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\/VE ALL WANT TO KNO\/V WHEN THE COV\D 19 PANDEMIC WILL END.

WE BELIEVE WE'VE UNCOVERED THE ANSWER
AND ARE EXCITED TO SHARE OUR FINDINGS WITH YOU.
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Like the rest of the world, we're doing our best

to hold

onto light at the end of the tunnel.

While we lost a good portion of our business
at the start of Covid-19 Pandemic- we've
spent a considerable amount of time studying
t's affect on the economy, culture and our
personal lives.

With that, we wanted to share our most

things

impactful learnings and when we we’ll see
‘return to normal”.

We don't believe Iin guesses and everything

we do |
natural

s deeply rooted in consumer data. So
v, we turned to our advanced data

capabl

ties to uncover why we believe 2022 is

the light

at the end of the pandemic “tunnel”.
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EXECUTIVE SUNMMARY

People are burnt out. For those still working, they're s

ruggling

to get away from work because remote work stays wi

'h us at

home and some admit, to working even longer hours than their

ore-pandemic workload.

We’re spending almost 40% more on at home delivery

services. In addition, we're spending 60% more daily
our screens- leading to a massive shitt
IN how we now consume products and content

time on

Feeling towards taking the Vaccine are not widely accepted
vet. Further, deployment of the Vaccine is very behind schedule

and at this current rate, we won't return to “"normal” un

tIl some

time In 2022 or possibly 2023. To that, we believe some

variation of the “new normal” is here to stay.




HOW PLEOIPPLI

ARE FEEILING

€he New Hork Eimes

The Coronavirus Outbreak > M\"/2 Latest Updates Maps and C

Unemployment Claims Jump,
Casting New Shadow Over U.S.

Economy

The recent coronavirus surge is taking a toll on
jobs that one economist calls “a slow-moving

disaster.”
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@CBSNEWS

Parents struggle to balance
work and family life in the
pandemic: "It's been a
disaster”

Employee Burnout
fromm COVID-19 on the
Rise, With 58% of U.S.
Workers Reporting
Burnout

NEWS PROVIDED BY

Eagle Hill Consulting —
Sep 02,2020,10:00 ET

With financial pressures looming, many are grappling to find a healthy work/lite balance.
As mounting effects of home lockdowns continue, some are doing their best to manage

things with their family and are feeling very overwhelmed.
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The pandemic is really hitting some people incredibly hard and they're
struggling to find healthy coping mechanisms to fend off depressive 0%
episodes. Younger people are especially grappling with their dark days.

- vv ’ | 3 | \vr Struggling with Anxiety
| o - \
¥ = = 58%

Have increased
alcohol consumption

18-35 year olds reported
“significant depression symptoms”

* Medical New Daily 11.20.20



A DIVIDLED NATION

POLITICO — USA Subscribe  Signin
9 For the last couple years,
— DC updates: 4 dead, 52 o o _
arrested, 14 police officers pOlI’[Ica divide and rabid
riators breach US Capit tensions have fueled
How Trump's second impeachment will .y o nott;rs.: rea:h UtS. Cnapltol; FEl . .
work politics veTv o] = OPOREIIVESHAIHO aggressive actions by
Here's why Democrats are dashing to remove the president days I .
Eiimlltli]izlztll:l]: i;‘lf(il:é.and whatmems o Rolda 13 charg ed in pl ot to ki dnap N'DEA YANCEY-BRAGG, JOHN BACON, RYAN W. e m bO | C e n g rO U OS . Wh | |e
MILLER, JORGE L. ORTIZ, TREVOR HUGHES, GRACE r . .
Michigan Gov. Gretchen A e e o v e people of color and minority
SeTn— | mof v = groups, charge to counter
By Christina Carrega, Veronica Stracqualursi and Josh Campbell, CNN [ .
Updated 10:32 PM EDT, Thu October 08, 2020 Stau r] C h q ate y W I t h | Ove a n d
‘ optimism for a more balanced

nation. A Biden/Harris
: \ R administration has plans of
\ &

unity for a more cohesive
country.

FBI thwarted plot to kidnap Mi€Rligan governor (2:04)
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AN LENMOTIONAL

ROLLERCOASTER

Pivotal emotiona

actions we're takin

are experiencing the same stages at the same time and some are stuck in disi

qutional
g Honeymoon
Community Cohesion
. Reconstruction
Heroic A New Beginning
Pre-Disaster
Disillusionment
Impact
Inventory
Emotional Trigger Events
Lows
- ——

triggers are indicative of how we're all coping with

* Zunin & Myers. 2000

he pandemic waves, the

g highlight when our decisions coincide with the ex

‘ernal world. Not all people
lusionment.




HISTORIC ECONONVIC SWINGS

. Consumer Electronics MM Brick-and-Mortar Market
S Coommeree bed 5234 508
Home Industries Internet/Online Services Earnings Results
Lo0C L Heverage Total Apparel Amazon has already had its
commerce .$88 51B )
+$13.30B most profitable year ever, and
N m————— - o
Shari just set a record for sales in a
.o’k Click and Collect aring quarter
+$7.86B
Economy Last Updated: Oct. 29,2020 at 5:59 p.m. ET
-32 6M users First Published: Oct. 29,2020 at 4:15 p.m. ET

By Jeremy C. Owens

Amid pandemic surge, Amazon has

With an influx of ecommerce activity, some a're:f'yh°”t§a:‘:d 2‘:;9'5 retc"rtdha't‘mfﬁ'
categories like Food/Bev brands are up 42% *. :’nrflu d: Pi?sz:;';S Vs':l?;seéla:k I\:\:': day
While others categories like restaurants and and other holiday shopping
commercial real estate are struggling to keep D

the doors open.

* eMarketer 11.17.20
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JATEGORIES
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THRIVING

-100% -50%

Charitable
giving

Airlines

Cruises Fitness

Movie theaters

«— Less spending 0% More spending —
Home improvement

: General

+50%

+100%

Video Online
merchandise streaming grocers
T ® o e 0
Food Gaming
Alcohol delivery
WVeal
Kits
Warehouse clubs
-and ecomm food are seeing

With travel restrictions and events on hold, at home entertainmen

their largest growth in history.

3y far, e-commerce Is seeing t

ne biggest sa

es growth.

* Ernest research data 2020



DOLILARS ARE GOING 10O SCRELIENS

—-100% —50% «— Less spending 0% More spending — +50% +100%

' Movie theaters

Events and attractions

. Toys

— Entertainment
— Book retailers
— Arts and crafts
— Music
— Sporting goods
— Education resources
4- Social media/dating
4- Internet services
E-books ->
News media —>
Music streaming —
Video streaming —
Gaming —

As lockdowns have increased our screen time to record setting levels, categories like eSports
and streaming services are soaring far beyond initial expectations.

* Ernest research data 2020



;OVID-19): T'RIUNMPHS AND FUMBLES

= SFGATE THE WALL STREET JOURNAL. — & BUSINESS =y
BAY AREA & STATE BUSINESS = HEALTHCARE = HEALTH

Moderna's groundbreaking

California has the most vaccines of Covid-19 Vaccine Trial coronavirus vaccine was designed in

any US state; it has used only 27% Volunteers Note just 2 days

ofthem Occasional Harsh Side o

Amy Graff | on January 12, 2021 usie Neilson, Andrew Dunn, and Aria Bendix Dec 19, 2020, 11:51 AM
Effects

000>

D f Y Q in @, Most report mild side effects, but those
experiencing worse still recommend the shots

Ptizer expects delivery of 200 Million Vaccines by 07/01/2021- which would only cover 100 million
complete vaccinations. First priority group will include frontline healthcare workers and the elderly.
General public most likely won't have access until late summer 2021.
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While it's possible to reach herd
immunity at the end of 2021- it will

still -
IO SL

Wi

tr

o
10

spaces until herd

reached- sometime in early/mid
2022.

ake time for pandemic culture
bside. Meaning, not all people
feel comfortab
e public populat

neing around
N INn confined

Immunity IS

May — Jun. 2021

Jul. — Sep. 2021

Oct. — Dec. 2021

50 million more in the priority groups get vaccinated.
As more shots become available, priority groups
expand to include: people over 65, and those with
preexisting conditions.

Vaccine distribution to priority groups continues.

Vaccines become more widely available to young,
healthy members of the general public.

Most adults in the US who want a vaccine likely have
access at this point. But, remember, many
coronavirus vaccines require 2 shots to become fully
effective. The vaccination process can take 3—4
weeks per person.

Herd immunity through vaccination could be reached
in the US, if 75% of people (or more) get their shots.



OVID-19) TAKEAWAYS

5 Inbox deals aren’t enough: Peak tensions have a trickle effect:
@ Create captivating ways to | Understana hovy the external world
stand out when inboxes are impacts our home life and showcase ways
s flooded daily a product alleviate stresses or bring
moments of joy
Focus on most needed products: Create a plan to reach 2022:
Double down on categories that are —xpect much more of the same @)
I |@ thriving inside the home will actually restrictions until we reach herd
1) drive revenue immunity. Brands that are ke
positioned to align with culture /
now, will bounce back much taster




JOVID-1Y) PROJECTIONS

Democratization of brands:

lead to a thriving

Decline In brick & mortars

DTC cu

and show what's possib
brands create products people
actually need and can get them
to people quick

Socio-economic class polarization:

nave
ture
e If

In many cases, the wealthy haven't
been as directly affected by the
pandemic as the working class and
that's shown in their spending

behaviors

Commercial real estate flops:

Remote wor
corporations to

KW

OW

how they utilize m

|
NS

force

Z€ adll

arge
d re-think

assive spaces,
that are now empty

The “new normal” is here to stay:

-Xpect some variation o
home culture to continue

- Work-from-

after the

pandemic and strong dependence
on DTC shopping
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Touchless economy:

Mobile payments, click and collect,
Kout solutions will al
an expected optior

and fast chec

become

going forward

Digital path to purchase tools:
A massive dependence on ecommerce
and delivery services have fortitied
essential shopping platforms. Many

online retalle
customers a:
their mobl

'S WI

- horr

need to offer their
e delivery through

e to stay competitive

Working remote:

The Pandemic just accelerated
culture and proved working from

home can be effective and will open
talent pools outside of previously
restricted zip codes

Brands must have a stance:

Now Important socia
most consumers. B

expected to have a perspec
major social ISsues, as cons

Political tensions have highlig

ISSUES a

Nted

e 10

rands will be

“vote” with their wallets

ve on
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We create progressive solutions for future-forward brands.

Some brands have faced challenges spanning perception issues to lack of sales and anti-trust
concerns. Others have rich brand equity that has simply grown stale with time.

We don't believe in guesses because, data drives everything for us and we love to solve problems big

and small. We do that by using NASA created software to pin-point validated opportunities which
create quantitiable scale.

No matter the state of our clients, the work we do is always centered around the health of the brand;
where It Is, where it's going, what it aspires to be and its impact on consumers lives.

TOMS = Microsoft

(ProDUCT)™
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Connect with us:

info@furtivecollective.com
rvicollective

vecollective.com

@f

wWww.fur:



http://www.furtivecollective.com

