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Offline industry is “collapsing”

The hardest hit sectors may not see restart until 2021

Preliminary views of hardest hit sectors

Estimated degree
of impact, in terms

of duration

Estimated
global restart

Avg. change In
stock price

Industry specific
examples

e

Aerospace/defense

-47%

Alrcraft defivery shocks
mitigated by size of order
backlog; which i currently
large (~4 years for wide-
body. -9 yoars for narrow)

Aftermarkaet malntenance
will be deeply impacted
Immedately due 10 lower
akcraft flight hours and
operaiors’ cash consiraints

Production at F-35 plants
in Japan & Italy
disrupted win unclear
Impact on delvery
schedules; expactatans for
addbonal disruption as US
cases grow

Alr & Travel

-51%

Deep, immediate demand
shock 5-6x greatar than
Sept 11; ~70-80% near-
term demand erosion due
% Int] travel bars &
quaraniings now
pravalent in 130+ nations

N. Hemsphere summer
traval paak season
deeply impacted snce
pandermic fears concide
with paak booking penod

Recovery pace faster for
domaestic travel (-2-3
quarters), skower for
long-haul and int'f
travel (6+ guariers)
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Insur;nco

“38%

US Insurers have been
strongly affected,
espacially reinswers and
Me & health insurers

Reduced interest rates
and investment
performanca impacting
returns - esp. for
longer-tail lines

Disruptions expected in
new business and
underwriting processes
dus o dependence on
paper applicatons and
medical underariting
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Qil and gas

-48%

Oll price dacline
driven by both short-
term damand impact
and supply overhang
from OPEC+ decision
2 Increase production

Oversupply expected
to remain in the
market even after
demand recovery, and
post 2020, urdess
OPEC+ dacides Io cut
production

Sowce IH3 Marsel, Mciinsey Clobal natinule, Subject matter axpans, press reports, Componite Peformance Analytca, SACF Insighns, SAP Capitul 10

based on delayed recovery scenario - subject to change

-35%

Existing vulnerabilities
(9.9, rade tensons.
decining sales)
amplified by acute
decline in Chinese
damand, continpad
supply chain and
production disruption (0
China, rest of Asia, EU)
to amplify impact
caspita ongoing
Chinese economic
restan

Headwinds 10 persist
into Q3 glven tight
inventories (<6 weeks),
supply chain
complexity (thorefore

_minimal abiity o shil)

LN
Apparel/fashion/

m carriers luxury

-36%

Overall decline in private
CoNsuUMption and expons
of services.

Damand for sppare!
categones down sharply
overall and expected 1o
take longer o retum than
economic restart; online
growth exdsts (though
hampersd by labor
shortage)

Retal stores
temporarily closed n
many parts of the worls -
high regonad variation
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about 15% on September 22, ultimately saving the
retailer $180 million annually.

As of September 21, Carnival Cruise Line is laying off an
unspecified "small number" of its crew members as it
—

-—

Offline industry is “collapsing”

Lufthansa announced on September 21 that itis further
shrinking its global fleet and workforce. The airline did
not announce how many job cuts to expect, but noted
reduces Its fleet size. The cuts represent the company's that it had a personnel surplus of more than 22,000
second round of layoffs this year. positions.
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Defense and aerospace giant Raytheon Technologies
announced it will cut 15,000 jobs on September 17.

United Airlines announced on September 2 that it will
furlough 16,370 employees once federal aid expires on
October 1.

Cup will continue laying off roughly 1% of its
global workforce, the company announced on

September 14, The cuts end a previous commitment to
pause layoffs amid the pandemic,
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(Online) also took extra measures

ASIAN REVIEW

S Gojek lays off 430 employees amid
pandemic impact

STARTUPS

Coronavirus drives Indonesia's e akartabost
Traveloka to lay off staff

Airbnb CEO: It Took Us 12 Years to Build, and
We Lost Almost Everything in 6 Weeks

000




Bad companies are destroyed by crisis,
Good companies survive them, Great

| compames are improved by them

e s = i

Andy Grove



Consumer behavior
changes as the COVID-19
outbreak evolves

McKinsey also reveals that 84% of Indonesians believe that
this situation will take more than two months before
routines can return to normal; hence the shifting to online will
potentially become a new normal as consumers expect to
reduce in-person activities for a more extended period.



#1 BESTSELLER
THREE MILLION COPIES SOLD

So, How we should evolves
in adapting to the big shift

G R EAT in consumer behavior?

Enabling the users for the fulfilling their demand and opening
opportunities to broader area.







Many of them are now onboarded and making a good sales...
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Don't Miss Out!




Frozen Food on the rise: From “dine-in” to eat at home...

For the next few weeks, consumers say cleanliness and availability
of fresh food matter more than competitive prices.

Most important factors in choosing a grocer to go to in the next four weeks, ' _—
% of respondents selecting factor as top three

50 Surmber: MeKinsey & Company
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Business Opportunities: Customer Behavior now has
been evolved (frozen is ok), demand has been created,
and agility to change to adapt new channel
management, new business model, and new operations

'-2,.1 091 23 MENTARA PENERBANGAN HINGGA 31 MEI 2020 %3 PRESIDEN JOKOWL FOKLIS CORON Strategy IS key|
KIEN

v Hhemtmats | ®tevw U I Orpog-oramg Serdetst manh fogs S vyl demgee Swvtacy ©




Even Malls is opened now, customer stays at lowest point, why?

“ MARKET  INVESTMENT | ENTREPRENEUR SYARIAH TECH  LIFESTYLE
Pemulihan Mal Masih Terkendala

Mal Sudah Buka, Tapi Daya Beli

Dampak Covid-19

2 Bulan Dibuka, Mal-Mal di Jakarta Masih Sepi Masyarakat Masih Rendah
| W Twoet |

'Bak Kuburan'’




A: Some customers are concerned about their financial stability
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g . < ‘ Indonesians are becoming more mindful of how they spen ir
Consumers remain cautious about their spending 5 8 . hey spend thel
money, leading them to adopt new habits
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Customer is changing to buy what they “need” instead of what they
“want”, uncertainty during COVID-19, including potential economic
recession has made them becoming more mindful about the spending




A: Some customers are concerned about the virus, and (still)
prefer to use E-commerce instead..

30% of Customers are planning to do
online shopping more often..

WHAT ABOUT NE?

30% of consumers are planning to do online f,n;:-m
f\iFG l ) $hap online might be caerie

Narr\[ er9 wlathvedy small contribution to
lJfM(Gd ners are planning 1o reduce Wse 1o

oclern trade
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Not only for secondary product but also
essentials, and high price items..

Consumers plan to shop more online for most categories; in-store
purchase intent remains negative across the board
E d change in g channel per category over the next two weeks' [ JISe——
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Easy and ultra-convenient ways to fulfill consumer needs, enabling
them to focus on health and financial stability, beyond e-commerce!

________________________________

Provide free shipping
across Indonesia

Support govt on updating
COVID-19-related info

Part of cashless society by
empowering cashless payment

Beyond just marketplace:

e Digital products, i.e., phone
credit, paying various bills

° Fintech products, i.e., e-gold,
online loan

e Government services: i.e., tax
payment

.

° Donation and Zakat

e Millions of shop options

e Regularly updated stock
and supply

e Transparent & competitive
pricing

Supported by 24/7 Support —
You'll not find this at Mal




With “Hyper-personalization” to save time: Beyond user segmentation

Keranjang

LG

RECENT SEARCH

The App should capture:

browsing patterns ——— N
[ =
= oI B
content interests SRy T
y . ’ purchase histories
in precise “micro-moments”.
P J Every time you open it, ‘
i T R there’s something that . S
Laenh Laves lktonen ke R Bacube Ssmsee with L0 D you,re “teased ” to buy' reomissnd 4







Be mindful, it's ONLY the tip ag\,
of the iceberg...

4-30% Complaint once to CS officers,
tag the social account, etc.

No news is NOT good news in
Customer Service..

70% of millennials consumers feels that self-
service is fulfilling, they'd rather do it their
own, or post in social media instead of calling
the hotllne or tagglng your company account..

Dig & Dive-in, all the time!

P 70-96% Do not complaint to anyone, and
in most cases, tell bad story about their
. experience in social media, to friends, or
simply churned (switch to competitors)!
£ Pic://hdwprom, www.salesforce.com



https://lifeandhealth.org/

Disruption Starts with Unhappy
Customers, Not Technology

* In the common scenario that executives think technology is trying to
disrupt their business, they’ll try to find a way to develop that
technology internally or buy it from other i.e. FB acq. WA, IG

» Yahoo was once the leader in the nascent search engine space but
lost the top position to Google and then lost the second position to
Microsoft's Bing. They spent USD2.8Bn to acquire 53 start-up but
eventually closed 33 of them.

« Nokia and Blackberry failed to quickly adapt to changes, customer
is happier with open apps environment like android and apple.

 When large companies decide to focus on changing customer
needs and wants, they end up responding more effectively to
digital disruption.

Source: Harvard Business Review, by Thales S. Teixeira



Adapt to keep growing
even at lowest demand...

» Finding new channel?

» Revamping business model?

» Go pick up the demand?

* Expansion to online?

* Moving the stores?

» Partnership with other company?

» Or even change the business line?

“Life Is Like Riding a Bicycle to Keep Your Balance
You Must Keep Moving” - Albert Einstein




Stay “alert” & “listen to understand” and act to voice of customer &
any performance movement in real-time basis — time is key!

Trends for ou

Nowadays (where “Netizen” rules), getting your brand down is
as easy as #Uninstall(Brand)”




In conclusion, COVID-19 has ignited new lifestyles and new
behaviors which carry tremendous challenges and learnings for
all business, especially in the area of customer experience..

o .,,\5-
£354est Way 10 Stay CLOSe “" ,

customers is to simply |

10
stay close to customers ‘\ y o e
h ._l.’ »
e 2 ‘_-‘. | K

Alertness Adaptability

"Listen & Act” to Voice of Cust. Be ready (easy) for the changes Strong, agile, & robust system







