ACUPOLL”

Transcend the Status Quo™

COVID-19 & Racial Unrest:
Re-Start Reactions, Commerce & Controversy

Waves 10-12: Through June 24
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(@) OBJECTIVES

* As the COVID-19 pandemic continues to spread, affecting daily life for virtually all Americans,
ACUPOLL seeks to give you a window into the hearts, minds, and evolving behaviors of your consumers
by posing the questions we haven’t seen anyone else ask about it.

* Because the situation is rapidly evolving, we are updating our learning periodically to keep you up-to-
date on trends.

* Recent waves extended beyond COVID-19 issues to include reactions to the racial injustice /police
brutality protests that are taking place across the country.

(®) SAMPLE SELECTION: REP U.S. Males and Females age 18+

Download previous
waves here:

https: //www.acupoll.com/blog/category /COVID-19+Data+Reports




(®) FIELD DATES & SAMPLE SIZES (Margin of error 3% @ 90% confidence)

Report # Field Date n= Topic Highlights
1 March 18 803 New behaviors, impact of product shortages, expectations from
March 24 819 advertisers
5 March 31 803 Shifting priorities, unsung heroes, plans for the future, positives from the
April 1 808 crisis
3 :pﬁzlllli Zgg Changes in behavior, expectations from retailers and business in general,
April 16 825 investigation of what “going back to normal” means
4 2p::: ;g Zgg More details on “going back to normal,” guidance for retailers and
lv:cy 1 865 restaurants to promote feelings of safety, attitudes about lockdowns
May 7 959
5 AA:YY ]83 Zgl Continued exploration of attitudes toward lockdowns and masks,
May 15 082 willingness to return to old activities, focus on eating, snacking, and weight
May 18 938
June 5 858
June 12 876 L. ‘ . o
June 24 847 Consumer behavior in terms of re-opening the economy, attitudinal
evaluation expanded to include racial protests, what worries are at the
6 Focus on e-Commerce:  the list. h dverti hould handl ol topics. f
Jan 26 977 top of the list, how advertisers should handle controversial topics, focus on
March 26 973 e-commerce
May 14 980
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|\=.’ *Key tracking questions captured in every wave: demographics, emotions, core motivations, economic impact, lifestyle and employment changes
v
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Executive Summary (Page 1 of 2)

®) Getting back into the world

* Across a wide range of activities, while many people have already returned or plan to do so once allowed, 20-40% of
consumers will wait until they feel it's “safe” to return. These levels have dropped about 10% since a month earlier, but
remain particularly high for travel, entertainment, restaurants, and more discretionary retailers (malls, clothing /shoes,
beauty).

® 89% of consumers are willing to wear masks in businesses if required to do so — in fact, over one-third insist on it.

® Responses to getting back out into public have been mixed — many consumers report that while businesses have guidelines in
place, they are observing several people not following those procedures.

® Consumers plan (or maybe hope) to continue many of the activities they’ve picked up during the lockdown, including
favoring comfortable clothes, cooking, taking “me time,” and supporting local businesses.
®) Lockdowns, protests, Black Lives Matter, and the role advertisers should play
® Consumers’ patience with lockdowns and willingness to make sacrifices is high, particularly among Men 18-44; yet about
half of people are still afraid we'll be forced to have another lockdown.

® Half of consumers agree that the current racial protests are a tipping point in changing the conversation, a similar number
are in favor of peaceful protests over racial injustice, and even more people are worried about race-related issues — and
about small business and the economy — than actually catching the virus or passing it to others.

®* What to do about it? It's complicated. 75% of consumers think advertisers should address current events, with nearly half of
people encouraging focus on promoting health, boosting morale, or providing economic help, and 25% encouraging
advertisers to address racial issues. Yet the data shows some peril among (divided) consumers who disagree with a

P particular Brand’s stance.
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Executive Summary (Page 2 of 2):

Impact on Values, Emotions, and Wellness

¢ Consumers value saving money more than ever, followed by protecting their health, and caring for their family, but higher-
level needs in Maslow’s hierarchy are starting to become more important again as well.

® Sentiment is — not surprisingly — more negative than positive, but there are bright spots.
® Healthy diets and beauty routines have taken a tumble, as people find themselves at home.
e-commerce

¢ Consumers have been increasingly turning to e-commerce for their day-to-day needs, and many (but not all) indicate they
will continue to do so, as well as turning to subscriptions to fill some needs.

* Dramatic increases in online sales we've heard about in the press appear to be more from increased frequency among
current customers, rather than new adopters.

® Interest in Amazon’s 2-hour delivery remains muted, with about 10% reporting a desire to use it regularly, recognizing that
could still translate to substantial business growth; support for buying common household products via subscriptions is even
higher at nearly 1 in 5 consumers in many categories.

Tracking economic impact

® Income remains suppressed, particularly among lower-income households and minorities; employment might be starting to
re-bound, but it’s too early to tell with confidence — or if a new wave of illnesses will cause further job loss.

® Higher-income households, while less impacted by job loss, are just as likely to have decreased non-essential spending.

AcuproLL® is a trademark of ACUPOLL PRECISION RESEARCH, INC. © 1990-2020 ACUPOLL PRECISION RESEARCH, INC. All rights reserved.



The Continued “Re-Opening”

Just because you can do something, doesn’t mean you
should. How do Americans really feel about getting back
out into the world?




* While some have started going back to businesses as they re-open, there are still pockets of 20-40%
of consumers who intend to wait until they feel it’s safe to engage, especially in regards to travel or
going to the movies.

* These levels have decreased since 4—6 weeks ago, showing a general softening of resolve, or an indication that with the
measures in place, these activities seem safe to some now.

% waiting until

Below is a list of activities that are generally not available during the coronavirus pandemic.
it seems safe as

For each one, please tell us how you feel about starting them back up.

of May 1
Going to nail salons [P 14%
Going to hair salons/barbershops 47%
Air travel [EEAEEL 17%
Longer-distance travel, involving an overnight stay  |[RANVAZ 54%

52%
38%

32%

Local travel (day trips to local attractions) [ 13%

6% 6%

Sports/leisure activities (Bowling, soccer, football, basketball)

Going to the gym [0 15%

13%

Going to a bar or nightclub  EEANE 31%

Going to the movies |[EFAEY 17%

7%

Going to a swimming pool 8%

)
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| never stopped doing this ~ ®1| have started doing this again ™1 will do this as soon as it's AALOWED again | will do this as soon as it SEEMS SAFE

June 12, 2020



* The same goes for socializing and dining out, with 20-40% holding out for greater comfort (down from even
higher in early May), and restaurants being of particularly high concern.

* Interestingly, very few people seem to make a distinction between being indoors or outdoors in public places or
while visiting friends and family, with near-identical responses within each pair.

* Our Wave 4 report provides detailed guidance on the kinds of changes potential visitors would like to see —
Get it here: https://www.acupoll.com/blog /category /COVID-19+Data+Reports

Below is a list of activities that are generally not available during the coronavirus pandemic. % waiting until
For each one, please tell us how you feel about starting them back up. it seems safe as

of May 1

Visiting with friends or family inside a home 14% 25% 18% 33%
Visiting with friends or family outside 17% 27% 17% 32%
Hanging out inside a bar or café [ 16% 28% 37%*
Hanging out at a bar or café with outdoor seating  [EFZEEZ 17% 30%
Using a drive-through 37% 17% 14% 19%
Going inside a restaurant to place or pick up a carry-out order 21% 24% 18% 25%
Dining indoors at a restaurant &2 14% 21% ALA 57%*
Dining at a restaurant’s outdoor seating  [EFZ) 15% 21% 39%

)

ACUPOLL
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| never stopped doing this H| have started doing this again =1 will do this as soon as it's ALLOWED again B will do this as soon as it SEEMS SAFE

June 12, 2020 *no reference to in or outdoors 8



* Consumers are more likely to wait until it seems safe to return to retailers they may see as less
essential, such as specialty stores, shopping malls, clothing/shoe stores, and beauty stores.

* Yet, resistance has decreased by ~10% in these areas versus early May as well.

% waiting until
it seems safe as
of May 1

Club stores, like Sam’s Club or Costco 23% 13% 13% 22% 31%
Large specialty stores, like Dick’s Sporting Goods, Michaels, or Best Buy [ 12% 21% 36% 49%

Below is a list of activities that are generally not available during the coronavirus pandemic.
For each one, please tell us how you feel about starting them back up.

Shopping malls in general RN 21% 38% 46%
Clothing or shoe stores |[BEAZ 15% 21% 40% 51%
Convenience stores or gas stations 38% 15% 13% 18% 29%

Hardware stores/home improvement stores 29% 17% 14% 24% 35%
Specialty beauty stores like Sephora, Ulta, or Sally’s RS 15% 24%
Drug stores, like CVS or Walgreens 39% 17% 13% 18% 30%

Mass merchandisers, like Walmart or Target 40% 18% 13% 20% 32%
Grocery stores/supermarkets 54% 16% 10% 14% 20%
A (®
CUPO‘II-L | never stopped doing this H| have started doing this again =1 will do this as soon as it's ALLOWED again | will do this as soon as it SEEMS SAFE

June 12, 2020



* Most people plan to continue the new
habits they’ve picked up, even after
the pandemic is under control —
especially wearing comfortable
clothes, taking “me time,” honing

cooking skills, and supporting local
businesses.

* Around 40% of Americans plan to
continue wearing masks in public and
keeping 6 feet apart.

Which of the following have you done during the coronavirus pandemic? /

Which of the following do you think you will CONTINUE to do after the !\"I'

pandemic is under control?

Wear o mask in public SUSSG—GCT 67
Health Maintain 6 ft distance from people outside my HH 58%

Wipe down/sanitize items that | bring into my house IIIPYZZAM  42%

Get takeout/delivery where | would normally dine in 44%

Buy items online instead of from a store T -7l
Alternatives Y 27% 42%
to going out Use grocery curbside pickup or delivery 24%

Buy alcoholic beverages to go from restaurants or bqrsm 7%

Wear comfortable /casual clothes INIVEZN 53%

Take extra time to treat myself well/me time IR 22%

Stayin
hoymeg Improve my cooking skillsIEETZM  21%
Learn new recipesgETTAll 21%

Change my beauty /grooming/makeup routine lIlEZA 19%

Connect with friends/family via online meetings 32%

Connectin
Scing Attend religious services online BRISZ 17%
online
Attend exercise classes online@ 10%
Make an effort to support local businesses IETZ7 29%
Community- %%
.. . . e ele B 70/
minded Participate in community support activities o

Participate in protests or demonstrations of any kind®2 5%
i 2%

B Have done B Will continue to do

June 5, 2020
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* There is a real opportunity for businesses to take the lead in encouraging, or even enforcing mask
usage, which medical experts now agree is the most effective means to prevent the spread of
coronavirus while still allowing businesses to get back up and running.

* 43% of consumers indicate they’re willing to wear a mask if they have to (but likely are not doing so in places that don’t
require it), while another 38% won’t come in if it’s not required.

* The vocal 11% who actively reject a mask may be exerting undue influence on those 43%, resulting in the broad non-
compliance we're seeing in stores around the country.

Thinking about businesses that require the use of a face mask to enter, which of the following best describes you?

| will enter these businesses | won't visit a business that

allows people in without a
mask, 38%

without a mask, 7%

11%
0 | won't visit a business that

makes me wear a mask, 4% 8 9 %
Willing to

| don'’t like it, but | do wear wear a mask
a mask when | enter these
businesses, 43%

Not willing

I'm willing to wear a mask,
but | can’t find them
anywhere, including online,

9%

June 24, 2020 11
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Female, Age 21, CA

If you have gone back into businesses as they’ve re-opened, what has your experience been like?
Please share as much detdail as possible about which measures you’ve seen, what’s working, and what isn't.

(Open-End Comments — June 24, 2020)

Just a selection of verbatims that show the experience is definitely mixed for many — ask us for the full set!

What’s working...

| have seen people requiring masks, as well as using plastic shields to
put in between the customer and the worker.

What isn't...

However, a lot of workers take off their masks, or wear them incorrectly.

Female, Age 29, VA

Everything seems to be working properly and the way it is supposed to.

| know that Food City in my area is really lacking food, though... they
don’t even have fruits and vegetables.

Female, Age 44, TX

| always wear a mask and try to get out as soon as | am done with
shopping.

| have to hold back from browsing in the store and that really
disappoints me.

Female, Age 59, IL

Most businesses seem to be enforcing rules about wearing masks. Some
are severely limiting the number of people in a store at any one time...

which means long waits to get in and people congregating in lines
outside the store — some observing social distancing and some not.

Female, Age 62, WI

Businesses have made accommodations for staff with plexiglass barriers
and wearing masks. There are social distancing markings on the floor.

One thing that | do not think is working or has never been addressed is
the passing of money.

Male, Age 65, PA

One positive: Tst hour is reserved for Seniors.

A hassle wearing masks that steam up my eyeglasses! One-way aisles
suck!

Male, Age 68, MI

| think that it is a necessary thing to do, but it feels strange to be inside a
store and see persons wearing masks.

It's also a little unsettling to see so many people disregarding the mask
requirement that most stores have.

Female, Age 68, FL

The stores generally try to limit the numbers inside, require masks and
urge people to social distance (with signs and floor markings).

The problem is that a fair sized majority of shoppers either don’t
understand or disobey the rules.

Male, Age 71, FL

Wearing a mask and 6-foot social distancing, this works.

Following arrows on the floor and one-way aisles does not work.

Male, Age 29, AZ

Most people wear masks at stores...

but not everyone, or they do not wear it correctly.




Social Discord

Protests and arguments on social media have become the
norm — what is the prevailing opinion among US consumers,
and how do they want Brands to react?




How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)
Among Total Sample

% Who agree (7-10)

I'm willing to make some sacrifices if it
means MY HEALTH is protected

* Patience with restrictions and willingness
to make sacrifices for oneself or others
continue to be high, but are declining.

I'm willing to make some sacrifices if it
means the health OF OTHERS is
protected

| think restrictions that have been
placed on public gatherings and local
businesses are APPROPRIATE AND
NECESSARY

W4/16 M4/30 W/12

Differences of 4% are generally significant at the 90% confidence level.




* These decreases in agreement cut across
age and gender.

* Women age 45 and older are still just
as likely to make sacrifices for their own
health as before, but even this group
has grown impatient with restrictions,
and are less willing to make sacrifices
for others than they were 2 months ago.

How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)
Among Total Sample

% Who agree (7-10)
Abbreviated —
Seepreviouspage  Males 18-44  6/12vs.4/16  Females 18-44 6/12vs.4/16

for full language 70% ’ 76%
Willing to sacrifice for 53% 5% 0
MY HEALTH 56% -24% 590, | -17%
- - 67%
Willing to sacrifice for A

OTHERS’ HEALTH 539 -14%

Restrictions
65%
APPROPRIATE & 53%

NECESSARY 549, -11%

Males 45+ Females 45+

Willing to sacrifice for 7002] e 1 40/ 88020/(;% o
MY HEALTH 7% } 0 77% -3%

Willing to sacrifice for 680/80% 1 7cy 88];/3/
OTHERS’ HEALTH - _0o
63% | ° 720, AL

Restrictions 789, 829
APPROPRIATE & 0 0
71% -14% 83% [ 7
NECESSARY 64% - 69% o

m4/16 m4/30 mé6/12

n=approx. 200 per segment, per day
Differences of 8% are generally significant at the 90% confidence level. 15




* As of June 12, Women age 45+ remain
the most willing to make sacrifices,
followed by Men 45+, with men under
45 being the least willing.

p/
A
u
A\

How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)

Abbreviated —
See page 14 for
full language

Willing to sacrifice for
MY HEALTH

Willing to sacrifice for
OTHERS’ HEALTH

Restrictions
APPROPRIATE &
NECESSARY

Willing to sacrifice for

MY HEALTH

Willing to sacrifice for
OTHERS’ HEALTH

Restrictions
APPROPRIATE &
NECESSARY

Among Total Sample

% Who agree (7-10)

Males 18-44
56%

53%

54%

Males 45+

67%

63%

64%

m6/12

Females 18-44
59%

63%

58%

Females 45+

77%

72%

69%

n=approx. 200 per segment, per day
Differences of 8% are generally significant at the 90% confidence level.




* While concerns about having to lock-
down again due to opening too soon
are becoming less prevalent, they are
still high and will likely creep back up as

new cases accelerate, and relatively
few believe that the coronavirus threat
has been overblown.

How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)
Among Total Sample

% Who agree (7-10)

I'm afraid we’re going to have
to lockdown again because we
lifted restrictions too soon

| think people are making a
bigger deal out of the
coronavirus than it really is

28%

m5/7 "5/13 6/5 m6/12

Differences of 4% are generally significant at the 90% confidence level.



* About 60% of consumers are worried
about the future of the country, and
almost as many think the coronavirus will
fundamentally change the world.

* And, about half of those surveyed think
the conversation about racial injustice /
police brutality is changing.

How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)
Among Total Sample

% Who agree (7-10)

| am worried about the future of the
country 63%

| think the current protests against
racial injustice /police brutality is a
real tipping point in this country — the 539
conversation is changing

| think the coronavirus will

fundamentally change the world
59%

6/5 =6/12

Differences of 4% are generally significant at the 90% confidence level. 18



How much do you disagree or agree with each of the following statements?
(O=Disagree Strongly, 10=Agree Strongly, or anywhere in between)
Among Total Sample

% Who agree (7-10)

White/Non-Hispanic Hispanic or Non-White
Abbreviated — 18-44 (a) 18-44 (b)
T ollonguege (1=216) (h=214)
Worried about the 62% 51%
* Older respondents, especially if they are future of the country
non-white, are most likely to be worried Current racial profests 549,
about the future of the country. are a tipping point

Coronavirus will
change the world

53%
* A little more than half of each group

think the coronavirus and current protests

likel | h 45+ (c) 45+ (d)
are likely to cause long-term change. (n=372) (n=74)

Worried about the 69% RS
future of the country !

Current racial protests
are a tipping point

Coronavirus will
change the world




* Americans are most worried about property destruction as a result of protests/riots, and over 80% are at
least somewhat worried about politics, small businesses, the economy, police brutality, and racial injustice.

* Catching/transmitting the coronavirus, while still worrisome, are actually a little less concerning than the
economic and social issues (at least to the general population).

How worried are you about each of the following?

Property destruction as a result of protests/riots | NG L7 35% 14%
America’s political future 44% 40% L16% |
The future of small businesses 43% 42% L 14% |
The economy in general 42% 43% L 14% |
Police brutality 42% 35% L 24%
Racial injustice 8% 38% L 24%
Civil unrest 89/, 45% L16%
Catching the coronavirus 28% 48% L 24% |
Passing the coronavirus on to others 26% 41% . 33%
Loss of income 23% 35% S 42%
The availability of food/essentials in grocery stores 45% . 33%
My physical health [INNINEPYIC7AEN 40% L 39%
My mental well-being [ INNNES720 33% - 7%
My civil liberties in light of government restrictions to control the coronavirus | 19% | 36% S 45%
The future of my job/company /industry [ EINES70N 32% S 4%
My relationships with friends and family with whom | disagree NN 33% S 54%
0% 20% 40% 60% 80% 100%
B Very worried Somewhat worried  ®Not at all worried

June 5, 2020 (n=858, differences of 4% are generally significant at the 90% confidence level)



* 53% of Americans are in favor of peaceful protests against racial injustice/police

brutality, compared to 31% in favor of coronavirus protests.

* It’s worth noting that smaller, but still sizeable, numbers of respondents are also in
favor of loud/angry protests against racial injustice, suggesting a recognition that
merely peaceful demonstrations are insufficient at expressing the frustration and

anger felt by many.

* Seeing Loud/Angry as an option might have attracted exira selections as some may have been
drawn to that (over “peaceful” protests) as a means of activating change.

How do you feel about
protests against the following?

Racial Injustice / Police Brutality

In Favor Neutral Opposed | don’t In Favor Neutral Opposed | don’t

know know

Peaceful 53% 29% 13% 4% 31% 35% 28% 6%
Loud/Angry 27% 34% 35% 4% 15% 30% 51% 5%
Violent/Destructive 6% 18%  72% 4% 7% 19%  70% 4%

ACUPOLL

June 5, 2020 (n=858, differences of 4% are generally significant at the 90% confidence level)




* There is considerably more overlap in acceptance of different types of peaceful protests than there is for loud/angry
ones, indicating that support for both issues may not be mutually exclusive, or at least that there’s a fairly high
degree of tolerance for free speech, even if one disagrees with the message — as long as it’s not foo disruptive.

* Only a small percentage of Americans are in favor of protests against coronavirus restrictions exclusively.

Peaceful
60% In Favor of At Least One Loud/Angry
33% In Favor of At Least One
. L Violent/Destructive
Racial Injustice 11% In Favor of At Least One
Only
0 Both
30% Both o 9% 2% 5%
24% e 18% 6% 4%,
Racial
Injustice Racial
Only Injustice
Only

June 5, 2020 (n=858, differences of 4% are generally significant at the 90% confidence level) 22



P/ 1NN
AEER

A\ [ /)
W
How do you think advertisers should change their Jome 12
commercials due to current events in society, if at all? (n=876)
- 0 9
Yes - should change (net) 75 f’ * Most consumers (75%) continue to want
Health/C i t q o a0 q
ealth/Coronavirus (net) 48% advertisers to change their advertising in
Encourage social distancing/good hygiene 28%
_ T some way.
Acknowledge that there is a health crisis going on 26%
Tell me about how you're protecting my health and well-being 25%, * For perspective, 82% indicated they wanted a
Tell me how you're helping to fight the spread of coronavirus 24% chqnge of some sort in Apl’ll, so we're not seeing
Boost morale (net) 47 % much change here.
. . 0
Be compassionate /reassuring 23% * They are looking for Brands to address the
Help make staying home easier (delivery, at-home activities, etc.) 21% Coronavirus direc'rly, boost morale, and address
Tell me how you are helping the community 20% the financial crisis — and to a lesser extent,
Use humor to help cheer people up 18% address racial issues.
Financial support/savings (net) 45%
Offer discounts 27% * That said, twice as many people (21%)
Tell me about how you're helping people struggling financially 21% would now like advertisers to gef back to
Acknowledge that there is a financial crisis going on 20% bUSineSS as usua II Compdred to 1 OO/O Only
Raci t 9
acism (nef) 24% two months ago.
Acknowledge that there is a racial crisis going on 18%
Tell me how you're helping to fight systemic racism 16% * And, 12-14% think advertisers should stay away
Don't address current events 41% from specific topics, with very little overlap
DON'T do anything special — just proceed with business as usual 21% between the two (based on net of 41 %).
Stop talking about racial issues so much 14%
Stop talking about coronavirus so much 12%

Differences of 4% are generally significant at the 90% confidence level.




* While consumers do want Brands to
acknowledge issues (as seen on the
previous slide), it is still risky to take a
stand.

Thinking about the brands you buy and recent events, how does
each of the following influence your brand choices?

* Only 7% indicate they would be less
likely to buy from a Brand that stays
neutral, and 26% indicate they would
be more likely.

* On the other hand, 36% would be less

likely to buy from a Brand that spoke
out in favor of an issue they are

opposed to.
Brands issuing statements Brands staying neutral on Brands issuing statements . : .
in support of causes social issues in support of causes * That SClId, dependlng on the Issue, the
| AGREE with | DISAGREE with loyalty derived from taking a stand

could outweigh the risk of losing some
consumers, and needs to be assessed on
a by-brand /by-issue basis.

B |'m less likely to choose brands that do this (see: Chick Fil-A or Ben and Jerry’s)

T 1'm more likely to choose brands that do this

¥ Neutral

June 5, 2020 (n=858, differences of 4% are generally significant at the 90% confidence level)



Impact on Values, Emotions,
and Wellness

How is this crisis affecting consumers’ minds, hearts, and
waistlines?




N Core Motivations
ACUPOLL'S approach to understanding the
deeper drivers for purchase decisions

When you’re looking for products to buy, what are your TOP 3 PRIORITIES right now?
70%

58%
53%

49%

60%

50%

45%
Health/Well-being
41%
Taking Good Care
of My Family

40%
Reduce Stress

30% o
Feel More Secure Satisfied

Save time
Feel Good

20% About Self

10% 4\/:

— e

0%
3/18 3/24 3/31 4/8 4/14 4/30 5/7 5/13 6/5

Differences of 4% are generally significant at the 90% confidence level.

* Since mid-May, Saving Money has
dominated as most important when
making buying decisions, while
Health /Well-being and Taking
Good Care of My Family have
declined, but are still important.

* This reinforces the need for companies

to focus on justifying their Value
proposition in this environment.

* The need to reduce stress and feel
more secure are on the decline,
and consumers are beginning to
demand that products satisfy, save

time, and make them feel good
about themselves again.




* We have seen relatively little variation in the specific words used to describe emotions over the
past 12 weeks — Happy is consistently the most frequent as many strive for a positive outlook,
followed by tired, bored, and anxious.

* Note: This question is asked in general, before the COVID topic is even introduced.

What 3 words would you use to describe the emotions you’re feeling today?

Tired

§ ) |
calm
oNtent Oetmistic

27
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* Despite “Happy’ being the most frequently mentioned word in the absolute, overall sentiment has

tended to be more negative than positive, especially (and not surprisingly) among those who have
lost income.

* In recent weeks, negative sentiment has been on the decline, however, and the gains in % Positive
in April have edged back down recently.

What 3 words would you use to describe the emotions you’re feeling today?

Total Sample Have Lost Income
o o 0
73% 73%  68% 6% gao 5% S1% 78% 4% 73% oy 75%
e
57% 590, — %" 59%
—— \
61% 60% 60% 62% 0 = TTTe———
54%  53% 56%  54%
T ’ 47%  49% 7 519 54%  38% 500, 4g,
3/18 3/24  4/8  4/14  4/23  4/30 5/13  6/5 3/18  3/24  4/8  4/14  4/23 4/30 5/13  6/5
Positive (Net) =Negative (Net) = Positive (Net) Negative (Net)

Continued tracking of individual top words still available upon request.
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What good things, or positives, do you think are happening, or will happen, as a result of the coronavirus crisis? FAY
(Open-End Comments — April 1, 2020) N4

Just a selection of verbatims we hope will inspire — ask us for the full set!

More time with family/at home:

People will spend more time with their immediate family and become closer

People will get to work on things at home or take a break when previously they
may not have had time to

People spending more time with their families and slowing down a bit

More people are experiencing a lot more family time; | see more families out
walking together instead of alone

q More focus on what’s important:

It is making people realize just how blessed they really were to start with; | have
reprioritized what is important to me; | think families and people in general are
coming closer together and helping each other; It's a shame that it took a crisis in
order for that to happen

More appreciation of our opportunities to interact with family, friends and the
general public without distancing restrictions

We will stop idolizing stars, sports figures, and influencers; We will appreciate
our police, EMTs, doctors and nurses more

People recognize what is and is not important — "things" less important than
people and connections

& Positive impact on the environment/the planet:

The world is becoming healthier
Nature will recover and reboot

The climate crisis / environment is improving since everyone is stuck inside

The ecosystem is becoming cleaner thanks to the absence of humans to ruin it

The reduction of greenhouse gases is the silver lining now that there are fewer
flights and factories have ground to a screeching halt

® Less division in the country:

People started working together more; both parties in the Federal government
started working together more

| think people have come together well; | have seen a lot more positivity during
this all than negativity

| feel a sense of compassion and community will continue; | think a lot of new
government and employer rules will be put into place and maybe a lot of the
“red tape” will be removed from some of the things we need

Hopefully our country won'’t be so divided

Humanity’s better angels are everywhere and visible

People are coming together and many people are helping neighbors, especially
the elderly

| am hoping people will be more open and accepting of other people and be
kinder to each other

We will be updating in the coming weeks — stay tuned or reach out if you're interested! 29



* Priorities are likely to shift for 80% of consumers based on this crisis, but how they will
shift differs greatly.

* About half of those who will change appear to see this as an opportunity to reset, and enjoy or
accomplish the things they hadn’t before.

* Meanwhile, the other half plan to be more prepared in the future, and/or have had their priorities shifted
for them due to losing their job, or uncertainty.

After this crisis is over, what new priorities do you think you’ll have?
(Open-End)
ThiS iS an opporfunify to improve fhings (ne‘]‘) I 390/0
Appreciate /enjoy things | used to take for granted 31%
Accomplish goals (career, education, personal) 5%

Get healthier / Exercise more/ Eat right 4%

This is a crisis that | need to recover from/avoid in the future I —— 41 %
Maintain social distancing and hand washing 19%
Be prepared for another emergency 14%
Recovering from job loss/financial difficulties 12%

| don't know / Everything seems uncertain 7%
The same / No change ————20%

April 1, 2020 (n=808)

We will be updating in the coming weeks — stay tuned or reach out if you're interested!
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* In April, we reported on consumers feeling better about their new priorities, as well as their relationships
with family members near and far, and their children’s personal development; and worse about their
children’s educational development, their overall mood, their appearance, and especially their financial
situation.

A\ |
AN /4

* In the two months that have passed, the same trends are generally there, but the number of people feeling
either better or worse has decreased, suggesting many are getting back to what feels like “normal.”

Compared to how you felt before the coronavirus crisis, how do you feel about each of the following?

26%

6% My relationship with my family at home 219%
26%

7% My priorities in life 20%
16% My child(ren)’s personal development*®
9% My relationship with my extended family 14% P
_25% My child(ren)’s educational development*
20% My sense of connection to my community
I feel WOI’SG 16% My productivity in general I feel Beﬂ'el‘
1% My contributions to the community 12,,: 6%
S My overall mood/outlook on life 10.,15%
12% My self confidence
T My productivity at home vs. in an office
25% My appearance
G My financial situation ”:
W April 16 9% My relationship with my coworkers : B April 16
June 24 *Among Parents M June 24

Differences of 4% are generally significant at the 90% confidence level.
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* Thinking specifically about the beauty industry, more women have already returned or plan to
return to nail and hair salons as soon as it’s allowed, than will wait until it seems safe to do so.

* With the precautions that we’ve seen in place, we suspect that it feels fairly safe, relative to other
activities.

How do you feel about...

Going to nail salons EYARRE

“Wait until it
seems safe” was

47% on May 1

Going to hair salons/barbershops

Shopping at beauty specialty stores like Sephora or Ulta  [ERRRIEZ)

H| never stopped doing this H| have started doing this again
=1 will do this as soon as it's ALLOWED again | will do this as soon as it SEEMS SAFE

Among female respondents — June 12, 2020 (n=438, differences of 6% are generally significant at the 90% confidence level)
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* With 64% of women being on lockdown as of June 12, it’s not surprising that 26% indicate they

ey
have changed their beauty/grooming/makeup routine during this time. -

* However, only 13% plan to make those changes permanent.
* Among those who have made a change, the primary adjustment is wearing makeup less often,

followed by skipping haircuts/nail treatments, but some new habits have been picked up in self-care
and pampering, as well as trying out new looks.

Which of the following have you done during the coronavirus pandemic? /
Which of the following do you think you will CONTINUE to do after the pandemic is under control?

Change my beauty/grooming/makeup routine m 26%

60%

° 53% What changes have you made?
50 Among females who have made a change (n=114)

(o]
40%
30%
20% 18%

° 12% 1%

° 9% o
L N -
o ] - —
Less/no makeup  Skipping haircuts/nail ~ More self-care/  Do-it-yourself instead More basic/easy look Different makeup / Cleaning /treating less
treatments pampering of going to a salon Trying out new looks often

Among female respondents — June 12, 2020 (=438, differences of 6% are generally significant at the 90% confidence level) 33
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Precision Research

* With all of the time spent at home, about one-third of respondents have gained at least some
weight during the Coronavirus lockdown.

Since the beginning of the Coronavirus Crisis, while working from home or otherwise restricting your activities, how has your WEIGHT changed, if at all?

20% Have Lost Weight 29% Have Gained Weight

(22% of those who have restricted activities) (32% of those who have restricted activities)

) )

44%

8%
| have LOST MORE THAN | have LOST 5 TO 10 | have LOST UP TO 5 My weight has not I have GAINED UP TO 5 | have GAINED 5 TO 10 | have GAINED MORE I have not worked from
10 pounds pounds pounds changed pounds pounds THAN 10 pounds home or otherwise

restricted my activities

April 28, 2020 (n=1000) 34



AcuUPOLL®

Precision Research

* And, most indicate it’s because they’re eating more.

Why do you think you have GAINED weight?
Among Those Who Have Gained Weight (n=294)

46%

Less exercise Eating more Eating less healthy / Emotional reasons | don’t know
making less healthy
choices

April 28, 2020 35



* We'd recommend thinking about ways to help consumers control their portions and frequency,
as snacking habits clearly play a role in this weight gain, given the increases we’ve seen in

eating more and larger snacks.
(Meanwhile, we're going to pretend the two have nothing to do with each other, and just be glad that Cheeto fingerprints don’t show up on a PDF.)

Compared to your habits before the Coronavirus pandemic, are you snacking less often, the same, or more often?
And, would you say you’re generally eating smaller snacks/servings, the same size, or larger snacks/servings?

49%
33% Are Eating More

and/or Larger Snacks

o
5% 4%
I == e
Less Often + Smaller Less Often + Same Size Less Often + Larger Same + Smaller Same + Same Size Same + Larger More Often + Smaller More Often + Same  More Often + Larger

Size

May 8 Total Sample (n=971)
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Focus on e-Commerce

Online sales are up — we dug into the details for some key
categories.




* Even back in January, about one-third of consumers were reporting an increase in online shopping
for household items, but in May of this year, we saw an increase to 36%, indicating consumers
have purchased household items online more often than they have in the past.

Thinking about common household purchases (like groceries, personal care, or cleaning products), did you purchase more,
the same, or less of these types of products from online stores in the past 3 months versus the same time last year?

Jan 26,2020 ®March 26,2020 ®May 14, 2020

50% - 4% A7% 450,
45%
40% |
35%
30% |
25%
20% -
15% -
10%
5%
0% -

31% 31%

More Same Less | didn’t purchase these
types of products online in
the past 3 months

Differences of 4% are generally significant at the 90% confidence level. 38



* However, consumers may be less daring about trying new products from online purchases during
these uncertain times, as fewer people say they’re buying more new products online during the crisis.

60%

50%

40%

30% [

20%

10%

0% -

When shopping online, do you usually buy more, the same, or less new products
(i.e. products to try for the first time) than you usually buy when shopping in-store?

Jan 26,2020 ®March 26,2020 ®May 14, 2020

/\ 50% 499

/ N\

20% 21%

16% 7% 18%

oy 2% 1%

| don't buy new products

Differences of 4% are generally significant at the 90% confidence level.

39



* While the purchasing of categories hasn’t changed much (with the exception of gift items post-holidays), we
are seeing meaningful shifts in where and how people are buying — moving away from in-store purchases to
online for home delivery or fast pickup (for packaged foods and beverages).

Which of the following categories have
you purchased in the past 3 months?

What are all of the ways you have purchased each of these categories in the past 3 months? (Among P3M Buyers)

Grocery / Drug / Mass / Club

Online for delivery to home

Online for fast pickup at store

Online subscription

A B C A B C A B C A B C A B C
Jan-20 Mar-20 May-20 Jan-20 Mar-20 May-20 Jan-20 Mar-20 May-20 Jan-20 Mar-20 May-20 Jan-20 Mar-20 May-20

Packaged Foods 60% 62% 62% 86% 90% C 81% 16% 12% 17% B| 6% 9% 15% A B| 5% 1% 4%
Beverages 59% 58% 59% 86% 90% 86% 13% 1% 12% 7% 7% 12% B| 3% 1% 2%
Fresh Foods 58% 60% 60% 85% 91% C 84% 10% 1% 15% 10% 7% 11% 5% 1% 3%
Candy or Chocolate 58% B 54% 54% 86% 86% 82% 15% 14% 19% 5% 7% 10% 4% 2% 1%
Dairy Products 63% 64% 63% 87% 92% C 86% 11% 9% 13% 7% 9% 12% 4% 1% 2%
Coffee Beans, Grounds, or Pods 48% 47% 48% 80% 83% C 75% 21% 18% 22% 9% 7% 1% 8% 3% 4%
Meal Kits 18% 14% 15% 71% 60% 62% 28% 30% 27% 21% 12% 18% 15% 9% 12%
Beauty Products 46% B C 36% 35% 69% 71% C 63% 38% 42% 43% 13% 9% 12% 8% 5% 7%
Personal Care products 60% 61% 60% 81% 84% C 77% 27% 22% 26% 8% 7% 11% 5% 3% 5%
Non-Prescription Medicines 41% 43% C 39% 85% 84% 81% 20% 16% 20% 6% 9% 8% 4% 5% 5%
Nutritional Supplements or Vitamins | 40% B 36% 39% 72% C 71% C 5% 42% 36% 42% 8% 5% 9% 8% 6% 5%
Household Products 58% 61% 61% 87% C 85% C 76% 19% 18% 23% 8% 9% 12% 4% 3% 3%
Pet Food or Pet Care products 41% B C 35% 33% 76% 75% 68% 31% 32% 35% 10% 8% 14% 6% 6% 9%
Small appliances 23% B C 17% 15% 52% C 54% C 36% 53% 46% 59% B| 15% 14% 21% 10% 3% 10%
Electronics 27% B C 21% 20% 55% C 46% C 35% 42% 48% 59% A B| 13% 15% 15% 10% 4% 8%
Toys 28% B C 16% 17% 64% B C 51% C 38% 42% 55% A 59% A 15% 10% 17% 8% 5% 7%
Apparel 47% B C 41% C 36% 61% C 64% C 37% 54% 58% 65% A B| 11% 9% 12% 4% 2% 4%

Red: downward trend, blue upward. Significant differences at the 90% confidence level indicated by letters.
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Which of the following online retailers have you purchased
from in the past 3 months?

66%

Amazon.com %

Walmart.com
Target.com
* Increases in penetration by online Kroger.com
retailers aren’t dramatic, which suggests Safeway.com
that the increases in sales on these sites
must be from increased frequency from Walgreens.com
already habitual customers, more than CVS.com
from new ones. Aldi.com

DollarGeneral.com

Albertsons.com

Publix.com

DollarTree.com
BestBuy.com

QVC.com

Costco.com

Ulta.com

Sephora.com
BathandBodyWorks.com

None of the Above

Jan 26, 2020 ®March 26, 2020 ®May 14, 2020

Differences of 4% are generally significant at the 90% confidence level. 41



For each of these product categories, which do you expect

to purchase more of online in the future, if any?
Among P3M Buyers of Each

199
Packaged Foods 3@%
o

Beverages A * Electronics, toys, apparel, beauty
Fresh Foods AN products, and (to a lesser degree)
Candy or Chocolate 1A meal kits, pet products, and at-home
17% coffee products continue to be the
categories that P3M buyers are most
likely to consider buying online even

more in the future.

H 0,
Dairy Products ]1 0//oo
Coffee Beans, Grounds, or Pods
Meal Kits

Beauty Products

Personal Care products

* Even the lower-rated categories like
packaged foods and beverages are
expected to be bought online more
often by 1 in 5 buyers of those
categories, which will continue to fuel
e-commerce growth for the
foreseeable future.

Non-Prescription Medicines
Nutritional Supplements or Vitamins
Household Products

Pet Food or Pet Care products
Small appliances

Electronics

Toys

Apparel

None of the above

Jan 26,2020  ®March 26,2020  ®May 14, 2020

Base sizes vary — available on request.
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* In the early weeks of the pandemic, slightly more consumers were likely to consider Amazon’s 2-hour delivery
for emergencies or occasional use than in the January wave, but that enthusiasm has cooled recently.

e Still, if 1in 10 Americans switched to using Amazon’s 2-hour delivery, it'd be a huge shift in category purchasing.

Amazon has introduced 2-hour grocery delivery in many areas. If it were available
in your area, how do you think it would affect your grocery shopping, if at all?

Jan 26, 2020 ™ March 26, 2020 ® May 14, 2020
60% 1

53% 52%
50%
40%
30%

20%

10%

0%

It wouldn’t affect my grocery | would use the Amazon 2-hour | would use the Amazon 2-hour | would use the Amazon 2-hour
shopping grocery delivery rarely, only grocery delivery occasionally  grocery delivery regularly
for an extreme need

Differences of 4% are generally significant at the 90% confidence level. 43



./==\‘ Which of these categories would you consider buying a subscription to

ummy J ovtomatically deliver your favorite items to your home in the future, if any?
g Among P3M Buyers * Staying at home hasn’t necessarily
Packaged Foods 13% made consumers broadly open to
Beverages 14% subscriptions.
Fresh Foods 1%
Candy or Chocolate 10% * This may be due to uncertainty about
Dairy Products 9% future needs or ability to pay for
Coffee Beans, Grounds, or Pods 19% subsc rip’rion services.
Meal kits 28%
Beauty Products 210 * However, for most of these
Personal Care procucts 17% categories, about 1 in 5 consumers
Non-Prescription Medicines 12% are receptive to subscription models,

which would represent a huge shift in

Nutritional Supplements or 19%

Viromins buying versus today’s shopper
Household Products 16% y g y pp
Pet Food or Pet Care products 34% IOU rney'
Small appliances 20%
. * Meal kits and pet products are the
Electronics 21% )
; . categories that buyers are most
oys ° L) . ) . .
- e interested in subscribing to, likely due
ppare % .
to startups that have built acceptance
None of the above 50%

of these areas.
®May 14, 2020

Base sizes vary — available on request.
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* Free delivery is desired by about two-thirds of consumers if they are considering subscription purchases,
followed by the ability to pause or postpone shipments on an ad hoc basis.

* Controlling the frequency / adjusting the contents of the shipment are less broadly motivating, but may still be
key to attracting certain consumers.

Which of the following features or options would you want when considering subscription purchases?
70% 1 66%
60%
50%
40%
30%
20%

10%

0%

Pause delivery until you're  Adjust the time of delivery Adjust the mix of what Free delivery Accelerated delivery Confirmation emailed Other — Please Specify
ready for a new shipment to the appropriate number varieties are sent before the products are
of weeks sent, to allow you to

postpone or cancel
shipments

May 14, 2020 only 45



Economic Impact

Continuing our tracking of consumer spending tendencies,
with added insight into how these changes break out along
income lines, and why spending is down.




* About one-third of those surveyed have lost at least some income — a number that has
held steady since early April.

How much, if at all, has each of the following CHANGED since before recent events?

23%
sl I A R
17% 19% 21% 22% 20% 20% 21%
65%

© 64% 57% 53% 58% 54%, 59% 57% 58%
% 8% 8% 2% 6% 9% 7% 7% 6%
3/18 3/24 3/31-4/1 4/8 4/16 4/23 4/30-5/1 5/7 5/13-5/15

Your household INCOME
from employment
¥ ncreased Stayed the same/no change Decreased a little ¥ Decreased a lot

Differences of 4% are generally significant at the 90% confidence level.

29%
17% 22% 18%
64% 58% 64%
6% [ 6% | [ 7%
6/5 6/12 6/24

B Fliminated completely
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* More households with an income of under $75k have consistently reported declines in their
income than those with incomes of $75k or higher.

Household Income DECREASES (Any) By Household Income Level

0,
0% 38% e 40% 39% 40% 39%

35% 34%
31%
28%
33% 32% 33% 33% 32% 32% 32%

26% 27%

29%

19% 20%

3/18 3/24 3/31-4/1 4/8 4/16 4/23 4/30-5/1 5/7 5/13-5/15 6/5 6/12 6/24

===UNDER $75K (n=385-554) ===$75K+ (n=348-476)

Differences of 6% are generally significant at the 90% confidence level.
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* Throughout the crisis, about one-third of households have cut back on essential spending (25%
in this latest wave — but it’s too soon to say if that’s a persistent downward trend or not.)

* The number of households who are increasing their essential spending has dwindled since April,

suggesting we may finally be starting to see some relief from hoarding and panic-buying.

How much, if at all, has each of the following CHANGED since before recent events?

24% 35% (Peak)

REa K A K o
e 21% 24% 21% 24%
49% 45% 40% 42% 41%
3/18 3/24 3/31-4/1 4/16

32%
21% 22% 18% 21% 20%
39% 41% 44% 44% 50%
4/23 4/30-5/1 5/13-5/15

Your household SPENDING

¥ ncreased

Stayed the same/no change

on ESSENTIAL items

Decreased a little H Decreased a lot

Differences of 4% are generally significant at the 90% confidence level.

18%

49%

6/12

B Fliminated completely

25%

17%

52%

6/24

49



* Essential spending decreases are generally similar across income ranges, with lower-income
households — who have suffered greater losses — being slightly more likely to have decreased
a little more, suggesting some hard choices have been necessary.

ESSENTIAL SPENDING DECREASES (Any) By Household Income Level

35% 35% 35%

23%

20%

3/18 3/24 3/31-4/1 4/8 4/16 4/23 4/30-5/1 5/7 5/13-5/15 6/5 6/12 6/24

===UNDER $75K (n=385-554) ===3$75K+ (n=348-476)

Differences of 6% are generally significant at the 90% confidence level.
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* The number of households decreasing their non-essential spending appears to be trending
down, with about half reporting a decrease, down from 60% in late March / early April.

How much, if at all, has each of the following CHANGED since before recent events?

44% 60% (Peak)
25% l . l l . l .
26%
28% 28% 299, 25% 27% 24% 26%
° 29% 31% 28% 31% 32% 34% 34%
2% % 1% 1% 1% % 1%, 0% 0%
3/18 3/24 3/31-4/1 4/8 4/16 4/23 4/30-5/1 5/7 5/13-5/15

Your household SPENDING
on NON-ESSENTIAL items

¥ ncreased Stayed the same/no change Decreased a little H Decreased a lot

Differences of 4% are generally significant at the 90% confidence level.

50%
27% 25% 26%
42% 42% 41%

6/5 6/12 6/24

B Fliminated completely
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* Despite being less impacted by income loss, more affluent consumers are just as likely to have
decreased non-essential spending as those in lower-income brackets, which suggests they are
holding back for other reasons — and is troubling for all businesses, even those that cater to
higher-income households.

NON-ESSENTIAL SPENDING DECREASES (Any) By Household Income Level

o
62% S804 63% 59% 60%

45 \ —
° 57(%) 55(%) 56% 540A)
48% 48% 48% 49%
43%
3/18 3/24 3/31-4/1 4/8 4/16 4/23 4/30-5/1 5/7 5/13-5/15 6/5 6/12 6/24

===UNDER $75K (n=385-554) ===3$75K+ (n=348-476)

Differences of 6% are generally significant at the 90% confidence level.
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Have NOT Experienced Income Loss

| don't feel safe going to places |  Not asked 4/8

It seems inappropriate/frivolous during —
a crisis 29%
, - 5%
| can’t afford them due to income loss 7%

B April 8 (n=306)

consider non-essential 37%

I'm saving my money in case things get - 41%
worse 34%
The businesses | consider “non-essential” — 48%
are closed 32%

| am not leaving my house for non- —%
essential activities 51%

42%

" June 24 (n=248)

* Those who haven’t lost income are spending less these days because they’re just not going out as much, and
because they’re saving money in case things get worse.

* Those who have lost income have the same primary reasons: saving in case things get worse, or not leaving
the house (with not being able to afford non-essentials coming up somewhat less often than these reasons).

You indicated you’re spending less on non-essential items these days. Why, specifically, is that?

HAVE Experienced Income Loss

I'm saving my money in case things get [N 50,

worse 43%

| am ot leaving my house for non- | 5%
essential activities 40%

| can’t afford them due to income loss 36% 48%

| don’t feel safe going to places | Not asked 4/8
consider non-essential 33%

It seems inappropriate/frivolous during [ AR
a crisis 28%

The businesses | consider “non-essentia
are closed 14%,

31%

B April 8 (n=261) June 24 (n=178)
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* Between a quarter and a third of households have had to pull from savings.

How much, if at all, has each of the following CHANGED since before recent events?

27%
2% To% BT 7 7 e
19% 18% 19% 16% 19% 17%
50% 51% 51% 56% 50% 55%
4/30-5/1 5/13-5/15 6/12 6/24

Your household SAVINGS

Hincreased Stayed the same/no change Decreased a little H Decreased a lot B Eliminated completely
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* Employment losses appear to be trending down from their peak at the beginning of April,
as some businesses re-open or people find new jobs.

* However, the changes over time are slight, and those with stopped/reduced income are still at an
alarmingly high rate if these businesses/industries don’t bounce back soon.

Difference
vs. Peak:
80%
69%
70% -11%
58%
60% 499%
0
so% X ' 1% 46% -6%
9% 389, 8% 40%
40% 3005 34% -7%35%
o
279 279 -Qo, 28%)
30% 7% 7% " 0/26 % 8%
(o]
20% 8% 5%
0%
Employment affected Employment stopped/ Employment stopped Closed business Layoff/furlough** Hours cut** Working from home net

net reduced net net
m3/18 3/24 W3/31-4/1 W4/8 W4/14-4/16 4/23 W4/30-5/1 HE5/7 W5/13-5/15 Wg/5 Mg/12 W6 /24

**Furlough added on 3/31 **Hours cut added on 3/24

Differences of 4% or greater are significant at the 90% confidence level.
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jobs back.

60%
52°/<52°/§3%
50% 45%45%
40%
31%
0% 8%
o,
23%24% 9,

20% I I 1594 6% 27 500 7% 6%
- IIII I

0%
You or a family member lost  You or a family member lost  You or a family member lost
their job /hours, but expect to  their job/hours, but expect to  their job/hours, but are back

be back at work soon be back at work soon at work/found a new job
(Total Sample) (Among those who have lost (Total Sample)
work: n=328-471 per wave)

m5/13 W5/15 W5/18 We/5 16/12 M6/24

Differences of 4% or greater are significant at the 90% confidence level.

* While some unemployed workers are optimistic that they’ll be back at work soon, and some
have already been able to find new work, about 40% have low confidence in getting their

If you have lost income or employment due to the

Coronavirus, how CONFIDENT are you that you will get
your hours/salary back sometime in the near future?

70%

60%

50%

40%

30%

20%

10%

0%

(0) Not At All Confident |/ (10) Very Confident

62%

57%
29%
25%
14% 13%

Among those not answering “Not applicable”
B May 15& 18 (n=1195)
™ June 24 (n=500)
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* The number of consumers practicing social distancing and lockdown continues to decline, as
more states open back up.

* The number of people working in essential jobs has decreased, perhaps due to additional
recent layoffs/closures, or changes in worksites that decrease public contact.

Which of the following changes have you or someone in your household experienced due to recent events?

93%

83%
77% 75%
. 56%
3% 445 49%
40%
I I I I I I I

Practicing social distancing — keeping your On Lockdown — only leaving You or someone close to you You or someone close to you works in an
distance from people the house for essentials are in a high-risk category (elderly, or withessential job with continued daily exposure
underlying health conditions that make to the public

coronavirus more dangerous)

m3/18 ©3/24 ™3/31-4/1 W4/8 W4/14-4/16 ™4/23 W4/30-5/1 W5/7 W5/13-5/15 We/5 We/12 Wg/24

Differences of 4% are generally at the 90% confidence level. 57



* What’s Next?

* These results may vary further by regional hot spot, age, household income, and countless segment opportunities.

* If you have questions about what’s happening in your brand or category, ask us!

* Missed our previous reports? Click here:

(@)ACUPULSE

Contact us so we can help you navigate these new waters.

George Brown
gbrown@acupoll.com ® Mobile 513-253-8860

RFP@acupoll.com

or your Account Manager
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WISHING YOU
HEALTH, SAFETY,
& PEACE OF MIND

AcCUPOLL”

www.ACUPOLL.com




