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Change? Business response In practice
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The past 1.5 years made businesses think everything will change

3 O/O of the C-suite expect consumer
behaviour to change




But consumers aren’t so sure their behaviour will change

Most of my behaviours will
go back to what they were 14 22
before lockdown

| will maintain most of my
17 behaviours as I'm starting
to like them
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But change or not: 7 out of 10 businesses have been negatively impacted

Financial business impact
Q2 (April = June)

Positive (very / slightly)

. No impact
. Slightly negative

Very negative

72% total

63% for BrandZ growth brands
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And like businesses, consumers have also been impacted
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For instance, leading to increased price-sensitivity
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—| pay more attention to prices
| pay more attention to products on sale

35%

of consumers want to save money
and avoiding non-essential spend
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And different shopping behaviors

% of groceries bought online

35 35
| | |

Average before Average during Predicted rest
pandemic pandemic of year average

Even China, the biggest e-commerce
market, continued to grow

China

49%

Vs 41% before pandemic

African and LATAM markets experienced the

highest growth

Kenya

+23%
(43% vs 20%
before pandemic)

Nigeria
+19%

(43% vs 24%
before pandemic)

Brazil

+20%
(37% vs 17%
before pandemic)

=

South Africa

+18%
(36% vs 18%
before pandemic)

Colombia
+20%

(39% vs 19%
before pandemic)
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So things are changing but how R NRA L e i v
are businesses responding? OO 1,,“,;“ ity
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Budgets now need to work harder than ever

cost cutting plans are being executed

Marketing spend decrease

Communication & media decrease
% reduced spend

Market research decrease

Average %
decrease in spend 367

Trade marketing decrease

[0)
% reduced Average %

decreasein
spend spend
° 39.3
e 416
Q 319
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Many of our clients now work
with Kantar Marketplace to
accelerate consumer insights
and unlock growth.

At a way lower investment.

Ad testing and Brand Consumer and
development insights retail trends

Innovation and Media planning Quick turn
product development and effectiveness custom surveys




And year on year it shows: Investing in your brand, your communications
and your innovations pay off
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Thank you for attending

Hugo Schurink

Head of Marketplace

hugo.schurink@kantar.com
+31 65 24 62 559
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