncertainty is
mostly impacting
aspects of
housing,
education, the
NHS and care
systems.
Interestingly the
last GE2017
election has put
many of these
social issues to
the forefront.

incidents are accepted as“the new normality”.

Safety:
Unfortunately the
UK has seen too

many terror
incidents this
year for anyone
to be able to
simply forget
them. However,
the relatively
small amount of
mentions in this
category leeds
us to assume
that it is not really
a ,big issue“

Technology:
Bitcoin was talk
of the town for
the last weeks

alongside Al, Big
Data and general
aspects of how to
harness
innovation by
way of
embracing
uncertainty. The
letter could be a
general ,way out"
of the uncertainty
issue for the UK.

Environment:
Unfortunately the
environment
seems to come
last when it
comes to
uncertainty
issues. Hopefully
this does not
mean that the UK
society will forget
that all of their
rich and diverse
lifestile hinges on
clean water,
clean soil and air.
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Adaptive
adpativity

Change is the new
normal, we have to
embrace it

Lead with courage but
with moral responsibility

Be bold and unafraid in
the face of change. Be
yourself!
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Uncertainty in the UK

SUMMARY: PRACTICAL IMPLICATIONS

Deliberate
Risk-Taking

Take many small
deliberate risks

Be quick with your
experiments for rapid
learning & adaptation

Hedge your bets, try out
many different options

Uncertainty
as a Catalyst

Things change, they
might as well for the
better!

Align your short-term
needs with your long
term goals

Aim for sustainability in
all your activities

hello@braingraph.com

Have Fun &
Be Creative

Learning does not
happen by using your
intellect alone. Trust

your creativity

Have fun and enjoy
yourself. The one thing
that is certain is our
time is limited. We
might as well enjoy it
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Thank You!

PLEASE STAY IN TOUCH

MARIAN CRAMERS
Director Global Network Agency Growth

THOMAS HIRSCHMANN
CEO | FOUNDER
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