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US - November 2021

Consumers’ Concerns About the Pandemic Have Receded Since August, but
Worry and Frustration Remain High

Only 27% of respondents believe that the
worst of coronavirus lies ahead
“The worst of the COVID-19 is still ahead” (%)
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Concern about a sudden increase in COVID-19 Fear that another COVID-19 lockdown will

cases has dropped in recent months
“If we are not careful, there will be a spike in new
cases again” (%)
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Nevertheless, respondents continue to express high levels of worry and frustration

Top emotions when thinking about the coronavirus
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occur is steadily decreasing
“There will be another lockdown in the next 12
months where | live” (%)
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US - November 2021

Consumers Remain Worried About the Health of the Overall Economy and of
Their Personal Finances, Particularly as Prices Rise

Concerns around future economic
consequences remain high

“There will be future economic consequences
due to the COVID-19 pandemic” (%)
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Despite slowly rising since May, worry over

personal finances is below 2020 levels

“I am worried about my personal finances due to the

COVID-19 pandemic” (%)
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Respondents in November
2021 who expressed concern
about the recent increase in
prices of goods and services



US - November 2021

Consumers Are Conscious of Inflation, Expect It to Persist in 2022, and Have
Reacted by Buying Less and Trading Down

Shifts in shopping behavior among respondents who said that
prices had increased in the past year, November 2021 (%) 86%

N~

Consumers who said that
they experienced price
increases in the past year

Respondents who estimated various levels of change in prices for
everyday purchases, November 2021 (%)

Increase of 11% or more

Increase of 7%-10%

33

Increase of 4%—6%

25 2
23 23 23
23
Increase of 1%—-3% 18
Decrease 3 R 4
Estimated Expected Bought fewer Switched to Sought out Purchased Did not change
past year next year products lower-priced additional items in bulk shopping
products/ discounts and behavior
| brands promotions
Consumer Price Index for all items rose 6.2%
for the 12 months ending October 2021 Household income ] Lessthan $50,000 [ $50,000-$100,000 || More than $100,000



US - November 2021

Consumers Increasingly Cite Economic Concerns as Their Main Reason for
Cutting Back on Many Activities

Main reasons for doing specified activities less in August and November 2021 than before COVID-19 (%) B cEconomic concerns' || Virus concerns? Other?
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In-home Ordering Shopping Shopping Attending Taking an Traveling Staying in Renting Dining Visiting Flying
entertainment restaurant in person for in person for outdoor Uber/Lyft for leisure a hotel cars indoors at casinos internationally
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: Net doing less in November 2021

Net doing more in November
2021 than before COVID-19 than before COVID-19



US - November 2021

Consumers Who Have Experienced Stock-Outs and Increased Waiting Times
Have Responded by Delaying Purchases or Buying Online Instead

Consumers who reported negative experiences
in the past year

Products out of
73 % stock more often

than usual

Longer delivery
\ 46 % time for

\_/ purchases

\ ‘ Longer waiting
41% — ‘ time at retailers/

restaurants

/

Response to shortages by consumers who experienced them (%)

Household income
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Delayed/
pushed back
purchases

Bl Lessthan $50,000 [ $50,000-$100,000 ] More than $100,000
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Bought Switched to Purchased Switched to/
online rather a different fewer items shopped at a
than in-store brand

different store

Higher-income families were more likely to delay purchases, while
lower-income families were more likely to buy online

29
24 25

Purchased
earlier/ahead
of time



US - November 2021

This Holiday Season, Consumers—Especially Those Who Experienced Issues—
Plan to Spend Less, Buy Earlier, and Shop More Online Than in 2020

Planned spending amount for holidays
this year vs. 2020 (% of respondents)

Net change (%) ‘ @

More than 20% more
5%—-20% more

No change

5%-20% less 16
9
Experienced Did not

stock-outs or experience
longer delivery  any issues

Change in spending amount

Planned purchase timing for holidays
this year vs. 2020 (% of respondents)

Over a month earlier

A few weeks earlier

No change

A few weeks later
Over a month later

Experienced Did not
stock-outs or experience
longer delivery any issues

Change in purchase timing

— Earlier purchasers
cite concerns

over availability/
delivery times and
increasing prices
as top reasons

Planned spending channel split for holidays
this year vs. 2020 (% of respondents)

A lot more online

A little more online

No change

2 5
A little more in person
ot more i person IR IO
Experienced Did not
stock-outs or experience

longer delivery any issues

Change in spending channel



US - November 2021

Consumers in 2021 Are Still Making Purchases Sooner Than Planned, but the
Pace of Forward Buying in Most Categories Is Slowing

Difference in purchase timing from original plans among respondents who purchased the item during the specified period (%)

Home gym Children’s toys Home Home Outdoor Indoor Home
Home equipment (>$100) electronics Grill renovations furniture furniture décor
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- Had not planned to - Purchased sooner Purchased at the T Forward buying \L Forward buying — The level of forward buying has

make the purchase than planned originally planned time is accelerating is slowing not significantly changed



US - November 2021

More Than 80% of Vaccinated Consumers Say They Have Already Received a
Booster Shot or Plan to Receive One

“Which statement best describes your current COVID-19 vaccine “Which of the following best describes why you are unlikely to get
booster shot status?” (%) a booster shot?” (%)

Respondents who | don’t think it’s necessary
intend to receive a
83 0/0 booster shot
| don’t know enough about it

Received a booster

I’m not qualified to receive

Likely to get a booster 49 a booster shot

| don’t think a booster shot increases

Respondents who do protection against COVID-19
Unlikely to get a booster 17 not intend to receive a
A B booster shot

Other

Vaccinated
respondents




US - November 2021

Most Consumers Continue to Believe That the COVID-19 Vaccines Are
Effective, but Opinions About Vaccine Mandates Are Split

“The vaccination program in the US is effective for reducing “COVID-19 vaccination should be
the spread of COVID-19” (%) mandated ...” (%)

Bl Agree B Agree
Neutral Neutral
- Disagree - Disagree

/\ Among those who think 18

that the vaccine is

630 ineffective, percentage
% who cited the number
of breakthrough cases
} \_/ in 2021
May November All respondents Nonparents or Parents
parents with with children
children ages 18+ under 18

“..for all adults” —— “... for all children” ——

10



US - November 2021

Many Employees—Especially Hourly Workers—Intend to Leave the Workforce
Permanently or to Switch Jobs

Job searching status among respondents whose employment Likelihood of looking for a new job among

1s still affected, November 2021 (%) respondents whose employment is not currently
affected, November 2021 (%)

Permanently leaving the workforce leave the workforce cited “health

and safety” and “reevaluated
priorities” as their top reasons

Those who intend to permanently
2

Temporarily leaving the workforce

Looking for a new job

2
Working part time now vs. full time Very likely
before COVID-19
57 Likely
R L ¢ role but Respondents who
emaining in current role bu . : :
hat th h
(for example) with pay or hours cut 31 reported t at.t e Slightly likely
0/0 employment is Not at all likel
still affected by ot at alt fikely
' COVID-19 _
Hourly Salaried \/ Hourly Salaried
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US - November 2021

Consumers Say That They Are Prioritizing Health and Are Spending More Time
on Exercise, Especially at Home

Comparison of current and
pre-COVID-19 figures

Net respondents

/-\ who say they now
260/o prioritize and value

physical health and
exercise more

exercise

/_\ Net respondents who say
160 they will spend more time
% on physical health and

Net respondent-reported change in 2021 and expected change in 2022 in activity levels

vs. before COVID-19 (%)
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Exercising
at home with
equipment

May Aug Nov 2022

Exercising at
home without
equipment
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May Aug Nov 2022

Exercising
at a gym
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May Aug Nov 2022

Exercising in
a studio fitness
class



US - November 2021

Concerns over Travel and Tourism Have Dropped to Their Lowest Point in
2021, and Consumers Are Excited to Resume Leisure Travel

Respondents who are concerned about and say they would not do each activity, May—November 2021 (%)
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° % excited to travel
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Nov Nov Aug who say they can

Ma e see themselves 2
' Nov traveling for %

: : : . _ : , : vacation in the
Taking Traveling Taking a Staying at Dining at . Going shoping next 6 months
a cruise . internationally : domestic flight : a hotel . arestaurant at stores

Leisure travel activities
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US - November 2021

More Consumers Expect to Travel This Holiday Season Than Did in 2020, and
International and Air Travel Demand Looks Promising Beyond 2022

Respondents’ plans for holiday travel (%) Respondents’ leisure/vacation destination travel (%)

No

68 79 70 Domestic 88 90 85
Not sure 2 2 5

o | =X merational PR M—10

2019 2020 2021 Before Planned for Beyond 2022
. . COVID-19 next year
Thanksgiving

Travel destination
Other MR S SRS MR 9

No 68 7 64 Car 55 58 52
Not sure 2 2 . 8
Yes ' B Air
2019 2020 2021 Before Planned for Beyond 2022

COVID-19 next year

December holidays i
Transportation mode
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