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Anticipate the Future

Iconic brands are realizing new buyers, as consumers seek
more meal solutions, alternatives to out-of-stocks as well as
bargains. A sizeable opportunity exists for marketers to
retain new buyers by engaging them with empathetic and
informative messages that build lasting connections.

Increased in-home consumption is here to stay for the
foreseeable future. Households with children will continue
to make greater contributions to CPG sales growth, as
families will serve more meals at home through the summer.

Manufacturers should continue to focus on grocery and
dollar channels, which are winning in brick and mortar trips
and sales. Grocery is especially strong in food and beverage
trips and has an opportunity to increase high-value
nonedible purchases, as consumers seek to fulfill all their
shopping needs in one visit. Dollar channel is making gains in
total store, a sign that recessionary behaviors are emerging.

E-commerce will continue to gain significant share-of-wallet post-
COVID-19, as evidenced by European countries ahead of the
U.S. curve. Retailers should continue to inves in fulfillment
solutions, particularly to support click and collect.

With Easter as an example, summer holiday spending will
remain muted to accommodate small-group celebrations.

Retailers and their manufacturer partners should promote
DIY beauty, especially for nail and hair. Help support consumers
to transition the glamour of prom, graduation and other occasions
to video-chat platforms. Sales of beauty services will be slow to
resume, particularly in a down economy.

Grocery retail will capture more than its normal share of
beauty sales, as consumers seek to limit store visits and as

specialty retailersé doors remain

War mer weat her and a return to Nt
consumers making socially appropriate outings, will give
Convenience and Gas a much-needed boost.
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The Shape of the CPG Demand Curve Continues to Evolve; Industry
Needs to React Quickly as the Country Seeks to Reopen the Economy

Shape of CPG Demand
ADDITIONAL $484B Evolving Rapidly

Small Business Relief Package Short-Term CPG Demand Curve Scenarios

Virus Effectively Contained Another Virus Spike in the Fall

/\

CPG Consumption i CPG Consumption 1
Monthly YoY Growth Monthly YoY Growth

States Dropping /-5 ¢ ca D,
Stay-at-Home Orders ¥ s, oH. scC,
w TN, TX, UT

>860,000 °
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o Source: https://coronavirus.jhu.edu/map.html and https://thehill.com
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Brands Rethink Evolving COVID-19 The Bright
Consumer Adoption of Routines Impact Side of
Engagement E-Commerce CPG Demand Beauty

To Create This Report, IRI Leveraged Data and Analytics from Various Proprietary
Retail, Market, Consumer and Shopper Assets, Including:

A IRI Point of Sale Data, including Daily Chain POS Data

AShopper Basket Analysis from | RI Consumer NetworkE’&:}'
and Weekly Consumer Panel Solutions «

A IRI Weekly Pulse Surveys
A IRI Multi Outlet, Total Store Fresh Model
A The New IRI CPG Demand Index

Vi si tCOVIR-19dnsights Portal and
COVID-19 Dashboard for more reports anc
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https://advantage.iriworldwide.com/Engineering/covid19/index.html
https://www.iriworldwide.com/en-US/Insights/Publications/coronavirus-impact-to-CPG-and-retail
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Executive Summary

Brands Rethink
Shopper Engagement

Brands and retailers should
communicate, inform and
support shoppers during this
crisis. To retain new buyers,
marketers should quickly act
with targeted messages, in-
store marketing and
promotional activities.
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Evolving Adoption
of E-Commerce

E-commerce continues to gain
new users in the U.S., despite
consumer frustration with fees.
European countries are also
seeing increasing adoption of
e-commerce, which bodes well
for this channel in a post-
COVID-19 world.
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COVID-19 Routines The Bright Side
Impact CPG Demand of Beauty
Overall CPG dollar demand is The grocery channel is
leveling off, but the grocery capturing a greater share
channel is retaining a much of beauty sales; DIY nails,
larger than normal share of the hair care dominate.

food dollar. Pantry stocking trips
remain high. Trips and basket
sizes in the dollar channel are
up significantly in both food and
beverage and nonedibles.

E 2020 Information Resources Inc. (IBRI).
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Brands Across Categories Have Acquired New and
Reacquired Lapsed Buyers in the Past Few Weeks

As Consumers Go Back to Iconic Brands in Stay-at-Home Phase, Marketers
Must Determine the Best Way to Retain These Buyers for the Long Haul

New Buyers Gained

0.6MM
4MM
6.7MM
20MM
4MM

Net New Buyers Acquired by Major Brewer

New Buyers Gained by National Frozen Entrée Brand
New Buyers Gained by Dominant Soup Brand

New Buyers Acquired by Iconic Boxed Pasta Company
New Buyers Attracted by Major Paper Goods Company

New Buyers Acquired by Personal Care Brand

Long-Term Value
of Retaining a
Fraction of New

consumers

Hundreds of
Millions of
Dollars o

*Based on IRI benchmarks, reaching new buyers through advertising within 4 weeks of their initial purchase results in an average of 12.6% of those trial buyers becoming repeaters
Source: IRI Loyalty database, IRI Consumer Panel. 12 weeks ending April 12, 2020
E 2020 Information Resources Inc. (I/RlI). C



Marketers Are Rethinking How They Engage With
Consumers Due to Both Sensitivity and Economics

ifiThereds big upside
reminding consumers of the benefits that
theydove experienced
how theyove served t
needs, which is why this is not a time to go
off air. We are doubling down and moving
forward, not backwards. This is not a time
to retrench. 0o

Jon Moeller - Vice Chairman,
CFO and COQO, Procter & Gamble

iwWe' ve determined t in tnggg@@tial
there is limited effectiveness to broad-
based brand marketilngé We've f‘E{uced
our direct consumer communication. We'll
pause sizable marketing campaigns

through the early stages of the crisis and
reengage when theg i ming is right.

James Quincey, Chairman & CEO
The Coca-Cola Company

° Source: Earnings calls transcripts, 2020.
IR' E 2020 Information Resources Inc. (IBRI). C



Consumer Engagement is Always Valuable, But
Must Be Executed with Empathy and Relevance

Lessons from Recessions

Brands That Maintained Ad Spend in the

1990-1991 Recession Grew 78% vs. Peers* Advertising, Merchandising,
In-store Promotional Activities

170
160 A Target new buyers by providing the
/ 157 communication experience consumers
- want. Deliver empathetic, comforting and
140 / +78% informative content to create stronger
/ 132 connections and increase buyer loyalty

/ / and long-term sales.

. / / A Develop media and merchandising

110 strategies for at-risk and lost loyal buyers
/// with targeted messages, in-store

marketing and promotional activities.

Sales Index
[EEN
w
o

100

90
1990 1991 1992 1993 1994 1995

— Cut Spending — Maintained/Increased Spending

° *Based on IRl benchmarks, reaching new buyers through advertising within 4 weeks of their initial purchase results in an average of 12.6% of those trial buyers becoming repeaters.
IR' E 2020 Information Resources Inc. (IQRI). C
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In the U.S., E-Commerce Gains Will Stick
in a Post-COVID-19 World: Consumers
Increasingly Buy into Click & Collect

13% 14%

buying more groceries using curbside
online for home delivery pick-up more often

A After stay-at-home restrictions end, 40% using curbside pickup
more often plan to get 50% or more of their groceries this way

ANearly 1/3 of those ordering groceries for home delivery more
often plan to get half or more of their groceries this way

AThe cost of online convenience is much more of a concern for
those increasing their use of home delivery than for those
opting for curbside pickup
- 27% say home delivery product prices are higher than they would

normally be willing to pay vs. 15% for curbside pickup

- 16% say shipping fees are more than they would normally be
willing to pay vs. 7% for curbside service fees

AEuropean countries ahead of the U.S. COVID-19 curve
demonstrate continued growth of e-commerce

° Source: IRI Consumer Survey fielded among Primary Grocery Shoppers in the National Consumer Panel, March 13 i April 19, 2020.
IR' E 2020 Information Resources Inc. (11RI) .




View from Europe: In Spain, Consumers Shopped In-Store and
Online to Load Pantries, But Have Increased Use of E-Commerce i

CPG E-Commerce Sales % Change vs. Year Ago -®- instore
=@- E-commerce

B covID-19 Cases 166,831
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E-Com %

1.9% 1.9% 2.1% 2.2% 1.6% 2.1% 2.5% 3.1% 2.8%
share of total

Note: eCommerce includes Brick & mortar retailers that deliver online orders to customer homes and Amazon.

° Source: IRI Data Ending April 12, 2020. Worldometer as of April 20, 2020
IR' E 2020 Information Resources Inc. (12RlI). C



View from Europe: E-Commerce Makes Gains,

Italy

Click & Collect Significantly Higher in Italy

CPG E-Commerce Sales % Change vs. Year Ago
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Note: Includes select E-commerce retailers including Amazon, other local eRetailers and the eCommerce operations of traditional Brick & Mortar retailers.
Home delivery / shipment: goods delivered at doorstep of purchaser. Click & Collect: purchaser submit order online and collects in store.

Source: IRI Panel online, Dates reflect Monday, 17 February through Sunday, 12 April, 2020. Worldometer as of April 20, 2020.
E 2020 Information Resources | nc.
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View from Europe: In France, E-Commerce Has Consistently e
Grown Faster Than In-Store as COVID-19 Cases Grow I I

CPG E-Commerce Sales % Change vs. Year Ago -®- instore
=@- eCommerce

I cCovVID-19 Cases
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E-Com % 6.8% 6.5% 7.4% 8.0% 7.7% 8.5% 10.8% 11.2% 10.5%

share of total

Note: Includes Click & Collect and some Home Delivery providers (Home Delivery represents a small portion of sales. Excludes Amazon.

° Source: IRI POS Data Week Ending April 12, 2020. Worldometer as of April 20, 2020
IR' E 2020 Information Resources Inc. (1J4RI). C



COVID-19 routines
impact CPG demand
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Overall Demand Finally Settles Down for Week-Ending April 19; Nonedible
Demand Will Likely Remain Flat as Consumers Work Through Stockpiles

New IRl CPG Demand Index Provides a Standard Metric for Tracking Changes in Consumer Spending On CPG Purchases

Weekly Dollar % Chg. vs. YA Index

Mar-01-2020 | Mar-08-2020| Mar-15-2020 | Mar-22-2020| Mar-29-2020| Apr-05-2020| Apr-12-2020 | Apr-19-2020
102 111 156 150 111 113 113 105

Product

TOTAL STORE

EDIBLE 102 108 160 161 117 121 121 108
NON-EDIBLE 102 116 148 134 100 100 98 100
BEVERAGES 103 111 140 128 98 101 100 97
w | FROZEN 102 105 179 193 131 135 131 128
%‘ GENERAL FOOD 103 110 173 172 119 122 124 102
W BEVERAGE ALCOHOL 104 100 128 140 121 127 127 117
REFRIGERATED 101 105 160 162 120 127 126 114
L, | BEAUTY 103 114 132 115 G ol o1 95
Z = GENERAL MERCHANDISE 102 118 166 141 108 108 107 107
8 | HEALTH 106 121 167 155 100 94 8 90
§ HOME CARE 109 141 208N 175 122 115 112 118

TOBACCO 97 101 104 106 93 98 98 100
Source: IRI CPG Demand Index. Click HERE for full dashboard

Updated on 4/21/20
E 2020 Information Resources Inc. (16RI). C
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With Varying Pressures On Easter Celebrations, U.S.
Consumers Spent More On Proteins and Less On Candy vs. YA

Easter Dollar Sales ($M) Il CcoVID-19 Stock-Up Week Avg. Il Week Prior to Easter
2 Weeks Prior to Easter Il Easter Week
Pressures on
15,822 1,118 1,084 122 625 344 Easter 2020

13,776 13,979

A Earlier in the month holiday
benefits from larger wallets
beginning of the month

A Consumers seek comfort
and normalcy during
quarantine

A Celebration purchases
mostly for household
members; fewer parties

and gifting
A CoOVID-19-related
Edible Fresh Meat Smoked Ham Candy Seasonal Easter Candy unemployment and
+A5%* +14% +22% +13%  +55% +23% +3506 +25%  +127%* +1% +36% +85%  +13% -13% 0% 9%  +9%* -20% -4%  -17% concerns over income
limit spending

% CHANGE VS. EASTER 2019

Note: Easter Week refers to week ending 4/12/20, Easter Week 2019 refers to week ending 4/21/19. COVID-19 stock-up week average refers to average of 3 weeks ending 3/22/20.
*Figure for COVID-19 stock-up week avg. compares to same time period year ago. Candy refers to Chocolate and Non-Chocolate Candy.

° Source: IRI POS data Total U.S. MULO ending 4/12/20.
IR' E 2020 Information Resources Inc. (17RlI). C



