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% Highest earner in the HH was social grade AB when they were 14 years old



The problem is that we think we’re just 
like everybody else
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Everyone wants to climb (but not to 
the top)
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But we don’t realise how privileged 
we are

UK Advertising 

Source: *https://www.cwjobs.co.uk/salary-checker/average-advertising-salary
Base: ** https://www.marketingweek.com/marketing-salary-2019/2

https://www.marketingweek.com/marketing-salary-2019/
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TO HAVE MY

NAME KNOWN

BY LOTS OF

PEOPLE

TO BE UNIQUE

AND STAND OUT

FROM THE

CROWD

TO HAVE A

HIGH-STATUS

JOB AND EARN

LOTS OF MONEY

TO HAVE MANY

EXPENSIVE

POSSESSIONS

TO KEEP UP WITH

THE LATEST

TRENDS AND

FASHION

Advertising & MarketingModern Mainstream Advertising & Marketing estimation 
of mainstream extrinsic aspirations
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Advertising & Marketing perception of 
quality of life by income

Quality of life by income
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Source: https://www.campaignlive.co.uk/article/will-covid-19-change-adland-works/1679629

“More work that is originated directly in response 

to, or out of, an increasing connection to 

communities and culture – with brands driven by 

purpose connecting behaviour and belief to help 

customers and see where they can play an 

authentically useful role, beyond just selling.”

Ete Davies, Chief Executive, Engine Creative



% scoring 7+ out of 10 on trust scale  
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CHARITIES PEOPLE IN GENERAL GOVERNMENT BRANDS AND

ADVERTISERS
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CONCERN FOR THE

ENVIRONMENT

BRAND VALUES POSITION ON SOCIAL

ISSUES

POLITICAL STANCE AND

AFFILIATIONS
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of drivers of mainstream buying 

% Most important when buying products and brands
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Download the whitepaper at 
www.reachsolutions.co.uk/insights 


