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RESEARCH OBJECTIVES

(1) Current “State of the Nation” for Millennials and Gen Z

(2) Understand changes in consumer behavior since the pandemic began

(3) Look for indicators of whether changes are long-lasting vs temporary

(4) Understand what consumers want from brands during this period



EXECUTIVE SUMMARY

(1) New activities started by consumers since the pandemic began provide brands
with more channels to reach more people.

(2) Nearly 2/3 of Millennials and Gen Z have been buying different brands since the
pandemic began.

(3) There are indicators that behavior changes could last beyond the time of crisis.

(4) Millennials and Gen Z want brands to continue communicating with them during
this time and would like them to participate in the discussion surrounding COVID-
19.

(5) There are a variety of messages that could work for brands in maintaining a
dialogue with consumers.
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SAMPLE DETAILS - GENERATIONAL ATTITUDES
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« April 9 -10t * 50% Female « 48% Gen Z

 Total Sample (N=1009)  50% Male * 52% Millennials
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Nearly half of US Millennials and Gen Z consumers are experiencing
compromised employment or salary conditions

Weekly initial unemployment claims in the United States reached an all-time
high of 6.6 million for the week of March 21-28.

No change/ Increased hours NET 54% : ,
United States unemployment Mar 28, 2020 6,648,000 claims )
claims, weekly number, million '

No change 6 6
5 5
Increase hours
4 4
Laid off/ Reduced (NET) 46%
3 3
Mar 28, 2009 665,000 claims
Laid off 18% 0 0
1 1
Reduced hours 17%
0 0
Furloughed 7% 2000 2010 2020
Source : Unemployment Insurance Weekly Claims, US Department of Labor
Reduced salary 3%

0% 10% 20% 30% 40% 50% 60% /0% 80% 90%  100%

Which statement best describes your CURRENT employment situation (since the COVID-19 pandemic started)?
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Economic concerns headline what people are MOST WORRIED ABOUT In
post-pandemic America

Economic (NET) 179%

Economic recovery 56%
My fave businesses re-opening (eg. restaurants, clothing stores, etc.) 28%
Finding a new job 23%
Keeping my job 18%
Social/ routine (NET) 152%

Reconnecting with friends/family 33%
Re-establishing work routine 33%
Continued Health Crisis (NET) 151%
COVID-19 coming back 45%
A new pandemic 20%
Personal Finances (NET) 139%

Rebuidingsavngs | oenz | Milernisls

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Repaying debt incurred during pandemic 21%

Other (Specify) 3%

None 4%

Which of the following are you most CONCERNED about after the COVID-19 pandemic has passed.
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People are MOST LOOKING FORWARD to socializing with others once
the pandemic has passed

Socializing (NET) 184%
Seeing my friends 68%
Social activities with groups of people 62%
Seeing my family 55%
Seeing my colleagues 25%
Entertainment (NET) |78%
Eating out at restaurants 65%
Going to movies %
Concerts 30%
Professional sports viewing 27%
Freedom of Movement (NET) 1 71%
Travel 51%
Going outside (eg. Walks, hikes, parks, etc.) 49%
Reduced Worry/ Stress (NET) 170%
No more worrying about myself or loved ones catching the virus 59%
Reduced stress 44%

Physical Activity (NET)
Regular exercise (going to the gym)
Playing recreational sports/activities (basketball, fitness class)
Other (Specify)
None

0% 10% 20% 30% 40% 50% 60% /0% 80% 90% 100%

What you are MOST LOOKING FORWARD TO after the COVID-19 pandemic has passed.
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People have started many NEW ACTIVITIES since the pandemic
began, with gaming, social networking and education leading the way

| 163% 56
Play new video games 46% -
_ 36%
Social (NET) 156% >0
| 49%
Posting on/engaging with a new social media platform 20%
| 151% 50 52
Online classes | MN%
| 18%
Learn a new language 8%
N 145% 50 41
In-home exercising (weights, pushups, bike, etc.) 4%
17%
Cooking/ baking (NET) 43% 32
32%
Baking
33% 22
Crafting (paint, clay, draw, etc.)
Reading/ writing (NET) 1 31%
| 26%
Keeping ajournal | 9%
2%
None | 5%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Which of the following activities have you STARTED doing since the pandemic began?
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The pandemic has been a catalyst for brand switching with almost 2/3 of
Millennials and Gen Z saying they're buying different brands now.

| am buying the same brands | always have

| am buying some different brands

| am buying many different brands

10% 20%

30%

30%

36%

34%

— 64%

40% 50% 60% 70% 80% 90% 100%

Which statement best describes your purchasing behavior for ESSENTIAL ITEMS (food, personal/sanitary care, etc.) since the start of the pandemic?
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While the availability of regular brands purchased is the primary reason for switching,
consumers are browsing new options available to them online as well

Availability (NET) 180%
| am buying whatever is available when | shop 54%
My normal brands were out of stock 51%
What | normally buy online isn't available 22%
B B
Variety/ new products (NET) 36% Increased exposure
| am browsing more options 23% . tonew options may
, , , . impact longer term
| am buying things online | never used to 15% ;
| behaviour
| am buying completely new products | never used to buy 10% —
Cost/ Value (NET) 35% After the last recession retailers focused on store
| am buying brands that are less expensive 27% — brands to offer consumers a cheaper price &
, . many consumers kept buying these brands long
| am buying more store brands 16%
| _ after recovery
Health/ Safety (NET) 20%
| am buying things that are healthier 13%
| am buying things that seem safer 1%
| am buying for comfort (NET) 117%
Other (Specify) | 0%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Which of the following reasons best describe why you are buying different brands since the start of the COVID-19 pandemic?
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Nearly half of consumers who have been engaging in some brand switching
exhibit the potential to continue buying these new brands post pandemic

Females
) T28B
N

| definitely will keep buying those brands 16%
: — 44%

| probably will keep buying those brands 28%
) __

Might or might not keep buying those brands 45%
Probably won't keep buying those brands 9%
Definitely won't keep buying those brands 2%
0% 10% 20% 30% 40% 50% 60% /0% 80% 90% 100%

How likely are you to continue buying the new brands you have used during the COVID-19 pandemic after it has passed? perksy



The majority of consumers want brands to increase or maintain a dialogue
with them during this time

Brands should communicate MORE during this time (via social, o 44
TV, etc.) 48%

Brands should communicate THE SAME AMOUNT during this

) 38%
time

Brands should communicate LESS during this time 14%

0% 10% 20% 30% 40% 50% 60%

Now thinking about advertising during the COVID-19 pandemic, which of the following statements do you agree with MOST?
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A clear majority of Millennial and Gen Z consumers would like to see
brands addressing the pandemic in their communications

| prefer to see messages from brands that address the pandemic 60%
| prefer to see messages from brands that don't address the pandemic 26%
| don't want to see any messages from brands at all 14%
0% 10% 20% 30% 40% 50% 60% 70%

What type of messaging would you prefer to see during the COVID-19 pandemic? p@rksy



Consumers would like brands to communicate how they are helping their
customers first and foremost. General encouragement of healthy behaviour
and community involvement messages are also welcome.

Customer service/ convenience (NET)

Help make staying home easier (e.g. free delivery, keep you occupied)
How they are helping their customers or employees
Reassurance of product availability

Healthy Behaviour (NET)

Encourage social distancing / healthy behaviors

How you are ensuring safe and healthy use of your products
Unity/ Helpful (NET)

How they are helping local communities/ businesses
Messages of unity / helping others

Acknowledge the situation but don’t focus on it too much
No COVID (NET)

Entertaining content that doesn’t focus on it at all

Stop talking about the COVID-19 pandemic so much

Other (Specify)

None

What kind of messages do you want to see from brands during the COVID-19 pandemic?

750 I

49%
49%
38%

159%

46%
37%

158%

1%

4%

0% 10% 20% 30% 40% 50%

60% 70% 80% 90% 100%
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EXECUTIVE SUMMARY

(1) Increased gaming and social media activity provide brands with the ability to
reach more consumers

(2) Brand-switching has been widespread, providing some brands with
opportunities and others with a focus to keep track of

(3) Based on historical downturns combined with some current data, there are
indicators that behavior changes could last beyond the time of crisis

(4) Brands should continue or even increase their dialogue with consumers,
communicating how they can help consumers during these times with both
products/ services and with altruistic messaging around safety and unity
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