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Navigating marketing in THE NEW NORMAL

At Empower, we have been working tirelessly to learn fast and stake a position regarding the best way
to get your marketing up and running again post COVID-19. | f you are famili ar
know this is one of our corevaluesd " Pl ant & ih a&ctioR. Wa ke a position backed by strong
conviction. In this case, our Retail Center of Excellence team has created a "Field Guide" on how to
navigate your marketing through the first 90 days post COVID -19. While we don't pretend to have all
the answers, we are confident it represents the major strategic steps necessary to get your business up
and running again in the "New Normal." - Jim Price, CEO Empower

A

Crawl Walk Run

When Stay at Home/Shelter in Place orders are initially lifted, we are recommending a Crawl, Walk and

Run marketing strategy. In this document, E mp o w &etadl €enter of Excellence team will focus the
Field Guide on the Craw/strategies to deploy during the first 90 days post COVID-109.



Consumer behavior is changing, so should your marketing

While consumer behavior is changing, focusing on current and projected trends
IS necessary to ensure the shifts are both known and prepared for:

Digital Media Consumption Health and Safety E-Commerce



Focus on current and projected trends to inform your marketing

1.

Digital consumption is accelerated: media consumption is increasing
and will continue to increase through channels such as social media,
online video, and streaming services

A 55% of consumers have increased their streaming from subscription

services
A 64% of consumers have increased their social media usage

Health and safety will be a priority: consumers will look to retailers to
make conscious decisions regarding ethical responsibility and

building trust
A Very important to leverage when targeting millennial consumers

Consumers want to be met where they are: there is demand to be
made familiar with a brand's online commerce
A 14% of those who had online ship -to-home orders in the last month
Indicated it was their first time participating in such an offering
A24% of adults said they woul dnot
6+ months

f eel

comfortt

Source: Numerator, Update Impact on COVID-19 Consumer Behavior
Source: Retail Dive, What Retail Could Look Like When Stores ReOpen



Lifestyles will be permanently adjusted

Moving into post -COVID life, three distinct groups can
be formed based on their lifestyle choices. These
groups are each composed of Americans age 18+.

Between the Adaptors and Disruptors groups, 65% of
consumers will adjust their lifestyles permanently
following the moderation of COVID -19 in some way.

20% of this combined grouping, the Disruptors, will
make "radical" changes in their social and spending
habits.

20%

ADAPTORS DISRUPTORS

Expect very little or only minor Expect some temporary change along See a large number of radical
temporary changes with very few permanent changes disruptions on the horizon

Source: Kelton, COVID-19 Consumer Pulse Wave 1



Lifestyles will be permanently adjusted

WHO ARE THE DISRUPTORS?

A Ages 35 -54

AThey are more | ikelyé
A To live in a large city

A To be married

A To have kids under 18 in their homes

A To try new brands or services

A To be on a strict financial budget

A To buy items on sale and use coupons

A To be doing extreme social distancing

Source: Kelton, COVID-19 Consumer Pulse Wave 1



Some behaviors will change permanently

A While all groups are concerned about the current
state of things, the Adaptors and Disruptors are the
two groups looking to change habitual actions.

A They will be looking to change anywhere from 2 -
11+ habits in the post -COVID society.

A This majority will drive the three current trends
referenced toremain on the same course.

These 3 metrics are helpful in representing what each
group is all about — and what differentiates them:
Avg # of behaviors they believe
will change permanently
i of everyday activities they’re
currently extremely worried
about
Avg # of negative emotional
impacts of COVID-19

ADAPTORS DISRUPTORS

Source: Kelton, COVID-19 Consumer Pulse Wave 1



Digital consumption will drive higher media engagement

A The loss of large Cable TV

Advertising events (March
Madness, Olympics, Kentucky
Derby, etc.) will ultimately
lead to up to a 25% decline Iin

traditional TV viewership. This

will accelerate the already
prominent decline of
traditional pay TV subscribers
seen in the past year.

A Advertisers will heavily

consider a shift from linear TV
to other inventory such as
streaming and other forms of
online video as growth rates of
up to 60%  (based on past
disasters) could be seen.

Olympics postponement alone throws
more than

$1 billion

in advertising into limbo

Cord-cutting households make up

20%

of the total US population

Live streaming across Online Video grew

66%

which is driving overall Video growth, not
Linear TV

Source,o0 7 Media Channel s
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Consumers will want public health and ethical responsibility

A American consumers aged 18+ are currently

forming judgements on companies for actions that

prioritize safety and health.

A Alongside looking to what companies do to take
care of people throughout the outbreak, the top 4

drivers for consumer sentiment include

maintaining health and responsibility within their

stores and workforce after the virus subsides.

Consumers want to see tangible actions that put people first

Making extra Providing Providing Offering free Providing
cleaning / special offers special deliveries in-depth
disinfection to those who services / information

efforts lose their opening about how
jobs hours for they deal
seniors with the
situation

u

Sending
frequent
updates
about their
business

Source: Kelton, COVID-19 Consumer Pulse Wave 1



Ecommerce engagement with consumers will grow =1
THE TREND TOWARDS E -COMMERCE WILL PERSIST

A The penetration rate of online channels is forecasted to grow more
strongly post COVID -19.

A 42% of consumers tend to purchase more through integrated e -
commerce platforms, compared with only 8% who would buy less
from such channels.

A Opens the substantial opportunity to engage with consumers through
BOPIS. ship -to-home, and other e -commerce options  considering their
current interest.

Possibilities of change in various channels after the epidemic

5 . The frequency of use gradually increases Unchanged The frequency of use gradually decreases

Ad
Hypermarkets 36% 53%
Fruit Stere/fruit and
vegetable convenience 35% 55% 10%
store

020 food delivern
dotiorms 51% [T Source: Kantar, Assessing the impact: A cross industry view on the impact of COVID in China



Summary of trends in THE "NEW NORMAL"

go&

C4C

Digital Consumption will
continue to rise

A TV Advertising
opportunities will fall with
the loss of major events

A Up to a 25% decline in
Linear TV viewership as
cord cutting will persistin
American Households

A Advertisers will look to
shift dollars out of Linear
TV

Health and Safety will drive

consumer sentiment

A Consumer sentiment will
continue to revolve around
sanitary environments

A Ease-of-service and safety
will drive consumersto

search for safer ways to
engage with companies

A Companies can leverage the
first 90 days to put out
effective and timely media

oo
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E- Commerce opportunities will

continue to be abundant

A Shoppers will not be eager to
return to normalcy in buying
habits

A Consumers will look to engage
through offerings such as
BOPIS, ship -to-home and other
e-commerce channels

A E-commerce will both help with
mitigating losses of foot traffic,
but also connecting consumers
to the brick and mortar stores
post COVID -19
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Re-opening your stores (and website): Strategy -

When initial restrictions begin to be lifted, we recommend you think of this as an opportunity to tell your
customers yopehade yYRer | ocations i n their aYoara and yo
ecommerce/website should be in concert with this strategy as more customers will be willing to start

spending.

RE-OPENING STRATEGY: Work with Empower and your key partners/associates to build a customized
marketing plan for each store location

A Social responsibility best practices

A Strategic media planning

A Assess competitive landscape
AExclussverd@ioanl yo give
A Develop strong promotional offers

A Well thought out store communication

fl es

GOAL: Increase sales by quickly building awareness that your stores are now open for business. A strong
promotion is recommended but must be conscious of your audiences' current financial situation. Safety and
health measures should be included in your messaging.

CAVEAT: Empower and your marketing teams will have to work within the restraints of your budgets and
the restrictions government bodies place on the store locations in your footprint. It will be imperative to
balance your marketing spend with the potential number of customers who could come into your locations or
web.



We have created a re-opening field guide for post C-19 navigation

Within the new normal of
businessoperations, Emp ower 0s PROMOTION
Re-Opening Field Guide is within the A Message

proven5P6s fr amewor k. o Wl
A Public Relations

. . _ A Sponsorships
The brand's audience is in the middle A Endorsements

of the framework and is what every
step should be built against.

PEOPLE
A Employees
A Management

A Customer Service

A Social Media
Community
Management

PRICE

A Opening Price
Point

A Discounts

A Incentives

A Loyalty Rewards
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Store Re-opening Process | Audience

Empower recommends an audiencef i r st appr oach

website) by reviewing your segmentation first and working with Empower to revise how your key audience groups are

changing media habits due to C-19.

Here are some examples of how consumer behavior is shifting in the current landscape:

—  Saddened about missed
milestones and worried about
delays in education and career.
They are acutely bored and miss
social interaction

— A Online Video +51% - +44%
A OTT/ICTV+38% - 41%
A Video Gaming +31%

They are eager to return to the
normalcy of retail experiences.

—  They care about how retalil
employees are treated and expect
a consistent experience between
store and web

T~ Overwhelmed by responsibility.

Stressed by work dynamics,
homeschooling, etc. Worried
about income security and health
for their extended families

A Online Video +44 i +35%
A OTTI/ICTV+41 - +38%
A Broadcast TV + 35% - 45%

Shift in retail mindset from fulfilling

~ desires to finding solutions.? They
will continue to
gratificati ono -19,n
whether that is store experience or an
expectation of fast, low-cost delivery

P

— Maintaining vs. Adapting mindset is
most apparent. Some are resentful
about "being told what to do." For
others, the risk to their age group has
prompted significant lifestyle changes

1~ A Broadcast TV +42%
A OTT/ICTV +21%
A No change +24%

. Boomers have been motivated to
try online shopping, grocery/meal
delivery and digital entertainment.
Many will continue using these

t iserviges fftenGslp. aThey will

i reQntingedosprioritige customer
service support both in brick and
click interactions with retailers

roi
PP
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STOREREEOPENI NG |PEGPLE

|dentify tangible ways to benefit employees and

the community
Focus on People to Strengthen Customer Experience and Brand
Health

A Customer appreciation for retail workers is on the rise. Gen Z
and Millennial customers are loyal to brands that put people first.
A Employees are your primary ambassadors and can also be
your biggest detractors. Give them motivation to stay loyal and
be brand advocates.

Put Safety Measures in Place for Employee and Customer
Peace of Mind
A Be aware that your employees may have mixed emotions about
returning to work. Retail employee fears about going to work
increased from 29% to 41% by late March.

Focus on Retaining and Recruiting Top Employees

A Identify quick wins for team building and boosting morale.
A Younger workers, in particular, value feedback. Team building

huddles and recognition go a long way.

A If you are in a position to create jobs, it can pay dividends
operationally and be a positive marketing halo for the brand.
A Domi nob6s cr epsotueed, upliftirmy ceormitment ad.

A Strong recruitment and employment branding strategies can help
you attract new, desirable entrants to the retail industry - students
on breaks from school, qualified displaced workers from other

sectors.

PEOPLE

A Employees

A Managers

A Customer Service
A The Community



https://www.youtube.com/watch?v=qHtxQ4X2YSE

STOREREEOPENI NG |PPLACE s
PLACE

Update your retail and website to convey safety and relevancy A Retail
Instill Store Re -Opening Safety Procedures/Protocols A Website
A Gloves and hand sanitizer stations in-store A Omni-channel
Distribution

A Safe distancing b/w sales associate and customer
A Include details of your policies on your website and link to credible

CDC sourcesto validate vs. developing custom health-related

content

Reconsider Hours of Operation
A Special Hours / Private Appointments for vulnerable guests

A Allow time for restocking and cleaning. Make sure new hours are

clear to customers
Communicate Effectively While  Crisis is Top of Mind
A Positioning special purchases available due to back stock of

inventory from store closures
A Recognize some shoppers may want to interact while others may

still be in social distance mode
Create an Appealing Omni  -Channel Distribution Experience
A Customers will be engaging with your brand in store AND online.

A Provide an experience that suits their preferred way to shop
A Curbside pickup, free or discounted delivery
A Reuvisit both online and phone customer service

Develop Community/Charitable Tie Ins
A Identify a focus to support members of the community or C -19

related causes (hunger and humanity)
A Starbucks is giving free coffee to healthcare workers

A Kendra Scott is donating 50% of "Shop for Good" jewelry
proceeds to Feeding America

A Community




