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Lack of Agency...

Negative

25% Frustrated
29% Bored

30% Lonely

Excited

Enthusiastic

17% Indifferent

26% Scared

13% Skeptical

11% Rebellious

12% Defeated
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Optimistic

Supportive

Calm

Sensible

Well-prepared

Empowered

Positive 0?
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Sense for future is bleak..

Return to Normal in One Year or More
(Including “Never / Don’t Know”)

34% A
30%
—_— 29% 28%
Sep 10 - Sep 24 - Oct 8 - Oct 22 - Nov 5 - Nov 19 - Dec 3 - Dec 17 - Jan 14 - Feb 11 - Mar 11 - Apr 8 -
Sep 13 Sep 27 Oct 13 Oct 25 Nov 8 Nov 22 Dec 6 Dec 20 Jan 17 Feb 14 Mar 14 Apr 11
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Not comfortable stepping out...

Perceived Risk of Various Activities
m Large risk ®m Moderate risk

Going to a theme park/amusement park 39% 35%

Attending in-person gatherings of friends and

0 0
family outside your household 35% 37%

Going to salons, barber shops, or spas 35% 36%

Taking a vacation 32% 32%

Dining in at a restaurant 31% 39%

Shopping at retail stores

Returning to your normal place of
employment

Going to the grocery store

Doing your job 17% 36%
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Participation in retail activities much below the average

Already Participating in Retalil

m Going to the grocery store or food market ®m Shopping at a stand alone retail store (not grocery store)
Going to an indoor shopping mall ® Trying on clothing/footwear in a store
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WHAT IT FEELS LIKE TO BE IN RETAIL TODAY

Forced operational changes
across all sectors

Increased frugality
further pressuring margins

Accelerated decline of already
fragile retailers

Tipping point
for eCommerce

Dramatic shift to new
digital payment platforms

Need to reinvent
at every turn




Staying on track in ‘No Normal’

DIGITAL

DON’T REPLICATE REAL-WORLD

RETAIL ONLINE

DO DIGITISE BEST BITS

UNDERSTAND THE END-TO-END
USER JOURNEY

CRISIS-PROOF THROUGH
OMNICHANNEL OFFER

CHAMPION A HYBRID APPROACH

INDIA

PHYSICAL

RETHINK REAL ESTATE

ESSENTIAL EXPERIENCE

REPURPOSE FORMATS

FORM RETAIL BUBBLES WITH
‘FRENEMIES’

BLENDED SHOPPING




THANK YOU
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ACCEPT AND EMBRACE
THEROLLER COASTER RIDE
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