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How will the consumer landscape change?
3 different approaches are living during these days

Everythingw ~ Afewthings  Nothing

will change will change will change

The magnitude of the The crisis will accelerate Economy, Society and

disruption is so huge, nothing some of the existing trends or Consumption will — sooner or

will be as it used to be will leverage weak emerging later — be back to normality
signals > n

Stop and reset Prioritize and accelerate Resist and gain efficiency
o B

Behind each scenario, there’s a fact: we will recover.
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#COVID-19 is a disruption, not just a health concern

People are ...

62% 16% 79%

Concerned about Concerned about Becoming more
health economic outlook proactive on their
(recovery time, financial planning

impact on jobs)

l(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27"-30" March, n=500




#1 changed behavior
Consumers are economically affected

0 say that the virus has already
A) impacted their personal income.

0 expect that the virus will impact
3 3 A) their personal income.

I(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27"-30"" March, n=500




#2 changed behavior
Consumers are more digital

Your future online purchases will...

Increase - 4190
Stay the same as
thﬁ last month - 46%

Restore to what they

0
were last month 9%

| don’t shop online ~ 3%

-

New customer missions
New emotional needs

More and different journey steps

Bigger danger of abandoning
journey

D

Companies need to reimagine
customer journeys and redefine
customer-centricity

l(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27t-30t March, n=500




#3 changed behavior
Consumers are living houses diffently

Of people...
~ 5 O (y ... try new recipes
0 ...snack more throughout the day
...try to eat healthier

-

Emerging product uses, new target groups and new
occasions require new consumer-brand dialogues

l(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27"-30" March, n=500




#4 changed behavior
Cashless payments are furher adopted

Increased use of Wil stick to cashless
cashless payment payment methods
methods even after the crisis

l(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27"-30" March, n=500




#5 changed behavior
At home media consumption increased

m Using more

64% 629 63%
) Y 0
53% 58% 53% 57%
39% 10/
y 25%

TV TV on Online Social Online  Websites e-mail Instant  Listening Internet E
demand Streaming network  videos e.g. News, messaging to surfing L
streaming  radio blog systems podcasts ‘

apps  streaming -
music

.

l(ANTAR Source: Kantar COVID-19 Barometer 2020, Greece, 27-30t March, n=500




The Top-3 priorities customers expect fro
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#1 Be practical and realistic and heLfQFLS ]
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H2 Attack the crisis and demcmig_feftﬁ‘rt can be fough
#3 Be an example and guide the change - -
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A closing thought

Before asking ho
ask yourself how y¢ Ur busi

W

or not ;-)
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Thank you!
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