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Research Overview

Methodology Research Goal

Online survey fielded March 20-23, A random selection of 500 U.S. To monitor the impact of C19 on
2020 in the U.S. consumers consumers as it relates to various
aspects of their daily lives

Survey focus on Coronavirus 19 Census balanced:
(C19) attitudes and self-reported * Age
behavior changes related to C19 * Gender
concerns « Ethnicity

* Region

* Household income

Thank you to %\:@ dynata for providing sample.
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CONSUMERS ARE WORRIED.
' BUT LIFE GOES ON.

THEY'RE STILL SPENDING

Restaurants and travel are down.
But many categories are the same, and others are getting a boost.

SAME

THEY'RE MAINTAINING A SOCIAL LIFE

Relationships with friends, family and colleagues are stable.
But there's more phone calls, social media and video conferencing.

THEY'RE STILL OPEN TO BRAND MESSAGING

Tips, content and products that can help them deal with the virus are welcome.

READ THE FULL REPORT TO LEARN MORE
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GENERAL ATTITUDES

KEY TAKEAWAYS

*U.S. consumers expect, and accept the need, to
hunker down so that C19 can run its course

® People want information about C19—
businesses can help keep consumers informed

® Businesses can find ways to connect with
consumers and generate goodwill by
supporting them throughout the outbreak

*When it comes to research, consumers are
open for business: the vast majority of U.S.
consumers are willing to continue to be our
respondents




Most people are following the C19 very closely and feel generally knowledgeable
about the coronavirus

How Closely Following C19 News Knowledgeability about C19
(%) (%)

: Extremely/Very Knowledgeable 52
Extremely/Very Closely 72 Extremely Closely:

42
Somewhat knowledgeable 39
Somewhat Closely 20
Not Very/Not At All Closely IIENEE Not Very/Not At All Knowledgeable | IEIEN
. Base: Total U.S. (500) 5
RTi Research Q.1 How closely have you been following the news about the coronavirus? Issued: 3/25/20

Q.2 How knowledgeable do you feel you are about the coronavirus?

© 2020 RTi Research



More than half believe C19 will last at least until July; some think it won’t be over
until next year. Surprisingly, there is widespread support for a national quarantine

How Long Think C19 Will Last

(%)

April-June Net: 46

17
14 15 13 14
11
9
1 2
|
Through Through Through Through Through Through Through Through Through
April May June July August September October November December

Agreement That Government
Should Quarantine the U.S.
(%)

Somewhat/
Strongly Disagree
12

Neither Agree Strongly/
. Somewhat
Nor Disagree
24 Agree:
64

Strongly Agree:
30

Base: Total U.S. (500)

RTi Research Q.2a How long do you think the current coronavirus will last in your country?
Q.14b To what extent do you agree or disagree that the government should mandate a quarantine of the U.S. to help contain the spread of the coronavirus?

MARKET RESEARCH AND BRAND STRATEGY
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6

Issued: 3/25/20
© 2020 RTi Research



Companies and Brands can make a positive impact on their customers in a number
of ways; importantly, the vast majority continue to be willing research participants

Impact of Action on Consumers’ Opinion of Non-Essential Companies/Brands

(%)
Much/Somewhat More Positive 37
53 51 48
No Impact
54 40
39 40
Somewhat/Much Less Positive [N 5 | o |
Asked customers Helped customers Provided content Advertised how their

to participate navigate the outbreak to support customers’ products/services
in surveys emotional well-being could help during

the outbreak

. Base: Total U.S. (500)
RTi Research Q.14. Please think about companies that the government has deemed non-essential (anything except critical healthcare, grocery stores, pharmacies, and gas). Would
DT TR RO your opinion of these types of companies/brands change if a non-essential company/brand took each of the following actions in response to the coronavirus?

7

Issued: 3/25/20
© 2020 RTi Research



IMPACT ON HEALTH/WELL-BEING

KEY TAKEAWAYS

* Not surprisingly, U.S. consumers are quite
concerned for their personal and family’s
well-being

* As a result of social distancing and business
closures, consumers lifestyle adjustments skew
towards the positive: more cooking at home,
eating healthier, exercising more frequently

8
Issued: 3/25/20
© 2020 RTi Research



The vast majority of people, not surprisingly, have at least some concern over their
health and that of their families

Level of Worry About Health
(%)

Extremely/Very Worried
31
29

Somewhat Worried

Not Very/Not At All Worried

Personal Family's
Health Health

: Base: Total U.S. (500)
RIL&S?S&L&Q Q.3 How worried are you about...?
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So far, it appears healthy eating is winning out over unhealthy eating (perhaps
because people have more control at home)

Impact of C19 on Activity Frequency: General Health/Well-Being Impact of Lifestyle Changes on Weight
(%) (%)

Lose a Lot of/Some Weight

Stay the same weight

Somewhat/Much More I n .

No Impact
Much/Somewhat Less purmm  IEEE - -

Put on Some/a Lot of Weight 28

Don’t know [0

Cooking Eating Eating Exercising Seeking routine/
at home healthy foods unhealthy/ non-essential
junk foods medical care
. Base: Total U.S. (500) 10
RTi Research Q.10/10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...? Issued: 3/25/20

: A . - 5
Q.10b Do you think changes to your lifestyle caused by the coronavirus will cause you to...? © 2020 RTi Research




IMPACT ON EMOTIONAL HEALTH

KEY TAKEAWAYS

* U.S. consumers are embracing digital
communication to stay current and in touch

* While many say C19 has had no effect on their
personal relationships, it is good to see that, so
far, positive effects outweigh the negative

11



All types of human connectedness has been on the increase; from news
consumption to keeping in touch with friends and family

Impact of C19 on Activity Frequency: Social Connection

(%)
45
Somewhat/Much More 70
54
41 44 48
No Impact 24
Much/Somewhat Less IS S—
Following Staying in touch Reading Making Videoconferencing/
the news with friends/family social media phone calls Facetime
on social media
; Base: Total U.S. (500) 12
ﬁl!gsﬁﬁﬁf?ﬁgﬁg Q.10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...? Issued: 3/25/20

© 2020 RTi Research



Despite the increased connectedness and a net positive impact, C19 has already
had some negative impact on personal relationships

No Impact 50

Impact of C19 on Relationships

Large/Small Positive Impact

51

52
53
Small/Large Negative Impact 16
16 21
NA 15 14
2 4
Spouse/Partner Other Friends Colleagues
family members
: Base: Total U.S. (500) 13
RIL&S?&ES&!Q Q.10c What impact has the coronavirus had on your relationship(s) with your...? Issued: 3/25/20
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IMPACT ON BUSINESS OWNERS

i KEY TAKEAWAYS
'| *U.S. business owners share consumers’

concerns and are making various difficult
decisions to keep their companies afloat

14



Business owners are worried; time will tell whether expected governmental action

to provide financial help will reduce worry

Impact of C19 on Owners’ Business
(%)

34

30 25
..- H o -
B = ==

We're We’'re working We're We're We're working No impact
temporarily from reducing reducing overtime
closing home/remotely services staff

Level of Worry About Business’ Future
(%)

Extremely/Very Worried

Somewhat Worried 25

Not Very/Not At All Worried

. Base: Total U.S. Business Owners (79)
RTi Research Q.5 How is the coronavirus impacting your business?
R DL Q.6 How worried are you about your business’ future?

15

Issued: 3/25/20
© 2020 RTi Research



IMPACT ON PERSONAL FINANCES

KEY TAKEAWAYS

® U.S. consumers are worried about their short
and long term finances

*So far, only a third of employed consumers say
their employment status has been negatively
impacted, most often by a furlough or layoff.
However, the majority of those not yet affected
are worried about their employment status

* While cash flows are shifting slightly from the
stock market to cash holdings, U.S. consumers
aren’t completely abandoning plans to invest

16




Almost a third of respondents have already experienced a negative impact on their
employment status; we’d expect this to grow over time

Impact of C19 on Employment Status
(%)

Negatively Impacted (Net) - 30

Furloughed 13
Reduced hours 11

Laid-off 6

RTI Research Base: Total U.S. Non-Business Owners (421) | Dark shading indicates nets or items not in nets; light shading indicates items in nets
MARKET RESEARCH AND BRAND STRATEGY Q.7 Has the coronavirus impacted your employment status?




Many employees are worried about their job security and especially their financial
situation

Level of Worry About...

(%)
Extremely/Very Worried n
Somewhat Worried 35
31 30
Not Very/Not At All Worried 38
29 26
Job security* Current personal financial situation Long-term personal financial situation
: *Base: Non-Business Owner & Still Working (143) | Base: Total U.S. (500) 18
<. ﬁl!ssﬁﬁsosﬂﬂ!:ﬂg Q.9 How worried are you about...? Issued: 3/25/20
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Impact of C19 on Activity Frequency: Saving/Investing

(%)

20
Somewhat/Much More -

No Impact 51

Much/Somewhat Less

Saving money

58

Saving money

61

Saving money

52

30

Investing in

in bank accounts in high-yield in CDs the stock market
savings accounts
: Base: Total U.S. (500) 19
<. ﬁl!esﬁﬁgsﬂﬂ!:ﬂg Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...? Issued: 3/25/20

© 2020 RTi Research



Activities Considering Before C19 Outbreak
(%)

13 12
7 7 7 7 7 6 6

Applying for a Buying Applying Buying a home Applyingfora Applyingfora Switchingtoa Applying for a Selling Applying for a
business loan*  investments for/refinancing a personal loan life insurance new health long term investments short term
home loan policy insurance plan disability policy disability policy

2

Continued: 44**
Postponed: 37**
Stopped:  19**

. *Base: Total U.S. Business Owners (79) | Base: Total U.S. (500) | **Base: Considering Buying Investments (n=60%) | ASmall base size, view with caution
RTi Research Q.13 Were you considering doing any of the following before the coronavirus started?
e Q.13a For each of the following, what action did you take when the coronavirus started?

20
Issued: 3/25/20

© 2020 RTi Research



IMPACT ON SPENDING

KEY TAKEAWAYS

* The outbreak has spurred personal spending
on essentials: cleaning supplies, hygiene
products, and groceries; not surprisingly,
restaurants have seen a large drop in spend

— *Whether accurate or not, people are wary of
handling cash

(. RTi Research
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Impact on Spending vs. Last Week
(%)

Much/Somewhat More | k] 40

31
60 68
62 62 70
No Impact 46 46 45
50
14 14 18 22 17
Somewhat/Much Less 13
Cleaning Healthcare/ Food/ Non- Alcoholic Prescription Restaurants Beauty/ Tobacco
supplies Personal Beverages prescription beverages/ medicine (dine-in or Grooming products
hygiene medicine/ Liquor takeout) products
supplies Vitamins/
Supplements
; Base: Total U.S. (500) 22
<. ﬁllisﬁﬁﬁsﬁﬁg Q.11 How has the coronavirus impacted your spending on each of the following compared to last week? Issued: 3/25/20
A — © 2020 RTi Research



More than half are concerned about being infected through the handling of cash;
cashless transactions are perceived as being safer

Level of Worry About Catching C19 by Paying With...

(%)
. 20
Extremely/Very Worried -
22 21
Somewhat Worried 29
56 59
Not Very/Not at All Worried 42
Cash Credit/Debit card Cashless payments
RTi Research Base: Total U.S. (500) 23
MARKET RESEARCH AND BRAND STRATEGY Q.11a How worried are you about catching the coronavirus as a result of paying with...? Issued: 3/25/20

© 2020 RTi Research



IMPACT ON SHOPPING BEHAVIOR

KEY TAKEAWAYS

s * ACross categories, shopping has continued in
brick and mortar locations but is shifting to
online channels

24
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So far, the growth in spending has been roughly equal between in-store and online;
as the crisis continues, we would expect the increases in online to outpace in-store

Impact of C19 on Activity Frequency: Shopping...

(%)
In Stores Online

For food/beverages 29 52
For healthcare/hygiene supplies 32 50
For beauty/grooming products 35 54
For other items 34 51

B Much/Somewhat More No Impact m Somewhat/Much Less

‘ RT'ResearCh ga;gggﬁ Lgssth(: (z(c)))ronavirus impacted how often you do the following? Would you say you're doing these activities...? Issued: 3/25/223

e — © 2020 RTi Research



IMPACT ON DINING BEHAVIOR

KEY TAKEAWAYS

* While U.S. consumers report cooking at home
more often, they haven’t abandoned
restaurants—the decrease in brick and mortar
restaurant traffic has been somewhat offset by
an uptick in takeout (both pickup and delivery)

Y

]
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Impact of C19 on Activity Frequency: Dining
(%)

Somewhat/Much More

No Impact 16

37

Much/Somewhat Less

31
Eating in Picking up takeout
restaurants from restaurants

45

25

Getting takeout
delivered to
your house

from restaurants

. RTi Research Base: Total U.S. (500)

NSz

MARKET RESEARCH AND BRAND STRATEGY Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?

27
Issued: 3/25/20
© 2020 RTi Research



POST OUTBREAK EXPECTATIONS

e KEY TAKEAWAYS

* U.S. consumers expect to be cautious but
reasonably expeditious when returning to their
normal lifestyle once the outbreak ends

® Barriers to some new behaviors (like food
delivery or contactless payment) have been
broken by necessity and many triers can see
them transforming into habits

* New behaviors brought on by this experience
may pose substantial opportunities for
companies who align with the shifting
landscape

(. RTi Research 28
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At this stage in the crisis, consumers see a fairly speedy return to “normal” activity
Expected # of Months Would Wait Once Things Return to Normal Before...
(Mean)
2.5
2.0
1.8 1.8
15 15
] . .
Shopping in Stopping to practice Eating at Going to Traveling within Going to sports/  Traveling outside
physical stores social distancing restaurants the movies your country entertainment your country
events
MARKET RESEARCH AND BRAND STRATESY Q.13d How long would you wait to do the following after things start returning to normal (e.g., people return to work, stores/restaurants reopen)? Issued: 3/25/20

© 2020 RTi Research



The C19 crisis, for certain businesses, has already broken through barriers to gain
new customers; many indicating these new behaviors will transform into habits

Action Taken For First Time Actions Would Continue
Since C19 Started Taking After C19 Ends*
(%) (Among Those Taking 1% Time Action, %)

Ordered groceries online - 33

Had food delivered to my house/apartment - 31
—

Used contactless payment methods - 30

Used videoconferencing/FaceTime - 30

66

70

I ]
II H

69

. Base: Total U.S. (500) | *Base: Took 15t Time Action (varies) 30
RTi Research Q.13b Which of these have you done for the first time since the coronavirus started? Issued: 3/25/20
e Q.13c Which of these would you continue doing after the coronavirus ends? © 2020 RTi ﬁesearch
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