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CANADIANS IN ISOLATION

EXPLORING THE IMPACT OF COVID-19 ON CANADIAN CONSUMERS

WAVE #2
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Methodology

Canadians from English Canada

WAVE 2

Field Dates March 27-30 April 10-14
Total Sample* 1013 1000

Men 505 493
Women 508 507

18-34 338 336

35-44 335 331

45-54 340 333

COrus.




Areas of Exploration

Feeling around & Managing the Economic impact to Perceptions of
perceptions of the information about consumers to date advertising
COVID-19 crisis COVID-19

COrus.




FEELING AROUND & PERCEPTIONS OF
THE COVID-19 CRISIS

COrus.




Increasing concern regarding the economic fall-out from the crisis

62%  63% 62% 63%

How long the emergencyis  The Global economy The Canadian economy  Someone in your family Your family’s finances Your mental state during  All the regular things you
going to continue getting the Covid virus the crisis worried about a month or
two ago

B Top2BoxWavel M Top2Box Wave?2

It’s an unusual time. How worried are you right now about...
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Increased uncertainty regarding when we will be back to normal

57%

5%
.

Things will be back to normal Things will be back to normal Things will be back to normal Things will be normal by July | don’t know when things will
by April by May by June be back to normal

B Total Wave 1 M Total Wave 2

How long do you think that we will need to be Social Distancing?
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There’s a concern about food/essentials supply chains

65%
35%
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If social distancing and self-isolation lasts for more than a few weeks, are you concerned about being able to purchase any of
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Relative stability regarding relationships

24%

22%
20% 20%

Spouse/partner Children Friends Parents Co workers

B Improved relationship Wave 1 B Improved Wave 2 B Strained relationship Wave 1 M Strained relationship Wave 2

We've seen media reports about a spike in divorces in China when the quarantine was eased up... How do you feel the current restrictions have impacted your relationship with your...
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Self-isolation is slightly more challenging than it was 2 weeks ago

Uncertainty

Worrying about getting sick or a family member getting sick
Staying positive

Worrying about not being able to get the things that | need
Lack of a regular routine

Not being able to go to the stores that | normally go to

Not being able to spend time with friends

Keeping myself/other occupied

Not being able to buy the things that | normally buy

Lack of exercise

Not being able to go into work

Balancing work and childcare

Other OE

What's the hardest part about self-isolation?

WAVE 2

7%

9%

30%
29%
30%
24%
27%
24%
29%
20%
24%

53%
54%
52%
56%
34%
37%
34%
37%
33%
38%
33%
35%
W Total Wave 1
37% W Total Wave 2




Some increase to benefits — especially around the environment

Spending time with family

Having time to myself

Slowing down

Having time to watch TV’s/Movies that | have wanted to see

We are seeing positive environmental impacts

Having time to work on projects/hobbies that | normally don’t have time for

Having time to read

Having the time to start new hobbies

Learning that | actually can work from home

Other OE

What's the best part about self-isolation?

WAVE 2

7%
6%

17%
21%

15%
16%

26%
26%

42%
45%

42%

41%

42%

35%

M Total Wave 1
W Total Wave 2




Not surprisingly, the values of “safety” and “family” are holding

86%  87%

34% 32%

22%  22%
18%  17% 17%  17%

11%  12%

Safety Family Comfort Honesty Community Quality Environment Convenience

M Total Wavel M Total Wave 2

Right now which of the following values would you say are most important to you? (pick 3)
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MANAGING THE INFORMATION
ABOUT COVID-19

COrus.




Over half of all respondents still report feeling overwhelmed by the
amount of information they are receiving about COVID-19

54% 347%

e 46%

=S No

B Total Wave 1 H Total Wave 2

Do you feel overwhelmed by the amount of information you are receiving about COVID-19?
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They are trying to limit their exposure to the information but are
struggling to do so

49% 51%

Yes but it is hard to limit Yes and | am being successful at | don’t know how to limit the amount No | can’t stop looking at information
limiting the amount of information | of information that | receive. It’s about Covid 19
am receiving everywhere

W Total Wave 1 M Total Wave 2

(if yes) Are you trying to limit the amount of information that you receive about COVID-19?

WAVE 2




Canadians are looking for reflections of “normal life”

48% 495%

Yes No I'd like to see these but haven’t seen many
of them

B Total Wave 1 H Total Wave 2

Do you find it helpful to see “normal” messages or stories that reflect normal life or normal life in the near future such as summer etc.

WAVE 2




al ECONOMIC IMPACT TO CONSUMERS
TO DATE

COrus.




19% are now reporting having lost their job

0,
27% 26% 6% 27%

19%
17%

11%

7%

| still work out of the home I now work from home, but | worked from home before all  I've lost my job due to the | wasn’t working before Other
used to work out of home this and still do crisis

W Total Wave 1 M Total Wave 2

How has COVID-19 impacted your work?
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They are more likely to come from rural communities or
households that earn under 50K a year

28%
24%
(o)
19% 17% 18% 18%
J I I 14%
Total Rural area A Suburb of a big city An urban area Under S50k $50-599k S100k+

H I've lost my job due to the crisis




But 45% are now reporting a decrease in income

55%
52%

4% 4%

Our income has gone up There’s been no big change Our income has gone down

B Total Wave 1l METotal Wave 2

And how has it impacted your family’s income?

WAVE 2




This is also more prevalent in those homes with a HHI under 50K

Under S50k $50-$99k S100k+

B Our income has gone down




We may be seeing the impact of government programs

42%
38%
24%
° 23%
21%
o)
15% 15%
10%
7%
5% .
Things are already desperate A few weeks A few months We're ok for up to a year We're ok for as long as it goes

IF GONE DOWN. How long can you handle the reduced income before things become really desperate?

WAVE 2




Most respondents report that they are currently spending less

78%

21%
o)
9% 7%
I’'m still spending the way | was a couple of I’'m spending less than before the crisis I’m actually spending more these days

weeks ago

How are you approaching your spending right now?
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Shopping for food & exercising are the most common activities
Canadians are leaving their home to do

47%

42% 42% 42%

Shop for food Exercise Go to the pharmacy Shop for something Go to the bank Go to a park Visit relatives Visit friends
other than food or
medicine

B Wave 1- Within the last 3 days B Wave 2- Within the last 3 days

When was the last time you left your home to do the following?
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More Canadians are picking up and ordering in food

50%

42%

36%

Picked up food at a restaurant Had food delivered from a restaurant Neither of these

Which of these have you done since social distancing started?

WAVE 2




38% of respondents think that they will benefit form lower interest
rate & another 29% are not sure

38%

33% 33% 33%

Yes No | have no idea

Do you think that you/your family will benefit from lower interest rates?

WAVE 2




28% of respondents intend on making a large purchase in the near
future

74% 72%

Yes | plan on making a large purchase very Yes but | will wait until things are “back to No | will not be making large purchases
soon normal”

B Total Wavel M Total Wave 2

(if yes) Do you intend on making a large purchase now that interest rates are lower?
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Intended purchases span categories

33%
30%
o)
589  28% 28% 29%
25% 25%
10%
8%
A car Appliance Home renovation Home/condo Furniture Other (oe)
products/projects

(if yes) What do you intend on purchasing? (select all)

WAVE 2




46% of respondents have now started thinking about what they are
going to buy once things go back to “normal”

60%
54%

46%
40%

Yes No

Have you started thinking about things you plan to buy once things go back to “normal”?

WAVE 2



Some changes in the categories that consumers are thinking about

53%

36%
34%

27% 28%

19% 19% 19%

17%17% 1 18%
0

Clothing Technology such Shoes Home reno Furniture Outdoor garden  Appliances Alcohol Cosmetics Outerwear Books Pet supplies Toys Other
as supplies products
TV’s/Computers

IF YES. What things are on your list of things to buy after this is over?

WAVE 2




Small changes in when they expect to be spending post crisis

41%

32%

18% 17%

Right away Within a few weeks A month or two More than 2 months

M Total Wave 1 M Total Wave 2

IF YES. How long after the crisis is over do you think you’ll wait to start buying things on this list?

WAVE 2
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<, PERCEPTIONS OF ADVERTISING
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If they were a marketer, most respondents said that they

would create a special message

59%

50% 51%

18%
15%

19%
16% ’
Create a special message about Create a special message about Advertise as usual
what your company is doing for how consumers can access your
its workforce or the consumers products during this time

If you were an advertiser what would you do right now?

WAVE 2

Stop advertising for the moment




WE DID AN ASSESSMENT OF 17 DIFFERENT
COMMERCIALS IN WAVE #1 & 23 IN WAVE #2

WHAT WE FOUND WAS THAT A “SPECIAL” COVID
SPOT IS NOT REQUIRED IN ORDER TO HAVE A
POSITIVE BRAND IMPACT

COrus.
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B Bottom 2 Box Wave 12 ®Top 2 Box Wave 1

W Bottom 2 Box Wave 2 HE Top 2 Box Wave 2

Did this spot make you feel more or less positive about the ...brand?

WAVE 2




DEMOGRAPHICS ACCELERATE
POSITIVE BRAND MOMENTUM

COrus.
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We see spots higher for those respondents who have children
under the age of 18

80%

70%

60%

50%

40%

30%

20%

10%

0%

B Top 2 Box Have Kids Under 18 Wave 12 H Top 2 Box Do Not Have Kids Under 18 Wave2

Did this spot make you feel more or less positive about the ...brand?

WAVE 2




HOW CONSUMERS ARE THINKING
ABOUT A POST-COVID WORLD

COrus.
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The importance of savings is top of mind

50%
29%
I |
Save more to ensure that  Review your current Invest more money
you have cash on hand investments to reassess
risk levels

Which of the following if any do you think that you will do once the crisis has passed?

WAVE 2

improvements

B Total Wave 2

24%
20%
16%
Pay off new debt you took Increase or improve your None of these
on during the crisis household storage
systems




Canadians are looking forward to getting outside and
engaging with their community

58%
52%
44%
37%
34% 9
33% 31%
21%
15%
8%
= .
Spend time Going to local Shop locally Goingtoa Booking a trip Go to the movies Getting in shape Find a new job IELGE] Other Nothing at all
outside restaurants shopping centre course/upgrade

your skills

M Total

Which of the following are on your “post-COVID” to-do list?
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Being able to sanitize and well as having food on hand are the top
activities that consumers believe will carry over into “normal” life

58%
54%
32%
24%
15%
l ]
Ensure you have Carry hand sanitizer Ensure you have non-  Make purchases online vs Online grocery shop Wear a mask in public None of these
disinfectant sprays and perishable food in your going into a store

wipes at home home

W Total Wave 2

Once the crisis is over do you think that you will continue to do any of the following?

WAVE 2




Leaning on insights from the Great Recession

» Similar to the recession, this is a challenging time for brands and they are under
tremendous pressure to save

* But as the recession did, this crisis will end and there will be brands that emerge
stronger & brands that emerge weaker

* History has shown that those who emerge stronger will be the brands who are able
to maintain SOV (share of voice) at or above SOM (share of market) during a
downturn

* |f competitors are cutting budgets the longer-term benefit of maintaining SOV at
or above SOM will be even greater.

IPA - Advertising In A Downturn
WAVE 2




Canadians are concerned about the COVID-19 crisis.

Uncertainty rules the day as the biggest concerns center around how long the crisis will last and what the impacts
will be to both the Global and Canadian economies.

Despite the uncertainty, 45% have started thinking about the purchases that they would need to make once life
“returns to normal”. 38% believed that they will be able to benefit from lower interest rates with an additional 29%
saying that they were unsure.

Canadians are very open to hearing COVID specific messages from brands. Messages about what a brand is doing to
support employees/the community or messages about how they are making it easier for consumers to access their
products resonate well.

However, Marketers should not assume that their regular brandsell will not work in this environment. In fact, we
saw net positive brand impressions across categories when consumers were exposed to standard brandsell
messages.
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