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NO, SERIOUSLY
(SELFIES AND MEMES
GET SERIOUS)

40%

Memes and selfies are normally
frivolous and funny but it seems that
in times of crisis they morph into
something different.

We see people sharing public health
announcements and memes but less to
make a joke and more to state how
important it is to take the advice seriously.
Selfies as well are moving into the more
activist space with people sharing their
values, concerns and questions with
others.

Typical posts: Information, selfies, memes

Hashtags: #iostoacasa, #coronavirus,
#istayathome

Everyone working from home right
now
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Wash your hands,
you detty pig
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EVA is a fully GDPR compliant tool. For the purposes of this presentation, user images have been replaced with
representative stock images or images recreated by Kantar staff that bring the themes and images we saw to life.
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[l Worried about falling sick (top box)
B 'mpacting day-to-day life (top box)
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Kantar COVID-19 Barometer Arrayed left to right by gap worry
Wave 1, 20 markets, March 14-19 falling sick vs. day-to-day impact
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Italy

Canada
U.S.

Great Britain
Japan
France

Germany

Coronavirus has or will
impact household income

Kantar G7 COVID Tracking Poll
March 19-21, 2020
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None

Disruption
to daily
routines

Little

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)

—_

Extreme

_ 71%

Moderate

46%

Extremely / somewhat
worried: Personal health
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Focus on the correct “D”

Disruption Di@e
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. Terrorism

. Downturns Disruption

. Pandemics
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. Terrorism

Clear
the way

. Downturns

. Pandemics
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Business Politics Pandemics

self society

public polarization disruption
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X
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the social fabric project

Q THE ASPEN INSTITUTE
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marketing eras

Make a contribution

What is it that brands The rules of society  [lel0 blic

are expected to bring Better societ
to the marketplace? Y

Who you are

The rules of self person
Better self

What you own

The rules of stuff prOdUCt
Better stuff
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Thinking of Thinking of
Self Others
5 A
“Dealignment” \ | “Realignment”
Mid-1960s Mid-2010s

Self-
orientation
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this is about a
brand ethic

not necessarily a
personal ethic
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Important brands committed
to making society better
(Kantar Global MONITOR)

Brands expected to take
a larger role in society

(Edelman Trust Survey)

2017 2019

8-country average for US, UK, Brazil,

China, France, Germany, Italy, Japan. 8-country average for US, UK, Brazil,
2018 and 2019 were 64%. Ching, France, Germany, Italy, Japan.
https://www.edelman.com/sites/g/files/aatuss191/files/2019- Full 26-country average was 66%.

07/2019_edelman_trust_barometer_special_report_in_brands_we_trust.pdf
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The Conference Board, Feb. 12, 2020
EXECUTIVE SUMMARY: Consumers' Attitudes about Sustainability

Global survey of more than 30,000 consumers in 64 markets.

At a global level, consumers believe governments—ahead of tech
companies and other policy and business organizations—should care the
most about sustainability, but governments aren’t living up to those
expectations. Consumers therefore look more to companies to fill the void,
which is an opportunity for brands to innovate, differentiate themselves,
and delight consumers with initiatives around sustainability, thus fostering
emotional attachment, willingness to pay, and word-of-mouth promotion to
ultimately create financial value.
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GINNIROMETTY
CEO, IBM

Profits and
Purpose:

Can Big Business
Have It

Both Ways?,

Three members of the
Business Roundtable, above,
photographed together for
Fortunein New York on July 16.

.

JAMIE DIMON

CEO, JPMORGAN
CHASE

SEPTEMBER 2018 » FORTUNE.COM

20192 CHANGE THE WORLD ISSUE

ALEX GORSKY
CEO, JOHNSON
& JOHNSON
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BIaCkROCk About Us Funds Investment strategies Insights Education Resources " . .
— — , Investors are increasingly ...

recognizing that climate risk
is investment risk ... [C]apital
markets pull future risk
forward, [so]we will see
changes in capital allocation
more quickly than we see
changes to the climate itself
... [S]ooner than most anti-
cipate, there will be a signifi-

III
-

Making

sustainability
our standard

Sustainability, and climate change in particular, are

poised to transform investing. A A : R ca nt red I |OCCIti0n Of ca pi‘ta
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Believe in something. Even if it

means sacrifi€ing everything.

%

& Justdoit.

"Believe”

“Sacrificing”
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take a stand,
but take no side

B
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bridge the gap

S
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health local

v v

Hygiene Self-sufficiency
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trust less,
demand more

K4
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We expect the market leaders to be more successful during the lockdown

71% of #1 brands gained share during March 2020

12%
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10% e Dettoll “Be 100% Sure”: the Dettol promise seems to be working
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#1 Brand Share within Defined Categories MAT to Feb 2020

Kantar FMCG Panel UK, 4we 22nd March 2020
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Response to coronavirus

B Appropriately reacting

) o )
. 81% 81% 81%
B Under-reacting 749
7% 72% °
63%
58%
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Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)

ICANTAR



What consumers expect of brands:

78%
62%
48%
35%

8%

Look after employees

Implement flexible working
Support hospitals

Be helpful to government

Stop advertising

Kantar COVID-19 Barometer, March 14-19
30 markets, 25,000+ respondents
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What consumers expect of advertising:

77%  Talk about how brand is helpful in new everyday life

75% Inform about brand’s efforts to face the situation

70% Offera reassuring tone

75%  Should not exploit coronavirus situation to promote the brand

40% Should avoid humorous tones

Kantar COVID-19 Barometer, March 14-19
30 markets, 25,000+ respondents

Among 92% who disagree stop advertising
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Social Good

Brands will be held accountable to show a positive social example of sacrifice.

The hope for a better personal ethic is not assured by this shared experience.

App for gamers to share processing

power with virus researchers.  npvipia
We are, indeed,
® .
Donating food/making contributions ®'SNEP Iearlnmg a lesson about
. our interconnectedness.
for hunger relief and food banks. synchrony
But it may well be less
Started relief fund for small businesses. a about how | affect
—? you and more about
_ _ _ ' how you affect me. s
Donating funds to 4 hospitals in Italy. GIORGIO ARMANI Reptes
So itls up to bronds Scott A McMillan @scottd670 -13h
Donating face masks. ﬁ S OHITRAR to set the example. Q
) Sacin e e

save 2.5% of the population which is (1)
generally expensive to maintain, and (2)
not productive.

- Y J
Prudential .
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Social Goods

In the immediate term, look for opportunities to fill in gaps of critical supplies.

Over longer term, assess whether these critical items are now new necessities.

L
)

Converting production lines
to make hand sanitizer.

)

: T N
Pernod Ricard AmericanAirlines ¢

COTY
IVMH LOREAL

Retrofitting jets to transport medical
supplies and ecommerce packages.

JAVITS
HANESbrands BWH | Hotel Group- CENTER
Repurposing manufacturing
plants to make face masks 7 BALENCIAGA Using hotel rooms and other
and hospital gowns. m\ the)v available space for hospital beds.
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100% BEEF
100% DELICIOUS

100% All Beef Sandwich Steaks
Chopped, Shaped, Thinly Sliced

NETWT. 15 OZ. (425q)

seak  Steak-umm & @ste... - Apr 6, 2020 W
Replying to @steak_umm
outliers attempting to counter global
consensus around this pandemic with
amateur reporting or unverified sourcing
are not collecting data. breaking news
stories that only relay initial findings of an
event are not collecting data. we have to
be careful in our media consumption

Steak-umm &
amm - @steak_umm

it can be difficult to know what to believe in
a time when institutional trust is
diminished and the gatekeepers of
information have been dismantled, but it's
more crucial now than ever before to
follow a range of credentialed sources for
both breaking news and data collection

Q© 10.3K 10:09 PM - Apr 6, 2020 ®

© 1,321 people are talking about this >

A% Columbia Surgery & L

\“_0/ @ColumbiaSurgery
~—

Never thought we'd say this but here's an
important thread from @steak_umm.
Anecdotes are not data. #COVID19
twitter.com/steak_umm/stat...

Steak-umm & @steak_umm

friendly reminder in times of uncertainty and
misinformation: anecdotes are not data.
(good) data is carefully measured and
collected information based on a range of
subject-dependent factors, including, but not
limited to, controlled variables, meta-
analysis, and randomization

QO 587 12:27 PM - Apr 7, 2020 @

© 152 people are talking about this >
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