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Post-COVID-19 shelter in place — US
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Travel trends with respect to carbon

emissions — France

Grassroots® commissioned interviews
with travel agents in France to find out
how clients assess the risk of carbon
emissions when booking a vacation
compared to before the COVID-19
pandemic. One hundred percent of
sources said clients ages 18-40 assess
the risk to the same extent that they did
before the pandemic, mainly because
younger clients focus on price, and the
pandemic and related lockdowns have
halted any priority shifts in the tourism
industry. In addition, 87% said clients
ages 40+ assess the risk to the same
extent, mainly because the pandemic
has halted travel plans and thus any kind
of value shift.

Meanwhile, 60% of sources said the
decision to shift travel from air to land as
part of the Green Deal is not important,

mainly because French trains have issues
with breakdowns, delays, suspended
service and not arriving at airports for
transfers, while 27% said important, and
13% said very important.

Looking ahead, 53% of sources expect
less than 10% of clients ages 18-40 to
pay higher ticket prices to reduce carbon
emissions going forward, mainly because
they are primarily concerned about price,
while 20% said 10%-20%, and 27% said
more than 20%. At the same time, 60% of
sources expect more than 20% of clients
ages 40+ to pay higher ticket prices,
mainly because older clients have more
disposable income and are more mature
and more concerned with the world

they will be leaving to their children and
grandchildren, while 20% said 10%-20%,
and 20% said less than 10%.

Restaurant delivery trends — US

To see how consumers in the US view
restaurant delivery fees and product
pricing in general, Grassroots® commis-
sioned interview with adults who use
delivery services at least once per month.
Among sources, 54% order delivery once
to five times per week, 18% order daily

or more than once per day, and 27%
order once every other week or less. In
addition, 66% said their delivery frequency
is higher compared to this time a year
ago, while 24% said it is about the same.
Among sources who said higher, 65%

said COVID-19/shelter in place has driven
increased use, 40% said digital ordering
has made it easier, and 33% said there are
more readily available delivery options.

In a typical restaurant delivery occasion,
52% of sources phone in their delivery
order, 47% use the restaurant app/

website, and 34% each use UberEats and
DoorDash. Meanwhile, 28% phone in
orders the most, 19% use the restaurant
app/website the most, and 15% use
UberEats the most.

When sources order delivery, 71% spend
time comparing the pricing of the food
(not delivery fees) across platforms (e.g.,
restaurant website vs. third-party delivery
app), while 29% typically do not. When
ordering food delivery, 82% notice if the
pricing of the food is more than the pric-
ing of the same meal in the restaurant.
Among these sources, 58% are willing

to pay up to 10% more for the delivery
convenience (in addition to delivery fees),
26% are not willing to pay more and will
not order for delivery, 9% are willing to
pay up to 20% more, and 7% are willing
to pay more than 20% more.

Domestic EV
development
outlook — China
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To examine how domestic electric
vehicle (EV) original equipment
manufacturers (OEMs) compare to
foreign brands in terms of technol-
ogy and product development,
Grassroots® commissioned interviews
with sources at EV dealerships

in China. Sources’ sales in June,

July and August 2020 increased

an average 9%, 16% and 25%,
respectively, month-to-month. One
said, “Sales in June dropped 30%,
mainly because we were prepar-
ing for the launch of the P7. Not
surprisingly, sales in July and August
soared 20% and 40%, respectively,
driven by the P7. In addition, the US
IPO has made Xpeng one of the
best-known EV brands in China.”
Looking ahead, 100% of sources
expect sales to trend up for the rest
of 2020. Regarding the competitive
environment, the NIO ES6 and ESS,
Li Auto Li Xiang One, BYD Tang, and
Tesla Model Y reportedly are close
competitors in the SUV segment,
while the Xpeng P7, BYD Han and
Tesla Model 3 are close competitors
in the coupe segment. As to Tesla
specifically, sources said it is superior
to top domestic brands in terms of
battery technology and autonomous
driving technology, while domestic
brands are superior in after-sales
service, design and materials.

(Cont. on page 3)
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Looking ahead, 75% of sources
expect upcoming EV models from
domestic brands to catch up with
foreign brands in the next two

to three years, while 20% expect
domestic brands to lag. One source
said, “Domestic brands are catching
up in all core areas, including battery
technology and management,
autopilot, and other smart functions.
NIO’s new EC6 coupe will have a
battery with higher density and

a longer driving range. The EC6's
power systems, hardware and
software are all upgraded for a bet-
ter driving experience.” When asked
which brands in particular are most
likely to gain market share in the EV
space, sources cited Tesla, NIO and
BYD, while they said small domestic
brands are likely to lose. One
remarked, “Li Xiang and Tesla will be
the market share winners in the next
few years. They are not only focusing
on technological advancement, but
also on cost reduction. With costs
and prices from top-tier brands
dropping, small domestic brands
with a focus on low-end models will
lose market share.”

Meanwhile, according to sources, in
the EV Space, BYD is one of the top
domestic brands competing with
NIO, Li Xiang, Xpeng and Tesla, and it
is likely to gain market share; Geely is
an economy brand with competitive
prices but is not a competitor of top
domestic brands; and Tesla is not
likely to gain share. One source com-
mented, “BYD is considered a top-tier
domestic brand in the EV market,
with a great reputation for technol-
ogy, design and safety. Geely is a
second-tier brand with a competitive
price/quality ratio. Given the current
trends in the EV market, BYD will gain
market share, while Geely will lose.”
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Online grocery shopping habits — China

Grassroots® commissioned interviews with
consumers in China who are involved

in grocery shopping for their household

in order to examine changes in online
grocery shopping and dining habits due
to COVID-19. As the COVID-19 situation

is now contained, 43% of sources mostly
cook at home, while 37% cook at home
almost every day. The pattern reportedly
has returned to pre-COVID-19 levels, with
aslight increase in the number who cook
at home every day (29% before COVID-19
vs. 37% now). When asked about dining
out, 68% of sources cited minor safety
concerns and will be more selective in
choosing restaurants that have good
hygiene measures, while 18% are very
concerned and will avoid dining out, and
14% have no concerns.

Meanwhile, grocery shopping frequency
and spending have increased for 45% and
47% of sources, respectively, vs. during
COVID-19, while 44% and 43%, respectively,

have kept their frequency and spending
the same. At the same time, 82% prefer
shopping online for groceries and have
reduced shopping at physical stores since
the situation has been contained.

Regarding the most important factor
when choosing a grocery shopping
platform, sources most often cited speedy
delivery/better logistics, followed by

more discounts/promotional offers and
wider range of product variety. Fifty-four
percent prefer buying fresh food online vs.
at wet markets and supermarkets since
the situation has been contained. As to
the most important factor when choosing
a fresh-food shopping platform, sources
most often cited speedy delivery/better
logistics, followed by better food quality/
freshness of food. Compared to one

year ago, grocery shopping frequency at
brick-and-mortar stores reportedly has
decreased significantly.

Online pharmacies — Germany

To assess market growth potential

for online pharmacies in Germany,
Grassroots® commissioned interviews
with consumers who have bought
medicine either online or offline in the
past 12 months. Among sources, 77%
have used an online pharmacy to buy
medicine or other products in the past
12 months, while 23% have not. Among
those who have not, the primary reason
was that they can find everything they
need in a brick-and-mortar pharmacy.

Looking ahead, among sources who
have not used an online pharmacy in
the past 12 months, 68% are not likely to
buy medicine online in the future, with
the main reasons being that a traditional
pharmacy is near their home and they
do not want to wait for delivery. Among
those who are likely to buy medicine

online in the future, the main reasons are
lower prices and convenience.

Meanwhile, 92% of sources were satisfied
or very satisfied with the delivery time for
their last purchase; 60% said the delivery
time was two days or less. In addition,
92% were satisfied or very satisfied with
the product range for their last purchase,
89% were satisfied or very satisfied with
the prices, and 92% were satisfied or
very satisfied with buying on an online
pharmacy overall. Ninety-five percent

of sources would recommend an online
pharmacy to a friend or family. When
asked why they use an online pharmacy,
70% cited convenience, and 68% cited
lower prices. Looking ahead, 51% of
sources will buy medicine online with the
same frequency as they do now, while
46% will buy significantly more frequently.
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About Grassroots® Research

Grassroots® Research is unique to Allianz Global Investors. The Grassroots® Research division combines 7 in-house employees,
a global network of over 300 independent, experienced journalists and Field Force researchers, and more than 50,000 industry
contacts. We use this network to apply innovative market research and investigative journalism techniques to identify stock and

sector trends before our competitors do.

Advantages:

+ 30+ years of experience conducting
customized investigative market
research around the world.

- Utilizes expertise of independent
journalists and Field Force Investigators
to reach sources on the ground.

« Utilizes technological tools to target
consumer and business panels online
and to extract alternative data from
the Web.

« Continuous exchange of information
between Grassroots® analysts and our
investment professionals.

« Provides timely business insights via
quick turnaround times.

Resources:

« Access to thousands of consumers in
more than 60 countries via targeted
online consumer and business panels.

+ 50,000+ industry contacts worldwide
from a wide range of industries, includ-
ing consumer, technology, healthcare,
materials, industrials, energy and
financials companies

+ 300+ Field Force Investigators who
conduct quantitative market research
among consumers

* 60+ reporters who conduct interviews
with industry experts

« 7 in-house staff in San Francisco,
Frankfurt and Hong Kong
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