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Some of the critical questions and issues we will be
answering today

» Review The = View the latest « Learn about the = Explore the
Conference snapshot of fundamental drivers iImplications for
Board's latest global consumer of consumer economic
forecasts for the confidence and confidence in recoveries in
US and Global how it will various regions different regions,
economies. Impact spending around the world. and the global

In each region. economy at large.
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CP E SIGN UP FOR
(NASBA) AVAILABLE CPE
v' Click the link in the CEU Request Widget to sign up CREDIT
for credit

v' Stay online for the entire webcast
v Click ‘ok’ for 3 popups that occur during the program

v Credit available for participation in live webcast only
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US Outlook: Scenarios and Key Assumptions

1.Base Case Scenario

v New cases of COVID-19 continue to decline over the coming months and most social distancing restrictions are retracted by
the end of the summer

v/ COVID-19 vaccinations become broadly available in Q2 2021, and are available on-demand by early Q3 2021
v Continued improvement in labor markets & consumption in Q2 2021 and Q3 2021

2.Upside Scenario

v New cases of COVID-19 fall dramatically in May and June and most social distancing policies are eliminated before the
summer

v/ COVID-19 vaccinations are available on-demand in Q2 2021

v The new Administrations $2.3 trillion infrastructure and tax plan is passed by Q3 2021 and begins to hit the economy before
the end of 2021

v’ Faster-than-expected improvement in labor markets & consumption in Q2 2021

3.Downside Scenario
v New cases of COVID-19 rise as vaccine-resistant mutations result in an additional wave in Q4 2021
v The production and distribution of vaccines is disrupted while mutations render them ineffective
v The Federal Reserve signals that it will begin to raise rates earlier than anticipated
v" Unemployment deteriorates and consumption recovery stagnates
v’ Large equity market correction occurs in 2021, hurting consumer and business confidence
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Solid economic growth in Q1 2021 followed by an acceleration in growth in
Q2 2021 and Q3 2021

US Economic Outlook, Jan 2019 = 100 Total Contraction
& Growth (%Y/Y)
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Annual Annual
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Source: BEA, The Conference Board
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Inflation will continue to accelerate, but should peak in Q4 2021 with the price
level for personal consumption expenditures (PCE) rising to 3.0 percent

 aw
CECEEDT

2020 2022 | 2023
Real GDP 5.0 | -31.4 | 334 -35 3.7 | 29
Real disposable income 26 | 485 | -174 | -10.1| 613 | -200| -40 | 00 | 22 | 58 | 55
Real consumer spending 69 |-33.2| 40| 23 | 107 | 90 | 62 | 51 | 24 | -39 | 76
Residential investment 19.0 | -355 | 63.0 | 366 | 108 | 90 | 90 | 70 | -1.7 | 61 | 158
Nonresidential investment 67 | -272| 229 | 131 | 99 | 72 | 63 | 62 | 29 | -40 | 80
Inventory change (bln chn '12$) | -80.9 |-287.0| -3.7 | 62.1 | -85.5 | -25.0 | 40.0 | 20.0 | 485 | -77.4 | -12.6
Total gov't spending 13 | 25 | -48 | -08 | 63 [ 09 | 09 | 09 | 23 | 1.1 | 13
Exports 95 | -644 | 596 | 223 | -1.1 | 41 | 61 | 56 | -0.1 |-129| 44
Imports 150 | 541 | 930 | 299 | 57 | 61 | 61 | 51 | 1.1 | -93 | 12.1
Unemploymentrate (%)L 3.8 |_13.1 | _88_|_68_|_62_| 56_| 49 _| 44 |_37 |81 _L. 53 | ___ | ___
:’PCE|nf|ation (%Y/Y) 17 | 06 | 12 | 12 | 1.7 | 29 | 29 | 30 | 15 | 1.2 | 27 | 23 | 18 |
! |Core PCE Inflation (%Y/Y) 18 | 10 | 14 | 14 | 15 | 23 | 22 | 24 | 17 | 14 | 21 | 21 0 |
ore T naton A YY) L o L Il S ) s i 0 I I i B Bl

Note: Quarterly figures in quarter-over-quarter SAAR terms, unless otherwise noted. Annual figures in year-over-year terms, unless otherwise noted.
Source: BEA, The Conference Board
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No nation-wide lockdown yet in India but activity levels are dropp

least strict)

India: Government response stringency index (0

India: Google mobility data (weekly averages)
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Global economy still on track to rebound by about 5 percent in 2021 with
mature and emerging economies contributing about equally to global growth

Real GDP growth (%)

United States

Euro Area

United Kingdom

Japan

Other Mature Economies

All Mature Economies

China

India

Other Developing Asian Economies
Latin America

Middle East & North Africa

Gulf region

Sub-Saharan Africa

Russia

Turkey
m 2020

m 2021
W 2022

Emerging markets and developing...

World

-10 -8 -6 - -2 0 2 - 6 8 10

Source: The Conference Board Global Economic Outlook (May 2021)
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Global consumer confidence soared to record heights in the first
guarter of 2021 laying the foundation for a consumer led global

recovery
GLOBAL CONSUMER CONFIDENCE INDEX, 2021 Q1: 108

Canada
104
1M1
Mexico .
106 ¢
Tha!l?;d’hilppines
. 10 119
Colombia “. Indonesia
108 T
Brazil s
98
Chile X, Australia
s 138 # SoutiAfica i
. Argentina 89
92 New Zealand

109

Note: A reading above 100 indicates that there are more optimistic consumers than pessimistic ones. A reading below 100
indicates the opposite, with more pessimistic consumers than optimistic ones.
Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1
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Large savings sitting in many households’ bank accounts
Improve confidence about personal finances

In several economies, the positive views on personal finances outweighed negative ones. This was because households whose
jobs are secure saw their savings increase substantially in the past year. The average household savings rate went from 12.5
percent over the period 2015-2019, to 20 percent in 2020.

The Drivers of Confidence: the balance between positive and negative consumer sentiment B 202004 M 2021 Q1

Job Prospects @ Personal Finances = spending Intentions
[- I+ ]

Optimistic
Consumers

Pessimistic
Consumers

-32
-53% -52% -5;1?1 % - _ Pl
° -60%
77%  -76%
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* Indicates Euro Area 16 markets. The Euro Area 16 grouping consists of Austria, Belgium, Estonia, Finland, France, Germany, Greece, Ireland, Italy, Latvia, Lithuania, Netherlands,

Portugal, Slovakia, Slovenia, and Spain.
Note: The “balance” is calculated as positive sentiment (percent of consumers who responded “excellent” or “good”) minus negative sentiment (percent of consumers who responded

(“not so good” or “bad”). Values above zero indicate that consumers are more optimistic than pessimistic.

anference Roard® () @
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Will Frugality be a long-lasting effect of the pandemic?

= Despite the increase in After basic necessities, spend spare cash on:
confidence, a larger share putting into savings
of households Is saving 69%
what remains of their 63%1% 3%
Income once expenses are i
covered 50% 52%
= This is not only a 20% 43% 190" L
European phenomenon
26%
[
France Germany us India China Brazil UK

M Average 2010-2019 [42021Q1

Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1
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households

» Health, the economy, and job security
continued to be the top concern among
European households

= As life with COVID-19 becomes the new
normal, the concern over global warming
regained prominence, after it was set aside
for some quarters

16 © 2021 The Conference Board, Inc. | www.conferenceboard.org

As pandemic life becomes the new normal, concern over
global warming gains new prominence among European

Europe
Consumers' Top Concerns
Share of consumers identifying each issue as their biggest concern over the next 6 months, 2021 Q1

Change from Change from
202101

2020 Q4 (ppts) 2020 Q1 (ppts)
Health 24% 0 10
The economy 18% -2 8
Job security 11% -1 2
Increasing utility bills 4% -1 -4
Global warming 5% F 2 -2

Source: The Conference Board Global Consumer Confidence Survey, 2021 Q1




probable in others

The increase in confidence was Europe is higher than the global average.
Will this wave of optimism last? It is unlikely in some countries, and very

The increase in confidence in
Europe is higher than the global
average. This is per se a rare event
as European consumers tend to be
more pessimistic than consumers in
other regions.

In Germany: Consumer confidence
increased modestly in Germany in
Q1 of 2021. What popped up more
than elsewhere is a concern about
increasing utility bills.

In France: Confidence improved in
Q1, but slow vaccination campaign
may erode optimism in Q2. Societal
concerns gained prominence in
households’ mind, including work-life
balance and their children’s
education and welfare.

In the UK: Confidence increases by
5 points in Q1. It is likely to jump
further in Q2 given the
announcement by Prime Minister
Johnson to have restrictions almost
completely removed by the end of
June.

In Italy: The increase in Consumer
Confidence from 56 in Q4 of 2020 to
79 in Q1 was unprecedented. It
coincided with the formation of a new
government chaired by Mario Draghi.

In Spain: Consumers in Spain felt
more confident in Q1 of 2021
compared to Q4 of 2020. however,
the concern about job security
skyrocketed, fueled by the fears that
the special job retention scheme put
in place in March 2020 will expire in
May.
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Asia-Pacific experienced a sizable increase in confidence

= Many economies returned to or were near pre-pandemic levels of activity

= Rising confidence was the result of gains in all three drivers of confidence, including job
prospects, personal finances and spending intentions

The Drivers of Confidence: the balance between positive and negative consumer sentiment B 202004 [ 2021 Q1
|

Job Prospects @ Personal Finances E Spending Intentions
-]
60% 64%

549, 29% 329% 39%

49
Optimistic 37% 35 44944% 2o 30% 379 41% rasg E%1:3% 1%
Consumers 13% [ gop11% 15% 20% 13% 25% 23%
Pessimistic 9% -3% i
Consumers 28% -46% 38%
46% 529 57% 61%
829 ~13% 74% 59% -62%
¢ @ 3 & ¢ o & > ¢ @ @ & 2
@§ 3 & ‘?';}@ & -\‘;? & & @"3& é{’@ & o‘;‘ L & & 15"& ,;S’ 8 ® & K v & *.0&
R 5 b b—ﬂb A ‘&.F \@Q 63‘- 2 & N bﬂ b ‘ss@ @Q @‘*' @ﬂ ?_\‘} obo k! 2 ﬁa §
v}’ ¥ & & ‘,na vg,\" ¥ & Q° f-:"ﬁ > \ Q¢ o

MNote: For Q4 2020, the Global and Asia-Pacific results exclude China due to data collection constraints. The *balance” is calculated as positive sentiment (percent of consumers who responded “excellent”
or “good”) minus negative sentiment (percent of consumers who responded (“not so good” or “bad™). Values above zero indicate that consumers are more optimistic than pessimistic.
Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1
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China’s lagging consumption recovery is catching up

= Consumer confidence in China stood
at 121 in 2021 Q1. The Q4 2020
survey did not include China

= Consumer sentiment is improving, as
the COVID-threat diminishes

= Spending on travel and leisure
services is anticipated to boom

= Weakness in employment and
Income growth are among the
primary drags on a full recovery
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Consumer Discretionary Spending - China

Share of consumers spending on certain categories, 2021 Q1

Products and Services

New Clothes

Out-of-home entertainment

New technology products
Holidays/vacations

Home improvements/decorating
Savings, Investments, Repayments
Putting into savings

Investing in shares of stock/mutual funds
Paying off debts/credit cards/loans
Retirement fund

| have no spare cash

Note: The survey was not conducted in Chinain 2020 Q1 and Q4 due to date collection constraints Percentages are the share of respondents that indicated spending their discretionary income on the shown categories.
nses. Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1

Multiple choice responses.

2021 Q1

I 25
L [JEx
I 52
I 57
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Consumers' Top Concerns - China

Share of consumers identifying each issue as their biggest concem over the next 6 months, 2021 Q1

Health

The economy
Increasing foed prices
Job security

Global warming

2021 Q1

I 2
I 7%
I -
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I 7

Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1.

Change from

2019 Q4 (ppts)
m -
)
H s
-20
-17
12
]
5
5



>
THE CONFERENCE BOARD @

nited States




In the United States, consumers’ assessment of the present situation
IS driving confidence levels higher

US Consumer Confidence Index US CCI: Present Situation & Expectations
140 1410 180 180
— Consumer Confidence (SA, 1985=100) Consumer Confidence: Expectations (SA, 1985=100)
_— mer Confidence: Present Situation (SA, 1985=100)
4130 H180
1120 140
H4110 H1z20
H100 4100
a0 - &0
a0 ] ] | 1 | | ] ] | ] ] | 1 ] | 4 an 60 1 | | ] | | 1 ] | ] 1 1 1 | 60
JAM  FEB MAR APR MAY  JUN  JUL AUG SEP QCT MOV DEC  JAM FEB MAR  AFR JAM  FEB MAR  APR  MAY JUN  JUL  AUG SEP OQCT NOV DEC  JAMW FEB MAR AFR
Sowrce: The Conference Board 20 Souwree. The Conference Board 20
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Consumer assessment of the present situation is up sharply, especially
regarding the job market

Appraisal of the Present Situation:

Business Conditions “"Good”

— Appraispl of Present Situation: Business Cond, Good (% Respondents; SA)

U4 FEB MAR APR  MAY JUN UL AUG SEP OGT  MOW DEC AW FER MAR  APR
Source: The Conference Board 20
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Jobs are Plentiful

— Appraisal Present Sit: Employment, Jobs Plentiful (% Respondents; SA)

JAM FEB MAR AFR  MAY JUN UL AUG SEP 00T MOY DEG JAM FEB MAR  APR
Source: The Conference Board 20
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Jobs are Hard to Get

Sit: Employment, Jobs Hard to Get (% Respondents; SA)

JAM FEB MAR AFR MAY UM JUL  AUG SEP OCT MOV DEC  JAN FER MAR  AFR
Source: The Conference Boarg 20
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Consumer expectations about the future continue to improve as well

Expectations for Six Months Hence:

Business Conditions "Better”

— Expectations 6 Mos Hence: Business Conditons, Better (% Respondents; SA)

JANM  FEB MAR APR  MAY JUM  JUL AUG SEP OCT NOV DEC JAN FEB MAR APR
Sowrce The Confersnce Baard 20
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More Jobs

Higher Income

— Expectations 6 Months Hence: Employment, More Jobs (% Respondents; SA)

45

24

— Expectations for 6 Months Hence: Income, Increase (% Respondents; SA)

JAN  FEB MAR  APR MAY JUN  JUL AUG SEP OCT  MNOW
Sourge: The Conference Board 20

DEC  JAN FEPB MAR AFR

JAM  FEB MAR APR  MAaY JUN JUL AUG SEF OCT NOV
Sowce: The Confersnce Boarg 20
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US Consumers are increasingly eager to spend on many categories

Plans to Buy Within Six Months:

A Home A Vacation A Car

9.00 9.00 67.5 675 14 14
— Plans to Buy Within 6 Months: Home, Yes (% Respondents; SA) = Vacation Intended Within 6 Months (% Re spondents; SA) — Plans to Buy Within 6 Months: Automobile (% Respondents; SA)
—13
—8.29 60.0 - —60.0
—H12
—7.50 525 - -525
-1
-6.75 450 - —45.0
—H10
1 - 6.00 Ts- —375
-9
6.25 L L | L 1 L L 1 L L L L 1 6.25 30.0 L L 1 . L L I 1 L I L 1 L L I | L I L 1 4300 g L L | L | L L 1 L L L L | g
JaW FEB MAR  APR  MAY JUN JUL  AUG SEP OCT WOV DEC  JAN FEB MAR  APR JaW  FEB MAR  APR MAY JUNW  JUL  AUG SEP OCT WOV DEC  JAM FEB MAR AFPR JAN  FEB MAR  APR MAY JUW  JUL  AUG SEP OCT NOW DEC JAN FEB MAR APR
Sowrce The Confersnce Board 20 Sowrce! The Conference Soard 20 Sourse: The Conference Board 20
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Continued improvement in consumer spending, especially in services,
will be key to the economic recovery in 2021

Lopsided Consumption Recovery Real Personal Consumption
SAAR, Bil.Chn.2012% I ,
14000 14500 SAAR BILChn 20125
PCE Goods
13000 PCE Services 14000
12000 13500
11000 2019 Q4, 202001, | T
4811.8 c1134 13000
10000
12500
9000
12000
7000 2019 Q4, 11500
35840 2020 Q1,
6000 8093.5 11000
5000 10500
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4
2019 5020 2020 2019 2020 2021
Source: BEA, The Conference Board Source: BEA, The ConferenceBoard
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Consumer confidence in Latin America is rebounding faster than economic

activity

Consumer Confidence: Latin America

110
105
100
95
90
85
80
75
70
65
60

m2019 m2020 m2021-Q1

Note: A reading above 100 indicates that there are more optimistic consumers
than pessimistic ones. A reading below 100 indicate s the opposite, with more
pessimistic consumers than optimistic ones.

Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1.
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Economic Activity: Latin America

105
H 2015 m2020 m2021-Q1

100

95

90

85

80
< o AN N2 2 & O S
& & & & & & &

a & N & <
& \s © &
Ny

Note: Indexed on 2019=100; Data from monthly economic activity indicators are
used, a close proxy to GDP; Q1 data refer to January and February only, except
for Chile which includes March data as well; Latin America aggregate constructed
using weights based on nominal GDP in international dollars using PPPs.
Source: The Conference Board calculations using data sourced through Haver
Analytics.




Despite a likely long road to recovery, Latin American consumers still
cited the largest improvement in confidence among all regions

The Drivers of Confidence: the balance between positive and negative consumer sentiment Bl ozoc4 2021 Q4
I

Job Prospects @ Personal Finances 11% Spending Intentions
ar%

Optimistic % ggey Sifhpe 25 29%
| e ‘A TRl - "
Pessimistic -3% -4 =5%
l Consumers 1% “10% o -z?%m _3gag L7 12% 39% 30u-22%
-34% -46% -45%
-65% S
2 o o 2 o s
& & & & & & & FFEE & & & & o
& & & &
ig:n ?5*’ Y o #® o v
J & &

Mote: The “balance” is calculated as positive sentiment (percent of consumers who responded “excellent” or "good”™) minus negative sentiment (percent of consumers who
responded ("not so good® or "bad”). Values above zero indicate that consumers are more optimistic tham pessimistic.
Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1
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Consumer confidence in Africa and the Middle East declined in Q1, but
remained stable in the Gulf region despite widening disparities among

markets
The Drivers of Confidence: the balance between positive and negative consumer sentiment Bl zozocs [ 2021 Q1
Job Prospects m Personal Finances ‘@ Spending Intentions
EB% ]
T3% 74%
35%““35% 53%
Optimistic
t Consumers 1% 21% 19% 14%, g, 1% 13% 19% 10%

Peszssimistic
Consumers

-35%%
_Sﬁm

A W

‘!,":- S 4 ¢
TS

* Indicates Gulf Cooperation Council (GCC) markets. The Gulf Cooperation Council grouping consists of Bahrain, Kuwait, Oman, Qatar, Saudi Arabia, and UAE.

Mote: A&EME refers to Africa and the Middle East. The "balance” is calculated as positive sentiment (% of consumers who responded “excellent” or "good”™} minus negative sentiment (% of
consumers who responded (“not so good”® or "bad”). Values above zero indicate that consumers are more cptimistic tham pessimistc.

Source: The Conference Board® Global Consumer Confidence Survey, 2021 Q1

SIS SIS TSI
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Upcoming Webcast Programming from The Conference Board

= Consumer Behaviors During the COVID-19 Era and
How US Consumers Spend — and Save — Their
Money (May 13, 2021)

= Labor Markets Watch: US Update and Outlook (May
19, 2021)

=  Window On Infrastructure Investment (May 26,
2021)

View all of our upcoming webcast programs at
https://www.conference-board.org/webcasts/upcoming/
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https://www.conference-board.org/webcasts/upcoming/
https://conference-board.org/webcast/consumer-dynamics/may13-2021
https://conference-board.org/webcast/labor-markets-watch/may-2021
https://conference-board.org/webcast/window-on/Window-On-May-2021

ESF Community is launching June 15!

Economy, Strategy, and Finance Center

News Discussions Events Tags

Visit our Focus Areas and
Institutes

TN ...an interactive, online platform
designed to help you share and
connect with peers, experts

_ and thought leaders across
/7 various companies.

deep dive discussion and online chat. Join us

I ESF Center Members |
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NEW Podcast Series: C-Suite Perspectives - Insights for What's Ahead™

C-SUITE
PERSPECTIVES
Insights for What’s Ahead™ % Hosted by our CEO, Steve Odland, this monthly series features in-
” depth interviews with thought leaders from The Conference Board
s N < teve Odland. to provide senior and C-suite executives with data-driven insights

EPISODE 1 Chief Economist President & CEO

to prepare them for what’s ahead.
The Economy

Listen & Subscribe

Available on our website at https://www.conference-board.org/podcasts or on most
popular podcasting platforms
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myTCB"

Sign in to enjoy customized, convenient access to the full range of
Member benefits — the latest research, benchmarking & data tools,
peer networks, and events delivering Trusted Insights for What’s Ahead.

Watch this short video to get started.

By Conferences & Data & Center & Access My Calendar
Member Events Benchmarking Councils Experts

MY LATEST RESEARCH & INSIGHTS TRENDING TOPK

Featured Insights

Emerging Markets View: Falling
infection rates set the stage for
continued recovery

17 March, 2021 | Economy Watch Reports

1 e

Salary Increase Budgets for Achieving Ambidextrous C-Suite Challenge™ 2021:
¢ 2021: Results of the 2020 Leadership: Driving “Perform Leading in a Post-COVID-19  «
Follow-up Survey & Transform” Innovation for
Step-changed Business Results
25 March, 2021 | Publication ly Calendar
+ Data-driven Approach for

fanaging a Direct-contracted
rovider Network

F >
—
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