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Context and Objective
Understanding a new reality

Covid-19 is spreading across
the world at lightning speed,
disrupting categories,
businesses, and daily life
with unprecedented impact.

A globalised world that is built on the need for human
interactions is facing a new reality. Social distancing instead
of social interaction. Working from home instead of working in
an office. Reminiscing about past vacations instead of
planning the next one.

Every day we see reports of thousands
of new confirmed virus infections,
updated and more rigorous measures
implemented by governments to stop
the spread, and an entire generation
facing uncertainty in all areas of life.

It will take some time to adjust to this
unknown new reality and people are
sharing their emotions, challenges,
crisis behaviors, and concerns in light of
it on online platforms — offering a rich
glimpse into their personal life and mind.

The objective of this landscape is to
gain insight into the way consumers talk
online about their concerns, needs and
emotions, crisis behaviors as well as the
locations and markets impacted the
most in their perception. This will help
your brand navigate uncertain times by
understanding how people talk about
the virus and the context surrounding it.
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Our universe

N \. - Query based on: Coronavirus
Language: English

¢ R vy
- 4 . . " o P
. . CO N S UM E R \ Timeframe: Last 6 months
o G E N E RAT E D 3 Size of the universe: 89M+ ; sampled down to 378K (post-cleaning)

Lenses: 8

CORONAVIRUS e
CONVERSATION Geo-fence: US, UK, Canada, Australia, India, Italy, France, Spain,

Germany, Austria, Switzerland, Denmark

(In non-English markets, only local English-language mentions
were collected)
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Our lenses
We built a total of 575 sub-lenses to structure the data

Concerns Crisis Behaviour Emotions & Needs . g Q\\)‘”«?‘ e
For example: For example: For example: X ( > o2 “r\ \\ 5\ N
— Death — Wash hands more — Panic { SN N N\ \ k2 g\
— Symptoms — Wear face mask — At ease

— Infection — Avoid crowds — Worried

— Financial outlook — Cancel travel — Safety

Category Public Opinion Country

For example: For example: For example:

— Travel & Mobility — Government Actions - US

— Hospitality — Employer Actions - UK

— Financial Services — Politicians — ltaly

— Personal Care — Institutions — China

l(ANTAR Brands were identified but are incidental, not produced by the query itself. 7



Methodology

STAN approach for a Category Landscape

1. Create a Universe

Select and gather relevant
direct and adjacent categories
conversations from consumer
generated content.

2. Structure the Universe

Combine human and machine
power (NLP & co-occurrence)
to create a bespoke codeframe
in order to structure consumer
conversations.

3. Analyse

Uncover new unknowns and
trends by running advanced
statistics analysis on the data
(from correspondence to
regression).

4. Deep dive

Delve deeper into specific
opportunity areas and bring
insights to life through
consumer verbatims.

5. Delivery

Visualize consumer
conversation at scale (PBI),
discuss opportunity spaces
through workshops, share
meaningful insights (PPT).
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Key Insights

5 findings to help your brand navigate the unknown

Top-ranked topics within
markets reflect stage of virus

The co-occurrences associated
with mentions of specific markets
mirrors the stage of the pandemic
in that market.

WFH in US, travel bans across
Europe, early stage signals in
France, and aftermath in China.

Disparity between our needs
and emotional state

We discuss actions we can take or
products we can use to move to
safety. The number one action
discussed is to avoid crowds.
Other ways to safety that are
being discussed online are the
development of a potential
vaccine, as well as other product
related solutions such as
increased use of hand sanitizer.

Associations with ‘feeling
panicked’ unveil virus symptoms
and death as drivers of panic. We
also experience panic induced by
financial turmoil and outlook, as
well as fear about future insurance
coverage for potential treatments.

Crisis behaviours show new
daily reality and focus on
future remedy

When discussing crisis
behaviours, we are future oriented
and discuss the lack of the
remedy/vaccine and the need for
development, while
simultaneously sharing our
present reality — working from
home and avoiding crowds.

The two locations mention the
most are ‘at home’ or ‘at work’ and
both are associated with ‘working
remote’ the most, emphasising the
impact it has on our new daily life.

The impact on travel and
mobility is top of mind for
consumers

We are mainly discussing travel
and mobility considering the virus
outbreak, followed by personal
care as a second mainstream
category.

Third-ranked sport points to the
global cancellation of events,
while financial services hints at
worries about the future.

Planes and cruise lines are top of
mind for us, while insurances are
discussed in light of future
coverage of treatments.

Government and employer
actions discussed by the
Public

Actions involving shutdowns and
lockdowns rise to the top of online
conversation.

Feelings of worry and fear are
mixed with the desire for the
government’s actions to provide
safety and protection.
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Co-occurrences associated with countries mirror its stage of the pandemic

Early stage signals in France, travel bans across Europe, WFH in US, aftermath in China.

v > < RIP
- SEe=E =
O U EalaN
Symptoms Travel and Travel and At Work Death
Mobility Mobility

ICANTAR

11



Disparity between our need for safety and our emotional state

We want to experience safety and security, however, the emotional terms we use online
reflect the opposite of that — panic, worry, and fear.

Volume of Emotions and Needs

20,832
15,711
11,940
9,207
6,135
4,773 4,657
3,516 2, 767
I 2,587 2,399 2,296 2,281 2.081 2.020
Safety Panicked Worried Fearful Scared Invulnerable Security Not worried Vulnerable Protected Calm Anxious Afraid Not Freak out

immune panicking
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Ways to safety

Social data shows that we are discussing actions to get to safety like avoiding crowds,
finding a vaccine, or using products like face masks or hand sanitizer.

Ranked based on co-occurrence between Crisis Behaviour and Safety sub-lens

1. Avoid Crowds 2. Vaccine development 3. Wear face mask 4. Use hand sanitizer
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Concerns associated with ‘panicked’ focus on two themes
Symptoms of the virus and the financial outlook are associated with feelings of panic and fear

% of Concern conversation within Panicked sub-lens % of Category conversation within Fearful sub-lens

Death | 39
. 5% Insurance | 1390

Stock market | 16

Bus [ 1690
Cough NG 10%

Contagious | NN 5%/
’ ’ Plane - [N 1376

Respiratory [N 5%
Car [ 11%

Fever 3%
Recession 3%
0 Cruiseship 9%
Investments [ 3%
Toilet paper 7%

Mutation [l 3%
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New daily reality and focus on a future remedy

Discussion about the lack of a remedy and the need for development shows a future focus,
while action like working from home and avoiding crowds reflect the new daily reality

Volume of Crisis Behaviour lens

9,132
7,956
3,841
2931 2848
2,184
853 514
460 440

- 244 214 167 130 117

Vaccine Work remote  Avoid Use hand  Touching Wear face Cancel travel Stockpiling Wash hands Stop shaking Get Keeping Touching Ordering Avoid
development crowds sanitizer face mask goods more hands vaccinated  children objects foreign restaurants

home buttons products

ICANTAR 15



My home is my new office

The two locations mention the most are ‘at home’ or ‘at work’. The action associated the
most with both is working remote, emphasizing the impact it has on people’s new daily life.

Volume ‘At Home’ ‘ , Volume ‘At Work’ ) ,
20% of ‘At home’ also 18% of ‘At home’ also

37663 mention ‘work remote 38714 mention ‘work remote

ICANTAR 1



The impact on travel and mobility is top of mind in social conversation

Highly ranked sport points to the global cancellation of competitions, while financial services
hints at worries about the economic outlook.

Volume of Category lens

Hospltallty
1,585

[ g
Financial S&Ruices, 6,219 Retail679.5—— -
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Planes and cruise ships are at the forefront of the category conversation

High volume around insurance points to consumers’ future focus and their worries around

their coverage.

18,109

5,286
3,677

Travel & Mobility

m Plane m Cruiseship = Train

Volume of sub-lenses within each category

4,729
4,373
4,833
2,105
1,379 1,145 1,094
742
358
Personal Care Sports Financial Services
BTP mSoap Tissues m Basketball m Football mE-Sports ~ ®Insurance ®mBanks ® Mortgage

1,964

1,601

Food
m Supermarket

m Restaurant
Fast Food
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Government actions involving
shutdowns rise to the top, whereas
employer actions remain more of an
afterthought

Volume of Public Opinion lens

Gov actions - Close borders _ 1,491

Gov actions - Mandatory quarantine - 549

Gov actions - Financial aid - 287
Gov actions - Entry tests - 197
Employer actions - Allow work from home . 124
Gov actions - Provide guidance I 102
Gov actions - Provide goods I 48
Gov actions - Tax rate cuts I 45

Gov actions - Cancel routine hospital visits I 41
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Feelings of worry and fear are mixed with the desire for the government’s
actions to provide safety and protection

% of Emotions & Needs conversation within Government actions mid-lens

safety [N 7%

Feartul [N 79

Vulnerable 3%

ICANTAR
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Navigating the unknown

Understanding the crisis and running a brand during one

Help me feel safe

We are all longing for safety and
security, yet we experience the
opposite. At a minimum to be
distracted from the inability to find

essentials in the stores and do our

jobs online.

It will be crucial for your brand to
prove that your products and
services can close the gap
between need and emotional
state. Be clear about changes to
your company, and be matter-of-
fact in tone. Honesty and clarity
are themselves reassuring.

ICANTAR

Where to find me

Cancelled events, working remote,
and travel bans force us to remain
at home and will lead to increased
time spent online. We will be found
shopping online, streaming
content, and looking for information
online.

Be sure to be accessible without
forcing yourself on me. Advertising
will come back to normal after, so if
for now you can help me deal with
the situation, do, otherwise don’t
worry, it won’t be as long a
disruption as you think.

Thoughtfulness

If you run a brand in a highly-
disrupted category (travel,
hospitality etc.), it will be
incumbent upon you to win back
trust. Reassure, and be human
and transparent.

Consumers know it's hard for lots
of companies, but they are also

busy dealing with sick loved ones.

Focus on what you will do in 6-12
months, not telling consumers
what you are doing now.

Step up

Government, companies, and
healthcare system are all
organisations | am leaning on to
help me and everyone | know and
love get through this. You have a
huge impact on my daily life and |
am trusting you to be responsible,
reliable, and reassuring.

If you can do anything to help
health workers, essential workers,
or everyday people locked up. If
not, make room for those who can
help. No matter what, don’t be
opportunistic.
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THANKS!

Please reach out to your Kantar
STAN team with any questions.

Silvina Rizzo Laurens Herfs
STAN Product Manager Senior Insight Analyst

silvina.rizzo@kantar.com laurens.herfs@kantar.com



mailto:silvina.rizzo@kantar.com
mailto:Laurens.herfs@kantar.com

