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Empowered Consumer

The Winners in a New World of Consumerism

Consumers Have
More Power than
Ever Before
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Consumers have access to data and, hence, are more empowered, aware, and
demanding than ever before, presenting both threats and opportunities for brands.

Capitalizing on the estimated $61 trillion in global and $20 trillion in US consumer spending' markets
expected in 2025 is becoming increasingly challenging for businesses, with global consumers more
empowered, aware, and demanding than ever before (Figure 1).

Figure 1.

Key drivers of higher consumer empowerment
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The face of the global consumer is also changing on the back of demographic shifts. According to the
World Bank, most of the 131 million new consumers worldwide in 2025 will be in Asia with emerging
markets (EM) set to be the most dynamic growth market for the rest of the decade. Demographically
speaking, Gen Z (born 1997 — 2012) is emerging as the biggest and richest consumer cohort and is
expected to overtake baby boomers in 2030 and Gen X in 2040.2 There is also a growing need to
explicitly recognize and serve cohorts like youth in EM (75% of consumers are expected to be between
the age of 15 and 34 by 2030), older cohorts (US baby boomers owning 52% of US wealth in 2024 and
an estimated 2.1 billion people over the age of 60 by 2050), and squeezed middle-income consumers.*

Ultimately, we think that consumption patterns—for millennials, to a certain extent, but particularly
for Gen Z—are different than prior generations. The very definition of what it means to be a consumer
is evolving. This is because younger consumers have grown up in a world where, due to technology,
consumption is a two-way process. They are empowered to influence and judge company behaviors,
rather than act as the mere recipients of a sales pitch.



Know Your Companies that collect and use data to better understand their customers can grow,
Customer innovate, and increasingly dominate their categories.

The amount of data generated by consumers every year is vast and continues to grow exponentially.

In 2025 global data is projected to reach 181 zettabytes (1ZB = 102") with significant contributions

from consumers including smart devices (7.2 billion smartphones in 2025), e-commerce (2.8 billion
people shopping online in 2025), social media (5.2 billion users in 2025), social commerce (1 in 3
young people use it weekly), enterprises and transactions (more than 2 million retail firms in the United
States), the cloud (used by 98% of organizations), and Al- and user-generated content.® The increasing
convergence of content, commerce, and advertising means that consumer data will likely continue to
grow at a breakneck pace for the next three to five years and beyond.

Data can empower consumer companies that can leverage it to make better decisions, enhance
customer experiences, and drive growth and profitability in an increasingly competitive and challenging
landscape.

Figure 2.

How Data Empowers Consumer Companies
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better meet expectations.

Data can also facilitate competitive advantages, optimized marketing, predictive analysis, improved
decision-making, customer retention, operational efficiency, and measurement and reporting.

Specific data and Al use cases we are seeing include: Al algorithms to identify patterns and predict
popular styles; Al-enabled tailored homepages for individual customers; designing personalized
products such as athletic shoes and video games using performance data from professional athletes;
Al-enabled smart glasses that can take photos and videos, stream music, make calls, and livestream
direct to social media; and Al-generated advertisements.
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The Evolving
Consumer Business
Model
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Success relies on innovations in e-commerce, social commerce, personalized
products and services, and integrating technology and Al into the entire customer
experience.

E-commerce continues to outpace in-store sales growth with 2.8 billion people shopping online (22.5%
of worldwide retail purchases) and the market estimated at $6.9 trillion.® Capitalizing on this opportunity
increasingly relies on technological innovation to provide consumers with exactly what they want from
discovery to post-sales care. This includes Al-driven personalization and experiences, social and voice
commerce, augmented reality, supply chain and logistics optimization, quick delivery, Al-enabled
customer service, and data security and privacy.

Social commerce, which refers to the integration of social media platforms with e-commerce activities,
is a further area for innovation as younger cohorts, in particular, look for more dynamic, interactive
shopping experiences. Platforms such as TikTok and Instagram are reshaping retail with 53% of Gen
Z purchasing new products through social media.” While fashion and beauty currently dominate the
landscape, the opportunity extends to all consumer categories and the market is estimated to grow to
$3 trillion by 2026.8

Al-based tools are also gaining traction with consumers and changing the way they discover or find
products. Nearly 25% of consumers are currently using Gen Al to shop with much higher use for
younger generations (Figure 3). More than half of consumer goods executives predict that 50% of their
employees will be using Gen Al by 2026.° This represents a future challenge—and opportunity—for
consumer companies.

Figure 3.
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We generally prefer vertical business models that extend throughout the entire supply chain, from
design through manufacturing, distribution, and service. This model provides a substantial barrier

to entry for competitors along with greater control in execution. It also enables value capture and
monetization at a variety of points that may be more sustainable in the eyes of consumers. As the
CEO of a large multinational consumer company recently told us, “If you price to maintain your gross
margin, you are now stealing from your customers.” Capturing value through design scale, distribution
experience, or service are viable alternatives.

Applying these tenets, we see opportunities across a wide variety of consumer-facing industries.
We seek the best-in-class companies that understand that for future generations, the needs of the
consumer have changed.
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Important Information
Published on 7 April 2025.

For mutual funds, each transaction involving a realized gain or loss is known as a taxable event. Taxable events thus accumulate throughout the year. At year-end, the fund’s investors
may receive a taxable distribution or “capital gains distribution,” representing the gains generated by the fund’s transactions passed along to the investor.

ETFs, on the other hand, through the creation and redemption process, allow the Issuer and the Authorized Participant to minimize taxable events by exchanging ETF shares and
underlying securities “in-kind” when possible, making capital gains distributions less likely. In this way, an ETF investor’s capital gains are not influenced by other investors entering
and exiting the fund.

The financial data presented is provided by external sources. Lazard Asset Management LLC takes reasonable care to ensure that the information provided is correct, but it neither
warrants, represents nor guarantees the content of the information nor does it accept responsibility for errors, inaccuracies, omissions or inconsistencies.

This does not constitute legal, financial, or tax advice. We are not tax professionals. For specific advice applicable to your business, please contact a tax professional.

Equity securities will fluctuate in price; the value of your investment will thus fluctuate, and this may result in a loss. Securities in certain nondomestic countries may be less liquid,
more volatile, and less subject to governmental supervision than in one’s home market. The values of these securities may be affected by changes in currency rates, application of
a country’s specific tax laws, changes in government administration, and economic and monetary policy. Emerging markets securities carry special risks, such as less developed
or less efficient trading markets, a lack of company information, and differing auditing and legal standards. The securities markets of emerging markets countries can be extremely
volatile; performance can also be influenced by political, social, and economic factors affecting companies in emerging markets countries.

Certain information contained herein constitutes “forward-looking statements” which can be identified by the use of forward-looking terminology such as “may,” “will,” “should,”
“expect,” “anticipate,” “target,” “intent,” “continue,” or “believe,” or the negatives thereof or other variations thereon or comparable terminology. Due to various risks and
uncertainties, actual events may differ materially from those reflected or contemplated in such forward-looking statements. responsibility for errors, inaccuracies, omissions

or inconsistencies.

Investment Products: NOT FDIC INSURED ¢« NOT BANK GUARANTEED ¢ MAY LOSE VALUE

Please consider a fund’s investment objectives, risks, charges, and expenses carefully before investing. For more complete information about Lazard ETFs and current
performance, you may obtain a prospectus or summary prospectus by calling 800-823-6300 or going to www.lazardassetmanagement.com. Read the prospectus or summary
prospectus carefully before you invest. The prospectus and summary prospectus contain investment objectives, risks, charges, expenses, and other information about the
Portfolio and Lazard ETFs that may not be detailed in this document.

The Lazard ETFs are distributed by Foreside Fund Services, LLC.
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