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Research Overview

Methodology Research Goal

Online survey fielded biweekly in A random selection of U.S. consumers To monitor the impact of C19 on
the U.S. (see next page for details) * N=~500 per wave consumers as it relates to various

aspects of their daily lives

_ Census balanced:
Survey focus on Coronavirus 19

* Age
(C19) attitudes and self-reported * Gender
behavior changes related to C19 * Ethnicity
concerns * Region

* Household income

Thank you to §\\V% dynata for providing sample.
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Research Overview: Wave Interviewing Dates
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(Through Wave 11 April 29, 2020)

HOME IS WHERE
THE HEALTH IS

CONSUMERS ARE INCREASINGLY RELUCTANT
TO GET BACK OUT THERE

More and more, they expect to remain socially distant, even for months
after COVID-19 is contained.

HOME WILL CONTINUE TO BE WHERE LIFE
HAPPENS AFTER THE PANDEMIC ENDS

49% expect to cook more at home, 31% to exercise at home instead of a gym,
and 24% plan to engage in home improvements.

AND IT'S WORTH INTEGRATING
INTO YOUR STRATEGIES

Now's the time to consider the growing market for home-based goods and services.

READ THE FULL REPORT TO LEARN MORE

© RTi Research 2020

FROM DATA TO MEANING®



Americans’ estimates around when they’ll resume activities continue to extend

Expected # of Months Would Wait Once Things Return to Normal Before...
(Mean)

Eating at Restaurants

Going to the Movies

Shopping in Physical Stores

Stopping Practicing Social Distancing
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Traveling Within Your Country
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Going to Sports/Entertainment Events
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Traveling Outside Your Country

T

24
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Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)
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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)?




U.S. consumers appear to be going “back to basics”—spending time as a family and
cooking/baking at home

Behaviors Expect to Continue After C19 Ends*

(%)

Not Shaking Hands

43 43

W1l W3 W5 W7 W9 Wil

Keeping Social Distance

47 49

Wl W3 W5 W7 W9 Wil

Spending More Time as a Family

37 40

w1l W3 W5 W7 W9 wil

Cooking at Home More

48 49

o

Wil W3 W5 w7 W9 wil

Baking at Home More

31 31

LB

Wil W3 W5 W7 W9 wil

More Staycations Instead
of Vacations

16 20

N

Wl W3 W5 W7 WS Wil

More DIY
Home Improvements

27 24

oo

W1l W3 W5 W7 W9 Wil

Continuing a

New Hobby
19 19
*—0—0—0

w1l W3 W5 W7 W9 Wwil

Getting Takeout/Delivery
Instead of Going to Restaurants

25 26
VS an o

W1l W3 W5 W7 W9 Wil

Exercising at Home/Outdoors
vs. a Gym

30 31

.~

Wl W3 W5 W7 W9 Wil
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*Wave 8 addition.
Base: Total U.S.: W8 (504), W9 (501), W10 (500), W11 (505)
il Q.13e Which of these behaviors do you see yourself continuing after the coronavirus is over?
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GENERAL ATTITUDES

KEY TAKEAWAYS

® Expected timelines for a “return to normal”
continue to grow longer

®* Companies can positively engage consumers by
communicating how they’re aiding frontline
responders and consumers who lost jobs, as
well as by helping to provide essential goods

® Consumers are still willing to share their
opinions with companies via research




While most Americans continue to follow C19, their trust in news sources is slowly
declining

How Closely Following C19 News Level of Trust in C19 News*
(Extremely/Very Closely, %) (Trust Completely/Very Much, %)

72

41

— 34

w1 W3 W5 w7 W9 w11l w1 w3 W5 W7 W9 W11

*Wave 8 addition.
Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

RTi Research \ ‘
Q MARKET RESEARCH AND BRAND STRATEGY Q.1 How closely have you been following the news about the coronavirus?
e - Q.1a How much do you trust news about the coronavirus?



Consumers continue to push out their timing expectations for a “return to normal”

How Long Think C19 Will Last

(%)
into 2021 IR . . . . .
26
Q4 ‘20 7
9
Q320 @ 33
29
Q220 46
36
W1 W2 W3 W4 W5 W6 W7 W8 W9 W10 W11

Note: Waves 4-5 fielded after President Trump’s announcement that the timeline for a “return to normal” was pushed back to the end of April

RTI ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)
MARKET RESEARCH AND BRAND STRATEGY Q.2a How long do you think the current coronavirus will last in your country?
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Support for a government mandated quarantine remains at a fairly high level

Agreement That Government Should Quarantine the U.S.

— MY’
10

w1 W2 W3 w4 W5 W6 w7 W8 W9 W10 w11

—o—Strongly/Somewhat Agree —i— # of States with "Shelter in Place" Order

9 States were partially opened during Wave 11

. Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)
RTi Research “Shelter in Place” Source: NY Times.

S ————— 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?
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Opportunities continue to exist for companies to deepen relationships with

consumers
Impact of Action on Consumers’ Opinion of Non-Essential Companies/Brands
(Much/Somewhat More Positive, %)
—&— Asked Customers to Participate in Surveys
—m— Helped Customers Navigate the Pandemic
53 —4— Provided Content to Support
51 ﬁ% Customers’ Emotional Well-Being
48 38 44

33
3;\‘/’4/‘\’\‘/.\%33

w1 W3 W5 w7 W9 w11

—<— Advised How Products/Services Could Help

—+— Sponsored an Online Activity*

Supported Frontline Responders*

*Wave 8 addition.

‘ RTi Researcly Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

NSz

warkerresearc o smnosraeey Q.14 Please think about companies that the government has deemed non-essential (anything except critical healthcare, grocery stores, pharmacies, and gas). Would
‘ 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?

12



Supporting frontline responders and those who lost their jobs may resonate
particularly strongly with consumers, as would providing essential needs

Benefits Looking for from Companies/Brands*

Source of Security

Source of Comfort

Source of Information

Source for Essential Needs

36 33
28 29
21 23 25 23 —o—0—o
Wl W3 W5 W7 W9 Wil Wi W3 W5 W7 W9 W11 wli W3 W5 W7 W9 W11l Wi W3 W5 W7 W9 Wi11
An Escape Sense of Nostalgia Support of Frontline Responders Support of Those Who Lost Their Jobs
40 40
18 18 1 13 N~
oo
—o—0—
Wi W3 W5 W7 W9 W11 Wl W3 W5 W7 W9 W11l Wl W3 W5 W7 W9 Wil Wl W3 W5 W7 W9 W11l
*Wave 8 addition. 13
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Base: Total U.S.: W8 (504), W9 (501), W10 (500), W11 (505)
Q.14al What types of benefits are you looking for from non-essential companies/brands?



IMPACT ON HEALTH/WELL-BEING

KEY TAKEAWAYS

* Both physical and mental/emotional health
concerns are still widespread

®* Americans’ habits are continuing to become
unhealthier as C19 drags on

14
Issued: 4/29/20
© 2020 RTi Research



Health concerns (both physical and mental/emotional) remain prevalent

Level of Worry About Overall Health
(Very/Extremely Worried, %)

53
49
O— . s —t——__ N ° o °
A g ) 4 ) 4 2 4 e e e \
44 38
W1 W3 W5 W7 w9 Wil
—o—Personal Health —a—Family's Health
wiil
Your family's physical health 43
Your family's mental/emotional health 36
Your personal physical health 39
Your personal mental/emotional health 33
. Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505) 15
. RTi Research Q.3 How worried are you about...? lssued: 4/29/20
S ————— Q.3a More specifically, how worried are you about...? |

© 2020 RTi Research



Unhealthy habits are continuing to creep into Americans’ lives

Impact of C19 on Activity Frequency: General Health/Well-Being

(Net Impact Score”, %)

59

Wi W3 W5

Cooking at Home

——e " T,

56

31

Eating Healthy Foods

N‘W

W7 W9 Wil W1 W3 W5 W7 W9 Wil

Eating Unhealthy/Junk Foods

21
W

W1 W3 W5 W7 W9 Wil

Exercising

12 10

W1 W3 W5 W7 W9 Wil

Seeking Routine/Non-Essential Medical Care

w1 W3 W5 W7 W9 wi1

_1M
-21
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ANet Impact Score = Much/Somewhat More — Somewhat/Much Less.
Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)
Q.10/10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?

16

Issued: 4/29/20
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IMPACT ON EMOTIONAL HEALTH

KEY TAKEAWAYS

® Relationships are still strong, bolstered by
digital communication channels

17




Consumers continue to connect with others via technology at elevated levels vs.
pre-C19

Impact of C19 on Activity Frequency: Social Connection
(Net Impact Score”, %)

Watching TV* Staying in Touch w/Friends/Family on Social Media

58 .
——e 39 40

— e T

Wi W3 W5 W7 W9 w11 w1 W3 W5 w7 W9 w11

Reading Social Media Making Phone Calls Videoconferencing/FaceTime

36 35

M—M—\/ww

W1 W3 W5 W7 W9 W11 W1 W3 W5 W7 W9 W11 w1 W3 W5 w7 W9 W11
. ANet Impact Score = Much/Somewhat More — Somewhat/Much Less. | *Wave 8 addition. 18
RTI ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

Issued: 4/29/20
© 2020 RTi Research
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Q.10a How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?




The impact of C19 on relationships is still mainly positive

Impact of C19 on Relationships

( , %)
Spouse/Partner Other Family Members

7 10 13 12

w1 W3 W5 W7 W9 W11 W1 w3 W5 w7 w9 w11
Friends Colleagues

2 6 3 /

w1 W3 W5 W7 W9 W11 W1 w3 W5 W7 w9 w11
. ANet Impact Score = Large/Small Positive Impact — Small/Large Negative Impact. 19
RTi Research Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

Issued: 4/29/20
© 2020 RTi Research
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Q.10c What impact has the coronavirus had on your relationship(s) with your...?




IMPACT ON PERSONAL FINANCES

KEY TAKEAWAYS

® Job security and financial concerns remain
widespread

20




Job security and financial concerns haven’t begun to subside yet

Level of Worry About...
(Very/Extremely Worried, %)

NW‘/‘\‘__?

Job Security*

Current Personal Financial Situation

40 36

e L

44

Long-Term Personal Financial Situation

M

W1 W3 W5 W7 W9 W11 W1 w3 W5 W7 w9 W11 W1 w3 W5 W7 W9 w11
Note: The stimulus package was signed into law part way into wave 3 fielding.
*Base: Non-Business Owner & Still Working: W1 (143), W2 (128), W3 (158), W4 (148), W5 (152), W6 (151), W7 (161), W8 (176), W9 (158), W10 (151), W11 (184) 21
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RTi Research Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

MARKET RESEARCH AND BRAND STRATEGY
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Q.9 How worried are you about...?



IMPACT ON SPENDING

KEY TAKEAWAYS

* Health/Hygiene, cleaning, and food/beverage
product purchasing remains elevated vs.
pre-C19

[ ° Americans are still open to trying new products
that can help them through the challenges of
C19

(. RTi Research 22
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Health/Hygiene and cleaning products continue to garner elevated spending vs.
pre-C19

Impact on Spending Since C19 Started
, %)

Cleaning Supplies Healthcare/Personal Hygiene Supplies

39

W‘v

w1 W3 W5 W7 W9 wi1

26 30

w1 W3 W5 W7 W9 W11

Non-prescription Medicine/Vitamins/Supplements

12 13

w1 W3 W5 W7 W9 wi1

Prescription Medicine

8 12

’_”’_‘_W

w1 W3 W5 W7 W9 wi1

. ANet Impact Score = Much/Somewhat More — Somewhat/Much Less. 23
RTl ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505) Issued: 4/29/20
S ————— Q.11 How has the coronavirus impacted your spending on each of the following since the coronavirus started? © 2020 RTi 'Research



Food/Beverages spending is also higher vs. pre-C19

Impact on Spending Since C19 Started
, %)

Food/Beverages

‘\/’_H_’/‘_N -20
-31

w1 W3 W5

Restaurants (Dine-in or Takeout)

w7

W9 wi1

2

w1 W3 W5 W7 W9 w11
Alcoholic Beverages/Liquor Tobacco Products Beauty/Grooming Products
w1 W3 W5 w7 W9 w11
_SWW
8

W

-1 -2

¢ '\ o o
._.A: & & & & M

W1 w3 W5 W7 w9 W11 w1 W3 W5 w7 W9 W11
. ANet Impact Score = Much/Somewhat More — Somewhat/Much Less. 24
RTl ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505) Issued: 4/29/20
S ————— Q.11 How has the coronavirus impacted your spending on each of the following since the coronavirus started? )

© 2020 RTi Research



Consumers still report that non-cash transactions are perceived as more hygienic

vs. cash
Level of Worry About Catching C19 by Paying With...
(Very/Extremely Worried, %)
Cash Credit/Debit Card Cashless Payments
31
M 22 20 20 16
—— o ——— N ———y_,
w1 w3 W5 w7 w9 wil w1 w3 W5 w7 w9  wi1 w1 w3 W5 w7 w9  wi1

RTI ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)
7 RESEARCH AND BRAND STRATEGY Q.11a How worried are you about catching the coronavirus as a result of paying with...?

MARKET RESEARCH AN
Nzr —
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Americans remain open to exploring new products; they’re a little more leery of

trying a new restaurant at this time

Openness to Trying...*
(Extremely/Very/Somewhat Open, %)

71 75
70 71
W1 W3 W5 W7 W9 W11

—e—Products That Have Been Out,
But Haven't Used

—&—Products That Are Brand New

Restaurants Never Visited

. *Wave 8 addition.
RTi Research Base: Total U.S.: W8 (504), W9 (501), W10 (500), W11 (505)

KET RESEARCH

S ————— Q.11a1 At this moment, how open are you to trying...?

26



IMPACT ON DINING BEHAVIOR

KEY TAKEAWAYS

* Takeout and, increasingly, delivery continue to
be critical to restaurants surviving C19

27




Restaurant delivery is slowly increasing as self-isolation drags on

Impact of C19 on Activity Frequency: Dining

( , %)
Eating in Restaurants Picking Up Takeout from Restaurants Getting Takeout Delivered to Your

w1 W3 W5 W7 W9 Wil

-4M W‘N

6

4

House from Restaurants

6

W

-49
Wi W3 W5 W7 W9 W11 W1 W3 W5 W7 w9 W11
. ANet Impact Score = Much/Somewhat More — Somewhat/Much Less.
. RTl ResearCh Base: Total U.S.: W1 (500), W2 (488), W3 (497), W4 (499), W5 (500), W6 (500), W7 (519), W8 (504), W9 (501), W10 (500), W11 (505)

- —— Q.10 How has the coronavirus impacted how often you do the following? Would you say you’re doing these activities...?
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