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HISTORY TEACHES US THAT OUTLIER EVENTS
TRANSLATES ROUTINE INTO HUMAN EVOLUTION
BY INTRODUCING NEW FEATURES.



A R E WE B E N D I N G T H E c u RVE , The number of confirmed cases is lower than the number of total cases.
& The main reason for this is limited testing.
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LESSONS?




[T ISN' T WHAT RETAILERS AND BRANDS
DID DURING COVID AS A WAY T0
MAINTAIN TO THEIR BUSINESS..



TS ABOUT HOW THEY LEVERAGED
INNOVATION THROUGH BEHAVIOUR CHANGE
[0 GROW THEIR BUSINESS POST-COVID.



IRt 5 UBSERVABLE CONNECTIONS:

nEALTH
TECHNOLOGY
COMMERCE
HABII
BRANDING
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THEN AND NOW

AN ACCELERATION IN ONLINE GROCERY SHOPPING

Online grocery channel net reported behavior during COVID-19 vs befrore; net intent for after COVID-19 vs during (now)’

DURING COVID-19 vs BEFORE AFTER COVID-19 vs DURING

Visit frequency*

Visit frequency?
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'Net behavior is calculated by subtracting the % of shoppers in the channel stating they have decreased visit frequency or spending in the channel from the % stating they increased frequency or spending

20: Among the below grocery shopping channels, which ones do you visit more/less frequently during the COVID-19 outbreak compared to before?

*Q: Which store types have you increased/decreased your spending per month during the COVID-19 outbreak compared to before

“Q: Within the below store types, which ones do you think you will visit more/less frequently after the COVID-19 outbreak stabilizes?

Source: COVID-19 mobile survey, 3/12-3/25/2020 N +5,013, sampled and balanced to match general population (except India, with higher focus on consuming class) McKinsey & Company COVID-19 Global Consumer Pulse - Sampled April 10 - May 3, 2020
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PHYSICAL GROCERY STILL MATTERS

CONSUMERS ANTICIPATE CHANGING BEHAVIORS POST-COVID-19

Expected behavior post-COVID-19 compared to pre-COVID-19’, net intent %?

Shop in physical Shop in physical Go to Domestic
Grocery stores store (non-grocery) the mall Travel
Us : 6 0 -17 B
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'0: *Once the coronavirus (COVID-19) situation has subsided, which of the following do you think you will do more or less compared to before the coronavirus (COVID-19) situation started?”
Net intent measures percent who indicate they will do more of this activity minus percent who indicate they will do less.

McKinsey & Company COVID-19 Global Consumer Pulse - Sampled April 10 - May 3, 2020
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BRANDS

A THIRD HAVE SWITCHED BRANDS BASED ON CONVENIENCE AND PROMO/DISPLAY,
OF WHICH 20% INTEND TO STICK TO THEIR NEW CHOICE

Primary driver for switching to a new brand/product during Post-COVID
COVID?, % respondents who have tried new/alternate product brands situation’

New/alternate options are easier to
consume during the COVID-19 outbreak

20%

of consumerss
New/alternate options were under who switched
Promotions/display brands expected
o to continue
: urchasing the
3 2 /0 New/alternate options are safer ﬁew brandg
of consumers post-COVID
Eg‘x’lg[{g‘r’n 1 — New/alternate options offer Better
oroducts brands value or cheaper

Brands that | usually purchase were
not available

'0: Have you tried new/alternate product brands during the current COVID outbreak that you do not usually purchase?
?Q: Why did you switch from the brands you usually purchase to new/alternate options? (N =196, Percent of responses from consumers new/alternate product brands)
I0: After COVID, do you in general plan to switch back to the product brands you usually purchased before? (N =196, Percent of responses from customers who have tried new new/alternate product brands)

McKinsey & Company COVID-19 mobile survey 3/21-3/23/2020 N = 611 Sampled and balanced to match China's general population 18-65 years-old
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BRANDS

Mr. Sharp simplifies the real challenge of growing a
brand down to one thing: AVAILABILITY.

INDIVIDUAL INTENT

MERCHANDISING

MENTAL AVAILABILITY PHYSICAL AVAILABILITY

BRANDING & AWARENESS

CONVERSION RATE INCREASE

INDIVIDULIZATION: THE KEY TO UNLOCKING HIGHER ENGAGEMENT, CONVERSION, AND REVENUE - REFLEKTION, 2016
HOW BRANDS GROW - BYRON SHARP



SWITCHING MINDSET: BRANDS

RETAILER . PRODUCT

SHOPPER
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STORES

MORE THAN A QUARTER OF SHOPPERS HAVE SHIFTED AWAY FROM THEIR PRIMARY STORES,
OF WHICH 47% DO NOT INTEND TO SWITCH BACK

28%

of consumers
have switched
to a different store

Primary/regular store stocked out of my favourite brands
during the outbreak

Primary/regular store is out of stock of a lot of items

Primary/regular store feels not to be safe/infection free

Primary/regular store does not offer competitive prices

Moved to a store that offers better delivery service

Changed to an online store/mobile app-based store

Moved to a store that offers better curbside or in-store
pick up sevice

Moved to a store closer to work

Reasons for Post-COVID
switching store situation’
Primary/regular store did not have good quality of fresh — 29
products during outbreak 5 3 0/
Moved to a store closer to home o

of consumerss

N 26 who switched

stores are expected

| 2/ to switch back
_ 29 to their primary store

McKinsey & Company COVID-19 Global Consumer Pulse - Sampled April 10 - May 3, 2020
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in harmony with nature

ONLINE

Heinz insists DTC food service ‘won’t
impact’ wholesale and c-store customers

By Lyndsey Cambridge | 15 April 2020

The timing of the move has upset many of its wholesaler customers who are
struggling to receive enough stock

. :

Made with great



CHANNELS

PURCHASING CHANNELS CHOSEN BY CONSUMERS DURING THE PANDEMIC

(N=1093)

Kantar COVID-19 updates and insights from China recovery, April 2020
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IRt TAKEAWAYS...




[
RETAILERS AND BRANDS
THAT LEVERAGE NEW
FEATURES AFFECTING
ROUTINE CREATE VALUE.



/.
RIS 15 GOING T0
HAPPEN TO US AGAIN.



Epidemiologists brace for 2nd wave of COVID-19 —
and it may come in September

f (w) (=) (&) /in e

CBCIIEWS

Now's no time to become complacent about COVID-19, experts warn

@ Laura Glowacki - CBC News - Posted: May 20, 2020 4:00 AM ET | Last Updated: May 20
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Daily confirmed COVID-19 cases: are we bending the curve?

Because not everyone is tested the total number of cases is not known. Shown is the 7-day rolling average of
confirmed cases.

m Asia

10,000 |
Germany and South Korea excelled at Covid-

19 containment. It still came back.

The coronavirus crisis won't be over until the world has a vaccine or a cure.

1 OOO By Dylan Scott | @dylanlscott | dylan.scott@vox.com | May 13,2020, 2:10pm EDT '/gx
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Businesses started to reopen in Germany and South Korea and now the countries are seeing a worrying increase in coronavirus
cases. | Bodo Marks/picture alliance via Getty Images)
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Source: European CDC - Situation Update Worldwide - Last updated 13th May, 11:15 (London time)  OurWorldinData.org/coronavirus « CC BY
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LESOUNS FROM THE FUTURE:

PHYSICAL GROCERY WILL STILL MATTER.
tCOMMERCE WILL GROW - TO A POINT,
TAKE ADVANTAGE OF THE "SWITCHING MINDSET.”
COMMERCE CONTENT / LIVESTREAMING IS AN UNTAPPED OPPORTUNITY.
DTC IS UNDERDEVELOPED IN CANADA.

CONTEXTUAL RELEVANCY AT RETAIL DRIVES CONVERSION.
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