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The COVID-19 pandemic is likely to transform global
consumer attitudes and behaviour, with long-term
implications for industries.

More time at home, more things to clean, more meals to cook,
more pans to clean is a simple formula to predict home care
growth during the lockdown.

Home cleaning, hygiene, and healthy living will be top -
priorities, as more consumers will focus on self-care and self- |
prevention in the aftermath of the pandemic.

Source: Euromonitor International Bell Flavors & Fragrances | 3



Measures to reduce the spread of COVID-19

Which actions have you taken voluntarily
or due to regulations?
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Social distancing

Sanitize home

Sanitize products
Self-quarantine
Cancel/revise travel

Cancel events

Reduction in working hours

Closing your workplace

Changing hiring plans

0% 20% 40% 60% 80% 100%

Online Survey; Respondents: US Beauty Consumers, March 2020

Source: https://poshly.com/ Bell Flavors & Fragrances | 4




Home Care: Situation before COVID-19 - Global Overview

Sales of Surface Care in World by Category
Retail Value RSP - USD million - Current - 2019

Click on a Category to update Sales Chart

_ Laundry Care
UsD84,773 million Home Care Wipes and Floor Cleani...
I 3.647,3
Surface Care Bathroom Cleaners
= - -
| USD21,858 million 2.096,7

|
Descalers
- . O 426,9
Dishwashing
USD17,849 million Drain Openers
| 941,3

[ Floor Cleaners
= 1.327,7
Home Care USD12,658 million

Home Care Disinfectants
2.893,6

USD158,763 million Home Insecticides .
— itchen Cleaners
USD8,747 million 1.504,6

Multi-Purpose Cleaners

Toilet Care | 6.742,1
USD5,188 million Oven Cleaners
[ | 3525
Bleach Scouring Agents
_—
USD4,344 million - 7911
Window/Glass Cleaners
. [ — 1.134,6
L Polishes
USD3,347 million
SURFACE CARE 21.858,3

Source: Euromonitor International: Global Home Care Trends and Insights March 2020 Bell Flavors & Fragrances | 5



Situation before COVID-19 - Market Overview // Eastern Europe

POLAND

®  surface care records current value growth of 4% = surface care grows marginally

® ecological brands are seeing more widespread = consumers make careful decisions with regard to
availability across both traditional and modern surface care product purchases, tend to look for the
distribution channels most economic options

= growing awareness of the importance of = asaresult, multipurpose cleaners continue to
ecological concerns and of using outperform the other surface care categories

environmentally-friendly products . i
®  can substitute numerous task-specific cleaners, such

"  Rossmann, Hebe and Superpharm health and as kitchen and bathroom cleaners

beauty specialist retailers are enjoying strong

i . = available from a number of brands, from both
sales in surface care -> offer a wide range of

) multinationals and local manufacturers, and in
products and run frequent promotional

various price segments, making them affordable even

campaigns that successfully attract shoppers
for those with the tightest budgets

(Exemplary Poland & Russia)

Sources: https://www.portal.euromonitor.com/portal/analysis/tab Bell Flavors & Fragrances | 6



Situation before COVID-19 - Market Overview // Western Europe

| EETTTT—

Multi-Purpose cleaners were the most dynamic product in surface

care in Western Europe during the review period (2014-2019). They
saw positive growth in the majority of markets in this region, and has

become the largest category.

The universal nature of the product provides an element of
convenience that is increasingly attractive to consumers. Instead of
using many different bottles of task-specific products, they only need

one product that fits various cleaning purposes.

Home cleanliness and hygiene are amongst the most important
means for Western European consumers to escape the impact of

busy and “unhealthy” city life. =
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Sources: Euromonitor International/Home Care: Surface Care in Western Europe Bell Flavors & Fragrances | 7



COVID-19 Impact (exemplary Germany)

Germany: Have you or your family made any changes as a result of the COVID-
19/Coronavirus outbreak? Please select all that apply, 3-16 March 2020
Washed hands more often
Tried to avoid crowded places 29%
Used hand sanitiser more often 19%

Increased my use of disinfectants or other household cleaning products _ 15%

Tried to avoid public transport

Avoided restaurants/going out to eat
Stocked up on groceries/other supplies
Changed holiday plans

Increased the amount of shopping | do online
Changed business travel plans

Wore a face mask in public

Something else

| haven’t made any changes as a result of the outbreak 35%

0% 20% 40% 60%

= gsaresult of COVID-19, 65% of German consumers have taken some form of action
= 15% of Germans increased the use of disinfectants and other household cleaners
= thisis similar in almost all other European countries and the rest of the world

Source: https://clients.mintel.com/insight/covid-19-s-impact Bell Flavors & Fragrances | 8



Opportunities for Surface Cleaner Products

= the general outlook for the home care industry

is positive

" consumer education about home hygiene will

never be as high once the pandemic abates

» this will undoubtedly push an improved hygiene

cleaning practice

» brands in the cleaning industry still need to keep
an eye on long-term cleaning trends and not
only consider the short-term effects of COVID-19

Source: https://clients.mintel.com/insight/maintain-long-term-cleaning-focus-in-spite-of-covid-19 Bell Flavors & Fragrances |9



Opportunities for Surface Cleaner Products
Maintain long-term cleaning focus in spite of COVID-19

Brands in the cleaning industry need to keep an eye on long-term cleaning trends and
not only consider the short-term effects of COVID-19.

Longer-lasting products are Such products satisfy short- But eco claims reflect the
entering the market. term needs. long term.

In February 2020, Procter & Gamble Microban 24 will arouse the However, it is crucial that
announced the launch of Microban curiosity of consumers who seek household care brands continue

24, a new range of antibacterial longer-lasting and effective to take into consideration
home sanitising cleaners that offer cleaning strategies, and it offers a environmental sentiments in
24-hour surface protection clear answer to anxieties the development of their
against bacteria. associated with the recent products for longer-term
COVID-19 outbreak. penetration in the market.
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MULTI.puRPOSE CLEANER

CITRUS SCENT

Source: https://clients.mintel.com/insight/maintain-long-term-cleaning-focus-in-spite-of-covid-19 Bell Flavors & Fragrances | 10



As a functional and
fragrance-driven category,
brands need to keep
consumers engaged with
Top 15 Fragrances Multi Purpose Cleaner formatReT (e
(Europe /04|17 - 04|20/ 1.408 results) perform better and are

easier to use.

Tﬂ ragrances Europe

0,85% 0/71%
0,85%

0,92% Fragrances need to tempt
purchase at point of sale

while still being familiar.

I Lemon
0,92%
| Unfragranced/Plain

0,99% N 9,59% I Fresh/Freshness
1,07% - Citrus
- ."'. M Lavender
1,21% Il'ul M Eucalyptus
- H Orange
1,21% .\\ . H Apple

\ - H Flower/Floral

1,49% ‘-\\ f H Marseille / Marseille

\ Soap
\ H Pine
H Lime

3,76%
\ H Mint

2,27% —
2,91%

Source: Mintel GNPD Bell Flavors & Fragrances | 11



Bell Fragrance Proposals for

Multi-Purpose Cleaner

Bell Flavors & Fragrances | 12



Fragrance direction:
Lemon/Lemongrass

0799431 Citrolo-Extra

Top: green, agrumic, lemon, lime,

orange
Heart; fresh, herbaceous, citronella

Base: slightly balsamic

Bell Flavors & Fragrances | 13



Fragrance direction
Lavender in combination B

8600395 Wonder Lavender
Top: fresh, leaf green, light citrus accents

Heart: herbaceous, floral, fresh, lavender

flowers, lavandin, eucalyptus

Base: slightly sweet, aromatic, honey

"

-

f\s,,

Bell Flavors & Fragrances | 14



Fragrance direction:
Ocean/Fresh

0789180 Seabreeze
Top: fresh, cool, aqueous, aldehydic
Heart:  herbaceous, slightly floral

Base: balsamic

Bell Flavors & Fragrances | 15



Fragrance direction:
Floral

6101201 Hibiscus Paradise GG2-19
Top: hibiscus flower, rhubarb

Heart:  jasmine, coconut blossom, orange

blossom

Base: shea butter, musk, sandalwood,

vanilla

Bell Flavors & Fragrances | 16



6100292 Raspberry & Lemongrass
Top: green, citric, fresh, fruity,

lemongrass, raspberry

herbaceous, fruity, slightly floral,

raspberry

sweet, creamy, musk

Bell Flavors & Fragrances | 17



Fragrance direction:
Mint in combination

8600349 Mintissimo
Top: fresh, mint, leaf green
Heart:  herbaceous, mint, apple

Base: slightly woody

Bell Flavors & Fragrances | 18



Contact

Bell Flavors & Fragrances
Schimmelstrasse 1 Q B e | |
04205 Leipzig, Germany ﬁ ﬁ @ O

www.bell-europe.com
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https://twitter.com/BellFF_Emea
https://www.facebook.com/BellFlavorsFragrancesEMEA/
https://de.linkedin.com/company/bell-flavors-fragrances-emea

