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their use of digital technologies, more thoughtful and selective in their decision-making, and
keen to see COVID-19 as an opportunity to reset values in the world.

ch

ﬂe\/\/ Globally, a new consumer is emerging — one that is financially constrained, more advanced in

The changes we're seeing are likely not short term. Most consumers believe they will be living their lives very
differently for the foreseeable future. Businesses will be faced with new challenges in this new reality. Our research
) identifies three areas to inform organizations' decisions and plans:

The economic impact of COVID-19 will influence behaviors for some time to come.
a @ On average, 40 percent of respondents are financially constrained and are, therefore, reducing their discretionary
spend. New and persistent consumer segments have emerged based on the economic and psychological impact
r] C C of COVID-19. Those most affected (economically and psychologically) are less inclined to pay a premium for
branded products or nice-to-have experiential factors, and are deferring non-essential purchases.
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) TVrN @ The new consumer is digitally savvy and embraces the ease with which they can interact with
organizations through digital channels.
L C Organizations have responded to COVID-19 with high levels of innovation, including greater digital access to
purchasing and customer support. Consumers of all ages are keen for this to continue.

M) /] C ~ @ Consumers increasingly purchase from organizations they trust, at a time where trust is becoming

more complex to build.

Historically, trust was driven by whether organizations delivered on the brand promise. Now, trust is
multidimensional and nuanced: trust that companies will continue to put the consumer’s needs first, trust
that the consumer will be safe dealing with them and trust that their data will be secure and protected. In
addition, younger respondents are concerned about a company’s environmental and social practices.
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Throughout this document, “we’ “KPMG? “us"” and “our” refer to the network of independent member firms operating under the
KPMG name and affiliated with KPMG International or to one or more of these firms or to KPMG International.
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Key purchase drivers

Organizations must focus on
digital enablement of their

> %
Value for money - (g 0% customer and be clear on where
Ease of buying 42% they need to win the customer’s
- trust. Each of the trends identified
Trustinthebrand g 4 1% in our study accelerated with the
My personal safety 40% beglﬂnlﬂg Of CO\/' D'1 9 Th|S StUdy
confirms that they are persistent
Range of products and services 37% both over tlme and geography
Customer experience 5% and that their combined impact on

consumers’ behaviors has stark

Stafffpeople policy 19% implications for organizations.
Direct communications 19% Compames can no |Onger prOteCt
their price pOSItIOﬂlng with
Brand's values match my own 18% experiential factors (e.g. in-store
Support for local communities 18% C(_)ﬁee ShOpS) that now have less
direct benefit to the consumer.
Brand’s social conscience 18%
Brand's approach to the environment 17%

Personalization

14%

% = proportion of consumers who rate each as important in their decision-making
Which of the following is important to you now when buying a product or service?

Source: Consumers and the new reality, KPMG International, June 2020
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Key findings — all sectors
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Consumers' spend is impacted by both
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Consumers in Germany, France and Hong Kong (SAR),
China feel more calm and secure, fitting into the
financially comfortable category. In Brazil, Japan, Italy and
Spain, more consumers have stopped all non-essential
purchases and are more selective, feeling more financially
overwhelmed and financial recovery being the priority.

Value for money, and its corollary price, is the single most
important factor in decision-making, with nearly half of
respondents saying that it is more important now than
pre-COVID-19, and is true for all markets included in this
study. This is a direct result of the financial concerns that
now affect two-fifths of consumers.

Just over half of consumers feel financially
comfortable or secure versus 43 percent who feel
overwhelmed or vulnerable

Financially

overwhelmed

Much worse off

Financially sensitive
Slightly worse off

Value for money (63 percent) is the most important
purchase driver, with market variation shown
below. Forty-seven percent say value for money is
more important as a result of COVID-19

80%

82% . 77% Italy, Australia
Spain, Brazil  France, Japan
74% T 76% 70%
UKk 51% Canada Hong Kong
Germany Mainland 64% (SAR), China
? China us T

T

|

Which of the following is important to you now when buying a product or service?

Source: Consumers and the new reality, KPMG International, June 2020

the decrease in disposable income and
the psychological impact of COVID-19. We
see new segments arise, separated by
their need to group products and services
into categories of necessity, with spend

moderated by financial attitudes. Overall, four

in 10 are financially worse off, with another
13 percent deferring major purchases.

n Consumers and the new reality
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Struggling to
cover essentials

Overwhelmed
and anxious

Financially secure
Better off
Spending as before

Stopped non-essential
purchases

Vulnerable
Financially
comfortable

Not affected
financially

but deferred major Kept spending as
purchases before
Optimistic Calm

To what degree do you feel the COVID-19 situation is affecting your

household finances?

To what degree do you feel your spending behavior has changed vs. before?
How do you currently feel about your financial wellbeing?

Source: Consumers and the new reality, KPMG International, June 2020

Organizations will need

to rethink their business

and operating models. The
consumer’s search for value for
money is much more than just
short-term margin dilution. It is a
fundamental change in purchase
priorities and will be prevalent for
12 months or more.




Key findings — all sectors
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COVID-19 has amplified the need for easy
access to products and services and relevant
information. The maijority of customers are
now comfortable using online channels,
reducing physical purchase occasions and
are gravitating towards touchless shopping
and contactless payments.

Ease, therefore, is at the heart of a digital shift, which
touches all parts of society irrespective of age. While the
overall trends are as we would expect, there are some
interesting nuances we see emerging. For example,
younger consumers below the age of 45 are more

likely to turn towards those channels they use most to
communicate with their friends and families, such as
messenger apps (+9 percent for 18-44 year olds vs.

+3 percent for 45+ year olds) or social media (+4 percent

for 18-44 year olds vs. +1 percent for 45+ year olds). Overall,
we see a threefold increase of consumers claiming they will
use social channels as their main means of communicating
with organizations in the new reality post-COVID-19.

This shift to digital interactions is also prevalent in how
consumers wish to pay, where digital payment types are on
the rise. Online purchasing and contactless payment options
have become the norm for most consumers, with the desire
for safe contact-free purchase options reinforcing this trend.
In mainland China, consumers intend to make much greater
use of digital wallets. This trend is also more prevalent in
Hong Kong (SAR), China and Brazil.

Consumers believe that they will use cards and digital

wallet options more than cash for future purchases

Cash

Debit

Credit

Digital wallet

B Lessthan pre-COVID-19

B More than pre-COVID-19

Respondents saying they would use each method the same as before are
not shown

Considering your future purchases, do you think you will use cash, cards or
digital wallets more, the same or less than before the COVID-19 situation?
Please consider your future purchases once all restrictions are lifted

Source: Consumers and the new reality, KPMG International, June 2020

Organizations will need to

invest in new digital methods of
communication and payments.
Organizations will have to consider
releasing cash from existing channels
and shifting into digital. Prioritizing
digital security will be key.

In the future, the main channel of communication for

customer support is likely to be increasingly digital,

often with a human touch

Largest change among those aged:
40% 18-24-25%

Visiting their stores or branches

26%
28% 25-44 -18%
20%

14%

Phone call (I phone them)

Website 16% 25-34 +9%
App 10%
. 4%
Email
@ 7%
v I .
Community-based support website 13/%/ Three times 18-24 +7%
S ° more
Messenger apps ! /oo/ consumers will - EOTREERIA
5% use these
: ’ 1% methods as
Social media 2% their main 18-44 +4%
v
Webchat L 1% channel of 25-44 +6%

4% communication
1% [RGERENY
2% reality
0% vs. pre-COVID
(17% vs. 5%)

Video call

SMS chat

Bl Before COVID-19

Thinking again about [SECTOR], when you need support and contact organizations,
what was your main way of communicating (before/now/future)?

B Future, once restrictions are lifted

Source: Consumers and the new reality, KPMG International, June 2020

Consumers and the new reality B
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Key findings — all sectors
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Trust, the third key factor influencing
consumers’ purchase decisions, is also not a
new concept. However, probably for the first
time, consumers have seen organizations put
the well-being of their customers and their
employees ahead of profit. “Acting in my best
interest” is a key driver of trust.

Consequently, trust between a consumer and an
organization has become increasingly multidimensional
and contextual. Will | be safe when | interact with
them? Can | trust them to put my well-being before
profit? Will my data be safe? Will they behave
creditably when it comes to their environmental and
social obligations?

On balance, most organizations have fared favorably

in the eyes of the consumer. We see a net increase in
trust of +3 percent, with some significant variations
(see next page). From a sector perspective, it is

the grocery sector that has seen the greatest
improvements in consumer trust (+8 percent), possibly
as their immediate actions were most visible during
lockdown periods across the globe.

n Consumers and the new reality
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Trust, and its various components, have become a much

more critical factor in influencing consumer decision-making.

While ‘personal safety’ (+56 percent) has increased most
in importance, we see an increase in consideration of all
elements of trust, from caring for the local community, to
caring for colleagues, and to caring for the planet.

Trust in the brand is impacted by perceptions of safety,
as well as an organization's conduct towards their
community, employees and the environment

Personal safety

Co I ;o
Local communities

rly 0
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e Social conscience
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People polic

) ple policy

M I
Approach to environment
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Brand'’s values match mine
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All these factors are significantly more important to consumers now
than pre-COVID-19, much more so to those aged 18-44 compared with
those aged 45+

% is those saying more important

Thinking again about those same things, have they become more or less
important to you as a result of COVID-19?

Source: Consumers and the new reality, KPMG International, June 2020

On balance, slightly more customers are trusting of
organizations now compared with before COVID-19

Less than before l
1%

14% 75 (y

(0]

More than before ‘

The same as before

To what extent do you trust each type of company now, compared with
before the COVID-19 situation?

Source: Consumers and the new reality, KPMG International, June 2020

Organizations will need to review
their sense of purpose and
ensure it is aligned to the unique
environmental and social impacts
that the individual company can
make. Tight adherence to social
distancing and personal safety will be

demanded across every interaction.
Organizations will need to identify
where they can build trust and
ensure that actions that erode trust
are eradicated.



Key findings — all sectors
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Once the epicenter of
COVID-19 and one of the
most affected markets,
Italians declare they have

Japan is the most
cautious country

in terms of social
distancing, financials

A population that
declares to have been
only slightly financially
affected, Hong Kong

After Germany,
France's
population feels
less financially

affected by been strongly financially hit and behavior. (SAR), China is also
COVID-19. by the situation. However, Japanese consumers almost back to normal
The stage of virus maturity, along with . consumers are ready to feel much more levels and perceive
: go back to their previous economically customer experience
cultural factors, the government response to behaviors with extra caution. impacted and are (57 percent) as more
CQVID-19 and average age of population, all ; ' much less likely important now.
impact consumers' decision-making. E 5 to rate customer '
! ' experience :
! | as important '
Currently at the epicenter, At the start of the easing of (14 percent).
US consumers are more restrictions, UK consumers will | i ' :
willing to adhere to social follow government guidelines H
distancing rules and of staying at home as much as , .
less concerned about possible, with a higher proportion ! ,
environmental and social of consumers who will keep i :
policies at this stage. working from home in the future. ' .
' ' | | | 5 Reopening »
L Ll < 4 < 4

Lockdown »

A population slightly

¢ In the strongest financial financially affected

ey

Consumers in Brazil,
another current
epicenter, focus much
more on brand trust
(68 percent), personal
safety (71 percent)
and ease of buying
(73 percent).

P |

Consumers in
Canada are much
more likely to
rate customer
experience

as important

(59 percent) vs.
other markets.

Ready to go back to
previous COVID-19 activity,
as the government starts
to ease restrictions,
Spanish consumers
nevertheless have the
second highest proportion
of those who are
financially overwhelmed.

position, Germany'’s
population claim to be
less financially affected
by COVID-19. German
consumers are more
likely to rate staff/
people policy higher in
importance (40 percent)
vs. other markets.

S emmm ey

Australian
consumers
are more likely
to rate value
for money

(80 percent) as
important.

but more secure

and optimistic. Now
almost in their 'new
reality’, Chinese
consumers rate
value for money as
much less important
(51 percent) vs. other
markets.

Consumers and the new reality
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Sector focus

Consumer and Retail
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Nowhere is the combined impact of the global
consumer trends more noticeable than in the consumer
and retail sectors. The convenience that is afforded by
shopping online is a key driver of increased use of digital
channels, both for grocery and non-grocery purchases.

This favors online stores. One in five consumers claim that they
shop for groceries at online stores (35 percent for non-grocery),
while the large offline stores are frequented much less. This trend
is set to continue, with almost one in two consumers who changed
their shopping habits claiming that their new behavior will persist.

Brazil, Hong Kong (SAR), China, Spain and mainland China saw the
highest net increases in use of online services of large grocery
retailers, while Japan saw a net decrease in its use. On the other
hand, there's a higher net use of online shopping services, such
as Amazon vs. retailers in the non-grocery space, with highest
increases in Brazil, Canada, Hong Kong (SAR), China and the UK.

At the same time, consumers will go to physical stores only when
the price is right, when it is convenient and when it is safe to do
so. They expect retailers to ensure physical safety, which is now
top of mind when asked about what stores should do.

n Consumers and the new reality

Social distancing is particularly important for consumers in the UK, the US and Japan, while German
consumers place greater importance on retailers providing free deliveries and discounts.

Factors that influence decisions to go to a store

Price
I 53 %
bod [ EEECCcccccccccccccccccccccuccuccuccinccnctuncucctncuncniis0%

Location of store

I'O‘ = 32%

In-store convenience

E/—36%

Average of other factors

44%
41%

N, 27 %
@ T 28%
B Grocery M Non-grocery
What are the factors that influence your decision to go to a grocery/non-grocery store?
Source: Consumers and the new reality, KPMG International, June 2020

Factors that influence decisions to buy online

Convenience

It's safer
. I 52 %
. Wi

B Grocery M Non-grocery
What are the factors that influence your decision to buy groceries/non-groceries online?
Source: Consumers and the new reality, KPMG International, June 2020
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Types of things consumers expect retailers to be focusing on Change in shopping habits during COVID-19

More social 48%
distancing measures 48%

Free delivery

Flexibility of |N/A
delivery/returns 37%

35%

Special offers 39%
or discounts 35%

Prioritization 34%

of vulnerable 28% Large store

Average of other 17% Online —e.g. Online — large
factors 18% Amazon retailer

B Grocery M Non-grocery Consumers with changed shopping

behavior claiming to continue in future:

1/

% shows top three mentions
Thinking about you as a customer, what types of things do you think grocery/non-grocery retailers should be focusing on now?

-38%

Source: Consumers and the new reality, KPMG International, June 2020

for grocery Ammi
--’

M =

for non-grocery

Physical retail will need to offer consumers new reasons |
to purchase offline. \With price and convenience being key to
consumers’ decision making, retailers will need to develop their

B Grocery M Non-grocery

% shows the net change (% used more, minus % used less)
How have your shopping habits with grocery/non-grocery retailers changed
during COVID-19?

Online and |ast m||e |OgiS‘tiCS and delivery Capabmty and manage ‘the And how likely is it that you will continue using these methods in the future,
) ) once all restrictions are lifted?
balance between home delivery and in-store product ranges. Source: Consumers and the new reality, KPMG International, June 2020

Consumers and the new reality n
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Sector focus
Consumer and Retail

Hongloca

Consumer perceptions of retail brands are
changing, and many claim to be more willing
to use their local suppliers compared with
well-known global brands in the future.

Although we saw an overall dip in local buying in the
immediate aftermath of COVID-19, increased time at
home and restrictions on travel have focused attention on
concern for the locality.

Local shops have fostered new relationships as they
care for the vulnerable and the elderly, providing
welcome delivery services. Of those who will prioritize
shopping locally, about nine in 10 are willing to pay
more for local products, where their spending has a
noticeable impact on the local economy and where
they can trust the provider.

This is bound up in a much greater sense of place,
community spirit and concern for the environment
with respondents wanting to see greater support from
retailers for local communities and nearly one in four
interested in their own region's products.

m Consumers and the new reality

How do consumers think their brand preference will change in the future, in the new reality post-COVID-19?

Well-known
global brands

Own-label Well-known

Local suppliers
.................. national brands

-10%
B Grocery M Non-grocery
% shows the net change (% more likely to use, minus % less likely to use) post-COVID-19)
Thinking about your personal preferences in grocery/non-grocery shopping, how do you think your brand preference will change in the future, once all restrictions are
lifted, compared with before the COVID-19 situation? Less/same/more

Source: Consumers and the new reality, KPMG International, June 2020
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Will consumers be willing to pay more for locally sourced items? What is important to consumers when choosing a product and brand?

e 0600 0 0 0 0 « ] 9
*'@'4\'*'4 86% Made in own | ﬁ ﬁl 22%
Yes, forall/ | region ﬁ ﬁ i

o)
some products ° 25%

jakikh i CABES ™

Environmental

° policies |
*1 15% ﬁ ﬁ
No < o “ o s

* 0% m Grocery Support for ﬁ 8%

18%

B Non-grocery communities ﬁ I (2% B Grocery
% of those more likely to buy from local suppliers in future - B Non-grocery
When you buy from local grocery suppliers, would you be willing to pay more for locally sourced produce? What is important to you when choosing a product and brand when grocery/non-grocery shopping?
Source: Consumers and the new reality, KPMG International, June 2020 Source: Consumers and the new reality, KPMG International, June 2020

The trend towards local products may revitalize tertiary high streets, which have seen a decline over the
past years. Organizations will need to align their supply chains to the growing trend of a desire for localness. This
IS more than just sourcing — companies will need to be demonstrably supporting communities, new community
networks and being locally relevant.

Consumers and the new reality m




Sector focus

—@ Banking

Digital banks
A the marn
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Customers expect their banks to be
focusing on digital security and personal
safety.

Value for money and focus on price play out similarly
in retail banking. Price (interest rates) is still a big
determinant of product selection.

Ease of access (personal safety) is a priority for
consumers alongside better functionality on website,
apps and proactive communications with regards to
the effect of COVID-19 on their service offering.

Trust in the brand (45 percent) is one of the key
attributes for the banking industry, with the research
showing a net improvement in trust for own bank (+15
percent), with virtually all consumers saying they trust
their bank at least as much as before COVID-19 (96
percent). Chinese and Brazilian consumers trust banks
to a higher degree, whereas those in France less so.

m Consumers and the new reality

In retail banking, the trend towards increased trust is
directly benefiting new and digital banks, with a net
positive effect, double that of traditional banks. In the
banking sector, consumers want banks to prioritize digital
security, as well as prioritizing vulnerable and frontline
workers.

One in 10 are considering switching banks as a result of
COVID-19, and of this group, four in 10 are more likely to
move to digital banks, especially in Australia and Brazil.

Value for money, safety, trust and consumer experience
are important for consumers when buying from banks

Value for money

407

Personal safety

A%

4
&

Trust in the brand I—~ Customer experience

A% A%

Which of the following is important to you now when buying a product or service?

Source: Consumers and the new reality, KPMG International, June 2020

Consumers expect banks to prioritize digital security

% shows top three mentions
Thinking about you as a customer, what type of things do you think that
banks should be focusing on now?

Source: Consumers and the new reality, KPMG International, June 2020
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Net improvement in confidence and trust in new* and digital banks

111

Total Established bank New bank Digital bank

*New bank is one launched in the last 15 years with both branches and digital

% shows Net confidence = More confident — Less confident
How would you rate your confidence in your own bank compared with before the COVID-19 situation?

Source: Consumers and the new reality, KPMG International, June 2020

Established banks must work harder to compete on trust. New and digital
banks should look to promote those key purchase drivers that play well to their
offer (e.g. digital security, ease of use, as well as value for money).

One in 10 are considering switching banks as a result of COVID-19

1%

40% moving
into digital banks

Are you more likely to consider switching banks in the future as a result of COVID-19?
Which type of bank do you think you are most likely to switch to?

Source: Consumers and the new reality, KPMG International, June 2020

Consumers and the new reality m



Sector focus

Banking
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Personal safety (45 percent) and customer
experience (41 percent) are two important
attributes for the banking sector (see page
12). Use of multiple channels for different
activities is now expected.

With the temporary closure of branches across the
world during COVID-19 comes a lasting change in
how consumers will interact with their banks.

Consumers are telling us that even after current
restrictions are lifted, they will continue to use
website and app channels more, especially for
interactions relating to purchasing high-value
products or savings accounts.

m Consumers and the new reality

However, many anticipate still going to a branch — up to a channels. This is evident when asking consumers about
third will return to doing so, and they expect their safety to  their needs when interacting with banks online: consumers
be of paramount importance to banks. require the ability to switch device and/or channel as they

o , require, to get their needs fulfilled.
This indicates a broadening of channels used by

consumers, rather than the abandonment of traditional

Once COVID-19 restrictions are lifted, banking consumers expect to continue using digital more

Check balance -

Manage account -

Inquire about new products -

Purchase a high-value product 7%

Take out a savings account ~

B In-branch B Website B App

Which methods of communication would you use to interact with your bank(s)... a. Before COVID-19. b. And which ones will you be more comfortable to use in the
future, after COVID-19, once all restrictions are lifted?

Source: Consumers and the new reality, KPMG International, June 2020
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The ability to work across multiple devices with a true omnichannel experience is key to encourage online use Banks need to re-assess their

8'8% 82% 25% 2'3% 20% channel mix. Has the purpose

that each channel serves changed?
Can banks deflect investment
from traditional channels into a
more robust, consumercentric
omnichannel offering?

Work across 24/7 Easy to find Call-back Video-call
different devices webchat a phone number option appointments

What do you think that banks could do to improve the online experience?
Source: Consumers and the new reality, KPMG International, June 2020

For those who would return to a branch, there must be assurance that branches will not be crowded — personal safety

Short queue waiting times 42%
Practice social distancing A1%
Provide hand sanitizer 39%
Limited amount of customers 37%

Serve from behind screen 32%
An appointment system 30%
Staff wearing PPE 30%

What would a bank need to do to encourage you to go back to a branch, once all restrictions are lifted?
Source: Consumers and the new reality, KPMG International, June 2020

Consumers and the new reality 15
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Sector focus

Insurance
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Consumers expect the impact of COVID-19
to last. Almost half expect that normal

life will not resume for at least 6 months,
especially those aged 45+.

This likely underpins many consumers’ increased need
to secure against unforeseen events. A quarter of
consumers have acquired and/or are considering an
insurance policy as a direct result of COVID-19, notably
car and life. Acquisition has been highest in mainland
China, Italy and Brazil to date, with the lowest rates in
each of Japan, Australia and the US.

m Consumers and the new reality

Where consumers need to claim, efficient processing
of claims remains critical — especially in the current
environment, where delays in pay-outs may have severe
implications for consumers’ personal financial situation.
Consumers also state an increased preference for using
digital channels to settle claims (+6% web, +3% app).

Efficient processing of claims should be the number one

priority according to consumers
Efficient processing of claims Highest in:

—— France, Spain, Brazil

Innovative products

Italy, Brazil

Prioritization of vulnerable/frontline

Brazil, UK, Japan
Proactive communications
Mainland China

Clear direction about how to contact

% shows top three mentions

Thinking about you as a customer, what types of things should insurance companies
be focusing on now?

Source: Consumers and the new reality, KPMG International, June 2020

The insurance sector should

expect continuous increased
activity around customer
acquisition and churn.
Organizations which will succeed
are those who maintain consumer
trust (for example, by processing
claims efficiently).

COVID-19 has driven a number of insurance consumers
to review at least one current policy and consider their
portfolio

Highest for:

Reviewed my policy —— Car/Life/Health

Acquired a policy Life
Considered acquiring Car/Life
Disposed of a policy Travel/Car
Made a claim Health

And for each of these types of insurance policies, which of the following have you
done as a result of COVID-19?

Source: Consumers and the new reality, KPMG International, June 2020
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Sector focus

Insurance

USt remains
[rong, ye
2 1S Needed

While policy choice will continue to be
price-driven, 42 percent are looking for a
more personalized product and indemnities
against future pandemics. The latter being
a direct consequence of many policies not
paying out due to exclusion clauses.

Trust in insurance companies appears not to have
been damaged (+4% points net improvement

in trust), however, it is clear that consumers

are impacted. A third now request proactive
communications on the effect of COVID-19 on the
service offered and want to understand how exactly
their policies have been affected and what they are
covered for and what they are not.
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Clarity on what is and isn't covered will help insurance
businesses further build trust. The benefits will be in both
greater societal awareness of the need to secure against
unforeseen events, and greater consumer willingness to
provide personal information. Two in five consumers are
willing to share more data with insurers, if the value is clear
to them. However, nearly half are looking to keep their data
more private, indicating that firms need to explain the benefits
of data sharing to engender greater trust in the sector.

Price will be the key purchase driver for insurance
policies, as well as demand for more personalized
products

Highest for:

Price Health

Personalized products and services Annuity
It's usage-based Home

Payable in case of future pandemics ~—— Critical illness

Good connection with a broker or agent «—— Critical illness
The claims process is fully online «—= Critical illness

The signing up process is fully online «—— Car/Annuity

| can choose the channel | want to use Car

| can use personal data to help protect me ~—— Critical illness

And thinking about the next time you choose a policy, which of the following
do you think will be most important in your selection?

Source: Consumers and the new reality, KPMG International, June 2020

As many people are happy to share their personal
data as not, with two-fifths saying they would do so
in order to improve their experience

M | would always share my data

M | would be happy to share my data if it will improve my experience
Il | would not be happy to share more of my data

M | want to share less of my data

M | don't know

To what degree do you feel comfortable with companies having access to your
spending and behavioral data in exchange for your personal convenience and
safety/well-being?

Source: Consumers and the new reality, KPMG International, June 2020

Organizations need to be
transparent about what is and
isn’t covered. This will be critical
to support consumers in a time
of lasting uncertainty.

Consumers and the new reality




Methodology

Me ﬂDUO‘D Participating countries, regions and territories
[ ] France, Germany, Italy, I Japan

I Spain and the UK

Mainland China and
Hong Kong (SAR), China

Understanding the lasting impact
of COVID-19 on consumers’ needs,
behaviors and preferences.

Canada and
the US

Brazil I Australia

m Consumers and the new reality
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Interviews —

12,334 consumers
Representative sample of ~1,000
per market

e

Broad sector coverage

— Respondents had to have
had an interaction with the
sector in the last 6 months
Mobile/TV/broadband
Utilities
Travel and tourism
Leisure and entertainment

Deep-dives into:
Grocery retailers
Non-grocery retailers
Banks
Insurance

Dates —
29 May-8 June 2020

Key topics covered
— Purchase drivers
— Channel interaction
— Trust

— Sector focus
— Profiling
— Demographics

Collection method —
Online-based questionnaire

24

Tracking consumer
behavior

We will be tracking consumer

trends over six waves of
interviewing during June,
July and August 2020.

Wave 1 of 6 —

Six waves of interviewing,
every 2 weeks over 3 months

&

Next report

Our next report, after

wave 4, will look into the
reasons behind some of the
key changes in behaviors
and preferences that we
highlight in this report and
provide more detailed
market analysis.

Consumers and the new reality m
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