Consumer Behavior:

Impact of Coronavirus on E-commerce
in FMCG industry

Coke Summership 2020 - Bosnia and Herzegovina
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Secondary research of Coronavirus outbreak

FMCG in world & Bosnia and Herzegovina - facts

HoReCa as a biggest loser in the corona times - 41% closed in B&H.

Beside HoReCag, all outlets with a focus on impulsive shopping will be hit
the hardest.
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/- } Shifted demand from out of home to in home.

Despite being the one stop channel, hypermarkets rather lose, also
local super-markets particularly strong due to convenient locations
allowing proximity purchases.



Secondary research of Coronavirus outbreak

FMCG in world & B&H - E-commerce is evident, but underdeveloped in B&H.

The structure of e-commerce in Bosnia and Herzegovina
2019

Alibaba

22.2% e
Others FAST
42.6% MOVING
CONSUMER
Ebay GOODS
Amazon 20.1% .
1.8% Ekupi
Factcool UK ] 4.7%
2.0% Studio Moderna
Imtec 4.1%
2.5%

Source: www.euromonitor.com

Spend per trip



Secondary research of Coronavirus outbreak

Consumer behaviour - people mostly buy inferior goods, hygiene
products and accept e-commerce.

Phase 3: NEW NORMAL

Phase 1: PANIC Phase 2: ADAPT
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Primary research amidst Coronavirus outbreak

A primary research in form of questionnaire was conducted.

Questionnaire aimed to reveal respondents”:

Opinion about e-commerce

Purchasing behavior

Purchase locations

eCommerce platforms usage frequency
Categories purchased

Average basket value when purchasing online

Gender structure Employment

76.54%

4.94%
23.46%

35.80%

50.62%

8.64%

B Male @@ Female @ Employed fulltime [ Unemployed [} Student (i) Part-time employee

# Respondents

Countries (%)

BOSNIA & ALBANIA SERBIA
HERZEGOVINA

Average age
OO, o 9

CROATIA BULGARIA

Education

1.23% 6.17%

48.15%
44.44%

(B High school education [ Completed or ongoing bachelor study ([l Completed or ongoing master

B Completed or ongoing doctoral studies



Primary research amidst Coronavirus outbreak

Buying clothes and shoes online, while hunting for special prices and free
delivery, prevail on the market.

In the last 4 months, respondents predominantly purchased FMCG products in physical stores (71%),
while just a portion of them purchased it via e-commerce (14%).

®©
In the last 4 months on average, respondents purchased drinks in combination with meat, snacks
g/© sweets, and pastries. Additionally, they did not buy brands they had not bought before.
»

35.8% of respondents did not use e-commerce to purchase FMCG products in the last 4 months, while
another 35.8% used 1 or 2 times in the same time period.

The most popular category in the last 4 months on average in e-commerce are clothes and shoes, then
food and finally cosmetics. In 2019, food category was on the third place behind cosmetics.
The most popular platform in the last 4 months was “Sport Vision”.

Home delivery is certainly the most important reason why respondents used e-commerce in the last 4
months.




Primary research amidst Coronavirus outbreak

In general, e-Commerce is perceived positively, and interest for buying
drinks online is very promising.

@ Above all, e-commerce is perceived practical and simple.

Interest for buying beverages of any sort via e-commerce exists. More than a half of respondents
would be interested iniit.

Average basket value of our respondents when shopping online is at 92.45 BAM.
»

delivery.

Respondents are using e-commerce to shop for special occasions significantly more than for

%

. What usually attract our respondents to e-commerce the best are special prices and free

O=0
0 regular (daily) purchases.



Business implications of our research

Based on the survey, a profile of the average FMCG customer that uses e-
commerce was created.

- % There is great potential for e-commerce in the FMCG industry in Bosnia
% .- and Herzegovina, with 65% of respondents using eCommerce to buy

FMCG products at least once in 2019, and also 65% during the past 4
months.

Based on the survey, the average FMCG customer that uses e-
commerce likes promotional pricing, is brand loyal, buys meat and
snacks along with beverages and is more inclined to buy larger
packages (>1L) due to the pandemic.

Consumers describe e-commerce as practical, simple and secure, but
still not completely necessary.
The majority of the . .
respondents were Mor.e than half of the respondents stated t.hey would be interested in
aged 18-30 buying beverages through e-commerce in the future.



Business implications of our research

In order to attract e-commerce customers in the given target group, a
digital marketing campaign should focus on advertising the following:

. ' in the
onal _ Products In
promott on ,% Promotions for health & wellness
prices of yce Free special occasions
e-COf"““:\fsr delivery
p\a'\'_ or

category, as they
(celebration, BBQ) have been growind

in popularity since
the start of the
pandemic

'Q Promotional bundles

which include food,

snacks etc. —

~
™
o py/ul



Business implications of our research

There is great market potential in Bosnia and Herzegovina as there is a large
target group and a potentially high market penetration rate.

Short term >  Medium term > Long term
e Startingin Sarajevo e Still Sarajevo and e [Expansion to Tuzla,
and Banja Luka Banja Luka Mostar, Zenica and
e 4 orders peryear e 4 orders per year Bijeljina
e Average order value: e Average order e G orders per year
4€ value: 12€ e Average order value:
e Potential annual e Potential annual 25€
revenue: revenue: e Potential annual
revenue:

570,000€ 1,700,000€ 10,500,000€




Business implications of our research

Short term: focus on building awareness and attracting customers.
Long term: focus on retaining customers, increasing traffic and expanding

geographical availability.

Short Term strategy Long Term strategy
/_ Focus on the target group and build ' Reta:cin customfers witg ? secure eComm.erce
- ‘g §5~ awareness . platform, and fast and free delivery options
Use promotions and sought-after J  Foster brand loyalty through special pric.ing
: products to attract customers oLy and bundles grouped by brands and buying

occasions

Continuously update the product portfolio
U~ and spread geographical availability

D\ Pay attention and adapt quickly to
: (BV customer demands



Our Coke Summership 2020 experience

Virtual Coke summership
has shown me how much |
can be productive and
efficient, and how much
knowledge | can acquire on

Invaluable experience filled
with a great atmosphere that
enriched me as a person.

a daily basis by listening to
expert from various fields
without leaving home.

Happy | had the opportunity to
work on an interesting research
project like no other before.

Chance to work in new
settings and in a big
corporation is unique.




~ Coca-ColaHBC
B-H Sarajevo

Thank you for your time!
We are happy to answer your questions



Appendix



Q3 - Where did you purchase FMCG products in the past 4 months?
Multiple answers possible.




Q4 - In the last 4 months, more than usually | have been buying:

Minimum Std Deviation

More beverage
packages of 11
or larger

More low
caloriesor zero
sugar beverages

Beverages at
promotional
prices

Beverage
brands | haven't
bought before

Beverages along
with snacks

Beverages along
with sweets

Beverages along
with meat
products

Beverages along
with pastries




Q6 - How would you describe e-commerce?

Maximum Mean Std Variance
Deviation

secure:insecure
reliable:unreliable
necessary:redundant
simple:complicated

practical:impractical




Q7 - How often did you use e-commerce platforms when shopping
FMCG products during 20197

1 to 4 times durin 25 during 2




Q8 - What did you buy most often via e-commerce during 2019? Out of a total of 10 points,
assign a certain number of points to the listed items so that the items you bought more have a
higher number of points. The sum of the points of all items must be 10.

Minimum Maximum Mean Std Variance
Deviation

Clothes
and shoes

Cosmetics
Food
Personal
hygiene

Add a
category:

Drinks




Q9 - How often did you use e-commerce platforms when shopping
FMCG products in the past 4 months?




Q10 - What did you buy most often via e-commerce in the past 4 months? Out of a
total of 10 points, assign a certain number of points to the listed items so that the
items you bought more have a higher number of points. The sum of the points of all
items must be 10.

Std Deviation Variance

Drinks
Personal
hygiene

Cosmetics

Add a category:

Add a category: - Text
Books

Technical equipment
Toys

Knjige




Q11 - Which of the following e-commerce platforms did you use in the past 4 months when
purchasing these items? If you are not from Bosnia and Herzegovina, please skip this question.

ekupi

OLX [pik.ba)

0.00%

0.00%




Q12 - What were your reasons for using e-commerce in the past 4 months? By moving the
answers with your finger (mobile phone) or the cursor, please sort them in order of importance
from the most important (in place 1) to the least important (in place 4).

Minimum Std Deviation

More affordable  1.00
prices thanin
stores

Home delivery 1.00

Possibility to 1.00
purchase

despite

enforced

lockdown

Broader product  1.00
range available




Q13 - Which of the following would usually make you use e-commerce instead of traditional
offline shopping? By moving the answers with your finger (mobile phone) or the cursor, please
sort them by preference from the most important (in place 1) to the least important (in place 5).

Opportunity to
participate in the prize

pottery,
similar)




How much would you be interested in buying beverages via e-commerce in the future? 1:not at all-5: definitely

Pafuss

Kupovil Ine_prilike




