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AND NOW WHAT? Anxieties and adaptations

THE LATEST: Consumer
attitudes & behaviors

IPSOS ESSENTIALS

Things are perceived as ‘out-of-control’ in many countries and second
¥ wave worries are shared internationally

Loss of Control and Fear of Future Infections
(Top-2 Box Agreement)
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Out of control? It depends where you are

With the election on the horizon and racial tensions high, U.S. citizens are the most likely to feel that things are out
of control in their country right now..

) _ _ (Top-2 Box Agreement) -
| feel like things in my country are out of control right now
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0% I

Total Spain  South  Brazil India  Mexico Japan United Russia Iltaly South  France Australia Canada Germany China
Africa Kingdom Korea

infections in my country] (n=14501)

Q: (T2B Summary) To what extent do you agree or disagree with each of the following? [I feel like things in my country are out of control right now] [I think there will be another wave of COVID-lE
7



Out of control? It depends where you are

With the election on the horizon and racial tensions high, U.S. citizens are the most likely to feel that things are out
of control in their country right now..

) _ _ (Top-2 Box Agreement) -
| feel like things in my country are out of control right now

100%

80%

60%

40%

20% | I

0% I

Total Spain  South  Brazil India Mexico Japan United Russia Italy South  France Australia Canada Germany China
Africa Kingdom Korea

infections in my country] (n=14501)

Q: (T2B Summary) To what extent do you agree or disagree with each of the following? [I feel like things in my country are out of control right now] [I think there will be another wave of COVID-lE
8



Out of control? It depends where you are

With the election on the horizon and racial tensions high, U.S. citizens are the most likely to feel that things are out
of control in their country right now..

) _ _ (Top-2 Box Agreement) -
| feel like things in my country are out of control right now

100%

80%

60%

40%

20% | I

0% I

Total Spain  South  Brazil India  Mexico Japan United Russia Iltaly South  France Australia Canada Germany China
Africa Kingdom Korea

infections in my country] (n=14501)

Q: (T2B Summary) To what extent do you agree or disagree with each of the following? [I feel like things in my country are out of control right now] [I think there will be another wave of COVID-lE
9



Fear of a second wave? In most places

With the election on the horizon and racial tensions high, U.S. citizens are the most likely to feel that things are out of control
in their country right now. Widespread fear of a second wave is high almost everywhere.

(Top-2 Box Agreement)

| feel like things in my country are out of control right now

100%
| think there will be another wave of COVID-19 infections in my country
80%
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Total Spain  South  Brazil India  Mexico Japan United Russia Iltaly South  France Australia Canada Germany China
Africa Kingdom Korea
Q: (T2B Summary) To what extent do you agree or disagree with each of the following? [I feel like things in my country are out of control right now] [l think there will be another wave
of COVID-19 infections in my country] (n=14501)
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HASES OF A CRISIS
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The phases of the crisis

Q: There are often several phases or stages that people go through when times are hard. Which one of the following
phases do you feel best describes your current situation regarding the covid-19 pandemic?

Phases: International View

PRE
PANDEMIC PREPARATION ADJUSTMENT OPENING UP RE-START NEW NORMAL

The pandemic | am getting ready | am reacting | have adapted It seems | am starting to | am doing most | feel the
has not reached for possible new day-by-day to to the restrictions will do some things of the things | pandemic is
my area, so there restrictions the restrictions restrictions and soon be lifted again that used used to do pre- behind me, and
have not been and settled into new in my area. to be restricted. COVID. | am moving on
any restrictions establishing routines. with life.
so far new routines.
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The phases of the crisis: a picture of stability

The “long middle” means that instead of doing things people would have done before restrictions, they are instead
acclimatizing to the idea that restrictions will drive new routines.

Phases: International View
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my area, so there restrictions the restrictions restrictions and soon be lifted again that used used to do pre- behind me, and
have not been and settled into new in my area. to be restricted. COVID. | am moving on
any restrictions establishing routines. with life.
so far new routines.
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=== Jul 31 - Aug 2 = = Aug 12 - Aug 16

Aug 27 - Aug 30

Q. There are often several phases or stages that people go through when times are hard. Which one of the following phases do you feel best describes your current situation regarding the
covid-19 pandemic (n=14501)
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AND NOW WHAT? Anxieties and adaptations

new documentary September Update

attitudes'and behavior

‘; SOS ESSENTIALS
Tracking
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https://www.ipsos.digital/essentials
https://www.ipsos.com/en/ipsos-update-september-2020
https://vimeo.com/448365971/8384afd217

What’s Next? A world on pause PEO

Many are uncertain about the future, struggling to make big decisions, take risks and
make financial plans.

“For financial “Everything is on hold. | “I simultaneously tell
management, we would am not willing to put myself there is money
prefer conservative anything into the market there to be spent — but
schemes with which the where | can’t get it on the other side | am
capital is guaranteed.” because there might be afraid to be broke. So

another spike in the Fall.” I’'m stuck in the middle.”

“Should we live our lives to the fullest? Should we spend the money we have?
| really don’t know.” E




What’s Next? A Pandemic-shaped recession?

BLINDSIDED is a 20min
documentary about how the world
stumbled into a pandemic, then
“Right now, they say the
virus is ‘democratic’.
However, the economic
crisis is not democratie,
and hits some people
harder than others.

That’s why it’s even more

important to keep our

l . 2" 8 ‘ world united”
Watch Video Trailer
https://vimeo.com/448365971/8384afd217 Nando Pagnoncelli

President, Ipsos Italy and

Based on CovidWatch, an international digital :
Social Commentator

ethnography research project looking at how
the pandemic changed our lives.

For more on our respondents’ journey, see
feature with April Jeffries in our July webinar.

18


https://vimeo.com/448365971/8384afd217
https://vimeo.com/448365971/8384afd217
https://www.ipsos.com/en/webinar-understanding-coronavirus-crisis-8

AND NOW WHAT? Anxieties and adaptations

A ’ C TAKING STOCK

5 ges & penavic Latest resources

new documentary September Update

@ ESSENTIALS

r attitudes'and behavior

¢ CORONAVIRUS: LATEST FROM THE COUNTRIES

...... SOUTH AFRICA

“The latest Ipsos-Atios Coronay
Index finds that 58% of Americans.

it while
s 22%know someone who has died.

Trump (46% vs. 31%).
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Spotlight 1: AFRICAN NATIONS

Perceived risk

G)‘Q Perceived risk of catching COVID-19:

m% Very High =% High

18 African Union Member states
August 2020 Fieldwork
download here

P E R Partnership for Evidence-Based
Response to COVID-19

Responding to COVID-19 in African
Countries:

Executive Summary of Polling Results: Cross National Findings
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% OF PERCEIVED RISK HIGHER AMONGST:
« Aged 26 to 55: 30%

* Household income >500K USD per month: 31%
* Report they or scmeone in their household had a
COVID-19 infection: 4 1%

QB. Pleasa indicale what you think your level of risk of calching coronavirus or
COVID-18 is: Very high, High, Medum, Low, Very Low, Don't know



https://www.ipsos.com/en/responding-covid-19-african-countries-wave-2

Spotlight 1: AFRICAN NATIONS

18 African Union Member states

August 2020 Fieldwork
download here

P E R Partnership for Evidence-Based
Response to COVID-19

Responding to COVID-19 in African
Countries:

Executive Summary of Polling Results: Cross National Findings
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Wearing face mask

m Completely applies m Mostly applies

All Member States 85
Cameroon 76
Cote d’Ivoire 85

DRC 85
Egypt 86
Ethiopia 86
Ghana [INEEEEEY-TEEEELE 53
Guinea Conakry B2
Kenya NG 96
Liberia |- &8
Mozambique [INEEEEE-1 LRl 92
Migeria [INNEGEGCEEEERE-N 56
Senegal a5
South Africa |G- D] 37
Sudan 64
Tunizia IEIEEE] 47
Uganda &4
Zambia g9
Zimbabwe [T 94
0 50 100



https://www.ipsos.com/en/responding-covid-19-african-countries-wave-2

Spotlight 1: AFRICAN NATIONS

18 African Union Member states Opening up economy
August 2020 Fieldwork

Trade off on loosening restrictions:
download here A

“too risky to loosen restrictions” vs. “there is
a low risk and need to get economy moving”

B Tioo Much Risk u Mead o get Economy Moving
P E R Partnership for Evidence-Based
Response to COVID-19 All Member States  IEETEEE N

Cameroon  IEETEEEE T

H = . e d haire I
Responding to COVID-19 in African M e e—
Countries: Eoypt MEEECNE I S
Ethiopia INEINEE D T

Ghana IEEETEEE DN -

Guinea Conakry  INIET DN -
Kenya IEEEETEEN D~

Libaria INETEE -

Executive Summary of Polling Results: Cross National Findings
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https://www.ipsos.com/en/responding-covid-19-african-countries-wave-2

Spotlight 2: RUSSIA

To explore the Ipsos Global Trends 2020 analysis, follow this link

23

Trend Vision report

available here

Trend Vision 2020
Russia

The world is trying to understand the impact caused by the
global COVID-19 pandemic. Uncertainty remains. We do not
yet know if there will be & second wave or further
consequences, and what our "new reality” will ultimately be.

In this issue of the annual Trend Vision repart we talk about
trends, signals of change and how to analyze them,

in order to make the future, in which this crisis is not
the last one, to be not a frightening «black boxs, but a
platform for exciting experiments for successful brands
and companies focused on long-term sustainability.

8- & ipuc | Tren Vision 200 Aoasia

¢

A CRISIS LIKE
NO OTHER,

AN UNCERTAIN
RECOVERY

Macro
analysis

Consumer
sentiment

Brand
responses
to the
Crisis

COVID-19 AND ITS CONSEQUENCES

Drop in industrial
production

Period of
non-working days

To prevent the spread of
coronavirus pandemic in
Russia, non-working days were
announced from March 30 to
April 5, 2020.

The period of non-working days,
were workers didn't work, but
kept their salary, was extended
twice before ending on 11 May.

Calm - Active

Young people are ambitious and do not feel anxious, because they are
not yet burdenad with serious ifa obligations and have the "safety
cushion” of ther parents, with whom marny ssil kve with.

Anxious - Active
Parents, despite mild anxety, are confident thet they are the masters
of ther lives and are active.

Anxious - Passive
The Lonely Pensioners and Empty Nests groups are anxious but do
nothing.

Apathetic
Middle-aged people without children are the only one of all segments
%0 change ther emctional state from calm-active to apathetic in a year.

PERCEPTION OF THE CRISIS
DEPENDING ON THE STAGE OF A PERSON'S LIFE

CRISIS BEHAVIOUR PATTERNS DEPENDING

yobled Sme

e n 8 dangerous

Effect of COVID-18 on
family financial status

ot worse signifcarsy I 24
Getaiseworse [ 40
Notchaged [ 31

improves | 4

Due to COVID-19 your salary...
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ON THEIR STAGE OF LIFE

Empty nests

Jloma BKycHee c Lay’s
npu noagepxke CutumoGun

LOY's XONOT ROGNAGrOROPHTA TOX, KTO OCTORTCR
ROMO, M 20pmT we Gomuoh Lay's Box®.

AT HOM

Airlines

Over 500 thousand people took part in the promotion

We say thanks to each of you!


https://www.ipsosglobaltrends.com/
https://www.ipsos.com/en/russia-trend-vision-2020

Spotlight 3: UNDERSTANDING CULTURE

available here

Figure 7 Components that influ
individual's score

Company

Cultural bias
performance

Respondent
socio-demographics

Culture in a Crisis

available here

THE ROLE OF CULTURE
L CRISI

“We are at
war. At war
with an
invisible,
elusive

- Pre:

“Without deeper
cultural understanding,
brands may struggle

to identify some of the
potential barriers to
building meaningful,
authentic and intuitive
engagement.”



https://www.ipsos.com/en/when-difference-doesnt-mean-different-understanding-cultural-bias
https://www.ipsos.com/en/role-culture-global-crisis

SIGNALS

And now what?

THE ROLE OF CULTURE IN A GLOBAL CRISIS
An interview with Radhecka Roy

THE ROLE OF CULTURE
LOBAL CRISIS

Download POV

Listen to “Insight Out”
podcast series Ipsos



https://www.ipsos.com/ipsos-mori/en-uk/how-grow-premium-brand-during-recession
https://www.ipsos.com/en/insight-out-ipsos-uu-podcast
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A LITTLE HAPPINESS GOES A LONG WAY
A IVTLE HAPPINESS -~
Colin Ho e o

How to grow
By ol M et Dws Murshy &), 10

Download
the white

paper
here

IPSOS ~ =2
VI Ews GAME cumfotfs [ lpSOS


https://www.ipsos.com/ipsos-mori/en-uk/how-grow-premium-brand-during-recession

Colin Ho
Market Strategy and Unde

Septe'mbe)r 2020,



DURING RECESSIONARY \
TIMES, CONSUMERS-

TIGHTEN UP THEIR -
PURSE STRINC
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NOT ONLY SURV
BUT THR



Consumers may cross categories to
save money...

“I still want my Starbucks”

)
‘ L
CREAMER
| L(;,:J\' ’\‘E;L(\
IR
i ‘n" A K I;Iv/‘
J?(: .""féf ;/L{
j N T S CLASSICROAST
ENCORT NIV Y
$4.09 $4.99 $7.29

$16.36 for 4 cups a week $12.28 — many months!




...or change channel and find similar
products to save money...

“I still want my steak”

Steak at restaurant = $50 Premium steak at grocery
store = $20

Mark, T., Southam, C., Bulla, J., & Meza, S. (2016). Cross category indulgence: Why do some premium brands grow during recession? Journal of
Brand Management, 23, 114-129.




...or downgrade to a more
affordable indulgence

“I still want my YSL purse”

O\

$2,000 $1,000

Clark, E., & Ignatenko, N. (2010). High Fashion in a recession. lvey Business Review, 14.







Is your brand/product
considered an
affordable indulgence?




Knowing whether your product
category/brand is viewed as an affordable

iIndulgences is the first step

Necessary for survival Purchase can be Unnecessary
reasonably put off
it
itchen appliances

Fresh Vegetables/Fruit Furniture Jewelry, accessories
Eggs Kitch ppl High end electronics

Source: Ipsos Global Essentials Report Wave 5, June 4-6




What is considered an affordable indulgence
can vary by market and segments

Bread Gaming console

I o]

m EMEAE 20% 63% % o
~ -

M Cssential Treats M Postponable M Expendable

Source: Ipsos Global Essentials Report Wave 6, June 11-14




Even as covid-19 induces a recession,
consumers are willing to pay more for a treat

Categorization of beer, among people paid more / not more for beer
R Hlgher price than usual
J 24%

14%

Categorization of make-up, among people paid more / not more for beauty products

Did not pay more 38% rab
M Essential Treats M Postponable M Expendable

Source: Ipsos Global Essentials Report Wave 8, June 25-28




1S THERE AN
OPPORTUNITY
YOUR PREMI



A little happiness goes a long way

Premium Brands viewed as affordable indulgence will do better during
recessionary times

Discover whether your brand is viewed as an affordable indulgence, by
whom, and in which markets

Position your brand as an affordable indulgence, or introduce a new
brand positioned as one
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REPACKAGING COVID cufi GREEN
AND AFFORDABLE
lan Payne i

By an Payne. Greg Clayton, Alex Baverstock | Auy.ct 2021

Download
the white

paper

Ipsos


https://www.ipsos.com/ipsos-mori/en-uk/clean-green-and-affordable-striking-balance-between-sustainability-hygiene-and-value-packaging




REWIND

Brands bringing change driven by sustainability, changing retail...

Ecommerce

ecorefllll
10X concenTRATED"

3 Egg Whites
POWERGS&SHINE

6 Almonds Bathroom
4 Cashews .@j+o=a
2 Dates
No B.S. -
Old Material
Heavy Engagement Plastic Out Partnerships Graphic Design

ﬁ Starbecks Cottes &

We' emov !.v.h: straws in our stores
I b ly by 2 020— educing more than 1
plastic aws per year

PEt\BUmLE
HERNATWE

© Ipsos




Base: 19515 online adults under the age of 75 across 28 countries.
Fieldwork dates: July 26"-Aug. 9t 2019

© Ipsos

WE EXPECT
MANUFACTURERS TO
TAKE LEADERSHIP

For example, in end of life...

ee Manufacturers should be
obliged to help with the
recycling and reuse of
packaging that they produce




HOW MIGHT PACKAGING BE IMPACTED GOING FORWARD?

What precautions are you all taking

My mum is bathing her Tesco delivery

during the global pandemic?
vy

© Ipsos

Green?

Starbucks Won'’t Fill Your
Reusable Cup Anymore Over
Coronavirus Fears

Affordable?

Spain France

—~—  —

Feb Mar Apr May May Feb Mar Apr May May
10t 17th 10th 17t

United Kingdom United States
Feb Mar Apr May May Feb Mar Apr May May




Clean
BEHAVIOUR HAS OF COURSE CHANGED.

37% CLAIM TO HAVE DISINFECTED OR WASHED PRODUCTS

Q. In the last few weeks, have you done any of the following? Select all that apply.

Avoided stores that are not practicing social distancing
Disinfected or washed products that are in plastic or other packaging
Bought products in multipack/large sizes to avoid trips to the store
Avoided stores that do not require face masks
Purchased products that are packaged using hygienic packaging
Purchased products that are organic

Limited home delivery to those services that offer contact-less service
Purchased products specifically because it is in eco-friendly packaging

Base: GLOBAL RESULTS (16 COUNTRIES); May 10 TO 14

© Ipsos




Clean
WASHING BEHAVIOUR VERY COUNTRY SPECIFIC

Q. In the last few weeks, have you done any of the following? Select all that apply

Disinfected or washed products that are in plastic or other packaging

56%

" m

@C =0 2 “WdwthE () o o @&

Base: GLOBAL RESULTS (16 COUNTRIES); May 10 TO 14




Green
PACKAGING CHOICE PERCEIVED AS

#1 PERSONAL CONTRIBUTION ON CLIMATE

Q. Thinking about things you might do in order to limit your own contribution to climate change,
how likely or unlikely would you be to make the following changes within the next year

Avoiding products which have a lot of packaging 57% 18%

23%
11%
10%
16%
23%
33
9%
49%

Avoiding buying new goods, mending what you have or buying used products instead 52%
Saving energy at home, for example by installing insulation or switching off lights 50%
Recycling materials such as glass, paper and plastic 49%
Saving water at home, for example by having shorter showers or not watering your garden 49%
Walking, cycling or using public transport instead of driving a car 46%

Not flying, or replacing some flights with train or bus journeys 41%

w

IHII II

Eating less meat, or replacing the meat in some meals with alternatives such as beans 41%

Eating fewer dairy products or replacing dairy products with alternatives such as soya milk

B Certain to/very likely/fairly likely B Fairly unlikely/very unlikely/certain not to

Base: 20,590 online adults aged 16-74: Fieldwork dates : Friday, February 21 to Friday, March 6, 2020

© Ipsos



Base: GLOBAL RESULTS (14 COUNTRIES); APRIL 16 TO 19

© Ipsos

PEOPLE WANT TO
BELIEVE THEY WILL
ACT RESPONSIBLY

ee | will seek out products that
are healthier and better for
the environment




Affordable
BUT PRICE MATTERS MOST

Q. When comparing household products of similar quality and features, which two of the following
are most important to you when making a final purchase decision?

Products are offered at a lower price 47%
enabling me to save money

Products are made in my country 42%

That products that are packaged
using hygienic packaging

29%

Products come in

eco-friendly packaging e

Base: GLOBAL RESULTS (16 COUNTRIES); May 10 TO 14
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ESTABLISHED CLAIMS BEAT STRONG COVID-19 CLAIMS

Claim tested

Wholesome and natural

100% biodegradable packaging
No additives or artificial ingredients
Helps you sleep better

Packaging "smart labelling" tells me if product contaminated
With nutrients to help feel fresher after hours in front of a screen
Packaging made from 100% new plastic for extra safety
Packages made with anti-viral materials

Packaging specially designed for home delivery

Promise
142
141

125
124

72
70

68
61
57

Or*ion 1 VS  Option 2

LAY

Claims touched on health, packaging, sustainability, ingredients and product benefits. The intent is to consider ‘new to the world’ claims which might be relatable to COVID-19 themes
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SUSTAINABILITY DRIVES INTEREST BUT WATCH PRICE %

1. Overall Appeal

4 stars or higher
(5 point scale): 62% 68% | *

No claim Sustainable claim

amazon

2. Spontaneous Likes

Mrs Meyers Clean Day Liquid Palmolive Ultra Dish Liquid, Oxy Dawn Ultra 4 565, by 7 ' % mﬂﬂﬂbﬂfﬂg SUSfH."FEb.'.."H}f dﬂ.‘h}ﬁ
Dish Soap, Bluebell Scent. 16 F Power Degreaser, 32.5 Fl Oz Soap, Orange Scen! ] L y . _’/ E.g. #Enﬁmn m Enm’l’y ﬂ.l' E r] j.ly !rI 21 %
W 7 “Ocean plastic”, “Recycling” etc.
2.98 2.64 ' : oy . . - . .
. ? s S o No claim  Sustainable claim

3. Behavioural Trial

*

1% 3% 2% 1%
|
No claim Sustainable claim  Susfainable claim  Sustainable claim
$54.25 5425 $4.75 $5.25

* Significantly higher




CONCLUSIONS

Disruption due to hygiene is real but
more related to management of own

behaviour

Sustainable development remains
absolutely relevant even in Covid-19

More than ever, sustainability
shouldn’t come with a premium or a

compromise
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SIGNALS .
S I G NA L S And now what? Y o
And now what? 10 September 2020 Lessors mon ke

AN IPSOS WEBINAR
September 10, 2020

INTRODUCTION S iy
Jennifer Hubber Head of Ipsos Global Client Organization .

Watch the webinar
ADAPTATIONS AND ANXIETIES: The Public Mood recording here
Simon Atkinson Chief Knowledge Officer :

Explore Ipsos’ COVID-19
THE ROLE OF CULTURE IN A GLOBAL CRISIS hub page here
Radhecka Roy Global Service Leader, Strateqi

AFFORDABLE INDULGENCES: A little happine
Colin Ho Chief Research Office

REPACKAGING COVID: Clean, Green a
lan Payne Global Service



https://www.youtube.com/watch?v=Vl10wpHi-tI&feature=youtu.be
https://www.ipsos.com/en/public-opinion-covid-19-outbreak

