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EXECUTIVE
SUMMARY

Consumers are turning inward and have
varying levels of worry fied to health,
finances, or just generalized anxiety.

Today we'll discuss how to message to
those various perspectives. We'll also ‘:
talk about the power of local sentiment.

One emerging trend is that consumers
are itching to spend time outdoors,
whether it's 100 feet or 100 miles away.
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FEELING SAFER.
11% decling in pecple fesling
very concermed of anious.

GETTING BY.
12% docline in purchase of
sweats and toillet paper.

NOT WORKING.
34% of buyers are currently

fving on unemployment.

TUDIO

841

NOT STOCKPILING. T H E
24% docline in purchasing produce,

bekery/broad, dewy, and meet.

Source: mfour

N=1,200 to 2,400/week, Nationally Representative.

Data Collection Period: April 20th to 26th.

EVOLVING
CONSUMER 3

PINCHING PENNIES.

15% increase in the imponance
of peice in pet cace.

LESS SELF-CARE.

12% incresse in the imporntance
of price in perzons care.

STAYING LOYAL.

8% increase in brand deiving
frozen food and snacks purchaszes.

SHOPPING BUDDY.

7% increase in buyers bringing
s sposse or Kds




ECONOMIC IMPACTS OF THESE BEHAVIORS

Retail Ecommerce Sales in the US, 2018-2022 Updated clicks and mortar forecast:
Dilions, % changeand % of total retesales « Total U.S. retail spending is projected to decline by
$859.28 10.5%, versus the 2.8% growth projected in February.
S Ecommerce spending by U.S. consumers is expected
Se01.c8 to increase 18% in 2020.
$523.64 Brick-and-mortar retail spending is expected to
decrease 14% in 2020.

$709.78

Ecommerce is expected to reach 14.5% of total retail
sales in 2020 — an all-time high and the biggest single-

year share increase.
The ecommerce forecast for food and beverage

M Retail ecommerce sales sales has raised from 23.4% to 58.5%.

2018 2019 2020 2021

M % change 1 % of total retail sales
B — The ecommerce forecast for health, personal care
Note: includes products or services ordered using the internet, regardless of

the method of payment or fulfiliment; excludes travel and event tickets, and beauty sales has raised from 16.6% to 32.4%.

payments such as bill pay, taxes or money transfers, food services and
drinking place sales, gambling and other vice goods sales

Source: eMarketer, May 2020

T11037 www.eMarketer.com
Source: eMarketer: US Ecommerce 2020: Coronavirus Boosts Ecommerce Forecast and Will Accelerate

Channel-Shift, June 8, 2020




AMERICANS ARE
TURNING INWARD

Focusing on their personal circles and well-being,
not what's beyond.

CONNECTION
5 5 (yo of U.S. adults say staying in touch

with family and friends is a higher priority.

WELLBEING
47 (yo of U.S. adults say their mental wellbeing

is a higher priority.
COMMUNITY
2 6 (yo of U.S. adults say their local community

is a higher priority.

STUDIO . .
Base: 2,000 internet users aged 18+, April 16-24, 2020
EpRquB-sl:c’-!j E] | 1847 Source: Lightspeed/Mintel; Mintel's Global COVID-19 Tracker — US




STILL CAUTIOUS

MOST CONSUMERS ARE STILL APPREHENSIVE AND CAUTIOUS

BUYING BEHAVIOR MAJOR DECISIONS
of consumers are currently are postponing major life
postponing purchases and travel decisions
of consumers intend will take planning for major
changes to their buying life decisions more seriously
behaviors to continue after the pandemic

[TriBUNE] | {817

SAVING

27%

are currently saving more
than they normally do

26%

plan to save more
in the future than normal



MARKET SHARE IS UP FOR GRABS

Most people are actively trying new brands: entertainment, news, communications, CPG.
More sampling is driven by younger families, creating future brand loyalists.

NEW THINGS THERD IN PAST MONTH

* How can brands proactively

e 2 NEw ol X0 P 1N ‘O ) .
' reduce churn in this heavy

POVETE 2 rewiling of Dod == 20N ave done |+ of theis sampling environment?
4 . ° .Y ") ’ pe————————— TS . '. ‘_ ‘_r ™
Waldh anew TV itreamng senvcs IS 15% * How can brands motivate
Nz consumers to encourage
» ’ . ' . > P S .
se done 2+ of thesa sampling?
X ALIANGW § oy L ERT. ) N e .
tarted & new hibly N 1% ‘ o « Post-COVID-19, what
Trwd 2new hame Sebvery service TN | &% 23 messaging, products or
services will retain newly
.y 3 4 . - Somm— '\ * e & S | .
) acquired customers?
1 . of " theee 4 -

STUDIO )
Source: Magid.
E,R.,!,PSHE E] | 1847 Study details: n=769 with Gen Z oversample adjusted to weighted N=588, 13+ US only, online matched to census for age, gender, race. Fielded April 18-19. 8



LOCAL IMPACTS

Company Operations and Remote Working Status
« 80% are currently open for business

« 47% are operating on regular hours

« 34% reduced their hours of operation

« 19% are currently not open for business

Revenue Changes & Employee Layoffs/Furloughs
90% said COVID-19 negatively affected their revenues
62% did not lay off or furlough employees
50% experienced a revenue decrease of more than 75%
8% said their revenue has not been affected by the pandemic
2% increased their revenues

Source: County-wide business impact survey of 1,000 respondents between April 20 — May 20, conducted by the Greater Fort Lauderdale Alliance and Broward County
Office of Economic and Small Business Development




> DEMONSTRATING -EQ"QQ'«“&- PROVIDING
VALUE A BREAK
< MATTER
O EMPHASIS ON FLUID EAGERNESS FOR
b CUSTOMER SPENDING OPTIMISM AND
for what's next or SUPPORT PRIORITIES ESCAPISM
v B4 ] 2
‘I.ﬁ 1 H
HEALTH WORRIERS FINANCIAL WORRIERS G WO S
fo r Wh o m =nu E worry about others. worry about the economy. EVEf'::;rt’r'\:aNunknov?r:?ER
LLl
- - HOW IS THIS HOW IS THIS HOW IS THIS
" B SUPPORTING MY | SUPPORTING MY | SUPPORTING MY
EMPLOYEES? COMMUNITY? CUSTOMERS?

STUDIO
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MARKETING STRATEGIES

Retain or win back as many customers as possible
to ensure brand loyalty.

Retention Strategy

Consumer Reaches consumers who are exhibiting initial
Acquisition Strategy interest, research behavior & buying signals.

Introduces and influences the
largest qualified audience.

Branding Strategy

. Solidifies the business’s virtual doorway, allowing
Virtual . .
them to convert people who have an immediate need
Presence Strategy and nurture consumers that have already converted.

TUDIO

[Trisune] | {8f7
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INSIGHT The Customer Journey

FOCUS




THE CONSUMER JOURNEY

o Aware: Consumers who are not aware of brand’s presence or the value of their
) products, services or information.

Goal: Gain consumer awareness and start to build trust with the consumer that
AWARE the brand can solve for their needs.

Messaging: Benefits of Branding
Introduces the brand, products,

services, or information to the largest Creates Trust
qualified addressable audience. - Improves Recognition

Supports Marketing Efforts
Generates Revenue
Motivates Employees

Targeting:
* Broad Geographic Area

» General Audience Groups
(i.e. Men & Women 21 years +)

Use creative messaging to build brand value and spark positive emotion

TUDIO

[TriBUNE] | {817 -



THE CONSUMER JOURNEY o o

Engage: Consumers who are aware of brand but do not yet trust the brand.
(early stages of relationship).

Goal: Continue gaining consumer trust by nurturing the relationship and
showing brand’s capabilities to meet the need. Draw people to the brand who

are interested in brand’s products, services or information.

Messaging: Consumer Acquisition Strategies
Messaging that builds trust and is
geared toward meet'”? the needs at « Some consumer needs are urgent and require a take action NOW
the urgency level required. message. (i.e. Urgent / Emergency Care Services)
Targeting: - Some needs are less urgent and require a when you’re READY think

* More detailed and granular of us message. (i.e. Auto or Furniture)

» Specific Audience Groups

(i.e. Men, 35-55 with household income of

$65k+, and a credit score of 720+)

[TRIBUNE] | (817 o
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THE CONSUMER JOURNEY =

Convert: Customers who may have either a low or high level of trust with the brand
and may will be willing to invest money or time with brand to solve for a need.

Goal: Continue to gain trust and excitement from the consumer by delivering a

CONVERT positive conversion experience.

Messaging: Consumer Retention Strategies
Encourages repeat business and brand

loyalty so that they help promote the

« Promotion of free shipping for online purchases of $50 or more.
brand to new business.

* Online Only Sale promotions for purchases made online using a

Targeting: “Discount Code”
 Existing Customers
* Lost Customers « Give us your contact info for a copy of

“A Guide to Wealth & Success”

[rriBune] | {8f7 5



HEALTH WORRIERS
WORRY ABOUT THE VIRUS

My top concerns are not so much for

myself, but for my mother. She is 82

and has diabetes. | am her caregiver

so whenever | have to go out to a
store or pharmacy.

Health Worriers are concerned
about the virus, but their worries
are more focused on their loved
ones than their own health.

Many talked about fearing they
will pass the virus onto a loved
one who is immunocompromised.

| am afraid that | will bring the
virus to her no matter how hard |
try to disinfect myself.

Male, 55 - 64
[TriBuNE] | {817 .



FINANCIAL WORRIERS
WORRY ABOUT THE ECONOMY

Financial Worriers are more
concerned about the impact
on the economy than
contracting the virus.

| guess the part that doesn’t worry me
is actually getting [COVID-19]. | feel
that | can recover from it.

I’m more worried about the
changes it has caused, and when
will we be able to go back to work
and find some sort of normalcy.

They worry about the
possible recession, job
security and what this means
for the future of the US.

Male, 35 - 54
iTUDIO .
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EVERYTHING WORRIERS
WORRY ABOUT THE UNKNOWN

It makes me feel anxious as | don't know if
what I'm doing is enough, or when things will
be normal again.

Everything Worriers' concerns
are all-encompassing: health,
finance and the future.

Their fears center around the Female, 18 - 24
"not knowing" — about the
virus, its trajectory and the

path forward. Everything worries me about this.

People's health, financial situations, people
losing their jobs — all of it worries me.

817 Male, 55 - 64

18
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INSIGHT Post-COVID-19

FOCUS Messaging Attributes




WHAT’S THE NEXT STEP?

Consumers want a break from the all-consuming nature of COVID-19

Looking to brands for
sense of normalcy

"I'm so COVID-19 out! | would
prefer that brands carry on as
normal and not discuss the
outbreak so that people can
escape from hearing so much
about it."

- Female, 35-44

uuuuuuuuuu

Offer a break from
the overload

"I would prefer that brands
don't talk about it because |
get enough of that from the
local news. Yes, | prefer they
just carry on as normal.
Otherwise, it becomes a case
of information overload and
you then wind up tuning
everybody out.”

- Male, 55-64

Some feel COVID-19
messaging is disingenuous

“Frankly, I'm starting to get
tired of the TV ads which say,
‘We're all in this together.’ |
don't care about that; it
doesn't solve the problem or
make me feel any better.”

— Male, 55-64

20



SUNSENTINEL.COM
CORONAVIRUS TRAFFIC

March Pageviews 8,788,531

April Pageviews 6,574,444

May Pageviews 3,908,294




WHAT WE KNOW

CONSUMERS ARE PLANNING FOR—AND GETTING EXCITED ABOUT—THE FUTURE.

Because many US: "What are you most looking forward to doing once the current soclal
Americans are still distancing measures are relaxed? Select up to 3," April 2020

staying home or PR

imiti 2 A1%A1%

limiting 8

social interactions, - “m ey 2RI

they're looking mm % 1% ‘°“"‘ ‘“‘"‘ . l

forward to seeing

people in real life. °°"°“'°" °°‘.;°;':’..:°' °°"°m....'°"' f’.fL".“"‘...o.."’ G::‘::;” '3,':"’0.:‘"’,,‘,,” Genptek Gomgons  Gorgwa  Spendngume
. rotre Fentatamey

Aot .24, 2020 SAL 2528 2020

TUDIO . : . .
TRIB NE] | Base: 2,000 internet users aged 18+ (* aged 22+), April 16-28, 2020
E PulLlslquG 1847 Source: Lightspeed/Mintel; Mintel’s Global COVID-19 Tracker 22



WHAT WE KNOW

CONSUMERS ARE PLANNING FOR—AND GETTING EXCITED ABOUT—THE FUTURE.

COVID-19's US: financial health, November 2019-April 2020
immediate
effects are

. . § Moalhy ~ | have money lefl &t B end of the moni
driving more bor some Ronames o 10 2k 10 My SvIngs
conservative g e
spending habits, @ Tight - N making encs meet, But just darely
Wh|Ch are § Shugging - 'm in danger of falling Sehind with Bty

ngm w'
positively :h:..::m reased koan repeyesents or
influencing honssehond bis
Nov 2019 Mar 1927 Mar 7759'2 Aol? 10 19' 10!‘ 14-24 Ap ?)n

financial health.

TRIBUNE STUDIO  Base: 2,000 internet users aged 18+, November 2019; 2,000 internet users aged 18+, March 19-27, 2020; March 27-April 2, 2020; April 2-10, 2020, April 10-16, 2020, April 16-28, 2020
U 1847 Source: Lightspeed/Mintel; Mintel's Global COVID-19 Tracker 23
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ABC: ALWAYS BE
CONNECTING

Keep two sets of consumers in mind.:
The ones who are shopping now, and
the ones who will shop later.

For the ones who are shopping now,
be clear about your value proposition.

For the ones who will shop later,
leverage promotions, content and
digital channels (email, social media)
to keep them engaged.




BUT WE KNOW A O
THE AREAS OF C NCERN

SAFETY FINANCES
Is it safe to return to a store? How stable do I feel financially?
DECISIONS PRICE
Should | defer major changes? Is this brand the best option?

SSSSS



WHAT WE’VE SEEN

EMPHASIS ON

CUSTOMER
SUPPORT

Brands are getting more
proactive in their customer
interactions and making sure
consumers know which digital
tools exist and how to use them.

[TriBUNE] | {817 .



EMPHASIS ON
CUSTOMER SUPPORT

As transactions shift online, banks are
helping customers navigate their mobile apps.

@-v—-o

Can | set up direct
deposit online?

Yes! Download a pre-filled
Direct Deposit form right from

the Chase Mobile” apg

Download a pre-filled direct deposit form A PNC representative shows customers

right from the Chase mobile app. how to bank from home in a video tutorial.

27



WHAT WE’VE SEEN

* Fintechs helped get customers their stimulus
EMPHASIS ON money—while also driving awareness of their

products.
CUSTOMER « Chime
SUPPORT » CashApp (Square)

* \Venmo

» Brands are teaming up to better meet the needs of
their communities.

» Cash App xSpotify: Supporting artists

» Walmart x Nextdoor: "Neighbors Helping Neighbors*

Brands are getting more
proactive in their customer
interactions and making sure
consumers know which digital
tools exist and how to use them.

* Facebook introduced Messenger Rooms, a new way
to stay in touch virtually (and to compete with Zoom).

[TriBUNE] | {817 .



WHAT WE’VE SEEN

FLUID

SPENDING
PRIORITIES

COVID-19 has upended consumer
spending habits. Credit card
rewards points for travel, for
instance, feel meaningless.

So companies are moving their
attention to the areas consumers
care most about now.

[TriBUNE] | {817 .



FLUID SPENDING PRIORITIES

Clothing companies shifted production
to focus on face masks.

A <

e, e -t e e

KS
DONATED!

Clothing retailer Madewell introduced face Workwear company Hedley & Bennett
masks, which quickly sold out. shifted from aprons to face masks.

STUDIO
ERlBUNE] | 1847 Source: Comperemedia social media monitoring [4/1/20-5/10/20] as of 5/11/20

PUBLISHING
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WHAT WE’VE SEEN

« American Express cardholders will receive limited-

FLUID time credits for streaming and wireless services and
increased earn on U.S. grocery purchases.

SPENDING * In March 2020*, Amex premium cardmembers spent

PRIORITIES 20% more on streaming and 54% more on groceries,

according to Amex.

« Chase announced that nearly all fee-based travel
cards are now receiving up to 5x returns on grocery-
shopping during May and June.

COVID-19 has upended consumer
spending habits. Credit card
rewards points for travel, for
instance, feel meaningless.

* For eight days, Burger King tempted students with

So companies are moving their free Whoppers.

attention to the areas consumers
care most about now.

[TriBUNE] | {817 .




WHAT WE’VE SEEN

EAGERNESS FOR

OPTIMISM AND
ESCAPISM

In more lighthearted
communications, brands aren't
ignoring COVID-19, but they are
trying to help make consumers
make the most of it.

[TriBUNE] | {817 .



EAGERNESS FOR
OPTIMISM AND ESCAPISM

No app? No problem. Virtual workouts span video platforms.

#OrangetheoryAtHome workouts Equinox goes Instagram Live CrossFit embodies community values

STUDIO

1847 33
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WHAT WE’VE SEEN

» Beer brands stepped in to lift consumers' spirits.
» Coors Light wants to know who #CouldUseABeer.
EAGERNESS FOR  Natty Light threw a worldwide commencement

OPTIMISM AND ceremony.
ESCAPISM

« As content consumption increased, streaming
services found timely opportunities to promote
relevant content.

In more lighthearted
communications, brands aren't
ignoring COVID-19, but they are
trying to help make consumers
make the most of it.

« Consumers are making the most of their time at
home—and alleviating some stress—by baking bread.

* Red Star Yeast

* Discover

» Bon Appetit

[TriBUNE] | {817 y



INSIGHT What Consumers

FOCUS Need to Hear




ACTIVITIES PEOPLE CURRENTLY FEEL
COMFORTABLE DOING % SHARE

Eat at a Restaurant
Vacation

Shopping Mall
Attend Religious Gathering
Museum

Party

Amusement Park
Gym

Work Conference
Movies

Concert

Theater Performance

TUDIO

[TriBuNE] | {817

I 18%
I e
I, 17%
A, 15%

Source: Morning Consult, April 29-30, 2020: 2,200 U.S. adults.

STILL CAUTIOUS
AND ON HOLD

<1Ind

people feel comfortable
participating in what used to be
everyday activities




ADDRESS COVID-19 ONLY IF
THERE’S A BUSINESS REASON

What Do US Adults Think of Brands Incorporating
Coronavirus Messaging Into Their Advertising?

% of respondents, April 2020

Gives me positive feelings towards the brand
12%

Gives me positive feelings toward the brand, but only if it's

29%

|s
n
g
£

Doesn't change my feelings toward the brand
34%

Gives me negative feelings toward the brand
15%

bon't know
10%

STUDIO
EI'RIBUNE] | I 7 Source: Freewheel, ‘TV Advertising: The Right Moves, Right Now.” April 28, 2020.

uuuuuuuuuu

Although the majority of
consumers respond positively if
it’s done right, one-third state that
specifically referencing COVID-19
in messaging has no effect on
brand sentiment.



SAFETY CONCERNS

o of shoppers have concerns
about shopping in physical
0 stores (only 11% are not)

Top Concerns Shopping in
63% Physical Locations

40%

34% 32%,

Being Too Close Cleanliness Touching Credit Passing Cash
to Other People Card Teminals Back & Forth

STUDIO  Source: Harris Poll U.S. online study of adults 18+between

EBLB“HHE] | 1847  April 28 and April 30, 2020 & Prosper Insights & Analytics.

addr

ssaging can help
s CONSUMERS concepns

38



MESSAGING:
WHAT TO
HIGHLIGHT

IF REOPENING

Which COVID-19 Safety Policies
Will Comfort Consumers?

SSSSS

Source: Morning Consult; among 2,200 US adults,

IIIIIIIIII



WHICH COVID-19 SAFETY POLICIES

WILL COMFORT CONSUMERS?
N ) %

Regularly sanitizing high-touch surfaces

Installing more hand sanitizer dispensers

Requiring all employees to wear masks

Operating specific hours for the elderly, immunocompromised or vulnerable groups
Spacing seating arrangements 6 feet apart to ensure social distancing

Requiring all customers or attendees to wear masks

Allowing a smaller share of customers or attendees into certain spaces

Posting signage encouraging social distancing among customers or attendees
Offering prepackaged food or takeout in place of dine-in or served food options

Requiring temperature screenings for all customers or attendees

TUDIO

[TriBUNE] | {817

55%

48%

42%

41%

40%

38%

36%

34%

31%

31%

Gen X

Boomers

Gen X

Gen X

Gen X/Boomers

Gen X

Gen X

Gen X

Gen X

Gen X

object-to-person vs.
person-to-person

40



GEN Z AND COVID-19:
SOCIAL ON STEROIDS

Social media has become even more important. Nowhere is this more pronounced than among Gen Z.
Gen Z is acting as king-maker in the space as Snapchat, Instagram, TikTok grow in importance.

WHICH SPECIFIC APPS HAVE BECOME MORE IMPORTANT TO YOU, SINCE THE
CORONAVIRUS OUTBREAK?

4% = Tota
4’\ #Genl
2 TRIN IN%
22 g Millen
S  LERLT 9N 2 as P
as LS 5'\ -.“ ™ . % o 5% : » Gen X
ol ‘*\ o . T l 2N
- — SooMmars
Squmd Hou se Pacty Discord TikTok Twvitter SrapC hat Ira Sagram Facebo ok

+ How does mainstream media harness the creativity and energy in social platforms (particularly UGC)? In the current time, there is no
alternative to experimentation. What is learned will affect the future of entertainment.

* How do advertisers meaningfully connect with consumers on these platforms that are being sought out for their organic and authentic nature?
What are the next level marketing strategies for brands after influencers and sponsored content? Will more brands become content creators?

TUDIO

RlBUNE] | Source: Magid.
PUBLISHING 1847 Study details: n=769 with Gen Z oversample adjusted to weighted N=588, 13+ US only, online matched to census for age, gender, race. Fielded April 18-19. 41
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e doris_market 8h

MARKETING TO GENERATION Z

Be honest, genuine and authentic. Display and uphold
your company values.

Be omnichannel, including on social media: Instagram,
TikTok, Shapchat.

Embrace (micro)influencer marketing and genuine
engagement with / participation from your audience.

Sources:
https://www.forbes.com/sites/forbescommunicationscouncil/2020/05/08/ 1 5-effective-ways-marketers-can-

connect-with-generation-z/#64989c 563333
https://www.voguebusiness.com/consumers/marketing-to-gen-z-during-covid-19




INSIGHT The Importance of Local

FOCUS




THE IMPORTANCE OF LOCAL
5.1M

#StayHome

During the pandemic, some of the most
popular hashtags are about staying home
and supporting local businesses.

S and CA mentions on In ram and Twitter

I\L;ayafz{hroughel\;:ysmo, 20;(2;89 = - 3 u 4 M
#ShopLocal
#EatLocal
#local

|
uuuuuuuuuu 44



SOCIAL CHANNELS

provide the perfect audience for local-focused messaging

Canada’s national “Takeout Day”
was created to help struggling
restaurants and Amex was quick
to jump in on the celebration.

Amex is staying consistent with
its support of small businesses
and is providing local spotlights
on their Twitter feed.

[TriBUNE] | {817

OWNED CHANNELS

American Express @
B 2 s 5]

It's #TakecutDay, and we're excited 1o introduce the award-winning
Boulevard Kitchen & Oyster Bas, located at the Sutton Place hotel in
downtown #Vancouver. Ther sensasonal seafood-focused monu = infused
with West Coast flax and sternational mfluences. While the dining room is
currently closed, you can stll ¥ShopSmall and support local with the recent
launch of #BLVDprovisions - a lne of high qualty meals avatable for pick-
up. To top things off, you can also purchase a vanety of beer, wine and
spirits to bring the compiate expenaence home

JAM American Express @
ins Q

Craving some comfort food this #TakeoutDay? Located in the South-West
neghbourhood of ¥Mentreal is the Itakan restaurant Elena Pazena. After
having to close their doors for two months, this local favourte has
reopened for take-out serving their classic wood-fire pzzas, salads,
sourdough bread and natural wnes Want a lathe somethang for fater? You
can also stock up for home with thex rotaten of debcous frozen pazas and
handmade pasta kats from thewr sister restaurant, Nora Gray! #ShopSmall
and support local by calling ahead or ordermg in person Wednesday
through Friday




LOCAL CONNECTION
NATIONAL CAMPAIG

Small diners are most certainly
suffering financially during the
shutdown and Heinz has found a
creative way to give back.

The nomination process is a great
way to engage with a wide

audience while still keeping it local.

TUDIO

[Trisune] | {8f7

WEIN2 Heinz

To the diners that have weicomed us in for decades
we now open our amms to you Help us by nominating
your favorite diner to receive support at

HeinzForDiners.com #StandWithDiners

Local diners hav: een there for us.
Now it's time ere for them.

To the diners that have welcomed us in for decades,
we now open our arms to you. Help us by nominating
your favorite diner to receive support at
HeinzForDiners com #StandwithDiners




LOCAL CONNECTION
NATIONAL CAMPAIG

Chase spotlighted local restaurants
in a campaign created for major
metro areas across the country.

The message remained the same
but the city images and restaurants
changed with the location. Unique
restaurants, many with critical
acclaim, were featured.

TUDIO

[Trisune] | {8f7

@ Chase

Local restaurants need our support during this trying
time. So #StayHome #Eall ocal and order in with
DoorDash or Tock, and in return, we'll deliver you 5x
total points to say thanks for supporting your
community

® .

Local restaurants need our support during this trying
time. So #StayHome #Eallocal and order in with
DoorDash or Tock, and in return, we'll deliver you 5x
total points to say thanks for supporting your

community




CREATING SHAREABLE
EXPERIENCES

In an Instagram Stories ad, Chase
ported over the Facebook campaign
but added an attribution element.

0 SAPPHIRE

A pledge to stay home and order in
Screenshot and share.

from your favorite local restaurant
was meant to be shared.

This week, I'll #StayHome,

order in and #EatLocal from
my favorite restaurants:

#StayHome and order

n from local favorite

Parachute.

[rrisune] | 817
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FOR OUR PART, WE'VE BEEN BUSY...

Joining forces with the Greater Fort TLOVEL:Q(B'ZOZO
Lauderdale Alliance, United Way | - -

and Feeding South Florida R / i

Building a restaurant guide and
honoring our Heroes & Helpers

Honoring our 2020 graduates, the
Vals & Sals, and student athletes

Creating recovery packages for
local businesses




TODAY'’S BIG NUMBER

26% of adults say

o that their local
2 6 /o community Is
more important

than ever before.

SSSSS



INSIGHT Top Trend:

FOC U S Outdoor-Focused Travel




CONSUMERS
STARTING TO VENTURE OUT

A recent analysis of cellphone data by The New York Times shows that more Americans are
venturing out, and the number of us staying home has dropped nationally, in some places by 11%.

Where peogle storted loavirg home agam

This chart shows the share of people nationwide

who on a given day in the last few

months.

20.7% w 43.8% “« 36.1%

Source: New York Times.

STUDIO
EI'RI BUN E] | 1847 Note: The map shows the change in the average share of people sheltering at home
PUBLISHING from May 1 to May 8, compared with the average over the period from March 20 to April 30.
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WANTING TO GET OUT
JUST NOT TRAVEL FAR YET

Would you fly on a Would you rent Would you go to the
commercial plane? a vacation house? beach or a national park?

14% 28% | 58%

YES YES YES

70% NO 58% NO 28% NO
16% | DON’T KNOW 14% | DON’'T KNOW 15% | DON’T KNOW




AMERICANS ARE
GOING OUTDOORS

In an effort to fight cabin fever.

43% of Americans say they plan to do more
outdoor activities due to ‘social distancing’
mandates

Hiking, visiting parks and boating/fishing
were the pursuits most likely to see a
coronavirus-related boost

Camping, however, only saw a 3% boost—
possibly due to weather, or a desire not to share
facilities with other campers

STUDIO < Civi ;
Source: Civic Science, March 24 - 27.
EB‘LB"HHE] | 1847 2,382 respondents, weighted by US Census 13+.

Do you plan to do outdoor activities (like visiting parks,
hiking, camping, water activities, etc.) more than usual
due to the COVID-19 / coronavirus outbreak?

® Yes ® No

Hiking on trails L0

Visiting county / local parks REE)

Water activities (boating, etc.) AL

Visiting national / state parks [}




YOUNGER, MORE ACTIVE
ARE KEY TARGETS

The younger the respondent, the more likely Key target group may be those already exercising
that they plan to go outdoors more or with high activity frequency
49% of Gen Z and 46% of Millennials 55% of those who exercise multiple times
plan to go outside more per week plan to do more outdoor activities

Exercise frequency compared with COVID-19 effect on outdoor activities

Gen Z (1310 25) EEEU

Several times per week [SRX)
Millennials (25 to 34) LN

Gen X (35 to 54) PPL) Several times per month [SY0E)

Baby Boomers (55 and up) [BEEN) Pl 24%

@ Plans to do more outdoor activities @ Doesn't plan to do more outdoor activities

@ Plans to do more outdoor activities @ Doesn't plan to do more outdoor activities

There is also a correlation between the use of mindfulness/meditation
apps/content and a higher frequency of heading outdoors

TUDIO . i :
Source: Civic Science, March 24 - 27.
ErpRuluB-s‘uJ-HE] | 1847 2,382 respondents, weighted by US Census 13+. 55



OUTDOOR SALES ARE BOOMING

RIBUNE:l

PUBLISH

|TI

Since the turn of the New Year
when the COVID-19 Coronavirus
started gaining traction in the US,
the outdoors category had seen a
spike of 500%.

What the data reflects is how
people are looking to outdoor
activities as a “loophole
solution” to social distancing
and isolation mandates.

There is also a 200% to 300%
increase specifically in batteries,
camping and gun/hunting
accessories.

Hunting and fishing license
sales are seeing a similar boom.
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3 THINGS YOU CAN
DO RIGHT NOW

Be as digital-first as you can possibly be,
whether it's optimizing customer experience,
e-commerce, or BOPIS.

Time is money. Consumers who may not be
actively buying will still spend time with you,

which is an opportunity to engage, activate,
and earn their loyalty.

Be brutally honest with us about what's going
on in your business. We're here to help.




THANK YOU

If you have any questions, please contact:

LANCE HELMS JASON MOULDER
GM, Digital Solutions Director, Digital Strategy

Ihelms@sunsentinel.com jmoulder@fribpub.com

SunSentinel

MEDIA GROUP




APPENDIX Advertising Examples:

South Florida




THE NEW NORMAL

Little Moments

MAKE BIG MEMORIES

Little Moments
MAKE BIG MEM

When you're ready, we'll be here ke we have been for o To help make the m

comphmentary dudy beneht: gh S e 30" Phus, sinth mght free whe y When yeu're ready, we'll Be here be we have Been for mare than a century. To help make the ment of your

wtive rights and there i never & stay, enyoy comphamentary daily benefits now theough September 307 Phus, sixth might free when you stay
shongsive heslth and sefety preceutions are in six comsecutive nights and there is never a resort fee.

Take comfort in knowng that the highest standards of comprehentive health and safety precautions are in

place to protect our team, guests and community. Fer informaton, wist thebreskers.com/updstes

B

THEBREAKERS.COM | 1-855-112-9674 OR CONTACT YOUR TRAVEL ADVISOR THE BREAKERS®




TUSCAN/GARDENS

IT'S TIME TO START EXPLORNG THE

Lifeslyle Yow Deserve!

THE NEW NORMAL
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Limited Time Offer: 40% Off All ARMORVUE Windows & Doors! Contact [bf%l%{y g@ll/ 0656{41/0/

No passport required.
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Us Today to Schedule Your Free Virtual Appointment!

ARMORVUE

WINDOW & DOOR

OPENING

LIMITED TIME OFFER

one o ane boer

Virtual Appointments
Revised Estimate "

Procedures

www.armorvue.com

CALL 5612868607
TEXT "TUSCAN"™ TO "3~




THE NEW ABNORMAL

COMMITTED TO nc«whm.vnm&.m
PREVENTING wmﬂm'ﬂ‘

F

HERE IS HOW WE ARE PROVIDING A
SAFE ENVIRONMENT FOR OUR PATIENTS.

A
conviva™/

Primary Care for Seniors
Committed to Aging Well,

0, visit
or call (BA4) S05-2843.

FROST ¢
. SCIENCE

VIRTUAL

SUMMIER

ENGINEERING o MARINE SCIENCES o ASTRONOMY o TECHNOLOGY

CAMP

AGES4-14

JUNE 8 -
AUGUST 14

REGISTER
NOwW

&S ’ ““dolphin carpet & tile « s+

CARPET * THE + WOOD * LAMINATE + VINYL » OVER A MILION 0. 1. IN STOCK

GRANDREPENING ~ ®eme

5 YeArs 0% INTEREST"
Free Health Care for oty 5
Veterans and Their Families.

veteranschinic nova edv

NSU Health Clinics




DENTISTRY
OPEN

AMONG OUR LARGE EXPERIENCED STAFF ARE HOSPITAL TRAINED
DENTISTS UTILIZING C.D.C, GUIDELINES AN EQUIPMENT
No Touch Forehead Thermometers

Disposable Gowns

N 95 Masks, KN 95 Masks

Face Shields and Goggles

Disposable Gloves

7 Medical Grade HEPA 13 Air Filters

6 Vitashiekd UV Ceiling Filters

6 Statim Computer Monitored Sterilizers

7 State of the Ant Aerosol Evacuators

All Dentists Have Over 30 Years Expenence

All Hyglenists Highly Trained

6 protective Hover Shields

One Story Building, No Elevators Needed

RN on Staff

About To Lose Your Teeth? Or Hate Wearing Dentures?

WA deat sl et S haabeg) yve my ceen be rwtay whel pus brise Lamdemy
with aneidenen, and bring the Mantyle you want bo bve.

THE NEW ABNORMAL SATURDAYS

* ALL PHASES OF DENTISTRY

SAFETY FIRS .32‘333"?"1&:‘5:?5%:%‘%:3::;& * DENTAL IMPLANTS
e — o * NO APPOINTMENT
i L et R e
About To Lose Your Teeth? Or Hate Wearing Dentures? NECESSARY
With dentel implant technology, you may soon be ecting what you desire, smiling with confidence, and living the lifestyle you wont to live. . WALK lNS WELCOME

* AFFORDABLE FEES

A.F.D FOLLOWS ALLC.D.C. AND A.D.A

& implants +12 Unis Beidge Work Lower Arch - ' GUIDELINES FOR TREATMENT Which would you prefer?
{Over 50,000 Implants Placed & Restored) M)
o SAVE 50% DR. THOMAS SCHOPLER & ASSOCIATES 0. A 877
% @ DR. CRAIG MESKIN * DR. BRUCE WEISBROT e

Fiaod Noa-Remevabio Pocislain Bridge
Pt b St . D
0 bnphanty 413 Baity Bidge Wk Byper Ak - 1AW
T
v 30 D00 beharn Pt & Pl

SAVE‘S()%

TOTALL PHASES m_““ __OPEN MON-SAT % DR. MICHAEL LISS (PERIODONTIST)
OF DENTISTRY o JPPOINTIENT DR. JOSEPH SPINGARN

IMPLANT D800, ABUTMENT D658 AND CROWN D058 I

Atlantic Florida Dental
954-922-1945 .
ﬁ 954-922-1947 1 MONDAY - SATURDAY
el

B 8:00AM - 5:00PM
SUNDAY BY APPOINTMENT

Mmﬂl 46 YEARS OF OPERATION

today for o Bk momey e -l E
z T ATLANTIC FLORIDA DENTAL
954-922-1947 + 954-920-2881

290 1. Donia Beach Bivd., Donie Beach, FL 33004

Atlantic Floride Dentel

954-922-1945
ﬁ 954-922-1947 3
o )

40 YLARY OF OFERATION




THE NEW ABNORMAL
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4191 N State Road 7, Hollywood, FL - 954.983.6831
www.delawarechicken.com

4191 N. STATE ROAD 7

HOLLYWOOD FL Sta ﬂﬂ HO")\VOOd, m"

p— www delawarechickentco
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S — o -

L USSP
OPERATED SINCE 1951
—

CLOSED MEMORIAL DAY, MAY 25th -
THERE'S MO WEED TO 2 & !‘. C/,u

2em FRom 2 . 0 :
MARKSY YO MARESY 42 : /& Qﬁg nc G B (0 S BED o GTD Sy Q058D
0 "’iiro:; e SAME FAMILY OWNED AND OPERATED SINCE 1951

v‘ u W M“ '

o)

JUST CLIC O THE We OFF L

AVAILABILITY BETTOMS AND QURE S“z , i m “:}“‘, oy
z e ©

OPENSZADAYSJA\WE EKIEORYYOUR{CONVENIENGE
MonStolSat¥s: 30036:00] Sun%9: 3014:00)
SAME FAMILY OWEND AND OPERATED SINCE 1951

—
ERY DAY vorday through Sarurday & 30 to 6 00 and Sunday 9:30 to 4:00

EN cns!omers are chwed in Me srore ar a time,




CONTENT MARKETING
CAN PLAY AN IMPORTANT ROLE

DI®COVERY
VILLAGE

" AT BOYNTON BEACH

By Discovery Senior Living

6 surprisingly easy things
seniors can do to lower their
risk for coronavirus

We Are The Right Place
To Be Right Now

» A Senior’s guide to avoiding COVID-19

* 100K native impressions

+ The CTR was 0.69% -- over 8x the
industry standard of 0.08%.

» The average time spent (90 seconds)
well exceeded the industry standard of
50-60 seconds.

» The average scroll depth was 95%
which shows us that most users

TUDIO completed the article.

[TriBUNE] | {817 .

Accepting New Residents | Call 561.327.4708 Today!

DiscoveryVillages.com



https://nam02.safelinks.protection.outlook.com/?url=https://www.sun-sentinel.com/paid-posts/?prx_t=XcUFAAAAAAatcQA&prx_ro=s&data=02%7C01%7Crsmolik@chicagotribune.com%7C2f1dc5f0980a488dfa6008d7fc560ae7%7Cf7da0482aed242fa80233b240fb6598d%7C0%7C0%7C637255319123766740&sdata=ByKSY3QATTMvDJAjZ31UtQ/s6Ng0TI9CqBaO2eUq+VM=&reserved=0

