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COVID-19
TRACKER

Looking at confidence In
institutions and SA coping
strategies




CONFIDENCE IN ORGANISATIONS/INSTITUTIONS TO CONTAIN
THE SPREAD

Confidence is on the rise amongst South Africans, that organisations & institutions can deal with the virus
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Covid-19 Tracker: Wave 1 (24 — 27 March): How confident are you that the following are prepared and can effectively deal with the coronavirus (Very/Quite confident) &
Covid-19 Tracker: Wave 2 (20 — 22 April): How good or poor a job is each of the following doing to contain the spread of the coronavirus in South Africa (Very good/good)




PERCEIVED LEVEL OF THREAT BY PROVINCE

How high is the level of threat posed by coronavirus to you personally? (Very high / high threat)
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Covid-19 Tracker: Wave 2 (20 — 22 April): The figures are ranked according to the results per province in April 2020



PERSONAL ACTIONS TO KEEP SAFE

Online South Africans are getting into the habits of washing their hands more often (91%) and social distancing
when going out (82%). Wearing a mask when going out is not a trend as yet (63%).

Washing hands more often 91%
Practiced social distancing when going out 82%
Using hand sanitizer through the day 81%
Using more disinfectants 64%
Wearing a face mask 63%
Stocking up on food 50%
Taking additional supplements like Vitamin C, Zinc, etc 47%
Stocking up on day to day household products such as toilet paper 39%
Stocking up on over the counter medication 26%
Stocking up on water 25%
Getting a flu vaccination 12%

Seeing your doctor for a general health check even though you feel fine 10%

None of the Above
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Wave 2: n=1,000 / N=26411804
QO012. Have you taken any personal actions to protect yourself from the Coronavirus or COVID-19?




WE ARE CHANGING WHAT WE DO

Online South Africans are avoiding contact with others (shaking hands 91% and close contact (87%), whilst
limiting possible exposure by not attending large gatherings.

Avoiding shaking hands with others 91%
Avoiding close contact with others 87%
Not attending church/mosque/shul or religious meetings 82%
Cancelling plans to attend events / large gatherings of people 77%
Avoiding public toilets/bathrooms 75%
Not going to work 67%

Visiting the South African Health Department’s website 40%
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Wave 2: n=1,000 / N=26411804
QO013. Have you started doing any of the following specifically to protect yourself from the Coronavirus or COVID-19?




TRAVEL PLANS

Online South Africans are putting their travel plans on the backburner.

Booked or rescheduled travel for a future date
this year

Cancelling or postponing any plans to travel by
air

Cancelling or postponing plans to take any
vacation or leisure travel

Cancelling or postponing a trip within my country
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Wave 2: n=1,000 / N=26411804
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2 out of 10 online South Africans
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6 out of 10 online South Africans
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6 out of 10 online South Africans

QO013. Have you started doing any of the following specifically to protect yourself from the Coronavirus or COVID-19?




...AND OVERALL, THERE ARE MARKED CHANGES IN
CONSUMER ATTITUDES AND BEHAVIOURS

BEHAVIOURAL CHANGES ATTITUDINAL CHANGES
* Less outdoor activities » Appreciation for life and family
* Increased consumption of media « Enhanced consciousness towards
* Increased use of social media, but growing trust in « Health

“traditional” media _ _
« Concern/worry about long time effect of pandemic

» Brand switches (based on availability) on finances and job security

* Increase in and focus on personal and * Heightened awareness about BMI

environmental hygiene o _ o
» Realisation that the future will be nothing like the

* Increase in house chores and children management past

« Surge in online education » Widespread apprehension and uncertainty, but

. : resolve to deal with challenges
 WEFH gaining traction
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RETAIL AND
SHOPPING
BEHAVIOUR




TAKING RESPONSIBILITY IN THE FIGHT AGAINST THE VIRUS

Supermarkets carries a huge responsibility when it come
to combating the spread of the COVID-19 virus

Supermarkets or grocery

stores £e
Pharmaceuticals
Airlines 78
Public transport 77
News media
Restaurants 70

Packaged food companies
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Social media companies

Customer Reputation (Looking at retailers)

Companies with high reputational equity amongst reported
increased levels of brand equity, increased market share and brand
loyalty amongst its customers. Having supporting customers during
a crisis help to build reputation. 72% of online South Africans
agreed that retailers have done enough to protect their customers.

Retailers

Building reputation by getting the right amount of

information out there

Corporations, businesses and brands have a unique window of
opportunity where brands can earn trust and build their reputation
by maintaining their presence and delivering relevant value in a
fluid period of heightened anxiety and change. 35% of online South
Africans agree that retailers managed to get the right amount of
information out there.

Retailers
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Wave 2: n=1,000 / N=26411804
QO017. How much responsibility do each of the following industries have when it comes to combating the spread of the coronavirus or COVID-19:




RELEVANT COMMUNICATION FROM RETAILERS HELP TO BUILD
TRUST AND ENCOURAGE SHOPPER TO VISIT THEIR STORES

Which companies or brands do you think are doing relevant advertising during the lockdown?

WOOLWORTHS

Retail
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Source: Ipsos'online COVID surv
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RETAIL: SHOW OF UNITY AMONGST RETAIL BRANDS AND
STRONG INDIVIDUAL MESSAGES OF RELIABILITY

PnP created relevant buzz early on with
their ‘don’t panic buy’ message. More
recently both PnP and Shoprite are raising
funds to feed those in need

Donate to
n M help feed those
who need it Eeoplen@lanet
— - . . THE NATION the most. Partnering for a better tomorrow

We'e still here for you @ | SPAR Win a Car 2020

SHOPRITE Checkers [Fickn[Eay m =R (B

e O

Shoprite Checkers group headlining their
affordable uSave stores (& mobile store),
to showcase support of those in need, and
the checkers ‘act for change initiative’

TOGETHER
WECAN
HelP

o2
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Source: Ipsos’'online COVID survey



https://www.youtube.com/watch?v=PcG_OU1pvUA

WHAT IS BEING PURCHASED

Shoppers claim to purchase more sanitation and pharmaceuticals (their lives) and essential goods
and less treats / luxury items(their livelihoods)...

Hand Soap 61% 35%

56% 40%
42% 50%
42% 42%
40% 52%
40% 53%
39% 51%

34% 58%

Fruit and Veg

Detergent

Cough / Cold Meds
Meat / Chicken / Fish
Pasta / Rice / Mielie Meal
Bread

Dairy Products

Over the counter Meds 50%
Canned Food 52%
Coffee / Tea 54%
Toilet Paper 67%
Bottled Water 38%
Salty Snacks 50%
Chocolate and Sweets 40%
Soft Drinks 48%
Beauty Products 44%
Alcohol 11%

mMore The Same mlLess
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Q018. During these coming weeks, do you plan to buy more, less or the same of each of the following versus your regular buying habits:




RATIONALISATION OF SNACKS PURCHASED

Volume of snacks and beverages purchased declines. Reduced purchases on high OOH categories

®ENERGY SNACK BAR O®SALTY SNACKS ® SWEET BISCUITS ®ENERGY DRINKS ® SAVOURY BISCUITS ®BOTTLED WATER ®CSDS

First case confirmed in SA National state of disaster Soft Lockdown week National Lockdown week
School closed
Initial lockdown measures implemented

® ®
®
®
®
®
®
____________________ .__________________________________________________________________________________________________ 1
: ‘ Highly
penetrated
categories
o ® flat or
declining
®
2.3.20 - 8.3.20 9.3.20 - 15.3.20 16.3.20 - 22.3.20 23.3.20 - 29.3.20
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Source: Shopper Panel, March 2020, N=2000
2.3.20 — 8.3.20 (INDEX) = volume of categories indexed to the pre-lock down phase 100 > skewed towards OOH = volume index has decreased on OOH categories




IN-STORE TO ONLINE

The shift from in-store to online shopping tends to be for toiletries, sanitation products and food &
beverages

e Ad’d

59% 57% 57/% 39%
SANITATION OTHER PERSONAL
TOILETRIES PRODUCTS FOOD & BEVERAGES CARE PRODUCTS
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Wave 2: n=1,000 / N=26411804

QO03: Using online shopping to purchase products you would normally buy in-store?




BRANDS IN
LOCKDOWN

The creative fight back




COMPANIES THAT MAINTAIN OR INCREASE ADVERTISING
SPEND DURING RECESSIONS TEND TO SEE HIGHER SALES

Across all major recessions, advertisers who maintain or increase their advertising spend see
higher sales increases in the last year of the period than those that do not

350 CUT OR CUT AT LEAST ONE YEAR

MAINTAINED OR INCREASED
300
250

200
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Sources: Vaile, Roland S (1929), “The Use of Advertising During Depression.” Harvard Business Review; Meldrum and Fewsmith (1979), “How Advertising in Recession Periods Affects Sales.”, American Business Press; McGraw-Hill @
Research (1985), Kamber, Thomas (2002), “The Brand Manager’s Dilemma: Understanding How Advertising Expenditures Affect Sales Growth During a Recession.” Journal of Brand Management, London Vol 10 Iss. 2, Nov, pg 106 -121.




PEOPLE WANT ENTERTAINMENT AND ESCAPISM DURING
THE CRISIS, AS WELL AS UP-TO-DATE INFORMATION...

Stay up to date .

0
50% . What people want to feel
MORE during the outbreak
Be Comforted 40% Learn
30%
20%
Indulge 10% Feel Entertained @
0%
Connect with others Unwind '
Escape Pass Time @
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Base: Total Sample of 3,000 adults 18-65. n=750 in each of: USA; UK; France; Germany
Q: What'’s your mindset when choosing something to watch, read or consume (whether on TV, social media, streaming, etc.) these days? Please select up to three.



...THEY ARE VIEWING DIFFERENT CONTENT AND MEDIA IS
CONSUMED DIFFERENTLY, ENGENDERING ONLINE FIRSTS

FOR SOME SOUTH AFRICANS

Would you say you are doing each of the following more

frequently or less frequently compared to one month ago?
|

"

% More frequently

Follow the
news

Spend time on social
media

Using online streaming and
video services such as Netflix

Of these activities that you have done, which if any did
you do for the first time ever?

>
% 1sttime

Downloaded a fitness or wellbeing
app or watched related videos online

Searched online for what is
open/closed near me

Used video to communicate with co-
workers, business partners

Used video to communicate
with family, friends
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Source: Ipsos Poll, April 2020, amongst 1000 Adults in SA
*driven by R20 000+ HH Income




BRAND EXPECTATIONS

PEOPLE EXPECT BRANDS TO HELP

them DURING THIS CHALLENGING

TIME...

87%

Strongly agree / agree (T2B)
| am interested in

hearing from brands
that can help me
navigate the crisis
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Source: Ipsos Poll, April 2020, amongst 1000 Adults in SA

82%

Strongly agree / agree (T2B)
Companies have a
social responsibility
to offer aid during the
Coronavirus

81%

Strongly agree / agree (T2B)
Now more than ever it

IS important to hear
from brands to know
what they stand for

AND ARE OPEN TO SEE
ADVERTISING
FROM THEM

Strongly agree / agree (T2B)
| want to continue to

hear from brands and
companies on what

they have to offer




COVID-19 ON
SOCIAL MEDIA

Week 6 of Lockdown




COVID-19 ON SOCIAL MEDIA

Week 6 of lockdown

The sentiment around the lockdown is getting
increasingly negative, with positive sentiment steadily
decreasing. South Africans are becoming increasingly
worried about job losses caused by the lockdown,
leading to the negative sentiment. The words related to
lockdown are mainly about help & support. Week 6 of SA Lockdown

(%
#3

EMOJI: 1100+

#2

EMOJI: 1500+

#1

EMOJI: 1700+

Related words include “help”, “positive”, and “support”

Ej '\._/ Total Mentions Total

10% 9 . 6 K Interactions
o ‘./‘\. 2 5 9 . 9 K
6% O

4%

20 Number of publishers Potential Reach

0%
Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 2 4K 536 . 7 M
=@=Ncgative =@=Positive
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Social Intelligence Analytics Solutions (Period: 30 April - 06 May 2020)




SOUTH AFRICA IS ONE OF THE TOP COUNTRIES GLOBALLY
TALKING ABOUT REOPENING

Many South Africans want the country to reopen, but also, there are divided opinions as to whether schools should reopen.
With regards to working from home, there is a big gap between south Africa and the world, with people globally generally
having a very positive sentiment towards working from home, whereas south Africans don'’t share this sentiment (largely
negative). This could be due to the majority of south Africa not being adequately equipped to work from home.

Total % of conversations . .
Volume | about reopening Sentiment about Working
United States 134794 3855156 3.5% from Home
Canada - 15923 496436 3.2%
United
Kingdom - 13645 1124795 1.2%
Australia [ seso 247183 2.4% 50%
India I 5560 735819 0.8%
South Africa | 1243 > 107872 ~ e
Ireland | 1235 70566 1.8% E‘-
Germany | 1097 288481 0.4%
° 79 91% 2%
Thailand | 1021 46574 2.2%
Panama | 1001 43342 2.3%
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Social Intelligence Analytics Solutions (Period: 30 April - 06 May 2020)



EMOJI USAGE IN SOUTH AFRICA VS GLOBALLY

Mask wearing and laughing (21% in RSA vs 12% globally) emoji’'s are more popular in SA, than globally. Globally, more
supportive emojis are shown, with the heart and praying hands accounting for a fifth of emojis used. SOUTH AFRICAN
TWITTER IS KNOWN FOR THEIR ‘MEME’ CREATION AND entertaining THREADS, poking fun at serious situations.

i

@ 13.7% share
= 1700+ mentions

=~ 12.2% share
LV 1500+ mentions

=~ 9.1% share
UGU 1100+ mentions

TOP EMOJIS IN SA
Week 6 of SA Lockdown

@ 6.8% share

850+ mentions

55 6.6% share

820+ mentions
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Social Intelligence Analytics Solutions (Period: 30 April - 06 May 2020)

TOP EMOJIS GLOBALLY

Week 6 of SA Lockdown

12.1% share

178.9k+ mentions

~ 2 12.0% share
)

A
3

177.4k+ mentions

8.0% share

118k+ mentions

8.0% share

117k+ mentions

7.3% share

108.2k+ mentions




A QUALITATIVE
VIEW




A QUALITATIVE VIEW

We attempted to converse with everyday South Africans from the most critical consumer segments. In attempts to
understand and underline similarities and highlight differences as our citizens navigate turbulent waters. Included:

BLUE COLLAR STRUGGLERS:

Blue-collar workers with low disposable income and very little
savings. Often household of few earners responsible for large
extended families. Low levels of formal education. Mostly live in
townships, poor suburbs and rural areas. Strong traditional and
conservative values.

YOUNG ROCKETS:

Young, upwardly mobile demographic. Optimistic, outgoing and
confident. Mostly found in urban metro centers. High school and
tertiary educated. Professionals at the beginning of a career path.
Self focused and driven by aspiration, achievement and social
recognition.

SUBURBAN PROFESSIONALS:

Settled, down-to-earth and content. Living in upmarket suburbs.
Often established careers and entrepreneurial jobs. Family and
contentment focused. Driven by quality of life and having a balanced
life. Access to discretionary spending.
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QUALITATIVE VIEW FROM 3 SOUTH AFRICANS ON LOCKDOWN

gggmiit‘i‘ BLUE COLLAR STRUGGLERS YOUNG ROCKET SUBURBAN PROFESSIONAL

Disappointment

Resentment . :giif;c;el?; government structures, and ministers need Immense pride

View of * Hungry, frustrated « Lack of information » As a South African

Government B i . 'S SWi -
Feeling resentful of SA government . Unclear on the impact Proud of the Government’s swift action

» Frustrated with ban on alcohol and cigarettes

 Efficient shopping Stockpiling before lockdown
Cash strapped « Would not join long queues before lockdown « Purchasing behaviour focussed on essentials
*  Empty cupboards + Normal shopping behaviour * Impressed with retailers like PnP, WW & Checkers
Shopping * Transport limited + Only bought more alcohol and meat - Relationships have been formed with local store
Behaviour + Forced to shop at bigger, more expensive retailers  « Bought things consumer believed would increase in managfers
+ Long queues in malls price (seen as a saving / planning) * Favourite brand was out of stock — swopped to
) ) ) . . . another cheaper brand, won’t go back to previous
* Brands are not making an impression * Netflix praised for range and agility brand (quite proud to have found a cheaper
* Love for brands who use humour to lift the mood alternative)
Big life lessons Life as we knew it Proceed with extreme caution
- Desperate to go back to work * First stop = bottle store « Life will never be the same
The New - Big lesson learnt — the need to save for unforeseen  * Keen to see friends, go out, mingle * Planned holidays and new vehicles are no longer a
Normal events becomes crucial +  Full-on three day celebration priority
» Likely to connect in smaller groups focussed on just + Already planning a big party after lockdown * Unlikely to go back to large public gatherings
hanging out « Deleting WhatsApp tired of the C-19 messages * Notkeen on restaurants
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CONNECT WITH IPSOS TO GAIN UNIQUE INSIGHTS

Syndicated Study: Syndicated Study: Retail Brands in Qualitative
Covid-19 Tracker and Shopping Behaviour Lockdown Insights

Ezethu Mandlelize Zibusiso Ngulube Michele Vrdoljak Maree Fouche
ezethu.mandlelize@ipsos.com zibusiso.ngulube@ipsos.com michele.vrdoljak@ipsos.com maree.fouche@ipsos.com
074 617 8023 082 808 2490 061 465 5856 082 379 4497

Covid-19 on Corporate Reputation and Syndicated Study: Syndicated Study:
Social Media Crisis Communication SME'’s Mzansi Roars
Stephanie Smith Stella Fleetwood Elzette Correia Samantha Payne
stephanie.smith@ipsos.com stella.fleetwood@ipsos.com elzette.correia@ipsos.com samantha.payne@ipsos.com
082 850 0167 083 489 0758 078 272 9222 084 400 8888
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