The world will never be the same again?
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VVho led the digital fransformation of your company?
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Three vectors of change behind COVID-19
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MEDIACOM

Selféctualization It seems we slide down

e \ to the lowest level of
the Maslow pyramid?
/ Love & We rather have reached
belonging

/ Safety needs,
health, stability

Physiological needs:
warter, food, shelter, sleep
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another pyramid, it is
\ lower Level 2.0




MEDIACOM
BIG TECH'S CONTRIBUTIONS

COVID-19 Sl he largest tech
had g &= companies have
further allocated funds
catalyzed — fo support small
digital = e DUSINESSES,

9 . healthcare,
revolution security

meaqasures In

connection with
COVID-19




MEDIACOM

COVID-19 had further catalyzed digital
revolution: voice in the banking

2019 2020 2021
Costs & Process Relevant Personal Safety
Service

Debts management, telemarketing,
information & support services,
trainings, client interviews




The new role
of
technology:

MEDIACOM

Before \\ After
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Too much

information,

more then
one is able
to digest
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| EVERY SECOND: Millions of Audience Signals
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COVID-19
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“I am getting info via Telegram or
) Insta feeds. | am not watching TV,

or if | occasionally watch TV, | have
To deal with no trust”
pressure _——“We are not going to die by
people @ COVID, but by Media”
COI‘ISCIOUS|Y “Can we noft frust anyone
considera ny anymore online? Every statement
cut on = has fo be checked ,it's exhausting!

J [ now limit my time in internet”

content &
information /
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Consumers pée Brands

Trust should Business iy"\ Partners
be a new

communicati
on focus

Society % Medida
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In 2020 comparing vs
year ago do you plan
shopping in malls

50«

want to “see or more/lesse
Reiqil try before
Reinvention: puying' 31% 279
COVID-19 Q
whips up N5
differentiation +£LI7%

E-com sales
after COVIDI19

B More ONo change 0OLess




The Fastest
Global
Retail
growth and
declines in
2020 are
Apparel

+40%

VS YA

lululemon @ athletica

Apparel

Famous for its global
community events, balanced
online & offline experience

MEDIACOM

-34%

Vs YA

Apparel

Relied on 3rd party retailers,
department stores, late with
personalized offerings




MEDIACOM

s Experiential

New reality ’* Unique

for retail:
more than a

place to @

shop

Premium
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Three vectors of change behind COVID-19

Trust as fo.cus.m PR
communication "5’,,

&

Technology as
Social Responsibility ﬁ

Retall as more
Than a ‘place’




