EL CONSUMIDOR ESPANOL TRAS UN
DE COVID
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LOSCONSUMIDORESPANOLESI2.021

AEnlineasgeneraledos consumidore®sparolesiguenacusandael impactonotorio
de la crisisdel COVIDsi bien el pesimismorespectoa la recuperacioneconomica
gue sereflejabaen el pasadomesde noviembrehamejorada

A Comoveremosa continuacion la intencion de comprapermanencenegativaen la
mayor parte de categoriasde productos excepto para los de alimentacion Sin
embargo,el avanceen la vacunaciorharaque dichaintencionseapocoa pocomas

positiva
=
A Los consumidoresconfirman que ciertos patrones de compra que han adoptado
comofruto del confinamientq permaneceraratinpostCOVID \/
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LOS CONSUMIDORES ESPANOLES Y FRANCESES, LOS-MAS
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_  PESIMISTAS EN LO QUE A RECUPERACION ECONOMICA SE REF

Confidence in own country’s economic recovery after COVID-19'
% of respondents
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Spain India China Mexico us Brazil UK Germany France Italy Japan
2/23-27 2/20-3/3 2/20-3/8 2/20-3/2 2/18-22 2/20-3/1 2/23-27 2/23-27 2/23-27 2/23-27 2/24-27

I Optimistic: The economy will
rebound within 2-3 months and 17 4 17 12
grow just as strong as or 30
stronger than before COVID-19 47 39
: 71
Mixed The economy will be 52 50
53 59
43
37

impacted for 6-12 months or 62 67
longer and will stagnate or show
slow growth thereafter

[ Pessimistic: COVID-19 will
have lasting impact on the
economy and show regression/
fall into lengthy recession
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survey, percentage point
1.Q: Whatis your overall configence level surrounding econom dibons after the coronawvirus (COVIO- cnsis I.e. onge them i hed immunily) ? Rated fram 1 “very optmsic” 10 6 “very pesamestc.” Bars may nat sum ©© 100%
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JA MAYORIA DE LOS CONSUMIDORES ESPANOLES ESPERAN A
“ VACUNADOS Y A NO TENER RESTRICCIONES PARA REANUDAR
et ACTIVIDADES FUERA DE CASA

Consumers will return to out-of-home activities once’...
% of respondents awaiting each milestone before engaging

Government lifts restrictions and...

Government f_‘p Medical authorities deem safe 1 5%
lifts restrictions .
28 Government lifts ‘4" Stores, restaurants, and other 8%
| \ - . o
restrictions + indoor places start taking safety

other requirements measures

82%

of people are not
currently engaging
in “normal” out-of-
home activities

| see other people returning 4%

Vaccination coverage

%) Vaccine is widely distributed 14%

'« I have been vaccinated 9% =

“o. Family member(s) vaccinated 3% \ /
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Fuente:encuestaconsumidomMcKinsey & Co (Feb 2021) et \ / ~/ \

Vaccination
coverage

COVID-19 no
longer spreading
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LOS CONSUMIDORES ESPANOLES ANHELAN REUNIRSE CON
- FAMILIA'YY AMIGOS, POR DELANTE DE CUALQUIER OTRA
a ACTIVIDAD DE OCIO

Most prevalent activities

consumers are engaging in’

% of respondents who did activity Top activities eager to get back to?

within last 2 weeks % of respondents for whom the activity is in their top 3 choices

Change since

November
(percentage point)

Get together with family

Get together with friends
61% -
0 Dine at a restaurant or bar
shop in-person for groceries, Travel by airplane

necessities Stay in a hotel

Attend an outdoor event
Travel more than 2 hrs by car

() Visit a crowded outdoor public place
33%

Attend an indoor cultural event

go to a shopping mall Go to a shopping mall

X 618681600

Fuente:encuestaconsumidomMcKinsey & Co (Feb 2021)
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LOS CONSUMIDORES ESPANOLES MUESTRAN UNA INTENCIO

“ POSITIVA DE COMPRA (DESDE EL RAGY
LOS PRODUCTOSADBMENTAC

Expected spending per category over the next two weeks compared to usual’

% of respondents

Groceries

Tobacco products
Food takeout & delivery
Alcoholic beverages
Quick-service restaurant
Restaurant

Footwear

Apparel

Jawaelry

Accessories

Toys & baby
Household supplies
Personal-care products
Skin care & makeup
Home & furniture
Sports & outdoors

Kitchen & dining

Home improvement & garden

4
sHEroasnpopeanBeaBaB

Net
intent?

s

Fuente:encuestaconsumidomMcKinsey & Co (Feb 2021)

Change since

Nov 2020

N/A3
N/A®
N/AS

:69:
£9

Yy

e 1Y

ON
B Net intent: Above +1

B Net intent: -151t00
B Net intent: Below -15

Net

intent?
§l Pet food & supplies B
§ vitamins & OTC medicine ol 20 |
§ Entertainment at home [ 3 0 |
I Books/magazines/newspapers 8|
J Consumer electronics | .39 |
§ Out-of-home ententainment El
J Pet-care services 4] .28 |
§ Fitness & weliness 12 <30 |
J Personal-care services 6]
I Gasoline Gl 29 |
J Vehicles | 42 |
J Shortterm home rentals 6]
§ Travel by car E "N
J Cruises* [15]
J Adventures & tours
§ International fights 3] -7 |
§ Hotelresort stays s] .67 |
J Domestic flights 4}
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M Decrease
Stay the same

B Increase

Change since

Nov 2020
N/A3
N/AZ
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-~ GRANDES PILARES DEL PIB COMO OCIO, TURISMO, HOSTELEF
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ELIMINE LAS RESTRICCIONES

Anytime [ | am vaccinated

Expected leisure categories on which people

plan to splurge or treat themselves in 2021’
% of respondents who plan to splurge or treat themselves

Travel, lodging, & vacation
Restaurants, dining out, bars
Apparel, shoes & accessories
Electronics

Beauty & personal care
Out-of-home entertainment
Items for your home

Fitness, sports, & outdoors

Household essentials

Fuente:encuestaconsumidomMcKinsey & Co (Feb 2021)

Family is vaccinated [l Govt restrictions lited/COVID-19 stops spreading

Trigger for when people plan to splurge or treat themselves?

% of respondents who plan to splurge or treat themselves on that category
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e LOS TRES HABITOSNDIGITALES QUE VAN A PERMANECER EN
- ESPANA POEDVID SON:
B COMPRAOGNLINERECOGIDAS EN TIENDA Y OCIO/BIENESTAR
DIGITALES EN CASA

Fuente:encuestaconsumidorMcKinsey & Co (Feb 2021) \ 4



