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Iconic brands create
brand craving.
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Values in the age of COVID-19

Wellness Control

Empathy Optimism



Wellness




Pre-COVID-19, wellness became the central motivation in consumers’
lives and its definition expanded across categories.

TECHNOLOGY GEOGRAPHY
WORK STRESS
POLITICS SLEEP
Bor CULTURE
DIET MEDIA
FINANCES
ENVIRONMENT WELLBEING
HEALTH
EMOTIONS APPEARANCE
EXERCISE TRAVEL

RELATIONSHIPS
MINDFULNESS

—BVK  Kantar U.S. MONITOR



The meaning and goal of wellness moved from possibility, to
control, identity and progress.

BOOMERS GEN X MILLENNIALS

Possibility

Control Social identity Progress
and purpose

Kantar U.S. MONITOR




» COVID-19 ha' 'brought it back down to the most basic level,

: | trig sgering/our most primal instincts.
£

“h

morality,
creativity,
spontaneity,
problem solving,
lack of prejudice,
acceptance of facts

self-esteem, confidence,
achievement, respect of others,
respect by others

friendship, family, sexual intimacy \

security of: body, employment, resources,
morality, the family, health, property

breathing, food, water, sex, sleep, homeostasis, excretion
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People are focusing more than ever on very personal
aspects of health: like hygiene and cleanliness.

How you expect coronavirus to change regular spending:

38% 37%
31%
22%
19%
8% 8%
Groceries Cleaning Personal Healthcare Home Childcare Restaurants
Supplies Hygiene Entertainment

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)



Adjacent values surfacing in response:

Protection

Wellness




(n): Able to influence one’s self and surroundings as desired. Able to
predict, manage, and successfully react to the occurrence of stressful
events.
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institutions. n||F
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“If th oprrtumty arises, most
busmess will take advantage of
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The age of social media plus
increasing confidence of younger
generations had led to shifts in
power and control.

“l feel I can make a difference to the world
through the choices | make and the
actions | take”

70%

of Centennials

GRETA
THUNBERG

THE POWER

OF YOUTH




The impact on daily life is how people are experiencing
COVID-19: concern over disruption to routines outranks
worry over personal health related to the virus.

None

8%
Extreme

23%

46% 71% !

routines

22% Little

Extreme / Somewhat worried: Extreme / Moderate:
Personal Health Disruption

47%

Moderate

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)



Americans are feeling profound emotional angst as the virus
takes a toll on mental, physical and emotional health

How have the following changed in the last week, if at all?

% Gotten Worse

March 12-16 333
m March 20-23 37%
O,
March 27-30 U
30% 29%
22%
13%  14%
8%
Your physical health Your mental Your emotional
health well-being

Axios-Ipsos Coronavirus Index Survey of 1,092 U.S. adults, March 13—16 , 998 U.S. adults, March 20-23, 2020, March 27-30 1,355 adults



Panic buying and stockpiling behavior is our way of managing
our emotional state, to take back control where we lost it.

Have you stocked up on food or household supplies?
70%
60%
50%
40%

30% 61% 65%

20% 35% 39%

10%

0%
yes no

15-Mar =25-Mar



Adjacent values surfacing in response:

Contribution Autonomy

Adaptability Accomplishment



Our human values in response have not been to retreat or
cower but to rise and contribute from the couch.

Our elders were callea}a?;} OJOhn P ;
IF YOU EVER DREAMED OF PLAYING "“3" to save Iivei.
FOR MILLIONS AROUND THE WORLD, We are being called to sit ]
NOW IS YOUR CHANCE. on the couch to save theirs.

We can do this. =
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We're seeking structure. For brands, now is the time to
spotlight the delight in things you can control today.

Reebok
il
. Online learnin Free/adaptable
Linked [l eArNiNG g vee/adaptable P g
‘ PELOTON

USA 2 fiATuRio FEATURED S50 STATES
TODAY Ranking top airlines Most walkable U.S. c... Natural wonders by ...

TRAVEL

Take a virtual tour of these 12
amazing museums closed
because of coronavirus

Maria Puente USA TODAY

Cooking lessons
from famous chefs.

Tours & Livestreams



(n): the ability to understand and share the
feelings of another person.
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Pre-COVID-19, empathy was a driving value leading into 2020.
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COVID-19 has reminded us of our shared humanity. What we
have in common, among our differences. It's allowed us to
“see” each other and understand each other better.



Vulnerability and realness foster empathy. And the current
environment is inviting and celebrating it.

g kristenanniebell ® These are the faces

C of the doctors and nurses after wearing
tight masks after 13 hour shifts. | stay
home for them. #stayhome

#Repost @infobae

LOS HEROES DEL CORONAVIRUS
Estas son la fotos del personal médico
en #ltalia, luego de largas horas en
cuidados intensivos. Las comparten
para mostrar su esfuerzo y crear
conciencia alrededor del mundo de lo
importante que es cumplir la
#cuarentena para evitar el contagio de
#coronavirus. #QuedateEnTuCasa

Qv W

v& Liked by samtalskysmith and
715,069 others

shonda rhimes & v
@shondarhimes

Been homeschooling a 6-year old and 8-year old for one
hour and 11 minutes. Teachers deserve to make a billion :
dollars a year. Or a week. 1 & infobae 2= | e

12:12 PM - Mar 16, 2020 - Twitter Web App

97.5K Retweets  604.3K Likes



Our greatest concern is putting other’s health at risk, not our
own personal health.

What worries you most about potentially
contracting COVID-19?

31%
27%
o,
1o 12% 11%
5%
Gettin ; Gettin Social Losing Paying for
otherg Dying goodg Isolation = Wages  healthcare
sick medical

care

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)
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Companies are pivoting their business models to meet needs of

those in need.

GM is partnering with Ventec
Life Systems to help increase
production of ventilators

3 Tim Cook &

Our teams at Apple have been working to help
source supplies for healthcare providers fighting
COVID-19. We're donating millions of masks for
health professionals in the US and Europe. To every
one of the heroes on the front lines, we thank you.

3115 PM-Mar 21,2020 - T

8.4K Retweets  59.6K Likes

TIMI Apart. et Adsve O E

'Without Empathy, Nothing Works.' Chef José
Andrés Wants to Feed the World Through the
Pandemic

dews / Eating

Need to stock your pantry? These
L.A. restaurants are temporarily
flipping to corner stores.

S| [

3y Stephanie Breijo
Posted: Tuesday March 17 2020, 9:58am

Budweiser Unveilrs 'OneTeam’ Ad,

as AB InBewRamps Up Efforts to
Help

$5 million in sports spend heads 1oREACross

Adobe Enables Distance Learning Globally
for Schools Impacted by COVID-19

oug

Exclusive: Zoom

CEO Eric Yuan Is
Giving K-12
Schools His

Videoconferencing
Tools For Free




Technology was a tool for empathy deficit and now is one
of our our greatest allies.

Make it a Read/share Just watch
game night! IO LEZ a movie

horoscopes. together! NETFLIX PARTY
e © Geminis and ® Watch Netflixin sync with friends

TRUTH: My cat is watching this date right now
TRUTH: | made my own Purell this weekend
LIE: | have never seen “Love Is Blind”

Scorpios welcome :)
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Pre-COVID19, extraordinary optimism has been a hallmark
of our culture.

“More than recent past, | feel energized and
enthusiastic about the possibilities ahead of
me in life”

83% 82%

71%

63%




And despite the circumstances, Americans still remain
optimistic about their life after pandemic.

Thinking about the next five years...

Very/somewhat optimistic about the future Very/somewhat optimism about own
of the country personal future

66% 78%

Kantar U.S. MONITOR: COVID-19 Survey
March 17-20 (18+)
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The decrease in economic activity has resulted in less
pollution: our Earth is breathing and healing.

Pollutant Drops in Wuhan—and Does not Rebound
Unlike 2019, NO, levels in 2020 did not rise after the Chinese New Year.

Jan 1-20, 2019 Jan 28-Feb 9, 2019 Feb 10-25, 2019

Feb 10-25, 2020

(

Mean Tropospheric NO, Density (umol/m?)

0 125 250 375 2500



Many believe this will bring us closer together.

Do you think you become closer to family
3 and friends as a result of COVID-19?

93%

US: Very / Somewhat Likely

Ipsos Global Survey: 27,553 adults in 16 countries, March 26-30, 2020



Rainbow Connection Scavenger Hunts are helping to spread the
joy to those escaping quarantine for a neighborhood walk.

Rainbow Connection Ma T e
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Artists keep spirits up through live-streamed
performances and co-creation sessions.

R r
- @ coldplay @ - Foll

”
g @ johnlegend @ « Follow
\ v tﬁl"ﬁ <
/D coldplay # #TogetherAtHome

Chris played a mini gig at home earlier
today on |G Live. @glblctzn @WHO
@JohnLegend #TogetherAtHome

johnlegend @ #TogetherAtHome

Social distancing is important, but
that doesn't mean it has to be boring.
| did a little at-home performance to
help lift your spirits. @Miguel,
@CharliePuth - you want next?
Learn more about how you can take
action to help slow the spread of
coronavirus with our partners at
@WHO and @GIbICtzn
globalcitizen.org/coronavirus
#TogetherAtHome

‘ rogerb78 Chris mate your are crazily
talented man. Loved this video. Stay

safe x

a nkmoss77 Thank you for sharing your
talent with us! Love this! Hello from

Michigan! *{"_hughcevans €

#TogetherAtHol

ﬁ jaydepierce @ Thank you ¢

iwouldbetrue i -~ N %
Love her @ Q V [;]
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“As a society, my hope is that we come
out the other side better.”

Global Open Sourced Survey: The Emotional Impact of COVID-19
March 16-20, n=700



Looking beyond ,C;QVID“19:

A sneak peak into the emerging values and cravings.
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Control
To

Escape will come in
various forms: virtually &
physically. From normalcy
(restaurants and hugs) to
a world away. People will
increasingly crave a way
out.

The Hidden Worlds of the
National Parks

8 ey piace

Wellness
To

People will worry more
about what goes on body
than what goes into it.
“Clean” will broaden from
food to surfaces and we
might see a shift in
forgoing eco-friendly for
chemicals.

Empathy
To

In early 2020, we were

more divided than ever.
With a common enemy in
COVID19, we many see a
resurgence of a common
narrative and putting aside
differences. Community will
prosper.

Optimism
To

Optimism shifts to
actionable purpose. Brands
will live by a purpose
imperative not just for
consumer self actualization
but public good. A “Loss-
Leader” position will thrive.




Considerations to take forward:

In what ways can you help people/society feel or be more well? Do you bolster basic needs or help people
achieve higher-order definitions of wellness?

Adopt an entrepreneurial pivot-mindset. Triage the unexpected. Lead in new ways. Be open to change.
Engage consumers’ desires to control what they can and experience new things.

Acknowledge vulnerability. Present with empathy. Be humble and genuine. The nuances of brand voice are
more delicate than ever.

Associate your brand with good. Whether it's feel-good messaging or do-good actions, the things that brands
say and do in response to this crisis will endure beyond it.



Thank You.

stephanie.barkow@bvk.com



