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Qu eSti O n s Where did shoppers buy before COVID-19?

» Understand how shopper’s preferences and behaviors have changed.

@ An Swe I'S What are they doing through the crisis?

» Adjust in the near-term to meet shopper needs in a chaotic environment
for Future Recovery

and Growth Where do shoppers need help?
» Be present for the triggers and remove the online category purchase barriers

What behaviors will stick?
2020 sales plans were set » Understand durable changes to your sales and marketing to meet future shopper needs
in a world when COVID-19

. . )
was unknown. What is my best exit strategy from my old plan to a new plan?

» Create an innovative transition plan to return to business growth

Now everything When do shoppers think they’ve arrived at a post-pandemic, new normal?
has changed! > Know where to reinsert yourselves into the life of your shoppers
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eCommerce Unleashed

Sentiment and Shopping Behavior Tracking

Shopper financial, health, recovery sentiment
and new shopping behaviors

Compares and contrasts new and experienced
eCommerce shopper behaviors

Megacategory selection, social media use,
shopper migration and satisfaction

Category triggers, barriers, incidence;
brand planning, trial and future purchase intent

Shoppers plans to continue new
shopping behavior after the crisis
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Robust Global Sample
Broad Category Perspective

Grocery Home Care Beauty Products

Canada v Past 14 Days Past 14 Days Past 14 Days
Colombia v Health Care Products Personal Care Products Electronic Devices
Past 14 Days Past 14 Days P3m

' v
Heiliey Banking And Credit Alcohol Tobacco
USA v P1M P1M (Where Relevant) P1M (Where Relevant)
Spain v
Indonesia v D sh Und tandi

. ee opper vunderstandin
Malaysia v P PP g
Thailand v lpsos Proprietary Shopper Migration Analytics:
Identifies "where to play”

Vietnam v

Key Metrics:

» Category level: channel search, social media use, purchase location changes,
summary retailer satisfaction and shopper future shopping intent

*

Other countries

» Subcategory level: trigger, barrier, incidence, and brand planning/trial and future
purchase intent

* Available with client investment : Brasil, Chile, Peru, Argentina, Australia, China, Japan, South Korea, Hong Kong, India, Belgium,
France, Germany, Italy, Netherlands, Norway, Sweden, UK, Czech Republic, Hungary, Poland, Saudi Arabia, South Africa, Turkey @
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Strategy3 Virtual Activation Workshop

Ipsos Strategy3 brings Strategy and Tactics

|pSOS Sfraiegy consulting skills to help you activate your shopper learning
* Proven virtual format using video, exercises, and shared experiences to
IPSOS’ MARKETING. BRAND. AND soften social distancing during COVID-19
INNOVATION STR ATEG'Y CON S'U LTANCY * Tailored for single-day or multi-day sessions

« US$11,000 per day (can adjust for workshop scope/length)

We approach every challenge through
lenses

1 Day Session 3 Day Session
Virtual workshop Virtual workshop for
for a short term pivot focus. long term strategic planning.
1. Review & align on the 1. Review & align on the foundational learning
foundational learning 2. Brainstorm potential scenarios & implications
2. Determine potential for the short, medium and long term
implications for the business 3. Identify markers to monitor scenario

for the short term developments

3. Brainstorm & whiteboard 4. Whiteboard potential responses
near term responses for your

business 5. Develop preliminary organizational plans

6 — © lpsos E



"'*l* . il R )
= !
THE GLOBAL PANDEl\/”C HAS BEEN ASElSMlC SHOCK =4

ﬁ =
—.l_l_ =
A= e g

J.l

People in Iockdown_ f -

L |7 N &- 1 ;.: B
L |!) l. ss |0
— Most retallersc seﬂ-- L

Whole se@@ré iof the ecorlo_i..;:;%' ::; |
shut. dowf, | ji AR >'.. e

et P T T =
N
El1EIH Hp While we are begmnmg to return to a new normal
things will be very dlfferent for a long while..
7- © Ipsos Post COVID-‘f'gWeblnar

-'\-\.

-




COVID-19 IS AN ACCELERATOR

Accelerating the decline of already fragile retailers

Forcing businesses across all sectors to change

Accelerating the rate of digital transformation and eCommerce

But businesses are financially ch
_~ and a global recession looms...
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SHOPPING SHAPED BY PRAGMATISM, FRUGALITY & SAFETY

More mindful of how much | spend

More time researching products
Fewer store visits
Worried about safety of online deliveries
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ONLINE OFFERS CONVENIENCE, SAFETY AND GOOD DEALS

B
Drivers of shopping online i I»I At

___USA__| Mexico | Spain | Indonesia _
Easier than going to the store 21% 22% 21% 30%
Didn’t have to deal with people 19% 34% 14% 19%
Shipping free / low cost 21% 22% 22% 30%
Price promotion 23% 20% 15% 29%
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TOO EARLY TO SAY IF DIGITAL BEHAVIOURS WILL STICK

Projected change in behaviour regarding digital tools and payment methods

® Use more

® Use the same

Use less

Grocery delivery Grocery pick-up  Meal delivery  Video streaming Personal video Investing using Meeting virtually  Contactless Buy now, pay
service service service service calling service an online portal with afinancial payment atin- later options with
or app adviser store checkout a retailer
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BUT OMNI-CHANNEL SHOPPING HERE TO STAY :

Projected channel usage by category:

30% 27% 25%
37% 33%
47% (R N
)
2 2
—
23% 36% 42%

. Research online buy offline
Research & purchase online

Purchase in bricks & mortar
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ONLINE SHOPPERS USE MULTIPLE TOUCHPOINTS

Digital touchpoints used to purchase category Digital touchpoint used most often to initiate purchase

sranavossics | 37 35

socia mecie. | 7 3@

Review websites _ 21
Online deals/coupons _ 20 3 % I
4 n 12
6 6

Digital flyers 3

34

Retailer sites
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ECOMMERCE UNLEASHED
GLOBAL PRICING

AN

. JTer | Cost_

USA US $5,000
Tier 1: Canada US $5,600
Tier 2: Colombia, Mexico, Spain, Malaysia, Thailand US $4,500
Tier 3: Indonesia, Vietnam US $3,400

Single country price

Global and regional reports Custom pricing on request
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Study Deliverables

Reporting

Your choice of PPT
OR
portal access

15 - © Ipsos

Research
Presentation

Ipsos local experts
review PPT findings
and implications

Optional Virtual
Workshop

Strategy3 proven format
for short term gain
and long term strategy

Ipsos



Ipsos Globally Alighed Shopper Sentiment Tracking

WAVE 1 WAVE 2

eCommerce

Unleashed uses _
Ipsos newly B Uncertainty
designed shopper B Preparation
sentiment tracker B Adjustment
to simpl_ify country B Acclimation
compar!sons and W Anticipation
comparisons

“New Normal”

across Ipsos
tracking studies
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Category Online Shopping Incidence

Clothes / Accessories / Shoes ey Electronic Devices / Electrical Appliances

30

. 36
- R RTI
5 6 5
] . — - — — — — — — : ’
Beauty & Personal Care @ Grocery Products @

28 21

11 11 11 9 8 8 . s 15 10 8
3 3 2 :
H B I s s S .. 3 B O s =

Base: Shopper level (n=1005)
Question: Q13. Which of the following categories have you purchased online at least once in the past 12 months?
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Category Drivers & Barriers

Online Shopping Drivers

Online Shopping Barriers

Grocery Beauty & Clothes/ Electronic Grocery Beauty & Clothes/ Electronic
Products @ Personal CCQ Accessories/ Devu_:esl Products Personal OCQ Accessories/ Devu_:esl
Care Shoes Appliances Care Shoes Appliances
- % Purchased onine | 16%, % Purhasedoriipe | 76, % Purchased onine | 41, % Purchased onine @ @ % Purchased mnine % Furchased orire @ % Purchased onine .@ % Purchased onine
! ] | Y Dy e et
It veas mare comeenienifor me ik P | | neaded the pen mreciatey (IR e pe—n | —
The shippi] was low ceetor ree I il s - [—— N ] ‘Wanied to ssefouchiry preduct [ o — —
Aycided tors and paved fime I [ ] | | | didnt wanl topay shepr (I = ] \—
| got a better priceded orline (N - . ] I dontthink about busing onire [ . ‘m =
Ceiing had more producis thansiors I H — | - | lie b uppart bocl businesze 'om ! - i -
Shop Mhoursidey 7 days' wesk [ | p— — | E— insiore ey e ezier [ - ‘- ‘-
The shippig wasfet | - - | — Proclucts arert awmitabls onine [ o | u
| can pay wiih acredd cand ety —— — _— i sanme B : :
Wora productilarivanon onkne i | | ] =" N | : ! - H | ' |
Froduct was only avaiabie online (I | — il = . Horecaly copen - -] . : [ |
Read the product's oniee revewes | = [ Like in-shore acsociates help [ H | | | -
Fraduct rot i g store e e (I | — - Dent |r||slllhe onineprodut [ ‘" W ]
There wasan onine sai  specisl - =1 i Fearof sokn et card - | | |
Buy onine ard pick+p mzore (. ] L] Dond share prevate rfommation H | ] | |
Ship-gin directy 10 the recipient. [l | [ | N | Onine: chekcut 15 boo complex | H | |
| had an onire onfy cocpon [ ] L] ' Het enough onime nfommation ‘N 1l 'm
Otterreasan I il Ciher rezsan g1 ‘W ‘|

Base: Category Level (=n=2016)

Base: Category Level (=n=2016)

Question: Q2a. Thinking about this specific purchase occasion, did you buy in-store or online?

Question: Q2a. Thinking about this specific purchase occasion, did you buy in-store or online?
Q3a. Why did you not purchase online?

Q3a. Why did you purchase from an online store rather than visiting a physical store location?
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Key Shopping Missions Per Category

& @)

5
4

Groce Beauty & Clothes/ Electronic
ry y Accessories/ Devices/
Products Personal Care .
Shoes Appliances

Major stock-up

= Top-up

m Just passed by

= Needed 1 or few specific products
Promotion

m Special occasion/event/qgift

m Browse around, entertainment

m See what is available

Base: Shopping occasions
Question: Q4. How would you describe the purpose of your visit?
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Online vs. Offline Buying Per Shopping Mission

Planned vs Unplanned

Biscuits& ils & Non- Hot
Fresh Dairy Breads & Salty cc::i‘ilc:'o Dry _g;sars Jars & Frozen Baby aIcoT'nrc‘JI'c dr'n‘i(s/ Alcoholic Cleaning Laundr S
i vi A i i
food products breakfast snacks food g cans food food bev. products undry P
nary sauces bev. soup

W Planned m Unplanned
Base: Category level (n=2016)

Question: Q6. Which of these categories were planned?
Note: Products with too low base sizes are not reported (n<40)
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Finder vs Decider - Planned vs. Unplanned

Grocery Products

O Breads & breakfast

% Planned Buying

) Cleaning products
Non-alcoholicbeveragesQ Papers
Saltysnacks

Frozen food

O Jars &cans

f % Finders
48% ) (grand average

X U
Dairyproducts
O Fresh food

Dry food

Oils & vinegars, sauces|

C

O Alcoholicbeverages

O Biscuits & confectionary

\ across categories)
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Question: Q10a. Which of the following statements best describes why you ended up buying this brand and not another brand? & Q6. Which of these categories were planned?
Note: Products with too low base sizes are not reported (n<40)
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Category Shopper
Migration

Migration Patterns — by Store

Where do shoppers say they
will shop in the year ahead
as we settle into the new
normal?

22 - © lIpsos

Doteom.9
Dotcom. &
Dotcom. 7
Dotcom. &
Raotader 17
Dotcom.
Retader 18
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Retailer 5
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Dotcom. ¥
Retailer ¥
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Dotcom.2
Dotcom. 1
Retailer 4
Retailer ¥
Retailer 2
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Online Movement is
Increasing along with
Specialty

Retailer 1 and Retailer
2 are Notable Negative
Migrators



The Ipsos Difference

Human
Context

Captures shopper emotions
and behaviors as they emerge
from social distancing and
settle into the new normal

23 — © Ipsos

Behavioral
Migration

Pinpoints triggers, patterns and
purchases of the new normal
shopping trip and how you can
be there for your customers

Clear
Guidance

llluminates emerging shopping

patterns and durable changes
to help you futureproof
your shopper strategies

Ipsos
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