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“El COVID HOY?”

En un mundo que esta comenzando

el desconfinamiento, como se esta
sintiendo la gente
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El trabajo constituye una parte esencial en la vida de la gente .
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Y esto es aun mas fuerte en los paises Latinoamericanos .

COVID-19
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» How important do you think work should be in someone’s life?




Con un “condimento” adicional, 7 de 10 personas consideran que lo que hacen en su “\
trabajo es interesante COVID19
<« RECALCULANDO...
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A medida que los paises comienzan con el proceso de desconfinamiento en busqueda de una
reconstruccion economica, las personas estan altamente impactadas en lo que es crucial en sus
vidas: “Sus Trabajos”, esto va a impactar la forma como la gente se va a reaccionar en la reapertura

Do any of the following apply to you?
I lost my job due to the COVID-19 pandemic
| have lost wages due to the COVID-19 pandemic

38%
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L

FR
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m | lost my job due to the COVID-19 pandemic
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| have lost wages due to the COVID-19 pandemic
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En un ambiente, donde |la sensacion de perder “su trabajo” va a contribuir mas a la N
angustia que se vive, con la excepcion de China. R RECALCULANDO...
S
S
Job Security vs 6 Months Ago S
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Pero donde los gobiernos no estan siendo culpados por la situacion, donde en LATm s
con la excepcion de Brasil estan recibiendo un gran apoyo QOVID-19

« RECALCULANDO...

Performance of “Your Government”

% VERY GOOD + GOOD JOB

How good or poor

a job are each of
the following doing
to contain the
spread of the
virus?

AU CA FR DE IT JP RU UK us IN

BR MX ES ZA AR CO

Feb28-29 69% 58% 41% 41% 56% 24% 56% 50% 52%
Mar 19-21 = 60% 71% 56% 49% 66% 49% 50% 59% 56% 84% 59% 44%
April 9-12 81% 78% 48% 75% 69% 28% 51% 70% 53% 86% 61% 52% 44% 87% 88% 67%
April 16-19  82% 79% 47% 79% 65% 35% 47% 67% 53% 85% 54% 57% 40% 84% 83% 70%
m April 23-26 = 84% 81% 43% 75% 61% 31% 41% 59% 52% 87% 50% 57% 36% 92% 85% 66%
® May 1-3 86% 80% 40% 75% 64% 40% 42% 61% 51% 88% 44% 56% 41% 83% 83% 69%
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Incluso la gente esta apoyando restricciones que “antes” no serian aceptadas

Government has over-stepped their responsibility by restricting my civil liberties

% STRONGLY + SOMEWHAT AGREE

AGREE = DISAGREE

COVID-19
<& RECALCULANDO...

29%

COVID-19 Tracker Mayy 1t — 3rd
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Aprobando politicas que pueden contribuir a un futuro “Nacionalismo”. M
Nacionalismo como proteccion de salud y como proteccion del trabajo. R RECALCULANDO...

We should close the borders of my country and not allow anyone in or out until the virus is

proven to be contained
% STRONGLY + SOMEWHAT AGREE

Mar 12-14 Mar 26-28 April 16-19 m® April 23-26 =mMay 1-3

( ) ( ) To what extent

do you agree

or disagree

with each of

the following ?
AU CA FR DE IT JP RU UK us CH IN

BR MX ES ZA AR CO

Mar 12-14 = 69% 59% 52% 57% 76% 66% 70% 51% 62% 73% 79%
Mar 26-28 = 86% 86% 76% 76% 7% 76% 89% 81% 7% 80% 84% | 83% 73% | 83%  88% | 88% 87%
April 16-19  84% 82% 75% 62% 67% 81% 80% 78% 72% 78% 81% 78% 69% 7%  84% | 82% 81%
m April 23-26  83% 81% 73% 66% 63% 82% 17% 75% 70% 77% 84% 79% 70% 75%  84% | 85% 85%
m May 1-3 84% 80% 74% 60% 67% 83% 7% 75% 69% 75% 82% | 81% 70% 76%  85% | 82% 83%
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Y mientras que el 70% de las personas en LATAM siguen ajustandose y adaptandose a la™_*s_

COVID-19

situacion ... las economias necesitan abrir.. Veamos que como podria ser el futuro & RECALCULANDO...
\“

Started in China, Travel the world and is a moving target X

‘\
\\
Disbelief @i | feel confusion and fear, as there is inaccurate information and lots of rumours M
Preparation @ | start to cha_mge my plans,-to stock up on provisions, getting to grips with particular
products being sold out or in short supply
. Adjusting day by day to the new restrictions and measures as they are announced.
0,
{ el el } e Working out new routines

{ LATAM 40% } Acclimatization

Enduring
Relief

Fear
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Settling into new routines and facing the daily challenges of boredom and forced contact
with family. Discovering positive aspects of the situation, such as exploring new activities
and interests

Tension builds with time, with the restriction of movement and reduced social contact affecting
mood and relationships. All aggravated by the uncertainty of how long this will last

Feelings of relief when businesses start to reopen, signaling that the end is in sight.
Looking forward to getting back to life as it was

Feelings of relief when businesses start to reopen, signaling that the end is in sight.
But new concerns arise about work, finances and the economic consequences

-



EN ESPANA ESTAN, MAS ALIVIADOS, PERO AUMENTA EL TEMOR: NUEVAS )
PREOCUPACIONES SOBRE LA SEGURIDAD LABORAL, FINANCIERA, LA ECONOMIA

Evolucion de las fases emocionales

Dias de cuarentena 5 9 11 17 24

Fases EMOCIONALES R 23 26 1 8
Marzo Marzo Marzo Abril Abril

INCREDULIDAD @i‘ 12% 9% 6% 9% 4%

PREPARACION @ 50 3% 4% 2% 2%

AJUSTE 55% 47% 36% 31% 31%

ACLIMATACION 16% 23% 29% 27% 31%

31

15
Abril

8%

2%

24%

20%

38 45 52
22 29 6
Abril Abril Mayo

10% 6% 6%

1% 1% 2%

21% 19% 15%

20% 12% 5%

RESISTENCIA @ 12%  14% 24% 28% 27% 30% 30% 13% 7%

ALIVIO €29 0% 0% 0% 0% 3%

TEMOR @@ 0% 0% 1% 0% 2%

Base: 672 casos. Ipsos W&W Community en Espana.

13-cAppsey [ReddieheRE CBTEARANPQ |5 experiencia que tienen las personas en otros paises, vemos algunas etapas clave en el viaje a través de la pandemia del
Covid-19. ¢Qué frase describe mejor como te sientes a dia de hoy?

6%

9%

9% 28% 31%

9% 20% 35%

Alivio porque es bueno que empiece la
actividad, los negocios pero a la vez esta
laincertidumbre sobre el futuro que
nos espera... que creo va a ser duro




DONDE...LAS PRINCIPALES PREOCUPACIONES PASAN POR LA ECONOMIA Y UN
NUEVO CONFINAMIENTO

Las 5 principales preocupaciones

LO QUE MAS PREOCUPA

Crisis ECONOMICA  CONFINAR de nuevo SIN OLVIDARNOS DE...
prolongada
Enfermen mis Los POLITICOS no  Los POLITICOS no sepan
6 3 % 6 O % SERES QUERIDOS sean COMPETENTES ponerse de ACUERDO
i""x‘ ‘

5206 41%

Base: 672 casos. Ipsos W&W Community en Espafia.
14 -cA)ppesy FRBAEDeNS 8 CAMBAAND Qe sando en tu caso particular, selecciona del siguiente listado las CINCO frases que mas te preocupan en este MOMENTO
CONCRETO




Y TODAVIA TIENEN MIEDO DE COMENZAR LO YA PERMITIDO

Cita en sitios permitidos

¢, Has [Lle]le[ofdiEz§para esta semana o la

S I que viene en alguno de los que ya estan N O
permitidos?

Peluqueria Meédico

Lo hara No lo hara

2 1% 11%

Base: 672 casos. Ipsos W&W Community en Espana.

15-c0ppesy (RBUDeIBRE COMBAANDQ:s pedido cita para esta semana o la que viene en alguno de los que ya estan permitidos en las Fases 0y 12 &




RESUMIENDO PARA AMERICA
LATINA:

Para las personas en LATAM el trabajo es una parte esencial en sus
vidas, con lo que la actual perdida de trabajos o reduccion de salarios,
estan impactando fuertemente a las distintas sociedades en la region,
haciendo aun mas dificil la reactivacion econémica.

A pesar de la situacion, los gobiernos reciben apoyo por parte de la
poblacion y estan de acuerdo con las politicas implementadas

En donde el cierre de fronteras puede generar una oportunidad para
las marcas mas cercanas a la cultura local

/
A medida que se comienzan a escuchar anuncios de flexibilizacic’)l;nfae
la cuarentena, lo econémico puede ser el problema numero unoen
LATAM como fue en Espafia s

/
/
/

/
Las empresas y la marcas seran “observadas” como responsables de
cuidar la salud de la comunidad. g
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GAME CHANGERS

Stephane Sanchez, CX Leader, Ipsos en Asia-Pacifico




SEVERAL STAGES EMERGED IN CONSUMER AT'[O\G}_QDE

THROUGH THE EPIDEMIC IN CHINA

DISBELIEF/UNCERTAINTY
PREPARATION
ADJUSTEMENT

ACCLIMITIZATION
ENDURANCE
ANTICIPATION

FEAR

© Ipsos | COVID-19 RECALCULANDO
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| am confused and scared as the information and rumors are rife
I'm starting to change plans, stock supplies, cope with depleting stocks and a shortage of certain
products

| am adjusting day by day to the new restrictions to the situations as they arise. | am developing
new routines

| am establishing routines and facing the daily challenges of boredom and forced family contact. | discover
positive things about the situation, as people explore new activities and interests

| am establishing routines and facing the daily challenges of boredom and forced family contact. |
discover positive things about the situation, as people explore new activities and interests

| am relieved that businesses are starting to reopen, signaling that the end is in sight. | am happy to
start life again

| am relieved that businesses are starting to reopen, signaling that the end is in sight. But | have new
concerns about financial and job security and how the economic consequences are becoming evident

-



IN CHINA, THE EPIDEMIC IS ALSO STIMULATING CHANGES
IN SOCIAL VALUES

IMPACT OF THE EPIDEMIC ON CHINESE SOCIAL VALUES

n=1498
o More health-conscious 75%
o More emphasis on a peaceful life 60%

Sﬂy COV' D 1 9 hﬂS More family-oriented 51%
affected their social More respect for wildlife 51%

values More transparency 47%

n=1512 B . _
More emphasis on social supervision 46%

Maore respect for professionalism 39%
More expectations of social equality 36%

For others, please specify I
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CHALLENGING TIMES
ARE STILL AHEAD

Lee Hsien Loong
Singapore Prime Minister

“Singapore economy
faces major structural
changes”

© Ipsos | COVID-19 RECALCULANDO




INTERNET ECONOMY WAS ON TRACK TO EXCEED $240B BY
2025 IN ASIA BEFORE COVID-19

SEA internet economy (GMV,$B)

$100B

$32B

2015

© Ipsos | COVID-19 RECALCULANDO  Source : Google -Temasek -Bain e-conomy SEA 2029




FINDING WAYS TO KEEP CLOSE TO
YOUR CUSTOMERS IN THESE ‘FLUID’
TIMES IS MORE IMPORTANT THAN EVER




BEST CRISIS

COMMUNICATION 1) Caring for Clients |
EXAMPLES FROM i Sy 5 ey
LEADING BRAN Ds of their customers.

2) Caring for Employees
I N As IA Social distancing is not just about taking care
of customers, but also protecting employees

and their families.

3) Caring for the world

This crisis also present an opportunity for
companies to operate according to their
values, stop competing and act-together for//
the best interest of all citizens.

© Ipsos | COVID-19 RECALCULANDO
Ipsos
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Mercedes Benz / Korea: )
Car pick up for servicing GrabFood / Singapore
Contactless delivery

KFC Malaysia / Malaysia:

Plexiglass and Markers Telcos / Vietnam.

Halting the spread of fake news and L b Al
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INSTALAREA PANOURILOR TRANSPARENTE DE
PROTECTIE DE LA CASELE DE MARCAT Ingresa agui

— T~ § | Horario especial para adultos mayores de 60, embarazadas y personas con movilidad reducida
' ' En todos nuestros locales hasta las 10:00 am

Ademads tenemos cajas preferenciales adulto mayor,
embarazadas y movilidad reducida durante todo el dia.

*Horario publico general desde las 10:00hrs .
- JUMBO
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Globe / Philippines: Changi Airport / Singapore: GrabFood / Singapore: Picguns a0 MASAG 39 ¢ 560 WIET 50 ¢
#SafeAtHome Public Safety “Local Heroes” Sty wwey oo raw eoent 38 mDINE Gny
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FairPrice / Singapore: Razer / Malaysia: B arry 560D UKE Lix, DECLEd. Smta0r o1 |
Responsible Purchase Mask Production

Diageo : San Miguel Corp / Philippines:
Donated ethyl alcohol Producing hand sanitizer

“During these challenging times, we
all want to find ways of helping one
¥ another. Nobody should have to

worry about where their next meal is
coming from.” - Joe Natale

rogers.com



WE ARE ON A
JOURNEY TO
REIMAGINE
EXPERIENCES

© Ipsos | COVID-19 RECALCULANDO

50%

Thais are afraid to go
outside to shop for
groceries

In Australia Safe
retailing is.a driver of
concern

o _0
~\

Most consumeys
/ o
expects a dec/rease in
income angrsavings
/

/

/
/




(%

Of customers used Call support as
primary channel communication

8%0

Prefer to call for support to solve
urgent issues

© Ipsos | COVID-19 RECALCULANDO
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STAYING CLOSE TO YOUR CUSTOMERS

UNDERSTAND
Ascertain the influencing factors

and understand the impact of the
crisis on customers and brands.

© Ipsos | COVID-19 RECALCULANDO

ADAPT

Identify how to best refocus
offerings to meet changing needs
and reallocate resources to
address what truly matters, in the
most cost-effective way possible.

ANTICIPATE

Anticipate how customers are
adapting to changing
environments and how new needs
and behaviours are formed.

Ipsos /
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REMEMBER, COVID-19
ISN'T GOING AWAY
JUNE 1

7
_.r"
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NUEVOS COMPORTAMIENTOS

SURGEN A MEDIDA QUE
—— CRISI E
d, Asi como las compaifiias se a ptan a los nuev
A )

crisis, los clientes tam n cambian su c



TRES CLAVES PARA LAS COMPANIAS
EN TIEMPOS DE COVID-19

PERMANECER CERCA
DE SUS CLIENTES

¢Por qué la experiencia del cliente sigue
siendo importante en medio del covid-19
y el distanciamiento social?

ENTENDER ADAPTAR ANTICIPAR

© Ipsos | COVID-19 RECALCULANDO



ENTENDER

Comprender como se estan formando nuevos
comportamientos.

La rapidez del cambio actual en la relacién cliente compafiia puede
parecer desconcertante y hasta cadtica. Sin embargo, al explorar
sistematicamente cdmo el comportamiento y las necesidades de los
clientes estan influenciados por una variedad de elementos en
evolucion, las marcas pueden ir ajustando y modelando su oferta
para cumplir con las necesidades de los clientes.

Tenemos que comenzar a entender las respuestas a las nuevas
preguntas:

¢Cual es la nueva experiencia ideal del cliente?

¢cCuales son los nuevos drivers de experiencia de
clientes?




AYUDEMOS ENTRE

e s ADAPTAR
TODOS A PREVENIR EL

CORONAVIRUS! }
Adaptarse considerando el nuevo peso de las
variables claves en la relacion cliente-

WosCdamasEerodos me rcado me.rcado compania
libre libre
3 Deleite

: (! g Status Pertenencia

S
Carrefour ___M

MAYORES DE
65 ANOS

De lunes a sabado

de 7:00 a 8:00 AM
nuestro local abrira
exclusivamente para clientes
mayores de 65 anos.

o @

lN ® Conta con Carrefour

pandemia 20_29 -

discovery Trato Justo

il



ANTICIPAR

Anticiparse a como sera la futura experiencia
del cliente.

La dltima recesion mostré que los cambios repentinos como los
generados por la crisis actual pueden conducir a cambios a largo
plazo en la naturaleza de las interacciones entre la marca y el
consumidor.

Las marcas que gestionen activamente estos cambios ahora
pueden terminar estando mas preparadas para el futuro que
aquellas que no puedan adaptarse y acompanfar a sus clientes.
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CALL TO ACTION

Recalcular la Nueva Experiencia del Cliente

Haga suyas las nuevas expectativas de sus clientes

Comience a
prepararse para lo
que viene. Innovar,
crear y pensar
cambiar el juego

Descubra cuales
son los nuevos
drivers de la
relacion

Entienda el nuevo
viaje y como
esperan
relacionarse con
ustedes ahoray
mas adelante

-
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MUCHAS
GRACIAS!
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