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In 1959, John F. Kennedy, then sfill
senator, explained in a speech that

“When written in Chinese,
the word ‘crisis’ Is
composed of two
characters — one
represents danger and one
represents opportunity.’
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If Russia follows China epidemic scenario, we will finish
struggling with active phase of COVID-19 in June

Measures in
: MSK and region

Relatively early start of quarantine measures in Russia
and current pandemic dynamic for similar countries is
basis for more optimistic expectations. Otherwise
quarantine may stay till autumn 2020.
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MEDIACOM
Social Media Dynamics e

Kommunarka's chief medical

March- Apr“ 2020 officer infected (D. Protsenko)

02.04

President V. Putin second
speech about prolongation of
Covid-19 measures until 30/04

25.03

President V. Putin speech about
Covid-19 measures and non
working week as of 28/03

900k 1703
First death in Russia

C

The following discussions prevail in the |latest
week:
__________ « Discussion of the measures by the Russian
Government and measures extension
« Discussion of the situation in Europe
Discussions regarding the exchange rates
and food stocks keep declining

Source: Social Media monitoring April 2020, tool YouScan, analytics by MediaCom Knowledge




Six stages of Consumes demand changes identified globally depending on

the crisis development:

[April]
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: Less store visits Consumers
Sl and online are getting
Stock up groTvtf/Er?\O\cgffTine pqrc.hose, bocl§ to life
panic, ’ruméver Iml’red but with new
Acftive health purchase of declines delivery. nprmol with
Hygiene protection, ‘long lasting . shelves Concerns increased
Consumer oroducts medical products’, d loqish about food o’r’rgnhon to
. - and logistics : : hvaiene and
NS iock up (e.g. masks stfock retail turnover cUes. prices pick yg
s0aps) up and basket up. different
size growth habits
Few infected First local Growing Quarantine . End qf
Indicators people mostly fechion cases number of measures are Quarantine, quarantine,
arriving from + deaths locally infected started in ’rhe Social Isolation return to new
abroad & deaths counftry/region normal
#1 #2 #3 #4 #5 #6
Source: Nielsen global learning mid March 2020 https://www.nielsen.com/ru/ru/insights/article /2020/fmcg-

geografiya-chem-otlichaetsya-podgotovka-k-covid-19-v-regionah/



https://www.nielsen.com/ru/ru/insights/article/2020/fmcg-geografiya-chem-otlichaetsya-podgotovka-k-covid-19-v-regionah/
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China: life after quaranhne | am very scoreq that | will contract
. . . the Coronavirus (COVID-19)”
with new hygiene habits e
WHO raises Global Risk March 26
g A from Coronavirus to the BJ reported 6 new
April 2020: V\(/mh - - I highest level of alert March 10 imported cases April 8
s T il President XiJinPing which resulted in Wuhan
ONcR -~ visited Wuhan tougher entry lifted lock
population closed for ‘I measures 1 Joua
85 ;o quarciilis March 14 ol after 77
) : : Closure of hospitals in Marc days
Will cop’rmue wearing face I Wuhan with returning China closes
masks in pUblIC p|CIC€S doctors and nurses — borders to
Museums, parks, foreigners
cinemas reopened to 31% 317%
82 ;O public — (with some
restrictions
Will continue to avoid public 29% ) 29%
places & stay to work at home 28%

837

Will keep enhanced personal
hygiene(washing hands, etc.)

Week of 20 Feb 27 Feb S Mar 12 Mar 19 Mar 26 Mar 2 Apr 9 April

iaCom China weekly Consumer Sentiments fracker 20 Feb — April 2020




|

— n N— MEDIACOM

China: Fearful yet fearless ] S bighE OFiENto
. Malls/ Shopping
and ready for life | SoMOREQITE,
GYM/Fitness Centre

Go MORE OFTEN to Wet Market for fresh
meat, fish, produce

Go MORE OFTEN to Wet Market

What you will do after Coronavirus (COVID-19) & Gym/Fiiness Centre

quarantine getting out Go MORE OFTEN to
Doctor visits
39%
34%
29% 29%

“I am very scared that | will contract
the Coronavirus (COVID-19)"

18-24 25-34 35-44 45-54 S5+
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China: Online daily with
GI’OCGTIGS nowin fOCUS Overall Personal expenditures online

("Spend more online then before”)

36%  36%
e .
(o]
ORDER
RIDE- FOOD 31%
DELIVERY ONLINE
HAILING
+5%, +12% MEDICAL
CLOTHING ° CONSULTA
TION
+9% 03%
ONLINE
OVERALL
PERSONAL
EXPENDITURE ONLINE o) o = = = -~ — =
GROCERIES v EDU/TRAI - o 3 S 2 2 2 2
+11% +13% NING S N —/
= 7 <t = — — N~ foe)
F% N ~ N AV
spend more COURSES x X s < S 3 3 3
L e

Source: MediaCom China weekly Consumer Sentiments tracker 20 Feb — April 2020
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China: new EATING - IN

How food related behaviors change

occasion after quarantine W4
Dining out 77% 2.
Food delivery is the biggest gainer. Ordering food delivery 48% 2% || :513\7;
EAT IN occasions will continue to -
gain popularity as people avoid AT Al | 82% |
crowd and pUb”C p|CIC€S. Less often No change More often mna
1 ?gf dirngeiﬁvre]rfrT:%SréGé%g\eﬁ%ger Ordering Food Delivery (MORE OFTEN)
(o]
Wk8 vs. Wk1) ~
v'In Tier 2 cities we saw a +16% order 23 -
- 19 R .
food delivery more often. 7 . —_ =Y
v In Tier 3 cities it was a +9%. ™ B
" a5 /"’ //].; 28 3
e 18 i
8

—o—[8-24 —e—=25-34 —e—35-44 —e—A45-54 S5




China: new perspective for
car market

Change in transport habits:
“I am using more often now” Wk8

New
on W8

18%

17%
13%

111

Taxi ride Ride hailing Drive Trough
service

MEDIACOM

This mean:s:

v Less bicycles

v Less public transport

v' More solo car commuting

v Growing taxi and delivery service businesses

Yet may not immediately stimulate purchase of own car

81 % avoid crowd &

refrain public transport

But may this tfrigger more fundamental market shifts:

v' Higher share of B2B sales to support taxi companies
and delivery service businesses?

v Should we expect exponential demand for driverless
carse
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China: Various activities )
55+ are ready to spend and willing to be out and about.

out of home People in different regions and different ages appreciate
getting back for more tactile experiences and actively
looking to tfravel & planning to continue enjoying their lives

What activities recover faster after quarantine | am actively looking to travel overseas or have
[do you plan doing more often now...] already booked overseas travel 12

——]8-24 —e—75-34 35-44 —e—A45-54 55+

g

[%2) +— S — — — — — —
S S o O < O 3 © o 0 ® 9 2 2
=0 . O ~ 5 o O o) IE o N 0 o~ o 0
= e © 0 O < 0o o £ £ S S5 - = = S5
KA QO o) - O 5 < O c Q5 = ~ N, < 0 ©
c =) o O % = O+t v}

O O = ; () 8 1= ~ ~ o) ~ ~ ~
- S = © o O o) [0) o o) o) [0)
O 820 S = = o) o) = o) o) o)

©) S @) o) z 2 z z 2
(@)



6 indicators potentially could
become China’s new normail:

HYGIENE phenomenon is about prevention,
avoidance, refrain

DAILY ONLINE with micro shopping moments
are more important than shopping festivals,
even grocery online will only get faster,
fresher, cheaper, more variety available
everywhere

EAT IN phenomenon suggests solo diners will
eat more often with the company of
technology

CAR RIDE phenomenon means solo
commuting will be a norm

TACTILE EXPERIENCES to connect with
consumers in more meaningful ways

RELEVANT TRAVEL with many restrictions &
lack of new experience people will be
craving to see new places even local ones.
Local tourism will grow, wild nature is new
luxury fravel.

o ?

‘ \ ‘

Opportunities for brands to consider
how to operate with hygiene in mind?

What are media & collaboration within
A car ride or eat in occasion?¢

How can brands cash out on daily
online shopping momentse

Are we ready for relevant travel?
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China is ahead of the pandemic *
curve, but the patterns are different
to those we see in Europe *
+ Highly developed digital economy *
« Government control over population helped contain the

virus — very little left to individual choice *

« Strong memories of the SARS outbreak
« Relatively few cases outside of Wuhan
«  Wuhan restrictions will be lifted this week
« Offices returned to work

« Shops have been open for the last month

« Cenftral government is pumping money into the economy
every week to prevent economic slowdown




GDP in China 2020 is forecast to be 8.5%
lower than pre-pandemic predictions

Economic Impact
The outbreak of Novel Corona has seen China’s economy taking a big hit in Q1. The Economist has
revised its 2020 GDP estimation to 5.4% from 5.9% based on the most realistic baseline of outbreak

recovery.
comes under control in China GDP growth, 2020 (%)
Optimistic End-Feb 25% 5.7%
Baseline End-March 50% 5.4%
Pessimistic End-June 20% 4.5%
Nightmare Outbreak not contains in 2020 5% <4.5%

Source: The Economist




Product and service sectors were affected in different ways

Less affected by the epidemic/
Spending decreased/canceled id Spending increased
Almest unchanged
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Out-of-home Cut-of-home Travel Hairdressing Persanal core Basic epidemic Household Madicine Online
entertalmment dining and frnanlcure products prevention cleaning entertalnment
thtrlﬁq products products
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S Horme foes Key ad market players reactions:
oppliances oppliances equipmant

1. Fast (1-2 weeks) comms adaptation to pandemic
2. If no adaptation — campaign shift to 2H

Source: Kantar M
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China: Media habits Time spent on specific content and media

will continue to decline as consumers’
attention diversifies into different areas of

their lives
Consumers are consuming less TV (-9%) While consumers are still relatively concern on
and On Demand entertainment(-10%) news updates, consumers are consuming less
Week 5 movies (-8%) and other entertainment(-9%) — W5
No change More often
Browsing WeChat 22% 72% General news content A -5%
Watching TV 19% 67% -9% Other entertainment (e.g. TV 539 -9%
I On D : dramas, celebrity news, reality... e
— (emg?v 18% 67% S [1)73 |
entertainment (e.g. TV... Movies 53% -8%
Browsing Weibo 21% 54%

Nelelgi 22%
Browsing Qzone 32% 36%

Source: MediaCom China weekly Consumer Sentiments tracker 20 Feb — April 2020




Media spend is beginning to bounce back.
Q3 expected to bring spends to pre-covid level

Quarantine
Release

Feb Mar Apr
-90% -55% -25% Road traffic
road traffic road traffic back fo normal

omea .35% -45%  -25%

N Y

\\ )

Apr May Jun

May

Jul



Normal media behaviours are resuming in stages

Digital vV OOH
Media
Phase 1: Significant increases for all Increases across all Virtually no
Outbreak dlgl’fol.con’ren’r - doypor’r; as consumers consumption
especially for news, are confined to the home
(Jan-Mar) gaming, social, and
connected TV
Phase 2: Still the biggest time Killer, As people return to work, OOH formatsin line
Recovery less entertainment daytime ratings drop points (between
content, news and social whilst prime time ratings work and home)
(Mar-May) dominant. are sustained
Phase 3: Gradually back to normal Back to normal usage Gradually back to
Stabilisation but some usage from normal
lockdown remains.
(Jun onwards) Content marketing
recovery

Short term opportunities to build brand and drive performance;
critical to adapt recovery plans dependent on freedom of movement



This is a conscious shutdown of
our economy, trading jobs for
saving hundreds of thousands of
lives. It's almost inconceivable
that you can have the same

pbusiness model today as you did
30-days ago

Steve Blank




