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Feelings/Emotions

While still at elevated levels, we continue to see a decline in
negative based feelings of stress, worry and scared.

J0.0%
Which of the following describes how you were feeling the past week (% selected)
60.0%
50.0%
40.0%
30.0%
20.0% \
B II II ll
0.0% A ,fS[
e ‘Worried Peaceful Relaxed Overwhelmed Bored Happy Scared Hopeful Frustrated Other
3;’3'0,1'2020 59.8% 60.0% 14 4% 16.0% 34.0% 41.2% 11.8% 25.6% 31.4% 42 0% 4.4%
4/6/2020 58.0% 53.0% 15.0% 19.0% 35.0% 45.0% 14.0% 22.0% 30.0% 44.0% 5.0%
14/13/2020)  54.0% 50.0% 14.0% 16.0% 30.0% 51.0% 13.0% 21.0% 33.0% 43.0% 5.0%
®4/20/2020)  53.0% 45.0% 16.0% 21.0% 32.0% 46.0% 15.0% 17.0% 29.0% 45.0% 6.0%
w4/27/2020|  46.0% 36.0% 15.0% 17.0% 30.0% 37.0% 14.0% 13.0% 29.0% 37.0% 18.0%
3/30/2020 4/6/2020 4f13/2020 ®m4/20/2020 ®4a/27/2020

Sources: 1Q COVID-19 Weekly Tracker 4/20/20-4/27/20



List of Concerns

Anxiety/stress and worry mainly driven by not knowing how
long this will last, state of the economy and public health.

Largest concerns of the US population related to COVID-19' M Very concerned /
% of respondents who are very concerned or extremely concerned lan Led

("3 Not knowing how long the situation will last
-5~ The US economy

(¥ Overall public health

CF Health of my relatives in vulnerable populations
() Safety of myself or my family

(4] Taking care of my family
“J" My personal health 6 ()/

470
of Americans are very or

extremely concerned
about the uncentainty of

723 Impact on upcoming events
7" Contributing to the spread of the virus
5 Not being able to get the supplies | need

- Negative impact on my job or income 38% the durstion of the
722 Impact on upcoming travel plans 38% COVID-19 situation
= Not being able to make ends meet 35%

Source: McKinsey & Company COVID-19 US Consumer Pulse 4/20/20-4/26/20



Impact To Routine

Consumers are bracing for a prolonged adjustment to their

daily or weekly routines and personal finances.

Adjustments to routines'
% of respondents

More than one year 14%

7-12 months

4-6 months

2-3 months

0-1 month

(y

~ 9 1 )
believe it will take

2+ months beiore
routines can return to
normal, up from 89%

in the last pulse
survey

Impact on personal/household finances?

% of respondents

More than one year 16%

7-12 months

4—6 months

2-3 months

0-1 month

No impact 22%

~72%
believe their finances
will be impacted for
2+ months by the
COVID-19 situation,
same as the last
pulse survey

Source: McKinsey & Company COVID-19 US Consumer Pulse 4/20/20-4/26/20
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. = ) Design for Touchless
How to Reduce Risk Cause Mapping® Method Virus
Z A . F T i Transferred to Virus wansfer © -
of Viral Infection within sl s Surface fce v wuchl, | e e
. . . by person|
Building Design - |“ i - =
Cloaning or surtace surface within o
Transmission of COVID-19 in buildings requires 2 things - Basic Cause-and-Effect Relationship on technology building g
the active virus being present in sufficient quantity to cause Surface in bldg| iratory person
infection AND the transmission of that active virus into the 1 droplets sneezes o
respiratory tract of the person being infected. In public ":m"m ining virus coughs
buildings, it's often difficult to control for the presence of the Surface ‘achnical o-ﬁnimn':m
virus, but good design practices can work together to reduce e
the overall risk of infection. Transmission RE0N W
wiociibils Hand touches AND
Virus on hand st AND
hnweodyed buliding Target building matoriats that
Eowton: hazasdous to viral partcles (ex:
i [Solution
P Sol B
i Transmission s Clean surfaces with
ontacts
kotviral || ( - ,In'w oR T i T s e COVD-A0 Vs cansvie o
tract door handle) non-porous surfaces like plastic
Virus able to :lﬂ staintess l-d?: 16 72 hours}
Hazard on 6= AND ”D:f:‘n surfaces
Droplet oo it =
Transmission sneezes of Cleaning or surtace Ability to
DRt CoRiset Survive
with I AND [Solition: of | on Surface
— respiratory Design layout of bullding to | Virus survives protective lipid
3 Transmission Paths droplets Torger [CETONNS s (ale t nect [*envelope on
&
Using the Cause Map diagram we are able highlight the 3 Uninfected
potential transmission paths of a viral infection. Each path iperson wathin a|
has different control opportunities (Solutions) that can 6 foot radius
reduce the risk of transmission. The 3 paths include:
I Small Viral -
Surface Transmission = . Pkl c rnhicn S
A person touches a contaminated surface and then breathing zone Ablly {5 rvenales shorsie Design systems hat move
inadvertently touches their face introducing the virus, - Weight of vira T
issi e sance s ™
Droplet Transmission : Hazard Location of air
, . Airborne e supply and
An infected person is talking, coughing, or sneezing within (aeroso') od i AND return
close contact of others. Large Respiratory droplets (greater T issi o "m " le— AND
thf'm Sum to 10pum) makes direct conl?c( tl:) infect. ransmission ing zone (e = - o
Airborne (aerosol) Transmission f:ov-ac‘:m . airflow emste—| ﬁgz’; AND mgm
An infected person is talking, coughing, or sneezing. The Vinfectable  [* ] AND bre 20ne space retum particies out of breathing
small respiratory droplets (less than Spm to 10pm) remain droplet nucles Y
suspended in air for a period of time and over greater AND Air supply
distance. Target velocity
AND 5
Virus not g "
b oz aptued Wit 2 hancing Ability tbo Remain
vicinty air 9 Airborne
coo Viral inactivation device
3t ThinkReliability v st narcieg e
: : i 4 = : Sufficient & | Ability to Infect
To learn more visit our websie at wwwy. thinkrelabiity com -
email nlnﬁmmkwll‘;hdatv com ' phone: 281-412-7766 —_ o"um.“m Once Inhaled
Copyrght 2020 ThinkRetiabiity, Novem, Inc = "‘ alr




. globaldesign

MESSAGING &
AWARENESS




Consider across Design the right blend of priorities based on
all brands impact on your category
Core Focus — Priority A — Priority B —
Show Commitment Drive Business Deliver Value
to Purpose that Helps for Future Business
Approach
& Target
Categories Play a leadership role in the Adapt to new needs; show empathy; Find a way to deliver value to
community, aligned with the and find opportunities to meet them customers lives, even if it's not
brand’s purpose. with product innovations, solutions, possible to tie directly to your
and messaging. product/services.
Business
Goal/ Drive traffic and maintain business.
Value Opportunity to strengthen When solutions involve discounts for Remain top of mind for existing
P iti perception of purpose and be a budget—;onsuogs families, embrace customers, attract new ones, so that
22l brand consumers want to be driving top line growth and when recovery begins, engagement

affiliated with acquiring new customers at the with your brand is strong
expense of margin

POV Element Purpose Practicality




Barkley clients in action. Barkley teams have been applying this

framework for their clients intuitively. Adding structure to it helps inspire our teams and
ensures consistency across our delivery. Current cases include:

Core Focus — Priority A - Priority B —
Show Commitment to Purpose Drive Business Deliver Value

WHEN YOURCROPTOP -

@ @qas City
flrctetanC

+9 | BIAEE | e

BlueKC: Taco John's: Planet Fitness:
Grateful Campaign Value Initiatives United We Move
Campaign
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Consumer Optimism

There's more optimism than pessimism regarding how the
economy will recover after COVID-19, especially among our
younger generations.

Confidence in own country’s economic recovery after COVID-19'
% of respondents

US overall Generation
48% 50% 51%

37% 46%

Apr 20-26 GenZ Millennial Gen X Boomers

Source: McKinsey & Company COVID-19 US Consumer Pulse 4/20/20-4/26/20
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