KANTAR

Driving Sales Today and
Generating Demand Tomorrow
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Balancing Performance Marketing
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Understanding Short-term vs, Long-term
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Manager, Media & Digital Department
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About Kantar:

Kantar is the world’s leading evidence-based insights
and consulting company. We have a complete,
unique and rounded understanding of how people
think, feel and act; globally and locally in over 90
markets. By combining the deep expertise of our
people, our data resources and benchmarks, our
innovative analytics and technology, we help our
clients understand people and inspire growth



