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COMMUNICATION CAMPAIGNS IN THE
CONTEXT OF THE COVID19 PANDEMIC —
HOW TO FACTOR IN PUBLIC HEALTH
RESTRICTIONS

HOW HAS THE COVID19 PANDEMIC IMPACTED AGRO-
BUSINESSES?

1

WHERE ARE OUR CUSTOMERS IN THE CURRENT COVIDI19
CONTEXT?

HOW TO PROMOTE IN ORDER TO IMPACT OUR CUSTOMERS?
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Sales of Dairy Products and Fruits & Vegetables Rise in March

Dairy Products

Category
Alcohol
Baking

M Beverages

M Bread & Pastries
Candy & Chocolate

W Coffee
Condiments & Sauces
Dairy Products

M Deodorant & Anti-perspirant
Dips & Spreads
Food ltlems

M Food, Beverages & Tobacco
Fruits & Vegetables

W Grains

M Nuts & Seeds

M Pasta & Noodles Bread & Pastries
Seasonings & Spices
Snacks
Sports & Energy Drinks

Tea & Infusions
Water

Fruits & Vegetables

Candy & Chocolate

Grains
Dips & Spreads
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WHERE ARE OUR CUSTOMERS? HOW
HAVE THEY CHANGED DURING THE
PANDEMIC ?

The COVID19 Pandemic has implied a sharp
increase in ecommerce. Online shopping
has increased up to 75% during lockdown,
according to a Nielsen Consulting research.



~ QUR CONSUMERS HAVE CHANGED

ma THEIR SHOPPING PATTERNS, OUR
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FAST AND DIRECT
MESSAGE




o
Travel | Pandem, " 'R,S

S read C:
HOW TO PROMOTE IN ORDER TO
China Quara" IMPACT OUR COSTUMERS
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THE WORLD HAS CHANGED, SO HAVE OUR
CUSTOMERS

Sentiment Survey, March 6-9, 2020 (N = 3 465, unweighted; rep’ /4sen
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OUK PROMO CANPAIGNS SHOULD ENABLE DIRECT COMMUNICATION THROUGH
RLL THESE SOCIAL PLATFORMS




THAT DOES NOT MEAN TO FORGET
THE TRADITIONAL AND SPECIFIC
MEANS OF THE AGRO-SECTOR
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CREATE QUALITY WITH
B2B MEETINGS




MIX ON&OFT-LINE
POINT-0F-SALE
ACTIVATIONS




Communication campaigns in
the context of the COVID19
pandemic — how to factor in

public health restrictions

GRACIAS! oy




