THE CONSUMER MINDSET IN
THE AGE OF COVID-19
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The Consumer Profile

= Head of household, decision makers / play a role in household purchase decisions
= 50 adults, 25 years and older (sample reflects 25 plus population)
=  Mix of males and females, 50-50 split
= Some households with children under 18 years
= Mix of race / ethnicity
= Geographically dispersed (with representation in COVID-19 hot spots, i.e.,
New York, New Jersey, Massachusetts, Washington State, California)

Diverse soclio-economic levels
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The Conversation: Over Three Days

Day 1 | Getting to Know You

= Occupation, household composition, leisure activities
= QOutlook on Life: Past, Present, Future

» EXxpressions of Top-5 Concerns from aided list; COVID-19 was excluded as an
ISSue at this stage for the following reasons:

= Central to getting a clean read of listed concerns (recognizing that in the
current environment, all consumers were likely to choose COVID-19; this
would not give the entire list of concerns a fair advantage)

= [o allow consumers the opportunity to identity COVID-19 as a concern, the
choice of “other” was provided

RealTime Insights powered by R TRIN T
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Day 2 | Life in The COVID-19 Age

Consumer views of the virus (if describing to someone just landing on planet Earth)
Understanding of COVID-19 (the facts)
Perceptions of the COVID-19 (using projective technigues)
= Visual interpretation (images synonymous with the virus)
= “Thought” bubbles reflecting their internal dialogue
Impact of COVID-19 on their activities/behavior
Unexpected benefits of the COVID-19 crisis
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Day 3 | The Corporate Response to COVID-19

= Consumers' expectations of the corporate sector
» Companies providing the most comfort; least comfort
= Views of what’s comforting, what’s not comforting

= Descriptors that define these views

= Evaluation (criticism and praise) of a range of in-market corporate messaging and
associated rationale

= Diagnostic questions to close out the conversation (i.e., ethnicity, media habits,
political affiliation, health conditions)

RealTime Insights



WHAT WE UNCOVERED
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We askedi consumers to select images that reflect their
impressions of COVID-19.

T

Here's how they envision COVID-19 ...



Spreading fast, symptoms Concern for loved ones Severity of illness Personal Financial Crisis
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COVID-19 is an infectious disease caused by SARS-CoV-2, a new type of
coronavirus detected in China in late 2019.

Data shows the disease is mild in
80 percent of patients, severe in
13 percent, and critical in 6 percent.
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@ Fatigue
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Aches and pains
Runny nose

Sore throat
Shortness of breath
Diarrhoea
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Source: World Health Organization | Last updated: March 12, 2020 QAJLADS  ALJAZEERA
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Hoarding / scarcity symbolic of the immediate panic of the pandemic
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he Foundation

» Consumers were asked to reflect on a variety of topical Issues

= [hen they selected the five most pressing iIssues (concerns) and the

assoclated rationale for their choices

= |Ssues central to consumers, coupled with a detailed explanation of why

these issues were concerns revealed three unique pillars
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The Pillars

o

O O O O

U.S. Economy /
Employment
Personal Finances
Family Life
Healthcare
Mental Health

Environment
Political Climate/
2020 Election
Education

o Personal Fithess
o Nutrition
o Safety
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Let's begin with the First and most ubiquitous Pillar

@)

U.S. Economy /
Employment
Personal Finances

Family Life
Healthcare
Mental Health

© O OO
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My Home & Heart
Discovery
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Home & Heart Is the core, the essential nature and framework
of our basic existence--internal and external

Mental
Health

Healthcare
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The current state of the U.S. Economy represents a pandora’s
box from which current and future anxieties emanate

“The US economy is tanking with the coronavirus right
now, and it’'s a growing concern. How will it impact my
family; especially financially.”

(Female, Under 50)

“Currently the US Economy has tanked because of the
virus; | am fortunate to still have my job, but the future is
uncertain. It is also unclear what the lasting damage will
be to the economy If we do get through it."

(Male, Under 50)

“The stock market has fallen tremendously lately due to
coronavirus. Like many others, | have a stake in the
market. Now there is a stimulus package that will be
passed, and we are talking about 2008 again ”

(Male, Under 50)

“If a worldwide depression occurs, how will the
government protect its citizens? Under Marshall Law? Will
we be safe in our homes? What basic needs and services
will be impacted? Will social security be affected? Will
there be a war?"

(Female, 50 Plus)

RealTime Insights rowered by AR TR



The industry lockdown and stay-at-home mandate is
heightening. consumers’ fear of the U.S. Economy collapse

“It's just a very scary time; my husband has been laid off “This virus will hit the world and US economy hard | believe
as has many others. | thi;vk we are all-scared of what th é a_nd M{ill increase the general cost of living. I'm already on a
future will bring.” f’/\’f‘/" mggn/;/e'

(Female, 50 Plus) (Male, )

“It's (economy) becoming more of a concern now because |7V' ") evler i/ g fg oing, thg R the? re?’e ssi;yn .ch;’ .

of the whole coronavirus effect on the economy; millions of gr’;’)';;ig g/n URS COmm 11° V= sometning I'm afraia-orin my

people losing their jobs and income.” :

(Female, Under 50) (Male, Under 50)
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s;%a key-concern is the looming inevitability of massive
_uncmgloyment; and the fear is mounting especially among men

.
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“l changed jobs last year, started working full
time; | am sometimes fearful of losing my
job. %= %

“Employment is a concern to me; It's (Male, 50 Plus)

frustrating to know that it's going to be a
hustle getting a similar paying job.”

(Male, Under 50) “Il am concerned with being laid off. It

. might be difficult to find an equivalent job
- In my field in this economic and social
“With a downward spiraling economy, environment.”
unemployment opportunities are thinning (Male, 50 Plus)
and that's a concern.” <3
(Male, Under 50)
"So many people losing their jobs or “I feel fortunate to still have a job but the future is
being furloughed, it's a very scary time to uncertain for both my wife and | — our careers.” __\
be unemployed.” (Male, 50 Plus)

(Male, Under 50)



As the impact of the shutdown takes hold, fear of loss of
Personal Financial freedom iIs a growing concern

“My husband is being treated for stage four cancer; even “l always worry about money; even though my partner

with insurance it doesn't cover everything. | worry about works, we cannot rely on both incomes to carry us

our financial future.” through.”

(Female, 50 Plus) (Male, 50 Plus)
“Due to the current climate and the economy | worry about “Personal finances are my number one concern because |
my personal finances, being unemployed and being able to feel like | am always living from paycheck to paycheck and

make ends meet and pay the bills.” the economy is not prepared for this kind of fall out.”
(Female, Under 50) (Male, Under 50)
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The stock market has been a roller coaster ride, resulting In
the erosion of financial portfolios

“I have lost more than 30 percent of my retirement “Before Coronavirus, the economy was roaring
money which is concerning, it makes me wonder and but it did feel like we were due for a market
want to figure out solutions to gaining that money back correétion.”

for the future. (Males, Under 50)

(Female, Under 50)

“For the last few weeks I've been watching my savings “My partner just started a new 401K at
disappear. | am trying not to check my accounts each Walmart. With all that is going on with the
day, but | am still so worried that | will be wiped out.” stock market will there be any left?”

(Female, 50 Plus) (Males, 50 Plus)

3




Yet, there is room for optimism and unexpected positives as
younger consumers view the bear market opportunistically

‘I am being more vigilant than concerned. I'm monitoring the
financial markets because | want to be able to take advantage of
the falling stock prices and eventual rebound.”

(Male, Under 50)

RealTime Insights " HATCHTANK



Day-to-day expenses have decreased; superfluous shopping has been
curtailed and old standards of necessity (gym memberships, eating out,

salons, casual shopping, etc.) are no longer viable

“Working from home is a positive when it comes to my finances
because | am spending less money on food and transportation.
No going out on weekends is also helping me save some

money.”
(Male, Under 50)

“Extra things to cut back on spending — | cancelled my monthly
car wash, and the gym membership was suspended because the

state had them close.”
(Female, Under 50)

“As a result of the quarantine and limiting my outside exposure, "Saving money on school aftercare and gas."
my expenses now are utilities and groceries, so | guess I'm (Male, Under 50)

saving some money.”
(Male, 50 Plus)

RealTime Insights  HATCHTANK



... and, they are more mindful of how they are using their
resources

“I'm more serious about meal planning
because of panic buying and having trouble
getting a hold of certain products in the
grocery store.”

(Female, Under 50)

“l have been conservative and very thoughtful as |
deplete the food in my house. There is no room to
waste anything.”

(Female, Under 50)

RealTime Insig hts " HATCHTANK



Family life Is central; due to uncertainty its stability is In
jeopardy

“I want to make sure that my children can retain their jobs so they
can take care of their families. It isn't unthinkable that one of

them may have to take me in if things get really bad.”
(Female, 50 Plus)

“It (coronavirus) could lead to a financial

“Family has always been my top priority _
and | continue to feel that way during downtall for me and | am M./Ol:l”led about
coronavirus.” how it could affect my family.

(Male, 50 Plus)

(Male, Under 50)

“l am more concerned about my family and keeping them healthy
... making sure we are practicing hand washing and social
distancing, so we are part of the solution and not the problem.”

(Female, Under 50)

RealTime Insights )



For men, the focus is almost exclusively on their nuclear family;
women tend to include their extended family and friends

“l appreciate having my family

around."
(Male, 50 Plus)

“At this age | have already been widowed and

‘'Like any responsible tamily per spn,  just lost good, close friends — | can't wait to hang
R 113UE s . ) are” out with friends again and see my adult child
taken care of in the best way possible. Wil & another statcB

(Male, Under 50) (Female, Plus 50)



Access to social media/technology is more central than ever -
once viewed as a vehicle facilitating detachment from others, is
now the “go to” means for emotional connection during this
Crisis

“The Internet and FaceTime is how |
am keeping in touch with family and
friends.”

“The Iinternet has become most valuable (Male, 50 Plus)

because It's a great source of information and to
stay connected to loved ones”
(Male, Under 50)

“Via social media | am seeing so many people in
my area helping others. | know that if | needed

“Internet because it is allowing me to something all | would have to do is send a
keep Iin touch with my friends and message to someone and | would get a
family.” response.”

(Female, Under 50) (Female, 50 Plus)
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People might be physically distanced, but report being more
socially and emotionally engaged

“I get to talk to my oldest son, who no
longer lives at home, a lot more often.”

(Female, 50 Plus)

“I'm talking with friends more and
“Appreciative having my family around; ZO/Z ,fsef,)gg' gg with peopie | havent for
connecting more frequently with friends g '
. . : ” (Male, Under 50)
ad clients via phone or video.
(Male, 50 Plus)

“My husband is spending more time
with us and playing games; not so
much on the go or worried about side

Jobs.”
(Female, Under 50)

RealTime Insights powere



More consumers are relying on streaming platforms over
traditional networks and cable services for their entertainment

- VH1 /'&‘étacg';i:" NBC MTV

AmMmMazon Prim

@AYAY/ Klndle

FOX FacebOOk s CBS

HGTV [wiltter CNBC

N Reddit l ﬂ USA

Spoti fy

E - Emtertalmnwemt Sho\/\/t|me

Hulu Disney +

Podcasts Starz

ESPN PBS
e HBO o BOYC(E.% = Tlf\‘eb@oe\/m

Cartoon Network Animal Planet Bravo
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With the coronavirus front and center, the high cost and
accessibility of U.S. Healthcare is more of a worry than ever,

especially among younger adults

“Having healthcare is a measure of wealth.”
(Male, Under 50)

hzggp lfl cion LYs0 90.10 116 0Nl LSS “l didn’t think too much about our healthcare
' system or my need for it before coronavirus.”
(Female, Under 50) (Male, under 50)
“Because of healthcare costs I'm worried about my .y a0 | |
personal finances.” Worried that some of my kids have respiratory
(Female, 50 Plus) Issues and might be more susceptible to severe
’ illness from this virus.”

(Male, Under 50)

RealTime Insights rovered by R TRIN T



As the economy tanks and job losses Increase, worries of
losing work-related healthcare coverage for-the family are
exacerbated

“Healthcare is more of a concern with unemployment on the rise.
It's more foolish than ever to have so many Americans’

healthcare tied to their jobs.”
(Male, Under 50)

“I worry that if | happen to be laid off that myself and my children

would not have the healthcare as it is provided through my job.”
(Female, Under 50)

RealTime Insights




While few identify themselves as socialists, there is a call for a
universal healthcare system

“People are starting to become more aware that we need “The lack of nationalized healthcare in the US is a problem
more socialized security nets in the US such as better that future presidents will need to remedy.”
healthcare systems and unemployment security.” (Male, under 50)

(Male, under 50)

“So many countries have their insurance nationalized,
there's no reason that we “can't afford” it when the
government can print half a trillion dollars to bail out
Industries.”

(Male, under 50)

RealTime Insig hts " HATCHTANK



Mental Health fragility is real - younger people seem concerned
about the impact of social isolation; older people are being
confronted with their mortality

"Not being able to go outside and meet friends can
be very damaging to mental health."”
(Male, Under 50)

"My mental health — | have to keep my sanity with
everything that's going on with my kids and my
Dad in the hospital right now."

(Female, Under 50)

"At my age, the threat of Alzheimer's Disease looms large; | read a
lot and do crossword puzzles and "Sudoku" to keep my mind
strong. It is a growing concern as | age.”

(Male, 50 Plus)

"Mental health is a concern for many Americans 'l basically have absolutely no social life right now ... this has set
and | think this has been exacerbated due to the me up for being quite isolated which definitely impacts me and my
current climate and quarantine." health/well-being. Being with the kids at home all day, | severely
(Male, Under 50) lack social interaction with adults. This has not always been a

concern in my life, but it is a more recent concern.”
(Female, Under 50)

RealTime Insights



The quarantine effect of social isolation and physical
distancing is fraught with dark emotions

Depression

Loneliness

Emptiness

RealTime Insights



In 2019, consumers griped about their lives; the onset of the
pandemic has created a shift - a time for consumers to reset, to
slow down and plan for a more optimistic future

Remembered as chaotic Described with a sense of

and emotionally draining ~ hope bundled with
Introspection and gratitude

Forecast is optimistic

S BRIGHT

BLEAK

=

Last Year Today The Future
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Outlook: 2020

Introspection has heightened; consumers imagine a brighter

future, seeing themselves as more accomplished and in a better
place

"This may be a good opportunity to start planning
my own business idea as this will create
opportunities once it has passed.”

(Male, Under 50)

"l want to be in a more established career; | hope
my children will be more independent give me some
more freedom to explore and be creative. | hope |
will make a difference to those around me"

(Female, Under 50)
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U. S. Economy

« Takeaway
= Consumers want to know how being compliant (with healthcare guidelines) will help the
resumption of the U.S. Economy

= Revelation
» Consumers want a guidance system, (e.g., web-based, GPS-like system) to inform them
about economic recovery

= Opportunity
» Clearly present consumers with a process and likely timeline for the stages of
economic recovery including next steps

» For example, create a website devoted to visually depict the recovery progress in real
time i.e., testimonials of businesses in communities across the country,
people receiving stimulus checks, reduction in the incidence of new cases, etc.

= Instill consumer confidence that government institutions are truly working.on behalf of all
sectors of the population (business and private)

RealTime Insights rovered by RN



U. S. Economy

= Takeaway
= [ndividual opportunism and creativity will be on the rise as the future outlook
IS bright

= Revelation
= Despite the enormity of the crisis, American resilience and optimism is clearly
on display

= Opportunity
» Consider focusing on incentives (financial and otherwise) to directly benefit
individuals on main street and small businesses (the major job creators)

RealTime Insights cowered by " HATCHTANK



Personal Finances

= Takeaway
» Personal finance is a highly emotionally charged area and must be given the appropriate
level of attention; if not companies risk being viewed as irresponsible by
consumers, lacking in compassion which negatively impacts their perceptions

= Revelation
» Consumers feel neglected and need reassurances and support mechanisms to alleviate
their fears

= Opportunity
= Brands will be viewed in a more positive light, with a greater likelihood of fostering brand
loyalty by:

= Providing assurances and offering personalized messaging, preferably with more
person-to-person contact

= Providing financial accommodations (e.g., debt forgiveness, no impact on credit
status, no late fees and penalties, etc.)

= Highlighting value “to the consumer” elements

RealTime Insights rowered by AR TR



Family Life & Relationships

« Takeaway
= Video Conferencing platform viability has extended beyond the business sphere;
lines are more blurred as personal and business lives are no longer separate entities

= Revelation
= The vell is pulled back to reveal our shared humanity and expanded
community; people are deepening and rekindling relationships
= Innovative solutions to connect are emerging

« Takeaway
» Platforms can expand their customer base by developing lifestyle line extensions to
their core products
= For example, enhancing virtual platforms to incorporate features that enable
these virtual events to feel more and more like "real" events, e.g., party platform,
church platform, wine and cheese platform, other customized events, etc.

RealTime Insights




Family Life & Relationships

« Takeaway
= Technology, previously seen as a tool to share incidental experiences, has been
elevated; It is essential to maintaining emotional connection between individuals and
their community

= Revelation
= Communities that have less access to technology will be further alienated and
Isolated from the mainstream, their community and the information loop

= Opportunity

= Bridge the technological divide and minimize the economic disparity gap across the
board, especially among underprivileged communities

RealTime Insights




Mental Health

N ELUCEVELY
= Introspection (personal growth, spirituality / prayer, reflection, mindfulness) is a
common theme and is heightened among men especially now
= For men, this state of mind has motivated them to go for their dreams
envisioning entrepreneurial endeavors as attainable in the future
= For women, it's about being more settled and eliminating toxic relationships

= Revelation
= Crisis is a catalyst for one's willingness to take actions to improve
= Introspection is a powerful state that can unleash individual's creativity and willingness
to explore new things

= Opportunity
= Consider using strife / crisis as a tool to inspire innovation
= Enable men to view mental health as something to be addressed not something to be
ashamed of; this new view, might result in positive inroads in social ills such as the
"me-too" movement, issues of domestic violence, male suicide

RealTime Insights



Mental Health

« Takeaway
» Aging/disease conditions are viewed as a death sentence; the isolation required to
preserve health is cause for depression

= Revelation
= The notion of active seniors is being challenged; previously being in one's 60s was
considered to be more in line with being in one's 50's; in today's environment people
are feeling their age, i.e., 70 is 70, 80 is 80, etc.

= Opportunity
» Reimagined communities, assisted living environments and nursing homes for seniors
that keep them technologically up-to-date, physically safe and emotionally healthy

RealTime Insights



Mental Health

» Takeaway
= Maintaining safety and self-preservation requires an elaborate process to bring the
outside world into their "safe" personal space

= Revelation
= A new phobia has emerged; every outside activity resurfaces the fear of
contamination regardless of the system devised to inoculate the home - it never goes
away

= Opportunity
= New technologies, services, procedures to alleviate the stress consumers experience
In having to take the many steps to inoculate home from the outside products being
brought into the home

RealTime Insights powered by AR TR



The Second Pillar

o Environment

o Political Climate /
2020 Election

o Education

RealTime Insights rovered by RN



My Future
Discovery



The focus of My Future revolves around uncertainties relating
to...

The Environment

Political Climate/
2020 Election

Education

RealTime Insights



Looking into My Future, gratefulness and hope are the antidote
for coping with pandemic-related fear

Grateful = being thankful
(inner experience, what they currently have)

Hopeful = optimism about the future
(America is a country of hopefulness and resilience)

RealTime Insights rovered by RN



The cleansing of the Environment is noticeable; consumers are
responding positively to this correction and wondering how this

might shift post-pandemic

“Environment seems to be handling well with people’s
minimized activity. The Venetian canals, the atmosphere over
certain areas in China, have all had some mild clearing of
man-made contaminants since so many factories and
Industries have been shuttered due to the quarantine.”

(Male, Under 50)

It Is actually nice to go outside during these hard times and
just smell fresh, clean air. | also wonder if global warming
will become worse or if the air quality will diminish once
everyone is allowed to leave their houses again.”

Female, Under 50

RealTime Insights



There is concern about stockpiling - especially of perishables
- resulting in waste that is harmful to environmental health

“Making choices when it comes to the environment —
especially with food waste. It's easy to buy in bulk
but with perishables it's hurtful to the economy not to
use those perishables.”

(Male, Under 50)

“Food delivery services are less wasteful and more
sustainable.”

(Female, Under 50)

“| feel a personal responsibility to limit my waste and
consumption which could have a positive impact on
the environment.”

(Male, Under 50)



The current national Political Climate is perceived as more focused on
the economy than the critical care of the American people

“Trump Is as corrupt as they come but up until now
it didn’t seem feasible that he was willing to let
people die; leaving those who don’t openly support
out in the cold.”

(Male, Under 50)
“I| feel the political climate has snowballed since the virus

due to his (Trump) leadership which has created a very

hostile political environment.”
(Female, Under 50)

“Politicians are more interested in the economy than in
well-being.”
(Male, 50 Plus)

RealTime Insights rovered by AR TRIN T



Despite the pandemic, political divisiveness continues to
dominate decision making

“Political division has been an issue for a long time but it's very

“Political situation is complicating the coronavirus response.”
obvious right now.” (Male, Under 50)

(Male, Under 50)

“The political climate in the US has not been
the same since the current administration
took office. It is very adversarial and
confrontational in congress, the senate and
the cabinet and it has even affected the
people in the US.”

(Male, 50 Plus)

7
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Consumers are taking stock of how their local/state/federal
representatives are handling the pandemic; this intel. will inform

how they may vote in the 2020 election

“I feel the political climate has snowballed since the virus "I'am concerned about the upcoming Presidential election.
due to his (Trump) leadership which has created a very If the wrong person is elected, it can totally change the
future of the United States.”

hostile political environment.”
(Female, Under 50) (Female, 50 Flus)

"It's very important for people to pay attention and be “The political climate in the US has not been the same
voting for people that have most compassion and the since the current administration took office. It is very
care for our world and the American people, not just adversarial and confrontational in congress, the senate

some but all.” and the cabinet and it has even affected the people in the

(Male, Under 50) US.”
(Male, 50 Plus)

RealTime Insights rowciedty JR RN



The monetary cost of education is crippling

“Generally | worry about the state of public education in
our country, and also about the rising cost of higher

education.”
(Male, Under 50)

“The cost of a good education. | recently obtained my masters in
nursing and now I'm dealing with student loans.”
(Female, Under 50)

“I need to figure out my financial aid eligibility, I'm just
fearful that the amount of debt to finish school will be

overwhelming.”
(Female, Under 50)

“Education is another industry where greed has won. You
can’t really get a good job unless you go to school. But,
the cost for school has risen far, far above anything else.”

(Male, 50 Plus)

“We need more access to quality education for all.”
(Male, Under 50)

“Education is very important for my community and
family; it's so expensive and we are already working at

the lowest wages.”
(Female, Under 50)

RealTime Insights O HATCHTANK



To parents, there is also an emotional cost (anxiety, insecurity)
when it comes to their role in educating their children

“I'm now solely responsible for my children’s education.
They are home so | have to spend time teaching them
lesson and making sure that they understand and are
prepared for the next level of school starting in
September.”

(Female, Under 50)

“My wife and | have always been involved with our
children's education but now we are responsible for their

progress as well.”
(Male, Under 50)

RealTime Insights



My Future
Insights




Environment

= Takeaway
» A noticeable and favorable by-product of COVID-19 is the apparent "healing" of the
environment

= Revelation
= Pollution reduction in a relatively short period of time strengthens credibility about how
our behavior (air travel, car emission, littering) has negatively impacted the
environment

= Opportunity
= Possible growth in green industries, I.e., energy sources, transportation, etc.
= Areas in eminent danger of being spoiled due to environmental erosion may "heal"
and regain their status as viable tourist attractions
= Atypical, destructive weather patterns may be minimized, creating cost savings to the
economy

RealTime Insights powered by iR TARIN



Political Climate

= Takeaway
= Consumers are taking note of the federal response to COVID-19 and intend to filter
their voting choices through this prism
= Partisan politics has led to imbalanced distribution of critical resources for the urgent
care needs of the most affected areas in the country

» - Revelation
= The lack of federal support will greatly influence the way consumers vote in the
upcoming 2020 election

= Opportunity
= Better organization of federal support in crisis situations in the future for government
officials to better address the needs of their constituencies, e.g. a more robust
pandemic response
= Campaign messaging positioning around the viability of more accessible healthcare,
perhaps leading one day to universal healthcare

RealTime Insights " HATCHTANK



Education

= Takeaway
= The financial burden brought on by the pandemic is making educational aspirations
seem unattainable and educational loan payments / repayments a low priority
= Parents being thrust into homeschooling situations for which they feel ill-equipped is
creating a great deal of anxiety about the future of their children

= Revelation
= During pervasive crisis situations, survival needs are paramount; education is
secondary
= The crisis is causing consumers to lose ground financially; the high cost of education
may further exacerbate the impact of the socio-economic divide

= Opportunity
» Re-evaluate US educational system - revamp structures and processes
= Opportunity for technology companies to equip disadvantaged communities with
access to digital resources
» Elevate the value of trade (blue-collar) occupations, focused, specialized, niche skills
= |ncrease salaries to educators (and frontline workers)

RealTime Insights




The Third Pillar

o Personal fitness
o Nutrition
o Safety
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Wiy Well-5eing Is a state of lite satistaction (physicaily and
mentally) and the pandemic has put a spotlight on weli-
pbeing issues that'have not always been top-of-mind
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Personal Fitness and Nutrition are acknowledged as important
components of health, but the upkeep of staying fit requires

greater creativity

“Gyms are closed for the near future and | want to work
out. | have certain physical goals and not having access
to a gym hampers these goals.” (Male, Under 50)

‘I have begun to exercise more as | really see now how
important my health really is..” (Female, Under 50)

“My personal fitness has taken a huge hit due to being
confined to my home recently.” (Female, Under 50)

“Health and longevity is tied directly to physical fitness.”

(Male, 50 Plus)
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Personal Fitness and Nutrition are acknowledged as important

components of health, but the upkeep of staying healthy has
become a complicated process

“Nutrition even more important given how overwhelmed the

: “Nutrition is a cornerstone of overall health and well-
QT =/C"SYglom. Dogtors ang’ MOSLTNG S " A being; without good nutrition, your body won't have the
overv!/helmed g anyning b?S'deS . ¢ IS st strength to fight off *any* kind of infection even apart from
very important to keep up with your nutrition.” coronavirus.” (Male, Under 50)
(Male, Under 50) :
“This has been a constant concern--weight gain/weight loss I?S imponaniigsiay hea_lthy, _keep Up Wil and.
stems from nutrition.” (Female, Under 50) give our body the right things it needs to be strong and live

a painless healthy lifestyle.” (Male, under 50)

“As a diabetic | have to watch what | eat; | am on a fixed

Income--sometimes | can’t afford the proper foods.”
(Male, 50 Plus)

RealTime Insights powered by} HATCHTANK




In light of the pandemic, Safety manifests itself in three ways:

Staying healthy Home / Environment

‘Il am worried about the safety of m :
Y Y “Safety is more of a concern because

parents as they live alone. ”
(Female, 50 Plus)

“Never really felt unsafe before
coronavirus, rethinking simple tasks - like
going to the bank, grocery store or gas

station.”
(Female, Under 50)

“Safety is more of an issue
because | don't think any of us are
really safe from this virus right

now.”
Female, 50 Plus)

people are not following the rules.”
(Female, 50 Plus)

“I am more concerned about my family and
keeping them safe ... making sure we are
practicing hand washing and social
distancing.” (Female, Under 50)

"Maintaining disinfection in my home
IS important for me and others."
(Male, Under 50)

Worrying about crime

-’

“As people's cost of living increases, |
think that might increase overall crime
in our neighborhoods.”

(Male, 50 Plus)

“If a worldwide depression occurs, how will
the government protect its citizens? Under
Marshall Law? Will we be safe in our

homes? "
(Female, 50 Plus)

“There is a lot of potential for

violence."
(Female, Under 50)
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Personal Eithess

« Takeaway
= Consumers are being forced to find creative ways to maintain their health and overall
fitness

= Revelation
» Circumstance is the mother of invention; consumers are willing to improvise and
adapt to support their fitness (online programs, outdoor activities, modified
equipment, etc.)

= Opportunity
= Growth of in-home gyms, online fithess classes
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Nutrition

« Takeaway
» Consumers recognize the value of nutrition as paramount to maintaining overall
health

= Revelation
» The focus on building immunity through nutrition has largely been overlooked as a
possible factor in the quest to protect against COVID-19

= Opportunity
= Potential growth of immune building products and services
= EXpansion of alternative healthcare methods to protect themselves
= Growth of healthy food preparation services (automated services)
= D-I-Y YouTube channels for recipes, food preparation, etc.
= In-home greenhouse solutions for growing organic vegetables and herbs

RealTime Insights rovered by RN



oafety

» Takeaway
= Consumers obsess about protecting themselves from the virus, inoculating their

environment, and some also worry about the potential of crime that is likely to
emanate from a weakening economy

= Revelation

= Consumers are feeling a great deal of vulnerability about safety — in ways they have
never felt before

- Opportunlty
= Opportunity for objective visual measuring devices (e.g., temperature detectors,
Infrared monitors, body sensors) to foster confidence in being in the post-crisis world
= Development of inoculating products / home protection systems (institutional and In-
home) to make safe-guarding process easier
= Growth in sales of home alarm systems

RealTime Insights powered by [ ian TN T




The Corporate Response *
Discovery
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Companies first out of the gate or essential in nature with substantive
messaging carry weight for consumers - speaks to being responsive, a
company that has their act together and can be depended on

“Messages that have stood out are ones that | had
received very early on, simply because it
represented that the company was very in tune
with what was going on and very on top of their
priorities.”

(Female, Under 50)

"Companies that stepped up their efforts to
help our nation during the crisis - companies
like Ford and Tesla gearing up to manufacture
medical supplies have earned my respect.”
(Male, 50 Plus)

RealTime Insights



Company behavior is under close scrutiny relative to
employee treatment, disregard for government guidelines and
tone-deaf messaging

“When companies tell me how they're supporting their
employees | feel encouraged to support those kinds of
companies.”

Companies trying to release new products at this time (Male, Under 50)

know that the economy is tough right now. I feel like it's
sending a message of greed”

Femal
(Female, Under 50) “Anytime that | hear about a company that is not treating

its employees well during this time, | am making a note of
that and will probably discontinue any relationship with
them in the future.”

(Female, 50 Plus)
“Companies like J Crew and Uniglo seem to be doing

business as usual.” , S , : : : :
(Female, Under 50) “Conforming to restrictions is admirable while still doing

everything to stay viable; | have much respect and
admiration. Those who won't conform and endanger
workers with petty excuses are on my blacklist.”
(Female, 50 Plus)

RealTime Insights



Consumers relate to corporate messaging that is empathetic
and delivers a payoff that directly alleviates their concerns

“The bank that handles my mortgage immediately took
away any penalties and the requirement for their
mortgage holders to have to pay their mortgages for the
next three months without damaging their credit score..”

(Male, Under 50)

"Messages that contain hope and
encouragement; we all need that in our lives

and we especially need it now."
(Female, Plus 50)

“Hearing from my healthcare provider, my mortgage

lender, dealership where | purchased my new car last i tive b "

year — makes it feel that these people care about my la stood out as positive because they are

health and safety.” offering free r:des and dlscoynts so people
Male, 50 Plus can avoid public transportation.”

( ) (Male, Under 50)

RealTime Insights rowered by AR TR



Messages viewed as perfunctory, or come from services that
are considered non-essential are a turn-off

"Some seem almost silly — like why does PayPal
need to send something about coronavirus? |
don't think anything about their service changes,
so | don't see the point.”

(Female, Under 50)

"Companies sharing some kind of message about the
coronavirus in ways that seem fake and manipulative,
GrubHub and Postmates come to mind — saying that
ordering food is safer than grocery shopping seems
disingenuous and more calculated to make money than
maintain people's health."

(Male, Under 50)

"Messages have been annoying, all pretty much saying "l believe messages are done because

the same thing as if they copied each other. They companies feel it is a must for them do so —
became a nuisance. | stopped reading them after the they sound hollow and self-serving / to make
first few.” yourselves look good."

(Male, 50 Plus) (Male, 50 Plus)

"People trying to use this crisis to put

money in their own pockets or to

promote their own agenda."

(Female, 50 Plus) RealTime Insights




Consumers are committed to supporting their local economy —
small businesses that have been part of the community for a
long time

"People are feeling a sense of community
more than ever; supporting community
businesses in hopes that they will not shut
down."

(Female, Under 50)

"l am embracing so many of my local
businesses, starting with restaurants, for the
ways that they have gone out of their way to
serve our community members — they are
trying to save their businesses in ways that
hep our communities."

(Female, 50 Plus)

"Supporting our local businesses, shop
owners and bar and restaurant owners so that

they can generate positive cash flow so they “I have noticed a lot of folks willing to help
can support their business in the vent that

something like this happens again." each other out in the community during these

times."
(PC SR S) (Male, Under 50)
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We asked consumers to give us their opinions ( with il or 81) ) of
selected messages promoted during the pandemic



GAS COMPANY

SUSPENDED
DISCONNECTS

HOTELS
OPENING
ROOMS TO
DISPLACED
STUDENTS

STORAGE
COMPANY

FREE
STORAGE FOR
STUDENTS

SHIPPING
COMPANY
WON'T
REQUIRE YOU
TO PHYSICALLY
SIGN

RESTAURANT
CLOSED
DOORS FOR
SAFETY

CABLE PROVIDER
OFFERING FREE
ENTERTAINMENT

AIRLINES

OPTIONS FOR
REFUND OR
REBOOKING

MAJOR
AIRLINES
WAIVING FEES

Messaging rated thumbs up by the majority of consumers

CLOTHING
STORES

CLOSED
NATIONWIDE

PREMIUM/

STREAMING
SERVICES
LOWERING
MONTHLY FEE BY
50% FOR NEXT 3
MONTHS




Thumbs up messages express a genuine concern and
meaningful consumer benefits l‘

Favorable Elements

» Showing concern and care
for customer (corporate hug) Associated

» Putting people in front of Brand Imagery

profits PaVOff
* Restores faith in companies
* Understanding the financial * Possible future purchase
hardship associated with the * Evokes favorable feelings for intent and potential brand
Crisis companies loyalty
»  Offering tangible benefits * Creates a connection to the

company

* Conveying the American
spirit of resiliency

RealTime Insights




Messaging rated thumbs down by the majority of consumers

> L

FIVE BODY SAVE NOW CHECK OUT
AND SOUL DERMAPLANING ON ALL OUR OUR
POLE Eadlal TOURS LOWEST
CLASSES FARES
SINCE MOVIE
FRAGRANCES THEATERS ARE
WO"\‘,’\;IE"‘é';AT A WE SPRAY ON CLOSED, MOVIE
INFLUENCE OUR STUDIOS ARE
B'll:]l-II-ONUOGEEEP MOOD DISTF;IBUTING
FIRST RUN
FROM US ABOUT MOVIES FOR
IT, AND NO LONG $19.99

E-MAILS



Thumbs down message reflect a tone-deaf / self-serving focus ’l

Unfavorable Elements

* Being opportunistic, self-
promoting, focused on the

bottom line _
Associated Brand
- Showing no care for Imagery
employees or customers Backlash
(being insenSitive) o Lacking empathy
o :  Possible discontent and
* Providing Information about » Greedy disconnection from the brand
the virus with no help/
assistance to customers  Selfish

« Superficial, perfunctory in
nature

» QOffering only discounts, purely
sales

RealTime Insights




Response
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Corporate Responsibility

» Takeaway
» Consumers are holding companies to a high standard of responsibility and are playing
the role of corporate watchdog as it relates to how customers and employees are
treated; consumers are paying close attention to what companies do, not just what
they say

= Revelation
= Consumers expect corporations to be more humanistic in their approach in the
marketplace and within their organizations

= Opportunity
» To enhance customer loyalty
» Elevate the value of employees, treat employees as a priority
» Be responsive to the consumer need for comfort and reassurance by applying
meaningful corporate "hugs" strategies
» Create of system of acknowledgment (like better business bureau rating) of
companies that have responded in an appropriate way

RealTime Insights



Corporate Responsibility

N EUCEVELY

» Messaging focusing on the sell without regard to the "consumer needs" hierarchy are
missing the mark and risk being perceived as opportunistic and insensitive

= Revelation
= Companies must balance their profit considerations with a consumer-
centric approach in their decision-making

= Companies must be cognizant of whether their products/services are essential or non-
essential and treat their messaging accordingly

= Opportunity

» Essential services (e.g., finances, delivery, food, utilities, etc.) must be at the
forefront of crisis response to address customers' needs and alleviate their fears,
..e., think of themselves as "first responders”

» Non-essential services (e.g., clothing, fragrances, jewelry, luxury items, etc.) must
maintain their visibility in a crisis-relevant way, i.e., donating to community efforts,

associating their brand with meaningful not-for-profits like Red Cross, ASPCA, World
Central Kitchen, etc.

RealTime Insights




Corporate Responsibility

« Takeaway
= Consumers recognize the importance of supporting their local economy and doing
whatever it takes to help these businesses thrive in the current environment

= Revelation
» @Given the lack of control over eradicating the ill effects of the pandemic, consumers'
attention is on the difference they can make locally

= Opportunity
» Company engagement in uplifting local economies may result in greater awareness
and potential loyalty
» Trade associations / local business associations should remind the community to
support local business in the post COVID-19 environment

RealTime Insights



Navigating Corporate Crises In the Future

» Consumers' reactions to corporate response during the pandemic offers insights and
guidelines to navigating company crises in the future

= Recognizing whether or not the product / service offered is "essential" or "non-essential"
and acting appropriately

= Be empathetic

= Provide caring response, not platitudes ("we are all in this together," "thoughts and
prayers”)

» Offer tangible / relevant solutions, not profit-driven tactics

RealTime Insights
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