EL CONSUMIDOR ESPANOL TRAS UN ANO
DE COVID
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LOS CONSUMIDORES ESPANOLES EN 2.021

* En lineas generales los consumidores espanoles siguen acusando el impacto notorio
de la crisis del COVID, si bien el pesimismo respecto a la recuperacion econémica

gue se reflejaba en el pasado mes de noviembre ha mejorado.

* Como veremos a continuacion, la intencion de compra permanence negativa en la
mayor parte de categorias de productos, excepto para los de alimentacion. Sin
embargo, el avance en la vacunacion hara que dicha intencion sea poco a poco mas

positiva.
=

e Los consumidores confirman que ciertos patrones de compra que han adoptado
como fruto del confinamiento, permaneceran aun post-COVID. \/
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3 LOS CONSUMIDORES ESPANOLES Y FRANCESES, LOS MAS e
_  PESIMISTAS EN LO QUE A RECUPERACION ECONOMICA SE REFIERE

Confidence in own country’s economic recovery after COVID-19'
% of respondents
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I Optimistic: The economy will
rebound within 2-3 months and 24 n
grow just as strong as or 30
stronger than before COVID-19
: 71
Mixed The economy will be 52
impacted for 6-12 months or
longer and will stagnate or show
slow growth thereafter
o5 37

50 62 67
[ Pessimistic: COVID-19 will
have lasting impact on the

economy and show regression/
fall into lengthy recession
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Fuente: encuesta consumidor McKinsey & Co (Feb 2021) \ ) ~ \
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LA MAYORIA DE LOS CONSUMIDORES ESPANOLES ESPERAN A SER

“ VACUNADOS Y A NO TENER RESTRICCIONES PARA REANUDAR SUS
a ACTIVIDADES FUERA DE CASA

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

Government lifts restrictions and...

= Medical authorities deem safe 1 5%

Government lifts ~ Stores, restaurants, and other 8%
restrictions + ~indoor places start taking safety

other requirements measures

Government
lifts restrictions
28

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%

Vaccination
coverage

COVID-19 no

longer spreading “o; Family member(s) vaccinated 3%

¥ N "/ ~A

Fuente: encuesta consumidor McKinsey & Co (Feb 2021)
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LOS CONSUMIDORES ESPANOLES ANHELAN REUNIRSE CON
= FAMILIA'Y 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

B 98 08B600
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Fuente: encuesta consumidor McKinsey & Co (Feb 2021)
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Expected spending per category over the next two weeks compared to usual’
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LOS CONSUMIDORES ESPANOLES MUESTRAN UNA INTENCION

“ POSITIVA DE COMPRA (DESDE EL PASADO NOVIEMBRE) SOLO EN
LOS PRODUCTOS DE ALIMENTACION

% of respondents

Groceries
Tobacco products
Food takeout & delivery
Alcoholic beverages B
Quick-service restaurant 8]
Restaurant [11]
Footwear
Apparel 6)
Jewelry
Accessories [4)
Toys & baby
Household supplies 8
Personal-care products 6]
Skin care & makeup B
Home & furniture
Sports & outdoors (10)
Home improvement & garden m
Kitchen & dining

Fuente: encuesta consumidor McKinsey & Co (Feb 2021)

Net
intent?

-
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Change since
Nov 2020

N/A3
N/A®
N/A®

B Net intent: Above +1
B Net intent: -151t00
B Net intent: Below -15

Net

intent?
§l Pet food & supplies | 5 |
§l Vitamins & OTC medicine ol 20 |
J Entertainment at home B
§ Books/'magazines/newspapers 5
J Consumer electronics [ .39 |
§ Out-of-home ententainment EE
§ Pet-care services (4] .28 |
§ Fitness & weliness B
§ Personal-care services 6]
I Gasoline Gl 29 |
J Vehicles | 42 |
§l Shortterm home rentals 6]
§ Travel by car E I
J Cruises* [15]
J Adventures & tours
§ International fights [Ee s
§ Hotelresort stays | .67 |
J Domestic flights 4]

A

N’

M Decrease
Stay the same

B Increase

Change since
Nov 2020

N/A®

N/A3
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~  GRANDES PILARES DEL PIB COMO OCIO, TURISMO, HOSTELERIA,

N

—  MODA,....SE RECUPERARAN EN LA MEDIDA EN QUE EL GOBIERNO
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: encuesta consumidor McKinsey & 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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\/ LOS TRES HABITOS DIGITALES QUE VAN A PERMANECER EN
g ESPANA POST-COVID SON:
by COMPRAS ONLINE, RECOGIDAS EN TIENDA Y OCIO/BIENESTAR

| & |
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1. Online buying permanently
replacing in-store purchase

31 out of 36

of categories have a net intent above 20 for
online purchase post-COVID-19

Fuente: encuesta consumidor McKinsey & Co (Feb 2021)

DIGITALES EN CASA

i)

2. Retail pick-up and delivery
services habits to stay, less so
for food take-way and delivery

55%

of consumers currently buying online for in-

store pick-up intend to continue
post-COVID-19

32%

of consumers using restaurant curbside

pick-up services

~
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3. In-home entertainment and
wellness digital activities to
stay

65%

of consumers currently using a weliness
app intend to continue post-COVID-19

67%

of consumers currently streaming online
intend to continue post-COVID-19
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EL 95% DE LOS CONSUMIDORES ESPANOLES COMPRAN @)
“  ACTUALMENTE ONLINE Y EL 93% CONTINUARAN HACIENDOLO
POST-COVID, ACENTUANDOSE EL GASTO DE CATEGORIAS COMO EL

OCIO EN CASA

et

Consumers’ use of online channel during, and after COVID-19123 B Since start of B Decrease Ml Increaseor :GE'.;:: ol MO0 to20
% of respondents COVID-19 or stop stay the same 211050 M Above 50
% of online purchase during COVID-19 for Net intent®
most purchased categories Purchase online after COVID-19 after COVID-19
9 5% Groceries/food for home 3 [ 39 B
Personal-care products | 35 | G|
currently purchasing Apparel
e Household supplies 30 [
Footwear
Food akeout & delvery "
Meal at restaurant [ 42 [eeee—pn: se—" |
Alcoholic beverages 40 | 60 |
o Entertainment at home
93 /0 Meal at quick-service restaurant [ 32
intend to continue Personal-care services g 4 | 60
‘;‘gg’: 2583.‘.’;‘,"2? Skin care & makeup 31 [ 6
Travel by car

|36 | S T —

u u
Fuente: encuesta consumidor McKinsey & Co (Feb 2021) (\ )
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<~ LOS CONSUMIDORES ESPANOLES HAN ADOPTADO ACTIVIDADES u
Q“ ONLINE COMO STREAMING Y VIDEO CHAT COMO ALTERNATIVAS A
LAS ACTIVIDADES RESTRINGIDAS FUERA DE CASA, SIN OLVIDAR LAS

REDES SOCIALES
Have you used or done any of the following since COVID-19 started’ B Using samefess Bl Usingmore [l Just started using
% of respondents currently using/doing intent to
continue? %
"7 Onine sireaming __’)-ﬁﬁ'ﬁ_ 75%
'ﬁﬂ Videoconferencing: professional 46%
Vidoo chat persona _—'-mm 3%
Remote leaming: myself 60%

Remote leaming: my children
G2, Telemedicine: physical
" Online fitness
Wellness app
Telemedicine: mental
Social Media
W Social media
 TikTok

55%
39%

50%
63%

49%
66%

47%
57%

Watching e-sports 53%

Cooked regularly for mysel/my famity | 24 I S A AV 76%
N Personal careigrooming at home | S Y 52%
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-~ RENOVACIONES EN CASA, O TRABAJAR Y ESTUDIAR EN REMOTO
. SON PARTE DE LOS PRINCIPALES CAMBIOS DE VIDA QUE EL COVID

HA PROVOCADO EN ESPANA

Net % of respondents per category

Main life events done in the last 12 months as a result of COVID-19'

% of respondents
il Work/study
change

House move

. Home
1 1| renovation

Worked more from home

Went back to school

Decided to change jobs

Permanently moved to a new city
Permanently moved in with family
Moved into a bigger home

Moved into a smaller home
Permanently moved to the countryside

Permanently moved the suburbs

%
1%
/'I‘O
1%
Set-up a specific work from home space 14%

Set-up a gym at home

20 Investments/
17 Divestments

)

Reassessed my investment portfolio
Bought a car
Sold a property
Bought a property

Renovated/remodeled my home 14%
12%
Yo

/™5 Pet adoption

el
-

Fuente: encUesta consumidor McKinsey & Co (Feb 2021)

Got a new pet at home (e.g., dog, cat)

| of which

50%

have made home
renovations

45%

are millennials
(vs 33% of total
sample?)

23%

Have a high income
(vs 15% of total
sample?

Details next

o’
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CASI 3 DE CADA 4 ESPANOLES HAN PROBADO UN NUEVO METODO w)
~  DE COMPRA QUE AHORA MANTIENEN. ADEMAS, HAN TESTADO
NUEVAS MARCAS, NUEVAS TIENDAS O NUEVOS PLATAFORMAS
DIGITALES

o’

M Just once M Sometimes M Regularly

Have you done any of the following since COVID-19 started and how often'-?
% of respondents Intent to

continue?

\'

72 % Private label/store brand

of consumers have

tried a new shopping New shopping method?
behavior

New digital shopping method

)
8 7 /0 Different brand

of Gen Z have tried a

new shopping
behavior Different retailer/store/website &8
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Fuente: encuesta consumidor McKinsey & Co (Feb 2021)
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_ EL“VALOR” LIDERA LA MOTIVACION PARA EL CAMBIO DE MARCA
—  EN LOS CONSUMIDORES ESPANOLES Y EUROPEOS DESDE EL INICIO
DEL COVID

M Top 5 reasons per country Net % of respondents per main reason

Reason for trying a new brand since COVID-19 began’
% of respondents selecting reason in top three, selected reasons

Value (7% Better prices/promotions

Better value |

Better shipping/delivery costs |19 |
Novelty Wanted to try a new brand | found 26 30 29 30

—

Wanted to try a type of product I've never tried

Purpose-driven

rn
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Supporting local businesses

Is more sustainable/better for the environment

N

Personal choice

ESS

Wanted to treat myself

N

~l
N w N W N — N W
o — o — (] N

Wanted variety/change from my normal routine
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Qo o o (%) | D

Quality/organic Better quality 35 4 2
Availability Products are in stock 33 P
Convenience Is available where I'm shopping 25



CONCLUSIONES

 Nuevos patrones de compra, nuevas plataformas digitales, nuevos habitos de
consumidor que el COVID ha provocado van a permanecer incluso una vez que

la vacunacion se realice y las restricciones remitan.

* En consecuencia, las marcas han de adaptarse a esta coyuntura para interactuar
con el consumidor de modo efectivo, captar su atencion y eventualmente

fidelizarlo.



