6 COVID-19 Implications
Wave 3: Week ending April 5, 2020

As Canadians grapple with accepting the longevity of COVID-19 restrictions, their attitudes about
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The majority of Canadians are having increasingly negative reactions to COVID-19 and the

corresponding restrictions, but they're attempting to answer new challenges with positive
efforts to improve their attitude.
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As shoppers, they're also beginning to picture what

'‘back to normal' will be like. When asked what kinds

of brand communications will be relevant post-COVID,

cash prizes and money-saving offers topped the list.

Current results also indicate travel will not be a priority. % of respondents seeking or interested, post-COVID
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With additional government restrictions and wider public adoption of Stay at Home
behaviour this week, we see a continued increase in discomfort with shopping in physical stores.
Drug stores have taken the most dramatic hit over the past weeks, indicating that consumers are

more committed to a single-destination shop. In this case, we've noted week-over-week
changes from the first wave, March 21st data.
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Shoppers also continue to try online options to avoid physical stores.
And in both cases, they are accepting alternate products and brands as a result.
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Shopping behaviour has changed significantly over the past 3 weeks
and continues to evolve. When COVID-19 first took hold, shoppers
were positive about their first-time experiences with newer fulfillment
methods.

On the flipside, some shoppers say they will continue to frequent

brick + mortar stores less often post COVID-19.
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Stocking up behaviour persists, with different categories taking " . X |
the lead this week. Household paper and coffee remain in demand, - A /
reflecting persistent scarcity fears and consumption realities of |
working from home. And newer products that are considered less Y
essential — alcohol and vitamins - are also now seeing a surge. ,
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Overall, the anxiety index remains similar to last week. However, there's

been a slight pull downward of those with the highest levels of anxiety in
previous weeks (those who indicated levels of 9 or 10) suggesting the general
feeling of personal anxiety among Canadian shoppers is beginning to level off.
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COVID-19 Implications Methodology: Surveyed 500 National English-Speaking Canadians on April 4, 2020.
Wave 3: Week ending April 5, 2020 Week-over-week data compared to results from survey deployed on March 28, 2020,

unless noted otherwise.



