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REBUILDING CONSUMERS’ CONFIDENCE
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STRATEGY-DRIVEN RECOVERY: MORE IMPORTANT TAN EVER!
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STRATEGY-DRIVEN RECOVERY: MORE IMPORTANT TAN EVER!

STRATEGY+WORK ALIGNMENT:
(High level planning process)

Recommended Financial Volunteer Important Timeframe for
Activity / Project Resources Leadership Partnerships Implementation
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STRATEGY-WORK ALIGNMENT:
(High level planning process)

Recommended Financial Volunteer Important Timeframe for
Activity / Project Resources Leadership Partnerships Implementation

INDIVIDUAL WORKPLAN DEVELOPMENT: SUMMER 2020 FALL 2020 2021-2022
(Detailed workplan development) (Next 3-4 months) (Sep/Oct - Dec) (12-18 months)
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INPUTS: KEEPING UP WITH ECONOMIC TRENDS

Community Vision POST-COVID-19 Quantitative Outcomes
Market Understanding RECOVERY STRATEGY Gualitative Outcomes

Support Business Rebuild Consumers’ Rethink Vacant
Retention Confidence Space

Insights for Main Streets: n

1. Entrepreneurship Ecosystem Development
Main Spotlight: COVID-19 Likely to Result in Increased
Entrepreneurship Rates

2. Developing and/or Growing Your Relationship with Small Business
Development Centers (SBDC)

Updating your Real Estate Inventories
Understanding your Market Position

Becoming Familiar with Start-Up Financing Alternatives

S oA~ W

Working with Existing Businesses to Become “New” Entrepreneurs

RE/BUILDING CONSUMERS’ CONFIDENCE

Community Vision POST-COVID-19 Guantitative Outcomes
Market Understanding RECOVERY STRATEGY Qualitative Outcomes
Rebuild Consumers’
Confidence
Before Mar
2020 May —Jun 2020 Sep — Dec 2020
O O O O O O

Mar — Apr 2020 Jun — Aug 2020 Jan 2021
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Google

Navigating your response

01 Base your approach on consumer insights

02

Understand the impact to your business

Navigating

the road ahead

[y T —

(D3  peveiopastratagy and take action quickly
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How consumer behaviors have shifted

Here are five key consumer behaviors we've seen
playing out across industries, based on how people

are interacting with technology.

O1

Consumer insights
to drive your approach

What we've seen in Search patterns

If you want to engage your audience. meet them where they are. And with over four
billion people staying home worldwide', consumers’ behavior and media consumption

habits are changing rapidly.

‘While we don't know how or when the crisis will resolve, we have early insight into

how people’s needs and behaviors may evolve as they seek to regain a sense of
balance. To date, we've identified three search patterns since the onset of COVID-1%:

shock, step-change, and speed up.?

/
Step-change —

Sudden change in behavior,
n

Speed up _/

» Ouick rise in exer
searches shawing signs of
stabilization at elevated lev

Ouick rise and fall in school-related
searches as quarantine arders went
into effect

o o o e | ous o mux om

» ion in growth rate of
delivery-related searches showing
ols signs of continued behavior for now

How consumer behaviors have shifted

Here are five key consumer behaviors we've seen
playing out across industries, based on how people

are interacting with technology.

CONSUMERS ARE

Using multiple devices to go online at

unprecedented levels

Connecting with the world online is more important than
ever right now, with at-home media consumption increasing
dramatically and permeating all aspects of life.

In the US, staying home has led to a 60% increase in the
amount of content watched - Americans are watching
+60%

roughly 12 hours of media content a day, according to
Nielsen data.’

Consumers across the globe are spending 20% more
time in apps than they did a year ago and app usage in
+20%

China grew to five hours/day (+30% year over year),
according to App Annie.*

CONSUMERS ARE

Searching for critical
information and content
to meet essential needs

COVID-19 has made life anything but normal.
With retailers adapting to delivery or online
models, people are looking for clear, specific
information about where, how, and when
they can get what they need.

Search interest in "online grocery shopping™
and "grocery delivery™ grew 23% year over

year in the US

R
Americans are watching videos related to

recipes and cooking at a rate 31% higher than
they did in March 2019.*

@

We've seen search interest in telemedicine
increase 150% week-over-week in the US.

CONSUMERS ARE

Discovering new connections and
nurturing relationships (virtually)

Even as people physically distance themselves, they're
using technology in a new way to connect with others.

50%

50% of US consumers said they used
video to communicate with family
and friends in March.* And search
interest for “virtual happy hour”

s rising, especially in the US.

+54%

On YouTube, we've seen a rise in
“with me" videos, where people film
themselves going about ordinary
tasks like cleaning, shopping. or
cooking. In the US, views of videos
containing “study with me” in the
title are 54% higher compared to

the same period last year.

10
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CONSUMERS ARE

Adjusting routines to
be internet-first

As routines and schedules change to meet
the demands of isolation and new realities,
so have online habits.

Search interest for “telecommuting” in
the US reached an all-time high on Google
and YouTube" in mid-March, and continue

to grow with no sign of slowing down.

Q

Workout routines are getting an overhaul all
over the world too. There's growing search
interest for “stationary bicycles” worldwide,
especially in Spain and France,? and
“dumbbell set” in the UK, for example.”

CONSUMERS ARE

Practicing self-care - and
being there for others

As people stay home, they're focusing

on taking care of their own physical and
psychological needs - in addition to those
of friends and loved ones.

&

People are turning to online video for help in
coping with anxiety and stress. So far in the US
this year, views of meditation-related videos are
51% higher than the same period in 2019.

People are searching for things to do when
they're bored. Searches for "bored” have spiked
significantly in the month of March, and searches
for "games,” “puzzles,” and “coloring books”
increased considerably during the same period.’

Assess the impact
on your business
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One thing is clear during COVID-19 - change is a constant.

While we don't know when the disruptive shifts of this crisis will resolve, we do know
that remaining flexible and adapting with agllity is the key to staying connected with
customers and giving them the support they need.

‘Only time will tedl if certain consumer behavior shifts will endure, but the sum
effect will be a lasting acceleration to digital. So as we work to be there for one
anather, use this time to reevaluate business priorities, test innovative approaches,
and connect with customers in meaningful new ways.

11

wrow
coviD19
Ratall impact
Chick

L o FOCUBED SN, YEAS-SVER-TEAL

12




REBUILDING CONSUMERS’ CONFIDENCE
Offered by Oklahoma Main Street — Wednesday, Jun 10, 2020
Presented by Norma Ramirez de Miess, National Main Street Center

M MORNING CONSULT’ htt Show o envies B —
3 11120 = 2/1/20 s 311720 s 411120 s 5/1/20 L 6/1/20

Oklahoma

RE/BUILDING CONSUMERS’ CONFIDENCE

THE REBOUND RUNDOWN

Main Street Oakiand County and Madkson Heights raising meney for small businesses
during pandemic
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RE/BUILDING CONSUMERS’ CONFIDENCE

ECONOMIC VITALITY

Downtownks: (oot oy Flags out early downtown
New curbside parking 1pots now available downtcwn! We've been warking 3

with Geity ing opticns. We hope
that this helps makes it easier 10 SUPPOrt Qur great
tocally owned bussinesses! dow the

HEPROGRESS COM
Main Street Claremore walking tour now available on your
phone
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RE/BUILDING CONSUMERS’ CONFIDENCE

ENTER TO WIN

INTRODUCING THE NEW LOVE
LOCAL SUMMER PASSPORT
! For the week of Ma“ch 25-27 post your

photos of shopping at local, independent | PROGRAM
retailer or restaurant establishments
OR while volunteering in our community,
Use #BeBoldMakeHistory !
Post all week long. Tag us and share! We
will pick a random winner Friday to receive

a $25 gift card to yourlocal place of choice.

PPIC+COLLAGE
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RE/BUILDING CONSUMERS’ CONFIDENCE

ECONOMIC VITALITY

LI

fidfs the collierville

square is

WORKING WITH OUR BUSINESSES — TO BUILD CONFIDENCE

thin a mont -
I 5 03 From March 151, 2020 to present, whal percentage of sales either
increased or decreased from last year?

all that apply.)

Within 6 monthy B
Between 610 :
12months) -

Projected Survival Rate of Small Businesses Relative to Federal Relief Status
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NEXT WEEK:
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“ADARPTINGSTO SOCIAL DISTANCGING

WHIEBESRBROMO TING DAY-TRIP ACTIVITY?”
WEDNESDAY, JUNE 17, 1:00PM-2:30PM
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Senior Program Officer and
Director of Leadership Development

NATIONAL MAIN STREET CENTER
Nmiess@savingplaces.org
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FORWARD

Planning for Reopening

- J Advocacy >
Recovery > Guidelines ¥

Webinar

Research> .
Series

THANKS!
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