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What we are going to talk you through over the next hour

1. 2. 3. 4.

Lessons from China How is Belgium Responding to Implications for
coping with the challenging times businesses &
crisis? organizations
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Precedent — Previous Events showed elastic economic behavior

Retail sales year-over-year growth

SARS outbreak .
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Sources: China National Bureau of Statistics; Japan Ministry of Economy, Trade and Industry; South Korea government statistics
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Market stabilizes as
epidemic ends

January 2004

Market stabilizes

January 2012

Market stabilizes
as epidemic ends

December

Previous epidemic/disasters
have shown short term impacts,

but generally recovery is seen
over a period.
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Context Matters —
A very different landscape to draw comparisons against SARS

100% 13,701

Real estate

Financial service

7

Wholesale and retail

Construction

Industrial (ﬁ

Primary sector Confirmed cases” Il =1000 WM 500-1000 | 100-499 =100
2003 2019
|:| Tertiary sector

Source: NBSC; Bain analysis

The economic situation globally has shifted since

SARS The nature of the virus is fundamentally different

l(ANTAR Source: Bain — COVID-19 impact on macro economy, WHO



Context Matters —

China’s Digital First Economy has shown an ability to build rapid resilience

Internet Mobile Internet Mobile Payment
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Context Matters — Robust Retail models, infrastructure and ability to respond
rapidly have all shown their worth

DIVERSE RETAIL
MODELS

Diversified retail Model Multi-
type EC & To-Door Models

Front Warehouse (Miss, Fresh,
Dingdong)l Supermarket Delivery
Platforms (Hema, JD mart); 3¢ Party
Delivery (Meituan, Eleme, JD to-door)

Self- Service
e.g. Smart Shelf, Self-service mart

ADVANCED MOBILE
INFRASTRUCTURE AND
MATURE SUPPLY CHAIN

Immediate Reconstruction of
supply Chain

RAPID RESPONSES
ACROSS CRITICAL
INDUSTRIES

Quick Response And Release of
Emergency Plans From All
Industries

e.g. Suning reconstructed their supply
chain within 6 hours, JD redeployed their
supply chain to support production
companies

Merchandizers’ Quick
e.g. Hema invited a restaurant chain to
share human resources

e.g. State Grid’s: fast repair approach
during the epidemic period; China
UnionPay emergency systems to
guarantee payment services and open
new convenience channels

l(ANTAR Source: Wavemaker — COVID Report



Context Matters — The evolution of the virus has moved from a single node

Issue to atough to predict multi-node model

Wuhan is at the center of the outbreak and the
epidemic in China has been seen as a Chinese issue
to fix. The response of shutting down cities and
restricting mobility helped curb some of the wider
impact of the virus.

The transition of the virus to other countries adds
added complexity as there is no definable epicenter.
The response of governments will need to adapt very
quickly to new cases and ‘hot spots’ of cases
emerging. A similarly challenging but intrinsically
different task

ICANTAR



Timing Matters —
The huge human movement compounded the severity of the initial response

The timing of the COVID outbreak could Lunar New Year
not have been worse. January 10" - February 18®

. [Ee— & 4 " B E ]
m\mf—q - D January 9t — Hangzhou East

- — _ Public Holidays
T rTTY p— Pre-COVID Travel Estimates: 24t — 30t January

The blgﬁs maSS & 2.99 billion trips 0 Extended Public Holiday

7t February

e
-

human migration on the

- 2.46 billion by auto School/University Closures
?
p | an et - 413 million by rail
- 73 million by air

'/ million outbound air travel

I(ANTAR Source: Lian Weiliang, deputy director of National Development and Reform Commission 10



In China, the evolution of the virus happened quickly, with the resettling into
old patterns a much slower process that results in ‘new normalities’

Late December — Early March %
< > < >
— e
New Normality*
o— l
Easing of Control, New
Pre-COVID Patterns
®
Concern Alleviating,
‘ * ‘ High Alert
Rapid Increase in High alert, Signs of
Concern high control change

KANTAR *Not to scale Source: Kantar Analysis
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We see three types of category emerging from the crisis, each with their own
challenges to be tackled

Digitally Nimble Occasions Reinvented The Long Game
Commodity categories: Ambiance categories: Experience categories:
- Packaged food - Alcohol - Luxury
Grocery - Restaurants - Automotive
Financial Services - Physical Fitness - Travel & Tourism
Health related - Home furniture
Collaboration / Work - Entertainment (overall)

Consumer Electronics

These categories must

adapt to a new digital These categories need to : These catggor|es are

) highly experiential and are

reality to ensure short-term understand that the Lst not relevant riaht now

resilience. Need to fundamental consumer J g :

T ) ) : They need to ensure brand

maintain relevance into behavior has shifted and relevance. and lona-term
normal times for long-term they need to shift with it ’ 'ong
SLUCCESS opportunities

ICANTAR
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FMCG/Food: A huge shift in channel behavior has created new trends and
landscapes which brands need to operate in

S ©
m falis
CVS Social EC

@ N &

Wetmarkets 0 Vending 020 EC
o
@ =l 5@9

Mom’n’pop Integrated Cross-Border
stores eCommerce EC

____________________________________________________________

Uptake in digital enabled, community centric and lower-

1 1
. 1dle time channels has been seen across all demographics |
\

____________________________________________________________

MissFresh
Huge demand for fresh food
saw MissFresh ecommerce
platform’s orders quadruple

JD.com
154% YoY growth across
selected food categories

i T B

suning.com

ICANTAR
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Within health related categories we have seen shortages and innovations as

demand soars

Categories:
Sanitation
Prevention

Drugs
Cleaning
Air Purifiers

o
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3
<
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Antiseptic
Handwash
+1616%
(Suning)

Sanitation / Prevention

Innovative:
Makeup with a
mask

Categories:
Health Supplements
Fresh Food
Kitchen
Appliances
Cooking Wear
Recipes

Shi Lianzhong + Xian Hua rose to
fame by live streaming their
cooking

JD.com
Sales of baking
and Roasting
equipment
>7 times

Nutrition Insurance

Categories:
Medical Insurance
Travel Insurance

Vegetables on
JD.com
450% growth
YoY

Dougou.com
cooking app
~114% rise DAU

First weeks of February,
insurance providers add
COVID support:
China Life
China Pacific
PingAn
ZhongAg

ICANTAR

Source — wavemaker report
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Digital platforms to capture new behaviors have stood out as beneficial during
this time; how can your business adapt?

DingTalk and Lark see
upswing in downloads of
350% during CNY

On the first day back to school,
DingTalk saw over 50 million
students and 600,000 teachers in
China using its live-streaming feature
to hold online classes.

Q
Qﬁ

WeChat Work
saw a 70%
upswing

WelLinl

Huawei WeLink is
responding to the
crisis

Z00Mm

Zoom had 12.92
million monthly active
users, up 21% since
the end of 2019

©

A word of caution

DingTalk has seen its rating on
the Chinese app store
plummet from x to x.
Receiving over 15,000 one
star reviews on Feb 11" vs
2,000 5 star.

This was driven by school
children not wanting to
conduct online learning. It is
important to adapt to your
audience.

ICANTAR
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Decline in sales as consumers stop socializing, cash flow issues may cause
long term problems for on-trade

Widescale Location Closures Bad Luck

“Almost all night

entertainment outlets are SKU Issues |
closed. 50% of dining outlets Ch”i‘(ese NveYealr 'Sr:yf'ca”y the Google unveiled that onfinedd
17 peak season 1or alcono by
are closed. ‘ consumption — stocks of CNY searches forgthe phrase bee
Carlsberg CEO — Cees ‘tHart A » N0
related SKUs may cause a back coronavirus’’ has surged 3;200%

o9 _‘ f‘glyally _

38% of beer-drinking Americans admit they
would not buy Corona beer due to coronavirus

Potential Closures

Mid- to long- term impact may
include significant closures. Stone
Brewing in Shanghai confirmed its
withdrawal from the market

closures of restaurants and
entertainment venues have been

affected — Diageo warns ~200m
GBP potential loss

ICANTAR 1
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Harbin beer realized their positioning would lose relevance in the short term,

so focused on a long-term approach

Name: Harbin Beer, ABInBev

Category: Alcoholic beverages

Key Products: Harbin, Harbin
White beer

Commodity / Experiential

Long-Term / Short-Term

.._.%IWETLH.H
PHIHRKPIBE

#X T RIPHC , iik—EZHAPPY#
AIN

What they did

Harbin released a series of on-trend propaganda style
posters that gave people advice on how to minimize the
impact of the virus.

Realizing their brand positioning of ‘together happy, —
Zhappy’ would struggle to be relevant, they instead
communicated that following this advice would
minimize the time between now and being happy
together again

@ WRRRA V

ETezun, J2RRER. MRAHRQESE EET ESavksiion
T—emmsT wme, 3 5

RREOREN|| BREO llnl-—q

M\

?ﬂl!nll

ERARBERR lllllll(l
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17



Already an industry in flux, the challenges to the global automotive industry
during the period are vast and complex

Solution Still Unclear

The Do mlno Effect 2020 2030

A

¢

1

Wuhan is known as motor
city for being-home'to auto
plants for GM, Honda,

Nissan,; Peugeot and Renault

_|
>
® “We have flown parts in
s o suitcases from China to
(3 the UK.”
) China—-92% fall in sales in Ralf Speth — JLR CEO o
5 first half of February. _ U D| D|
od  Forecasted 5% decline for full Geneva International
Motor Show Cancelled
year
CPCA _ Shared Services: VW in Autonomy:
Hyundgl, KIA and Upswing in shared collaboration Autonomous delivery
Nissan mobility as people with auto vehicles were
Suspend Several avoid public platforms launch deployed to reduce
Assembly Lines transport VR showroom contact during the
epidemic

ICANTAR 18



Big name Chinese brands have shown their category leadership during the
period, putting people at the heart of their adaptations

Set up a platform “helping
farmers by eating”, using
live broadcasts to promote
featured agricultural
products that are
unmarketable due to the
epidemic limitations

Developed an Al system
for COVID-19 diagnosis.
Analyzing CT images it
can diagnose COVID
within 20 seconds and
96% accuracy

Sinopec

Launched a new scheme
last month called "zero-
touch" vegetable sales at
its 6,000 gas stations in
147 Chinese cities

Luckin Coffee

Deliveries of alcohol-based
sterilizers and antibiotic
hand soap in addition to
caffeinated beverages.
Stocking its network of
vending machines, with the
sanitizer products
expanding distribution in
hospitals throughout the
epidemic period

ICANTAR
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Data is playing a key role in building narratives and providing assurance,
consumers take notice of data enabled solutions

= ' o
Card Repay Loans Mobile Top Up
| ZEFTIHLEREE Q LimtE >
(;) @ Q i £2020-02-26 16:12:2
Wealth Utilities QQ Coins REB+411 FER+2422 #EH+52
78191 29846 2718
itz FKitam gitET
& 57
Public Services ~ Tencent Charity Health #F B -2063 BrH+439 #FB-374
45627 2491 8752
naM2 ¢ B HAEE
Additional services v
Eifg  mieREiz RitRi2336 pm2e8 W3
Powered by third-party operator
= o =%
Rail & Flights Ride Hailing Specials

A ‘health’ tab appeared in WeChat wallet that gave up to
date tracking statistics of the spread of the virus

55 ] g X o
A % © — REXS
};' omo ﬁ,‘;@ Y 7
% 0 %o(/" 310
ST o ) \ o
if;‘F',g@ Aty £ O \ A , A
b ) =
gy BEINERE 11 RWBHAR ,-*,‘fgﬁz
LESHRSEHE 1 AWSHH TH> |
f:2 ;‘ o
B 3 BEA F B tX s 2
ey,
c& S
. Q 19

Consumers were given the
potential to look at where
the nearest confirmed
cases were to their current
position to help assess
their exposure levels

A color coded QR code system is in
place to help understand risk levels
of individuals based on travel
history

ICANTAR
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Good News: As of March, people are returning to work in China

Overall most sectors are getting back to work

@ Overall: More than 50%

. . . Caro
\.C;),, Financial services: 96%
N\

Large companies: ~95%*

é’i Food and beverage: 82%
ssg  Hotels: 82%
goao

http://www.bjnews.com.cn/finance/2020/03/05/699385.html
l(AN TAR https://www.scmp.com/economy/china-economy/article/3075314/coronavirus-caused-dramatic-collapse-chinas-economy-warning

*Qutside Hubei province



http://www.bjnews.com.cn/finance/2020/03/05/699385.html
https://www.scmp.com/economy/china-economy/article/3075314/coronavirus-caused-dramatic-collapse-chinas-economy-warning

Big retail chains are reopening

Apple reopened all of its Starbucks has reopened Most Uniglo stores
mainland stores in China 90% of its 4,200 outlets reopened

~

Hermes reopened all Burberry opened most Chow Tai Fook 85% of
but 2 stores stores 3,600 reopened

l( A N TA R https://mww.cnbc.com/2020/03/17/coronavirus-apple-stores-in-us-closed-until-further-notice.html

22



How Is Belgium coping
with the crisis?

l
1

&

—
Instrumentenmuseum
B

t des Arts
unstberg

te-Gudule
Voorplein

=L

SEAs

Al

!
i
|
|




Kantar Covid-19 global barometer

Consumer attitudes Media habits: Impact on online/offline
: . purchase behaviour:

Level and nature of concern Impact on media channel Channel (online/offline, store
. usage . format)

Trusted sources of :

information . Impact on social media usage : Price/promotion sensitivity

Areas of advice sought Stockpiling

Product origin
Travel habits: g

. Willingness to use electronic

. payments
Impact on transport types**

. purchase behaviour*

Attitudes to online purchase
* behaviour

. Categories affected by online

Expectations from brands

Appropriate perspective on
. the situation

.~ How they should
. communicate

. Tangible actions to take

l(ANTAR * Food & Bev, Clothing/accessories, Services (insurance, telecoms, energy etc), OTC pharmaceuticals, Cosmetics/personal care, Electronics, other 24
** public transport, taxis/ride hailing apps, driving, personal flights, business flights, cruises



Last week, Belgians showed one of the highest levels of concern compared
to other European countries

“The situation concerns me hugely”

63
42 41 40
36 35 a1
28 27 25 ”
I I I I :
e ) O Q& 2 > Q Q 2> & @ 5 NS v Ky
C}\\(\ \\}\@ O\,bﬁ\ %sz} {b(\o @0 \Q\o @ ({bb X {2}0\ \‘b(\b S RS &(b(\
R % % ) > e Q <
N
& e NG

ICANTAR 25



Belgians want to be prepared and informed — and the sense of togetherness I I
and courage are coming up as well.

: : 5 European Rank
Which statement best illustrates how you feel today" average  (out of 6)

~

1. Being prepared and well informed is fundamental in this moment 34% 36% Hth

2. We have to react together, we will make it if we stick together 20% 15% 1st i? together with France

\3. | am ready to take this head-on, in these moments you have to react 19% 21% 4th y

4. | am worried about myself and my loved ones 16% 16% 3rd
5. 1 am sure | will come out stronger 8% 8% 2nd
6. There is too much fear around; the situation will not get that serious 3% 5% 41

Source: wave 1 Kantar barometer (data collected between 14th and 19th March)

ICANTAR Note - Ontop 3 concen 2



People are primarily concerned about the economic outlook & their health,

thinking long term already.
A much lower proportion are actually worried about scarcity of goods.

Feeling concerned Personally impacted

Hugely Not at all
40 78% 59%
European - _ _
average Experlen_cmg Qay to Being morfa proz_actlve
day disruption about financial
About economic outlook  64% 59% planning
i? About health 53% 42%
About scarcity 16% 20%

Source: wave 1 Kantar barometer (data collected between 14th and 19th March)
27

% claiming
l(A N TA R Note : On top 3 concerns



People are looking for practical information, wanting advice about the risks,
symptoms, proper isolation and best practices.

Prevention Diagnosis Behaviours

Ty e L) D S @
D ~

Q
& Oo——70 @
45% 40% 12% 59%

&

18% 23% 15% 7%

How long does  Who is at risk Am | at risk What are the How likely am | How do | Should | wear How should | Should I travel
the virus live of severe from products symptoms? to catch the self isolate? a facemask? wash abroad?
on surfaces? illness? shipped from virus? my hands?

abroad?

Source: wave 1 Kantar barometer (data collected between 14th and 19th March)

ICANTAR 2



Shopping habits: people are sticking to brands they know, shopping close to
home. Still, they are going more and more cashless and expanding online.

European  Rank

Adapting Shopping habits since the crisis hit average (out of 6)
Purchasing same brands as always 73% 69% 2nd
Going cashless for payments 71% 52% 1t ﬁ
Supermarkets close to home 66% 60% 2nd

1sttime online ever this month

Future of online
Clothing & Accessories 11% ﬁ

74% 716%
Food & Beverages 9% ﬁ:@ 6%
Will keep preferring Will continue or
OTC Pharma 7% electronic and online increase online
—— payment methods spends

l ( a NT AR Source: wave 1 Kantar barometer (data collected between 14th and 19th March) 29



Businesses leveraging advertising: Belgians don’t want brands to stop I I
advertising but it cannot be seen as exploitative or insensitive

Brands should: Advertising should:

NOT exploit Show how they can be helpful
in the new everyday life 66%

\ \ \ coronavirus to
— promote a brand Inform about their
71% efforts to face the
situation 64%

Use a reassuring

tone 60%
26% 20% 19% X
Be practical Be an Attack the
and realistic example and crisis and @
and help guide the demonstrate @@

consumers in change that it can be
their everyday fought v
life

l ( NT AR Source: wave 1 Kantar barometer (data collected between 14th and 19th March)
A 30



COMI\/IUNICATING‘
IN CHALLENGING
TIMES

Consumer responses to situations like a
crisis are not generic. They are emotional
and depend on personality.

¥ Put yourself in your consumers shoes.
How do they feel, what do they do, what
help might they need?

Machteld Andries
Kantar Belgium

Brand Strategy lead
machteld.andries@kantar.com

KANTAR



Brand responses to challenging times require a disciplined approach

Applies for any crisis: company, category
disruption.

Explicitly to macro- or socio-economic crisis it is
about how your brand can improve its relevance in
a time of need.

BRAND CAMP

by Tom Fishboecne

SOMEONE TELL ME
WHEN 1T'S OVER

NOW'S THE TIME To
INVEST AND GROW
SHARE

EMERGENCY :
SURVIVAL .. \
TA TI N / 1) ;
C CS Y RS AT | %
HIDE FIGHT
THE SKY IS FALLING' MMM, EASY PICKINGS DARE 1 TAKE THE
CUT AND RUN! N\ = LEAT ©
s
.OAgl.,-’,/- !
w " ‘ ,v/ | v e &ﬁ ?’; ; A. o
FLIGHT SCAVENGE EVOLVE

ToM FISHRUR NV E. Com

ICANTAR
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Framework to make sense of a time of disruption in a way that’s aligned to
your brands emotive positioning
How will your brand respond? How can you be relevant?

Frustrated by “crisis obsession Refuse to be a victim

Optimistic, refuse to be dragged down Ready to take on a battle

Avert and Fight
deflect and combat

Accept and ’ Strengthen
collaborate %g and lead

Retreat Strategize
and defend and plan

Concerned but hopeful

“We” can get through it See it as a test

Confident they will come out

NEEDSCPE

Fearful and uncertain Apprehensive but want to feel well

prepared

Worried for themselves and others
Analysing decisions carefully

33
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“In a gentle way, you can shake the world.” R I: I R I:A I A N D

Mahatma Gandhi during Indian

Independence DEFEN D

Worried, for themselves and others

neuhauschocolates # « Follow

Remove any anxiety, provide security
through certainty. Show solidarity

neuhauschocolates # Sometimes, joy
can be found in the smallest of
: gestures. If you want to brighten
NEUHAUS someone'’s day by saying thank you, S s
~ congratulations, Happy Birthday.. Retreating to the familiar and personal.
know that Neuhaus delivers free of
charge to you or to those who matter
most to you. Stay safe, take care of
yourself and each other. #Neuhaus

#stayhome #neuhauschocolates Spend more time talking to the

#finechocolate #belgianchocolate

#madeinbelgium #shoplocal consumer to pro\”de Su pport

.............

dmgt.0108 Why aren’t You

sy Rergpi AR Donating for a good cause

2d 1like Reply

Qv

IKANTAR Leveraging Needscope Al decoder




ther again
for worship. We

Jacinda Ardern aft
e Christchurch te

Beate Belgen,

35



a recession. Ive decided nCt & AVERT AND
participate.” .
B DEFLECT

Walt Disney

l Refuse to be dragged down,
frustrated by hype.

benjerry_be « Follow

Overtly looking for ways to avoid
anything to do with the crisis.

benjerry_be (NL [lll) Récent ajout sur
Netflix : Ben & Jerry's Netflix & Chilll'd
1 Un nouveau mélange de créme
glacée au beurre de cacahuéte, de
bretzels et de brownies, qui rend la
soirée télé encore plus n'ice g
Retrouve dés maintenant Netflix &

Chilll'd dans ton supermarché ! Life goes On as usual

Recently added on Netflix: Ben &
Jerry's Netflix & Chilll'd! Een nieuwe,
icetastic combo van pindakaasroomijs,
pretzels en brownies, die elk avondje
tv zoveel n'icer maakt ¢ Haal Netflix
& Chilll'd nu in je supermarkt!

Offer escape and self-expression

Think outside the box,

® mary7 27 @ g g o
" b @ be creative in your messaging

with el
e R Qv [A]

A NETFLIX
ORIGINAL FLAVOUR

ICANTAR
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‘I don’t want your hope. want
you to be hopeful. | wan@you to panig...
and act as if the house o%re.”
Greta Thunberg on climate CHange«.

IF YOU EVER
DREAMED OF
PLAYING FOR
MILLIONS AROUND
THE WORLD,

NOW IS
YOUR CHANCE.

Play inside, play for the world.

&

KANTAR

EIGHT AND
e COMBAT

° nike & « Follow

° nike # Now more than ever, we are
one team.
#playinside #playfortheworld

Refuse to be a victim or hibernate.

Still want to live life to the full.

@ bankz_vs_the_world | was buying
Nike sneakers g~ and they were

supposed to come last week

Confronting crises head on. Think about

28 likes Reply

how it can be beaten

—— View replies (3)

Q nintytwo_ Is the employee store
still open lol

No “doom and gloom” messages.

3d 302 likes Reply
——  View replies (14)

Qv

623,521 likes

| % Be bold, attack directly




“We shall defend our island, w
the cost may be, we shall fight
beaches, we shall fig
grounds, we sha

STRENGTHEN
AND LEAD

winso g it Al There will be set backs. But be above it

Confident we come out of this -

better and stronger than before

Recognise there is less certainty,
but not fazed by this

Lead by example, maintain brands
(= i superiority (but less overt about status
» . Il ‘ and town down flashy cues)

Dior and 2 others

Reward effort

QO 31
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“Our duty, and certainly the message that we ¢
ministers, to the policy makers, is ‘be prepasee

et . STRATEGISE
et the matuions are rock oRNIRTERINISO ISR \ N\[D P AN

enough buffers so that yQq

Christine Lagarde on future "fi,hnc
g Acknowledge, but show you are prepared

‘ and remain firmly in control // help to be
¢ prepared and in-control

Stay clear-head and calm.
Take a long-term view

De Tijd en De Belegger presenteren

HET GROTE BELEGGERSDEBAT
IN CORONATIJDEN

Be the brand that has a detailed plan, all
the answers, facts and figures

Taking long term view — analysing
decisions carefully.

De

Belegger tijp

Provide relevant information at various touch
points to aid decision making

IKANTAR Leveraging Needscope Al decoder




So, responding to challenging times

— Different ways to it, How have you handled or reacted
to disruption or crisis in the past?

Avert and Fight

deflect and combat —What are your consumers feelings and needs in

challenging times, what are they doing, what’s

Strengthen relevant for them?

Accept and
collaborate %a and lead

—Think about what kind of brand you are and what

_ would be authentic for you to do as a brand?
Retreat Strategize

and defend and plan
Of course these strategies can also come in handy when it

comes to coping with disruption in your market.....

NEEDSCPE

ICANTAR 40



o
Implications!
Businesses &

Organizations ...

(2, 5 L

L
) R

ke
A0 N

';.:. . s
———— T
MCw i, -
o~
L N / J
N
- 3

Sukanya Acharya s e . { |
" Kantar Belgium e 32 | T,y Sl e O
BrandZ lead ‘ : . ey, 2 = " )
sukanya.acharya@kantar.com ,,_.:“- Adglt anie o :
. i o x R o=

=2 " P 0 a R A e —



Step 1:
Don’t lose sight of the
long term




We know that strong brands recover faster than others
Consider investing in brand building — but make sure the messaging is appropriate

Strong brands included in Kantar BrandZ
BN BrandZ Top 10 Powerful Brands index recovered in less than a year, while
mmmm= BrandZ Strong Brands Portfolio S&P 500 companies needed almost 4 years
to get back to their pre-crisis financial value

317%

. S&P 500

mmmm MSCIl World Index

196%
S&P 500 brands 128%
BrandZ
strong
equity 59%

brands

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019
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Travel & tourism sector in particular is under huge pressure today

Airlines, travel agencies, hotels and cruise  Brussels Hotels Association Brussels Airport employees on
companies face potentially huge losses estimates €10Mn revenue loss temporary unemployment
Coronavirus: tl"aVEI industry crisis Belgian tourism reeling as coronavirus Brussels Airport to send staff on temporary
sparks comparisons to 9/11 aftermath fears plague travellers unemployment
As workers limit travel and would-be vacationers stay home, Tuesday, 03 March 2020 Tt e 120

airlines, hotels and cruise companies face bleak outlook

ICANTAR 4


https://www.theguardian.com/world/2020/mar/10/coronavirus-travel-industry-crisis
https://www.bbc.co.uk/news/business-51852505
https://www.brusselstimes.com/all-news/belgium-all-news/101467/brussels-airport-to-send-staff-on-temporary-unemployment-from-monday/

Salience is
iIncredibly important
at times of crisis —
particularly in
commodity
categories




Thomas Cook WAS the most salient travel agent for UK holidaymakers...?

Travel and Holiday agents - Salience
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Yes but salience alone is Not enough. For Thomas Cook, declining

meaningful difference proved to be the brand’s undoing in the long term.

~ Thomas Cook 2019

(Declared insolvent September 2019)

RISK
140
90
Meaningful Difference Salience
151
140

109
aerage L0 ¢ %6 07 o BER
brand

83
Meaningful Difference Salience

Different

Trivago

2

Virgin Holiday
Trailfinders

Kayak lastminute.com

Expedia

Booking.com

Jet2 S

Travel Supermarket
First Choice

BA Holidays Thomas Codk

Meaningful
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Stronger brands that resist decline, do so on the foundation of their
strong meaningful difference

Factors driving value growth vs. decline

129
127

126

119

Meaningful Different Salient
®m Growing m Stable/Declining
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Step 2:
Reaction



Claimed Media Usage (past month):

Usage
gone up

Usage
gone down

Internet browsing
TV. (]

Social
. _,__networks
Online vigegsthsi@s @ ® Emai
® TVondemand Instant messaging mal
()
Streaming o
podcasts/r%lsic o
Newspapers Radio
° Online radio
@ Magazines
® Cinema

Less widespread usage

Widespread usage

We are consuming more media — communications that cut through the clutter
are more important and challenging than ever

Claimed Social Media Usage (past month):

Usage
gone up
Tik Tok
o
Usage
gone down

Facebook
Messenger

@® WhatsAp@® Facebook

Instagram

@ Other

Less widespread usage

Widespread usage

ICANTAR
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We see great brand initiatives already around the globe on different levels

Altered business models Category leadership

Certain brands have taken a

During the crisis many brands donating

: Faced with impact on their business, i i ici
type of baseline CSR is important to business models to enable being disrupted they are re-defining
show brands are supporting their consumption of their products during their categories to unlock long term
audiences the epidemic growth

anitarian aid shipments of medica

RR2NNNNN e

409’000 Face Shields

Shoe Covers

Surgical Caps 14, 350
Medical Gowns 13’662 952’500
Coveralls 31 4,835 Gloves

Masks

€9 luckin ccmc

ICANTAR



More & more companies are contributing to making people’s lives better in
these challenging times

LVMH, Givenchy, Dior and more

‘ Too Good To Go LV MH brands stopped producing perfumes

and are manufacturing hand sanitizers
instead.

Too Good to Go launched ‘We
Care’ program, helping local
restaurant to transform their
business into take-
away/catering restaurant.

d M

deliveroo Takeawaycom

Givenchy, Dior, and More LVMH Brands to Make
Hand Sanitizer to Combat Spread of COVID-19

EEI

GIVENCHY

Dior
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Deliveroo, Take Away.com, Pizza Hut is
now exclusively doing contactless
deliveries to ensure everyone’s safety.




In Belgium also we have ideas to help during this troubled time.

Foodmaker has
given all the food
from closed
shops to
hospitals.

Foodmaker

Décathlon &
Basic-Fit partnered
to offer free online
gym videos on
social media.

Tiense Suiker
making sanitizers in
their factories to
support during the
crisis

Telecom providers
have made a
gesture offering
more content on
TV, extra data
mobile, unlimited
calls landline to
landline.

pProg2imus

orange’

IBASE

Retailers Delhaize
& Colruyt
partnering to offer
deliveries for care-
givers

A

DELHAIZE

colruyt”

SMEs as well are
contributing, for
instance SALUS
(furniture maker) is
now making aprons
for hospitals

ICANTAR
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KANTAR

Key Imperatives and Long Term
Implications from the COVID-19
crisis so far - what do
organisations & businesses
need to do?

Maria Darmi

Kantar Belgium

CEO
maria.darmi@kantar.com




We have high expectations from companies to fulfil their responsibilities as
employers and in the wider community

What should companies do in this moment?

AS an In Wider Direct to
employer community

consumer

Protect supply chain 10

Donations —
hospitals 9

scientific research 6

Donations —

Favour flexible working 17

Offer discounts/

o
c promos 5 &
8 >
™ o =
() > 0
= ©
25 2 g
Protect employees g = 7] S
health (sanitise Promote digital Sl=ll Support government 2 o
workplace) 20 communication tools 10 Wl where possible 8 o Set up calls centres 6 %

l(ANTAR m AASan g N wider g Directto .

employer community consumer



Key Imperatives and Long Term Implications

0y
o

e Provide

Think Hard, Act Fast, Be Assurance, Even At Your

Be People Centric Flexible Expense Be True To Your Brand

Change With Your Take a Fearless Approach
Don’t lag behind digitally Consumer to Brand Leadership Don'’t freeze, ACT!
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Questions?

Contact us:
maria.darmi@kantar.com
isabelle.merillou@kantar.com
machteld.andries@kantar.com
sukanya.acharya@kantar.com
thomas.piachaud@kantar.com




