Hello,
NulLoop
Partners!

NU
LOOP

PARTNERS

COVID-19 THOUGHT LEADERSHIP > MAY 26, 2020
Tom Madden (Senior Partner)
Denise Holt (Partner, Strategy & Insights)

n
n

+XoU



ZICFE e @ X+

Our Expertise

@ Government Transportation

Q Energy A1 Education

HAAA & Social Programs

0.0

N2 Consumer ﬂ Retall
g Environment ( 'I Hospitality
[2% Health

Our Clients

Fortune 100 Companies

Leading consumer brands

50+ top U.S. utility companies

Most U.S. Federal agencies

International, state and local governments

9 of the top 10 U.S. hub airports



COVID-19
Strategic
Advisory Team

We have assembled a diverse team of
senior ICF Next leaders—with expertise in a
wide range of disciplines and industries—to
guide clients through the challenging

decisions we are all facing with COVID-19.

e Twice-weekly Coronavirus Impact Brief
e Virtual Spark Labs™ workshops to plan for recovery

e lLaunched The Recovery Exchange discussion series —

upcoming topics include:

O Upshifting Customer Loyalty: Driving Outcomes to Speed Recovery
O Navigating the Tension Between Public Health & Employee Privacy



Coronavirus Impact Brief

ed esilient

As part of our dedication to our clients, ICF Mext has gathered helpful news highlights and
insights to help you navigate this mament in time. Scroll down for industry-specific updates.

‘We have assembled 3 diverse team of experts to guide you through the challenging
decisions we are all facing with COVID-18. A group of senior IGF Mext l=aders, with
=xpertise in 3 wide range of disciplines and industries, are able o provide guidance. |f you
wiould like special counsel from our Strategic Advisory Team, please email your ICF

Next main contact or SATEICFNext com.

As fear continues to subside, consumers are beginning to see s path forward. Learn mi
reading the weekly insights from Brittany Paxman and Kristoffer Olson from the ICF Ke
Anslytics team. The insights are from data sourced from YouGow's weskly COVID-18 &
and other sources through May 11.

sent

America’s Shift to Depression-Era Values: The values rising most in importance are
those associated with family, inferpersonal relationships and self: y. They point

to a heightened need for stakeholder listening and an expectation of companies and

brands demonstrate their sense of responsibility and exhibit greater appreciation © —
economic hardships. ( 1

twice each week,
aggregating and
curating the mos
interesting news
to help clients stay
informed and stay
resilient.
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150 Coronavirus Brand Messages Analyzed: The pandemic has led to an ab|
flood of messages from every company on the planet about the coronavirus. Th
looks at the language used, the recommendations provided, who said it and haoy
said, across 150 different organizations. ( }

How Businezses Can Emerge From Coronavirus: This crisis may be unique,
are many lessons that can be learned from our past. This arlicle offers eight crifi
lessons leaders can implement to fransition out of crisis mode. { )

Employers Rush to Adopt Coronavirus Screening Tools: As businesses are
beginning to recpen, employers are searching for everything from symptom-che
apps to fever-screening cameras to use as they prepare for employees to come
the office. | }

The Race to Be the Last to Return to the Office: A number of companies, ing
Facebook, Google, Amazon and Capital One have announced work-from-home
at least to the end of September, with some siretching to the end of the year. (

Adapting Diversity and Inclusion Efforts to Coronavirus Realities: Harvard
Review discusses the need for business leaders to understand how responding
coronavirus requires diversity, eguity and inclusion efforts. ( 1

COVID-19 Iz Widening Gaps in Health Equity: Many people who have been fi
or lost their jobs are struggling to pay for basic needs, increasing the risk for foo
insecurity and homelessness. In communities of color, the corenavirus has expd
existing inequalities, causing an already unleveled playing field to fip over. (Fien

)

New Creative Considerations for Healthcare Brands: As pharma companies
to define the “new normal,” what does it mean for healthcare agencies trying fo|
patients successfully managing their diseases, i.e., living more “normal” lives? {|

The Healthcare Innovation Bubble: With the emergence of the corenavirus, th
deep, broad recegnifion of our deeply fractured syzfem of healthcare and publig
and the long road ahead to improve on it. For the first fime, we have broad reco|
both the power of American medical science and also its limitations. [ )

r 1

CPG Brands Rush to Take Ad tage of DTC B Top CPG brands including
Kraft-Heinz and Pepsi, among others, are working fo develop e-commerce and direci-to-
consumer business lines. (

Brands and Celebrities Team Up to Promote Virtual Proms and Graduations: Brands
have stepped up to throw virtual graduation celebrations. Similarly, Jack in the Box and
Chipotle are throwing virtual proms to ensure high school seniors don’f miss out on the
favored tradition. ( il

Burger King Pilots Post-Lockdown App: Burger King Italy i= piloting an app that will
allow customers to order ahead and reserve tables. The app is an effort to convince
consumers that it is safe to eat out again. ( 1]

Travel C: Offer Free Vacati to Frontline Workers: Hyatt hotels and
American Airlines are offering complimentary vacations as a thank-you gift te frontline
workers in New York for their service throughout the outbreak of coronavirus. |

)

The Return of Tourism: Australia is one of the top tourist desfinations that has begun to
outline how it plans to reopen its economy, including a focus on tourism. Some countries’
plans include regional alliances that create fravel bubbles or corriders for people fo tfravel
between safely. ( )

Ask for Customer Input Before Reopening: As some states begin to reopen, there is
debate as to how restaurants should proceed and which safety regulations to abide by.
As a response, restaurant groups have issued surveys to create a plan based on

t and opinions. ( )

How Iz the Federal Government Doing at Guiding a Smart Reopening?: NPR's Steve
Inskeep talks to Dr. Scott Gottlieb, former head of the Food and Drug Administration, and
Andy Slavitt, who led the Centers for Medicare and Medicaid Services, about reopening
the coundry. ( il

More Agencies Begin Delivering Masks, PPE to Employees: Several agencies are
ramping up their delivery of persenal protective equipment to employees who are still
reporting te their normal werkstations after months of leaving workers to fend for
themselves to find masks and other materials. | il

Coordinated Strategy to Accelerate Multiple Coronavirus Vaccines: Government,
induztry and academia have introduced a variety of vaccine candidates. More than one
effective vaccine approach likely will be required to successfully protect the global
community from SARS-CoV-2, the virus that causes COVID-19. { )]

icfnext.com

rer EX+ Strategic Advisory Team | SAT@icfnext.com




Started with
making sure we
had the pulse on
the pandemic.

Now, we're shifting
into recovery and
planning.

1avirus Impact Brief

May 7, 2020 | Sent every Tuesday and Thursday

As part of our dedication to our clients, ICF Meaxt has gathered halpful news highlights and

insights to help you nawvigate this moment in time. Scroll down for industry-specific updates.

We have assembled a diverse team of experts to guide you through the challenging
decisions we are all facing with COVID-19. A group of senior IGF Mext leaders, with
expertise in 8 wide range of disciplines and industries, are able to provide guidsnce. If you
would like special counsel from our Strategic Advisory Team, please email your |C
Next main contact or SATERICFMNext com.

Our Perspective

Past economic crises have shown there are patiemns in how consumers change Fifest
financial and purchasing behaviors in reaction to collzctive challenges that we can e
Missa Hanna from the ICF Mext Brand Strategy team has identified key sttitudinal an
behavior shifts from the 2008 recession that can help guide your brand's response.

BETTER CONNECTING TO
CONSUMER MINDSETS IN A
TIME OF CRISIS

Taking Control

When the warkd feels chaatic and uncertain, consumers loak
ta have control and options where and when they can.

WHAT THIS MEANS FOR BRANDS:
With a heightened sense of anxiety and mortality, consumens
are mone likely 1o gravitate toward brands that belp them
establish a sense of security and agency .

THOUGHT STARTERS:

+ When consumers feel unsure and overahelmed, their
ol fesls porous. Explore ways that your products,
senvices and messages act as a safety net.

+ Cptices give pacple a sema of control, Whens spplicalie
Felp your sudience see whene they have choice,

Making Trade-offs
Consumers ane prioritizing purchases and findieg sbst
whiks opting for affcedable quality-of

.
WHAT THIS MEANS FOR BRANDS:
Price is impartant but its nat the anly factor in consideration.
Elvate tha hancticral ared armational vakue-acds e time s
and multifunctionality o comfort, happiness and nomalcy,

THOUGHT STARTERS:

+ Now o the time to slevate of getting mese for
your meey, Consumars want 1o stratch thew dollars a5
rnuch as possible,

+ Mhessages of sacrificing ane ubliquitous right now, righthully
307 but where possible, Sustrate how your product/servics
hets customers. give back to themasbies.

Communication Trends + Tools

= Aggregated Research for Communicators: Every two weeks, the Institute for Public
h relevant to communicators. Topics
include leadership, professicnal development, communicating effectively, interna

Relati iles the latest irus

communication and more. {IP°F)

Pivoting Marketing Strategies: 16 market leaders share their response to
and share factics they're using fo reach audiences where they are. (Alies])

Coronavirus Pushes TikTok Creators to Serialized Shows: With itz growing
popularity, an increase of free time and entertainers stuck at home, TikTok conts
creators are turning toward creating serialized shows over one-off videos. (o
Consulf)

Employee Impact

Coronavirus Drives Down Labor Force: The April jobs report doesn't fell the fi

Moming Consult shares key insights on the pandemic's impact on employment,
that the loss of income and houwrs is greater than layoffs and 39 percent of laid-o
workers remain attached to employers. (Morning Consulf)

How Leaders Are Improving Di ity and Incl During Pandemic:
iz more imporiant than ever that business and IT leaders are demonstrating an i
minded culture with their teams and employees. (Gariner)

New UN Report Calls for Dizability- ive R y: The pandemi

has exposed and deepened the inequalities faced by those living with disabilitie:
recently launched a report that calls for a disability-inclusive recovery and respol
crisis. (UN Mews)

rre—

The Changing Nature of Healthcare Compliance: There will come a time whe
compliance relaxations related to coronavirus will end. For this reason, it iz impo
health systems architect their SMS and mobile communicaficn strategies for the
term. (MedCity News)

Palliative Care Takes to Telemedicine: R iy, whether h italized for
or another disease, palliative care pafients have received daily family visits via
FaceTime. When a patient is actively dying and the family is present remotely,
clinician will often stay at the bedside, helding the device. (MedPage Today)

Efforts to Beat Back the Coronavirus Are Making Clinical Trials Harder: Th:
coordination between clinical frials means that te teams are i tigafil
intervention. Then, as case counts in some coundries have crashed, there haven
enough patients to fill the studies. (STAT)

Retail + CPG

+ Consumers Are Panic-Buying Pelotons: With the closure of gyms and much of the
population “sheltering in place” due o the p i are “panic-
buying” 52,245 Peloton bikes. Since mid-March, Peloten’s stock has soared 85
percent. (M Times)

Nike to Donate $5.5 Million Worth of Products to Healthcare Workers: Nike plans to
donate 32,500 pairs of its Air Zoom Pulse k fo frontline healthcare
Business Insider)

Wendy's Goes | ger-Free as Meat Production D c are
beginning fo feel the impact of packing plant as of fast-food
chains halt hamburger service and grocery stores limit the purchase of ground beef and

pork. (MY Times)

Tourism + Hospitality

* Post-F ic Travel Outlook: E isfs weigh in on the impact of the corenavirus
on the travel industry and mobility restrictions moving forward. Initially seen as a shared
global experience, many nations have taken considerably different approaches to
recovery, which may result in a of global ic growth. (World Economic
Forum)

Survival of the Fittest: Wyndham Hetels & Resoris has begun to sign struggling
independent hotels as a future growth strategy. The leadership teams are banking on
independent hotel operators to rush to create branded opportunifies to italize on

larger reservation sy , loyalty prog and ing budgets. {Skif)

Airlines Plan Fall Cost Savings: In a memo to employees, United Airlines announced
its plan to cut 30% of its and ini i it and di of

pilots in October ing the deadline of the US. g
cuts before September 30. (Heuters)

+ For These Federal Employees, Telework Means Productivity 1s Up: Social Security
field offices are closed. But the shutdown hasn't stopped the agency from processing
claims for new benefits and appeals of benefit denials. According to stafistics that the
S5A sent its workers, the agency has been deing so at a faster pace than before. (11PR)

aid that bans job or pay

Protect Patient Privacy When Inviting Media Coverage, HHS Says: Hospitals or
clinics that invite media to their facilities to cover the coronavirus crisis still must comply
with patient privacy rules, the Department of Health and Human Services warned in a

Looking for the Light

1¢% braman rature o crave meaning and hope, and as corsumen
navigate a crisis, they'll be searching for the positive.

WHAT THIS MEANS FOR BRANDS:

Whan consumars. are afraid, they loak for allies, Helg: tham make

thi it of thiis curnsnt Silaation if & wiry that Mk it
aanirgbul, net misfortunate,

THOUGHT STARTERS:

+ Mlary corsuimes s currantly stuck at home. Expless
ways tes bl tham find purposs,

+ Corsumers can be open to trying new things as they
create & sanse of  Think about ways to
encourage new habits with free trials, ertertaning
guidance or by creating a sarae of comemunity arcund 3
praduct or service.

i (Bloomberg Law)
r & ‘

Big Tech Left to Steer Privacy for Contact Tracing Apps: “Big tech” is a popular target
of federal policy-making efforts that attempt to hold some of the most profitable
companies accountable for protecting individuals' privacy. But when it comes to using
applications to frack the spread of irus, roles are - {NexiGov)

e eX4 Strategic A




Four principles
for designing for
the new normal

new normal

Making sense of disruption for
businesses, customers and colleagues

VALIDATE ASSUMPTIONS

e Openly listen to your people

e Drill down through conversation

e Proactively check your assumptions

e Recognize different needs

e Revisit your Vision, Purpose and Values

LEAD COLLECTIVELY

* Lead with trust and authenticity
e Put your purpose and values center-stage
* Stay connected to all your stakeholders

DESIGN EXPERIENCES

* Leverage your colleagues’ insights and knowledge
* Adopt a more ‘real time’ and social approach to sharing content
e Create content that lives and evolves by using organizational and local voices

CREATE SHARED MOMENTS

e Harness multi-user platforms to create virtual experiences at key moments
* Use immersive engagement techniques that put your people in the story

e Create moments of mass participation, virtually and then physically

* Implement open source thinking — forging new partnerships



Blog - icf.com/next/insights

icr X+ NEWS + INSIGHTS Contact =

The post-pandemic
opportunity for the
consumer packaged
goods (CPG) industry

READ MORE

THE KEYS TO MANAGING THE
BUSINESS CURVE OF COVID-19

To manage the business curve of COVID-19, start by @

o

understanding the three phases of this crisis: Panic and

Q&

Disruption, Fear and Isolation, and Recovery and the New

COVID-19 recovery is
inevitable, but are we
ready?

Normal.

READ MORE »



Custom Industry Perspectives for Clients

// Adapting to a new “normal” - o - : & | ‘ // SHIFTING MINDSETS

There has been se much disruption to life as we once
A new normal means a new set

knew it. Social distancing. Work-from-home el d 5 L ; nd including s :

mandates. Non-essential businesses, schools and b Y o J - . i mmodate and adapt to. What once

child-care facilities closed. Shelter-in-place and stay- N, - 3 : : ol =% w Tt L : “If | do want to (or have to) travel, is it really safe to
at-home enacted. Skyrocketing unemployment claims. — = o B e B e S ' t on airplanes or even stay in a ho

Market volatility. Travel halted. We have been forced
to adjust and adaptto a new normal.

and health

So what happens when this is "all over”? A few words
come to mind—new expectations, skepticism, anxiety.
The need for consumers to feel confident, safe and

secure about the travel experience will be vitally
important.

k for at least
gment.

ery by at least a year
Airlines and the airports that conng
been tested during the crisis in ho COVI D_ 1 9 R ECOVE RY
empathy, flexibility and transpareny
continue to be just as important as . tional networks by replacing hub and spoke models
from their homes and begin to tra P with point-to-point flying (i.e., fewer connections).

) e g Il move froman nsive busin
Boost in Contactless, Y el oriented madel to a cheaper leisure-oriented madel.

Touchless Technology

More Awareness of
Environmental Impact

Enhanced Health
Safety Measures

New Expectations
of Cleanliness

An increased reliance on virtual
connections and e-commerce—
along with hygiene concerns—
brings a new comfort level with and
emphasis on contactless and
touchless technology. Biometrics at
security and mobile apps that
facilitate payments and food and
beverage orders/delivery will give
travelers more peace of mind

Travelers need to feel confident
that the entire airpart is regularly
sanitized and as clean as possible
Investing in & cembination of more
*touch-point” cleaning by humans
aleng with high-tech cleaning will
make travelers fee| better about
the experience.

Significant declines in air pollution
have been on full display with the
world shut down. Aviation partners
need to continue to reduce their
carbon footprint, as train travel is
touted as more environmentally
friendly and less crowded (plus,
they have windows that open for
fresh air)

Personal Protective Equipment
(PPE), temperature checks, safety
kits and individual proof of
antibodies or a vaccine may
become the new norm for
travelers. With the heightened
sensitivity for traveling while sick,
airperts and airlines need te work
together to create and reinforce
policies that help keep travelers
safe and put them at ease

In Action: Cincinnati/Northern
Kentucky International Airport
{CVG) has become the first U.S.
airport to deploy Avidbots’ Neo
floor-scrubking robot, which
autenomously cleans floors
threugheut the terminal en a
continuous basis—avoiding
people, suitcases, furniture,
displays and other items.

In Action: Alaska Airlines, the Port
of Seattle and Bosing are
partnering with the goal of
powering all Fllghts by all airlines at
Seattle-Tacoma Airport with 10%
sustainable aviation biofuel by
2028. Sea-Tac is the first U.S
airport to lay out a long-term plan
to incorporate aviation biofuel into
its infrastructure

In Action: NEC, the world leader in
facial recognition with its
technology wsed in airports
worldwide, is testing security gates
in Takyo that den't require people
to remove their masks. Al is used to
reference the exposed part of a face
against a database of registered
images

In Action: Airlines, including Delta,
Alazka and Spirit, are temporarily
leaving the middle seat unfilled to
accommedate social distancing.
This could be the new normal for
travelers at airports, trains and bus
stations

Sources: Airport Tachn s, Future Travel Exparience




. .. Spark Sessions

To suppeort corporate business continuity The Innovation
e . M

and the need for agility during these Workamop

uniquely challenging times, ICF Next's

i Lightning
Innovation Team now offers a remote-first @ Workshop
. &322\ The Problem
version of the Spark Labs workshops. Framing
h I Workshop
e p & Utilizes user-friendly </ Provides a cost- + Built upon the same I.w ?::g%rmsig; int
online applications effective and proven formula 4] Design Workshop
- built for seamless flexible alternative as our in-person
collaboration. for bringing dispersed design thinking
VI r u a a C e teams together to workshops. Strategic
solve complex Planning
problems. 25 The Direction
Setting Workshop

S O I I I e Of t h e I I l O St We designed our remote-first workshops from the ground up tc

comfortable using the technology and are fully engaged in focusir
For each workshop, we assign a pair of facilitators who have expei

critical response me—— re——

into highly collaborative and confidence in the o

CROE T 10 T R T

segments of 2 hours or less. remote tools by providing
self-study and facilitated

and recovery e
activities.

& 2pp

Visual cues combined with
clear verbal and written
instruction

‘
© s
Idea Prioritization

Participants can
collaborate easily
in real time

Writa one | © zoom s

Voting allows clear
prioritization



Challenging
times require
different
thinking.

Denise Holt
Partner, Strategy & Insights
Denise.Holt@icfnext.com

Contact Denise if ...

 You want to receive our twice-weekly

 You want to be included in
for executives
and senior leaders
* You and your organization could benefit
from our to help think through

how to approach and plan



COPYRIGHT 2019, ICF NEXT, INC., ALL RIGHTS RESERVED,
CONFIDENTIAL AND PROPRIETARY-PROPERTY;OF ICF NEXT

Thank you!




	Hello, NūLoop Partners!
	Slide Number 2
	COVID-19 Strategic Advisory Team
	Coronavirus Impact Brief sent twice each week, aggregating and curating the most interesting news to help clients stay informed and stay resilient.
	Started with making sure we had the pulse on the pandemic. ��Now, we’re shifting into recovery and planning.
	Four principles for designing for the new normal
	Slide Number 7
	Slide Number 8
	Spark LabsTM workshops help virtually tackle some of the most critical response and recovery activities.�
	Challenging times require different thinking.
	Slide Number 11

