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The role of technology in responding to
the challenges of global inflation and recession,

and the implications for technology companies
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Last week, CES - the most influential tech event in the world - took place in Las Vegas. Hundreds of

vendors showcased their latest innovations with the promise of delivering transformational value. And a

number of our Partners were helping to deliver business momentum for their clients at the show.

So, we thought we’'d see how the global C Suite views technology, in the context of global inflation and

recession, by analysing what the topics of discussion were between June and December 2022.

Our analysis is drawn from a sample of almost 80,000 global CEOs and other C Suite executives. It is

compared with the analysis of conversations about the same topics in ASI's consumer sample.

The view from the C Suite

Investing in technology, and in Al in particular, sees significant increase in

engagement from September 2022

One important use of technology to fight

off recession is investing in Artificial
Intelligence. The C Suite leaders have not
paused on investing in technology and
boosting tech budgets because they
believe that the right technology is the way
to drive growth and lead in unprecedented
times, be it a pandemic or Ukraine-Russia
war. Many senior executives are calling Al

a technology wildcard.
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Technology used in the right way can reduce the impact of recession

Most conversations around the global recession are about the impact of the Ukraine war on the global
economy. The C Suite population believes that, although the IT and software sectors have been
impacted by global recession, technology used in the right way can help minimise the impact of

recession.
Technology to enable hybrid working improves productivity
This is particularly the case for leaders in medium sized firms of between 250 and 500 employees. They

specifically talk about the importance of hybrid working for employees during times of exorbitant fuel
prices and increased cost of living. For such firms, introducing the right technology to help employees

work from home and save money on fuel, has improved productivity and assisted employee retention.

Minimising the impact of inflation by improving the way the supply chain is
managed

Investment in technology to improve the Global Supply Chain also featured strongly. Many C Suite
executives are discussing how the inflation in 70's was caused by the increase in oil prices and how

using advanced technology in the global supply chain can help alleviate the impact of such disruptions

and prevent increased transportation costs.

Closing the skills gap by embracing low code or no code technologies

Many smaller tech firms are addressing a skills shortage by turning to low code or no code technologies

to develop software.



The view from consumers

We asked AS, the Al fuelled research company we use to provide the data for the Worldcom Confidence

Indey, to see what consumers were thinking about the use of technology in response to inflation and the
recession in the same six-month period. Consumers discussed many of the same topics, and their views
raise some important communications implications for technology vendors. In this context, technology
means everything from software to electric vehicles and other technologies that deliver disruptive
solutions to today’s challenges.

Embracing new technologies to minimise the risk of layoffs

The conversations about recession and the cost-of-living crisis are around using technologies to
alleviate the impact of inflation. Consumers are talking about the use of new technologies such as Web3
and shifting IP strategies to manage risk and concerns surrounding recession layoffs. Many also believe
that digital technology is important for companies to handle the impact of recession and protect them
from future recessions - which in turn would prevent layoffs and help balance the economy.

An alternative view is also circulating - Technology is being used to enable
layoffs

Just like the C Suite, consumers see the use of
Artificial Intelligence as a positive move to help
prevent recession. However, some conversations
mention that companies were using technology
to help employees work from home during the
pandemic but are now using it to layoff the same
employees.



https://www.advancedsymbolics.com/?utm_source=worldcom&utm_medium=landing-page&utm_campaign=report&utm_content=tech-wci-report-2023
https://worldcomgroup.com/confidence-index/?utm_source=worldcom&utm_medium=landing-page&utm_campaign=report&utm_content=tech-wci-report-2024

Cost of living crisis causing anxiety

In terms of the increasing cost of living, many people are concerned about the increasing interest rates
on loans and mortgages and increasing gasoline prices. They believe that the combination of steep
increases in interest rates and high gasoline and grocery prices have led to an unmanageable cost of
living.

Mixed views on the benefits of moving to electric vehicles

Many consumers believe that one way to tackle the high fuel prices is by using electric vehicles. But

others feel that buying an electric car is costly and the lack of charging stations makes driving
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inconvenient.

Government interventions seen as a cause of inflation

Another probable cause of inflation being talked about among people is the government interventions
during the pandemic. They feel that governments spent a lot more than they could afford, which has
now led to the unequal distribution of wealth and high interest rates.

People are concerned about the Catch 22 of moving to low carbon technologies
in a period of high inflation

Consumers believe that transitioning to low-carbon technologies can help in combatting the recession,
but they also feel that such technologies can be costly to implement during a period of high inflation.



Communications advice from our

Worldcom technology experts

While both the C Suite and consumers see technology having a role in addressing the recession and

high inflation, it's clear the two groups have some differing views about why, how and when new

technologies should be used. Consumers are particularly concerned about the cost of deploying these

solutions.

So, we asked our experts, who specialise in the technology sector, for advice on how technology

companies should convey the benefits of their technology, so they achieve both business and

consumer buy-in.

Here are 9 tips on what to look out for and how to get communication rightin a

world where hyper-transparency rules:

o

o

Consumers will welcome technology providers who appear to solve the
problems created by government interventions

While people welcomed government interventions that limited the immediate impact of the
pandemic, they are now less sanguine about the impact of the debt this created. This will
present an opportunity to technology providers who can present a disruptive approach to
living in a debt laden world.

Vendors of ‘disruptive’ technologies will need to communicate about
the impact on people, even if they are only selling to businesses

The data covered by the report shows that certain technologies are likely to be in demand
such as Al driven products, enhancements to the supply chain, hybrid working tools, low skill
software. However, vendors should not communicate the business benefits alone. They also will
be expected to communicate about the impact on people, so they are not seen as solving one

business problem only to create another.




@ Promoting features and benefits without addressing cost will not
succeed

Vendors will need to address the cost of implementing their technology, in both the immediate
and long term, to overcome any anxieties about deploying it now. They will need to be
transparent about the cost of switching to the new technology and also the cost of not doing
so. Consumers will expect to be presented this holistic view to feel confident about making the
change. This need for the ‘whole story’ has been heightened by consumers feeling short-
changed by high profile campaigns that did not present the full implications of a choice. Brexit
is a good example, with the true impact of the decision to leave now being aired in the UK
media.

@ Being a low carbon technology isn't a guarantee of success

It's accepted wisdom that Gen Y and Z welcome brands that demonstrably address the
sustainability of the planet. However, it's also clear from this report that consumers are anxious
about the cost of doing so. Low carbon vendors will need to explain the lifestyle impact of
moving to a low carbon offering. And they will need to bring the future lifestyle impact of
postponing the shift, on the people consumers care about, into focus now. Otherwise, decisions
are likely to be made on short term financial grounds alone. This may cause resentment later,
when the negative impact of delay is felt by the people who most matter to people who failed

to act.

@ The cost-of-living crisis has made consumers very cost conscious

While the recession has made business buyers more focused on the certainty of the business
value they will receive from a new technology, consumers are focusing more on the cost that
will be incurred in the short term. Vendors will need to provide advice on lifestyle choices that
can be made to afford the new technologies now. As with other recommendations, it will be
important for vendors to explain the cost of not taking action now.



Vendors need to be careful not to overpromise on performance or

environmental impact

The Dieselgate class action suit in Europe shows that vendors need to be

very careful about performance claims and/or not pointing out limitations

;‘;’Ollk-éivag,cn or environmental impact. The example of electric vehicles shows that
;rtl-rmet[f(li(ozlvn technology vendors will need to be transparent about the full implications
' after fake . .

lieseltests  ©f a purchase or they risk storing up future problems. For example, vendors

of electric vehicles will need to be transparent about the price performance

of the vehicle which may be limited by the availability of charging points or
the cost of a replacement battery. Other implications such as the cost of

disposing of a battery that has been replaced (and the environmental
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implications of disposal) must be adequately explained at the point of sale.

Vendors need to think through — and take positive steps to address -
the lifestyle changes their technology creates

Technologies which create a behaviour change can have many positive benefits. But
consumers will expect vendors to think through the implications of the change on lives and
lifestyles. For example, remote communication technologies enabled effective working during
the pandemic but are now associated with a breakdown in human connectedness between
co-workers. Vendors will need to provide helpful advice on how to manage any significant

implications so that the experience is sustainably positive.

Vendors should lead with their Purpose to give more than product
reasons to engage

In the hyper competitive tech sector, vendors
should lead with their WHY or Purpose to give
customers/consumers more emotional reasons
to engage than just the product benefits. Gen Y
and Z in particular want to see a purpose

behind a product. Promoting an authentic
purpose is particularly important now, with cost
featuring so high in the minds of consumers.

Being purpose-led will help technology vendors retain their best talent
and survive the Great Reshuffle

Technology vendors need to hang on to their best talent now more than ever, as they try to
deliver innovations to address today’s challenges. Having an authentic purpose, that conveys
the difference the organisation makes to people and the planet, will give employees who

believe in the purpose powerful reasons to stay loyal and contribute positively.



If you'd like advice from our experts, either contact them

or explain your needs on the contact form by clicking:

CONTACTUS


https://worldcomgroup.com/contact-us/?utm_source=worldcom&utm_medium=landing-page&utm_campaign=report&utm_content=tech-wci-report-2023
https://worldcomgroup.com/contact-us/?utm_source=worldcom&utm_medium=landing-page&utm_campaign=report&utm_content=tech-wci-report-2023

Worldcom's Technology Experts

Asia-Pacific

In.Fom
Singapore
http://www.infom.asia/

Mike Liew, Managing Partner
E : mike@infom.asia

Phillips Group
Queensland, Australia
https://www.phillipsgroup.com.au/

Stephanie Paul, Managing Director
E : spaul@phillipsgroup.com.au

EMEA
BPress

Milano, Italy
https://www.bpress.it/

Diego Biasi, President
E : diegob@bpress.it

GRIP Agency
Zurich, Switzerland
https://grip-agency.ch/en/home.html

Patrick Milo, Managing Partner
E: milo@grip-agency.ch

HBI PR & Marcom

Munich, Germany
https://www.hbide/

Corinna Voss, Managing Director
E:info@hbi.de

InstiCOM
Brussels, Belgium

http://www.insticom.be

Hans Karperien, Reputation Strategist & CEO
E:info@insticom.be

Topline Consulting
Beijing, China
http://topline-consulting.com.cn/en/

Michael Song, Chairman
E : michael.song@topline-consulting.com.cn

TQPR Thailand
Ban, Thailand
http://www.tgpr.com

Thomas B. Van Blarcom, Managing Director
E:tom@tgpr.com

JBP Associates
London, United Kingdom
https://www.jbp.co.uk/

Chris Lawrance, Managing Director
E : chris.lawrance@jbp.co.uk

Kaizo PR
London, United Kingdom
http://www.kaizo.co.uk

Rhodri Harries, Managing Director
E : Rhodri.harries@kaizo.co.uk

Keating & Associates
Dublin, Ireland
https://keating.ie/
Justin Bowers, Director
E : justin@keating.ie

Kirchhoff Consult AG
Hamburg, Germany
https://www.kirchhoff.de/
Jens Hecht, Managing Partner
E : jens.hecht@kirchhoff.de
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LF Channel

Barcelona, Spain
http://www.lfchannel.com
Imma Folch, CEO

E : folch@lfchannel.com

Medita Communication
Helsinki, Finland
http://www.medita.fi/en/
Tiinu Wuolio, CEO

E : tiinu.wuolio@medita.fi

Meropa Communications
Johannesburg, South Africa
http://www.meropa.co.za

Stephen Forbes
E : stephenf@meropact.co.za

Onva
Devon, United Kingdom
https://onva.co.uk/

Crispin Manners, CEO
E : crispin.manners@onva.co.uk

OptimoreGroup
Istanbul, Turkey

http://www.optimoregroup.com

Seyhan Ayel, Managing Partner
E : seyhanag@optimumbrand.com

LATAM
Arvizu Comunicacion Corporativa

Mexico City, Mexico

https://www.arvizu.com.mx/

Diego Arvizu, President [ CEO
E : darvizu@arvizu.com.mx

Brand Partners
Buenos Aires, Argentina
https://brand-partners.com.ar/en/

Luciana Bugni, General Director
E : luciana@brand-partners.com.ar

Oxenstierna Kommunikation
Stockholm, Sweden

http://www.oxkom.se/
Bjorn Mogensen, Senior PR consultant
E : bjorn.mogensen@oxkom.se

PRAM Consulting
Prague, Czech Republic
https://www.pram.cz/

Patrik Schober, Managing Partner
E : patrik.schober@pram.cz

Probako Communications
Budapest, Hungary

http://www.probako.hu
Andras R Nagy, Managing Director
E: rnagy@probako.hu

Wisse Kommunikatie
Arnhem, Netherlands
https://www.wisse-worldcom.nl/nl/

Serge Beckers, Managing partner
E : serge.beckers@wisse-worldcom.nl

Yucatan
Paris, France
https://www.yucatan.fr/

Caroline Prince, Managing Director
E: cprince@yucatan.fr

DuartePino
San Juan, Puerto Rico
https://duartepino.com/

Antonio Duarte, Chief Marketing Advisor
E : antonio@duartepino.com

PLANIN
Sé&o Paulo, Brazil
http://planin.com

Angélica Consiglio, CEO
E : marketing@planin.com


http://www.lfchannel.com/
http://www.medita.fi/en
http://www.meropa.co.za/
https://onva.co.uk/
http://www.optimoregroup.com/
https://www.arvizu.com.mx/
https://brand-partners.com.ar/en
http://www.oxkom.se/
https://www.pram.cz/
http://www.probako.hu/
https://www.wisse-worldcom.nl/nl
https://www.yucatan.fr/
https://duartepino.com/
http://planin.com/

Realidades S.A.C.
Lima, Peru

http://www.realidades.pe

Luis Avellaneda, Managing Director
E : lavellaneda@realidades.pe

North America

Airfoil Group

Michigan, United States
https://airfoilgroup.com

Keith Donovan, CEO

E : donovan@airfoilgroup.com

Beutler Ink
Washington DC, United States
http://www.beutlerink.com

William Beutler, Founder and President
E : william@beutlerink.com

Bitner Group, Inc.
Florida, United States
http://www.bitnergroup.com/

Gary Bitner, President
E : gary@bitnergroup.com

The Bliss Group
New York, United States
https://www.theblissgrp.com

Michael Roth, Managing Partner
E : michael@blissintegrated.com

Casacom Montreal
Montreal, Canada
https://casacom.ca

Marie-Josée Gagnon, President and Founder
E : mgagnon@casacom.ca

Cookerly Public Relations
Georgia, United States
http://www.cookerly.com
Cory Stewart, CEO

E: Cory@cookerly.com

Corporate Ink
Massachusetts, United States

http://www.corporateink.com

Greg Hakim, President
E : ghakim@corporateink.com

Coyne Public Relations, LLC
New Jersey, United States

https://www.coynepr.com/

John Gogarty, President
E : Jgogarty@coynepr.com

Enterprise Canada Inc.
Toronto, Canada

http://www.enterprisecanada.com

Brian Fox, Principal
E : brian.fox@enterprisecanada.com

Fishman Public Relations
lllinois, United States
http://www.fishmanpr.com
Brad Fishman, CEO

E : bfish@fishmanpr.com

Intrepid
Utah, United States

https://www.intrepidagency.com/

Chris Thomas, President
E : cthomas@intrepidagency.com

IW Group Inc.
Cadliforniag, United States
http://iwgroup.agency,

Bill Imada, Chairman and Chief Connectivity Officer
E : billimada@iwgroupinc.com
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Off Madison Ave
Arizonqg, United States
https://www.offmadisonave.com/

Roger Hurni, Managing Partner
E : Roger.Hurni@OffMadisonAve.com

Padilla
Minnesota, United States
https://www.padillaco.com

Matt Kucharski, President
E : matt.kucharski@padillaco.com

The Pollack Group
Cadaliforniag, United States

https://www.pollackgroup.com
Stefan Pollack, President
E : stefan@pollackgroup.com

Public Communications Inc. (PCI), Chicago

lllinois, United States
https://www.pcipr.com/
Wendi Koziol

E : wkoziol@pcipr.com

Raffetto Herman Strategic Communications
Seattl; Washington DC, United States
https://rhstrategic.com/

John Raffetto, CEO

E : john@rhstrategic.com

Standing Partnership
Missouri, United States
https://standingpartnership.com/

Melissa Lackey, President & CEO
E : mlackey@standingpartnership.com

True Digital Communications
Ohio, United States

https://truedigitalcom.com/

Chris Baldwin, Chief Visionary Officer and Founder
E : cbaldwin@truedigitalcom.com

You can find the expert support you need, wherever you need by

searching by where you need help, by the industry you are in, and by

the communications service you need.
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