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Please pay attention to the following recommendations

Disconnect your VPN in the taskbar to avoid network instability1

Mute your Microsoft Teams2

3 If you have any questions, please send us by chat 
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Political scenario: crisis resulting from the Covid-19 has the potential to change Brazilian policy in the 

short and medium term

Moment can be a turnpoint for presidential term

1) Crisis and presidential political capital: Covid-19 is expected to reduce presidential political capital. Pressure

strategy in legislative houses through the appeal to the electorate should have limited effects;

2) Covid-19 and economic agenda: political capital of the liberalizing agenda must be reduced. Economic policy

debate should be more plural and international experience pressure for greater distributivism;

3) Political-institutional tension: there is an inherent contradiction between

“Bolsonarism” and moderation. President should not change his modus

operandi. Thus, the expected scenario is not one of losing popularity, but there

are relevant signs of loss of support, especially after the departure of former

Justice Minister Sérgio Moro;
President Jair Bolsonaro and former

Justice Minister Sérgio Moro

4) Economic debate should be affected by the state of public calamity (which ends in 31th Dec’20). Crisis affects

structural reforms through two channels: emergency measures and new political issues (parallel budget,

postponement of elections).



Crisis must exacerbate perception of political vacuum

Bolsonaro makes appearance

in protests calling for closure

of Congress and STF in Mar’20

(left) and Apr’20 (right)

Governors and Covid-19: performance (%) Bolsonaro and Covid-19: performance (%)
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Economy: pandemic transmission channels

Source: Tendências

• Supply:

• Social isolation, quarantine and border closure temporarily

deplete production chains;

• Demand:

• Global trade, including falling commodity prices;

• Uncertainty with effect on the level of spending;

• Financial conditions/Financial market: preference for

liquidity and flight to higher quality assets. Negative

“wealth effect” for families via stock market.

Direct

impacts



Economy: pandemic transmission channels

Source: Tendências

• Companies:

• Abrupt and expressive drop in revenues endanger the ability to

honor contracts and maintain job posts (differentiated impact

between sectors: airlines, tourism, restaurants: most affected);

• Job market:

• Reduction in employment and income, especially severe on

informal workers.

Indirect impacts 

that increase the 

effect on demand
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Global responses stringency index: Brazil has not adopted more restrictive measures and according to

Johns Hopkins University, the country surpassed France in number of cases and ranks 6th

Source: Financial Times

The Government Response 

Stringency Index is a 

composite measure based on 

nine response indicators 

including school closures, 

workplace closures, and 

travel bans, rescaled to a 

value from 0 to 100 (100 = 

strictest response). 

This index simply records the 

number and strictness of 

government policies, and 

should not be interpreted as 

‘scoring’ the appropriateness 

or effectiveness of a 

country’s response.



Initiatives taken so far in Latin America: Brazil has implemented, to a certain extent, all measures

listed by the World Bank

Source: World Bank



Proposta de 2.2 
trilhões de dólares 
aprovada em 27/03

Some initial measures by selected countries against the effects of Covid-19

The G20 nations have pledged to contribute more than US$ 5 trillion to try to mitigate the effects of a short-term economic crisis

Medidas somam R$ 762.5 
bilhões (10% do PIB), 
sendo R$ 35.7 bilhões para 
a Saúde (5% do total)

Adiamento dos Jogos Olímpicos

O país adiou para 2021 os Jogos Olímpicos. Além disso, 

o Banco do Japão afrouxou a política monetária, 

aumentando as compras de fundos negociados em 

bolsa e outros ativos de risco. Anunciou gastos de 

430,8 bilhões de ienes (US$ 4,1 bilhões), destinados a 

auxiliar as pequenas e médias empresas afetadas.

Estímulos às aéreas

Anunciou financiamento 

de 90 bilhões de dólares 

australianos (US$ 53,3 

bilhões) para bancos a 

uma taxa fixa de 0,25% e 

um programa de suporte, 

de 715 milhões dólares 

australianos, para 

companhias aéreas.

AUSTRÁLIA

Estímulos fiscais

Anunciou redução de 

juros de empréstimos, 

após várias injeções de 

liquidez e outras 

flexibilidades, como 

corte de compulsório. 

Adotou várias pequenas 

medidas e despesas 

fiscais, como incentivos 

fiscais, tarifas reduzidas 

de energia e redução de 

taxas.

Artilharia pesada

Acertou um pacote de até 750 bilhões de 

euros, dentre os quais, 100 bilhões para um 

fundo de estabilidade econômica que pode 

assumir participações diretas em empresas

ÍNDIA

Quase 10% do PIB

Anunciou um pacote de 

estímulos à economia 

de 20 trilhões de rúpias 

(US$ 266 bilhões) para 

ajudar os setores mais 

afetados pela crise.



International scenario: uncertainties mean that projections can be revised in shorter periods

Source: Tendências

• Falling global trade

• The deterioration of the

international situation also has a

negative impact on the Brazilian

economy by expanding the decrease

in commodity prices

Global GDP weighted according to main partners GDP 2020

Basic Scenario

EUA Europa China Argentina Mundo

-5.0% -6.7% 1.5% -7.0% -3.2%
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Brazilian GDP: drop of the economic activity concentrated in the 2Q’20 and 3Q’20

Scenario throughout the quarters of economic activity

Source: Tendências – 14/05/2020
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Recovery limitations:

• Household consumption: 

households' financial 

situation was already 

tight

• Economic structure 

worsens some impacts of 

the pandemic:

o Business structure in 

Brazil: high number 

of micro and 

informal firms;

o High informality in 

the labor market.



Tendências Projections: expectation of fast recovery in 2021 for economic activity

Source: Tendências Projections – 14/05/2020
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In Apr’20, Consumer Confidence Index (CCI) decreased -22.0pp vs PM reaching 58.2 points, the lowest

level of the historical series started in Sep’05, influenced by COVID-19 pandemic and political and

economic uncertainties
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¹IBRE-FGV, Apr’20  27/04/2020
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Regarding social economic level, index reduced in Apr’20 for all income consumer. The great impact

came from the range up to BRL 2,100 (-23.0 points)
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Consumer confidence by social economical level
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-0.8

19¹IBGE – PMC – Mar’20 – 13/05/2020; projections by Tendências

Core and Broad Retail
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In Mar’20, core retail decreased 1.2% vs PY, better result than Tendências projection (-2.9%), but the

first drop after 11 consecutive months of positive variations in this comparison, influenced by Covid-19

Core retail projections:
2020: -3.1%
2021: 3.3%



In Mar’20, sales volume decreased for all States served by KOF, except SP; KOF area grew 0.7% (just

because of SP) while total Brazil reduced 1.2%
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In LTM, KOF Area had higher growth in retail and H&S than Brazil
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Brazil and KOF Area: Retail (LTM) 
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H&S, food, beverages and tobacco categories accelerated growth from 4.1% to 11.1% in Mar’20 vs PY.

The category, considered an essential sector, concentrated the expenditure of families at the

beginning of the quarantine, causing strong positive variation
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Ranking by sector – Sales Volume
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In Mar’20, Food Service Retail Cielo Index (ICV-FS) decreased 33.9% for revenue and 29.5% for sales

volume; in the 12-month rolling average, ICV-FS for sales volume slowed down from 7.3% to 3.2%. The

result was impacted by the quarantine imposed in face of the dissemination of Covid-19

Revenue – Mar’20

23
Source: Cielo - 20/04/2020
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In Mar’20, sales volume decreased for all States due to great impact of Covid-19; KOF area reduced

28.4% while total Brazil, -29.5%
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The Committee judges that various measures of underlying inflation are running below the level compatible

with meeting the inflation target at the relevant horizon for monetary policy

In the Monetary Policy Committee Meeting (“Copom”), Brazil's Central Bank, unanimously, decided to

reduce Selic rate to 3.00% (-0.75 pp), above market projections (which expected -0.50 pp), reaching a

new historical minimum

25
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• The Copom believes that the current state of affairs recommends an unusually large monetary stimulus,

but it reinforces that there are potential limits to the remaining space for adjustment. The Committee

believes that the fiscal trajectory over the next year, as well as the perception of its sustainability, will

be crucial to determine the length of the stimulus.
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2.25% (0.00 pp)
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Projections
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Tendências

SELIC (%): 3.00 (May’20)



In Apr’20, inflation index decreased 0.31%, below Tendências projections (-0.18%) and the lowest

result for inflation since Aug’98 (-0.51%). In LTM, index slowed down from 3.30% to 2.40%, below to

Government target center (+4.00%)
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Inflation vs PM

¹ IBGE – IPCA Apr’20 – 08/05/2020 | Projections by Tendências

Inflation LTM vs Government target

-0,31-0,5

0,0

0,5

1,0

1,5

201620152014 2017 2018 2019 2020 2021 2022

Inflation Index Inflation Forecast%

6,41

10,67

6,29

2,95 2,40

4,00
3,75

5,25

2,25

0

2

4

6

8

10

12

2014 2015 2016 2017 2018 2019 2020 2021 2022

Inflation index Inflation Forecast Center of target% Target Area



In Apr’20, inflation index was negative caused by “Transportation” group that had the biggest impact

(-0.54 pp) due to the decrease in fuel’s prices (international oil prices dropped driven by Covid-19);

the deflation in this group more than offset the increase in “Food and Beverages” (+1.79% in Apr’20)
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Inflation Index¹ (Apr’20)
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Conclusions

Despite the strong economic impact

caused by the pandemic, growth is

expected to come back in 2021

The global scenario proves to be

challenging, with the projection of

falling economic growth and

protectionist trends

High informality in the labor market

+

High political risk associated with

lack of governance

+

Postponement of structural reforms 

due to the emergence of actions in the 

National Congress to combat the 

Covid-19 pandemic

Brazilian Challenges



Agenda

 1. Political Scenario

 2. Economic Scenario

 1.1 International

 1.2 Brazil

 3. Benchmarkings Covid-19

 4. Final Message



30

Confidence in own country’s economic recovery by country

According to McKinsey, Confidence in own country’s economic recovery after COVID-19 

uncertainty with economic recovery in Brazil is continuously increasing. Optimism is 

significantly lower than India and China, and even the US, country most affected

% of respondents

Confidence in own country’s economic recovery by                 

Socio-economic group

Social group A+B1 optimism is lower since W3

% of respondents

Mckinsey Consumer Sentiment Survey 04/16-19/2020
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Expected spend over the next 2 weeks compared to usual

Aside from grocery, child products, household supplies and personal care products, 

consumer shopping intent remains mostly negative

Mckinsey Consumer Sentiment Survey 04/16-19/2020

% of respondents
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Grocery purchases on local supermarkets /close to home shops is the leading trend

when it comes to frequency and change on spending. This trend is expected to

continue after COVID

Change in grocery purchase frequency and spending

Mckinsey Consumer Sentiment Survey 04/16-19/2020
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Post-COVID consumer and the emerging trends

McKinsey

Changes on consumer habits are not expected only during crisis, but also to shape the

“new normal” on emerging trends

Consumer & 

shopper behavior

Go-to-market

Supply chain

Organization, 

operating model

Competitive 

landscape

Increased online experimentation

leading to accelerated adoption of

online sales channels

Radically boost D2C to make it a sizeable,

robust channel (e.g., subscriptions, platform

partnerships; in home mixing machines

Productivity pressure and safety

concerns driving digitization of sales

and new B2B interfaces

Boost digital sales force enablement and

B2B digital channels / interfaces

Tail-end assortment less relevant in

recessionary environment; drop sizes

are reduced; heightened risk / fear of

virus resurgence

Restructure supply chain for more flexibility

and productivity. Reset manufacturing and

SC footprint

Remote working and crisis response

operations will ignite new ways of

working that will likely remain

Zero-based org simplification based on

digitized processes at scale

Large brands gain favor, driven by familiarity

and availability backed by at scale supply

chains; small brands lose strength

Rethink competitive positioning and pursue

M&A and/or new business building

What the new normal could look like Potential implications for the system
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Long-lasting change in consumer attitudes and behaviour

Euromonitor

Long-lasting change in consumer attitudes and behavior, including a decline in

expenditure in the short term, and increase in precautionary savings, falling

consumption rates and increasing frugality on the long term
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 Global consumer expenditure is set to decline by 

4.3% in real terms year-on-year in 2020

 Long-term increase in precautionary savings, falling 

consumption rates, increasing frugality

 Older consumers will have to resort to online grocery 

shopping

 COVID-19 will be a catalyst for a permanent shift to a 

cashless world

% annual real growth

Credit card companies already announced 
that maximum number for credit card 
payment without password might go up to 
from current R$50 to R$ 120

2019 2020
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What can we expect for the future of packaged goods after COVID-19

Shifts like at home meals and more frequent e-commerce shopping are trends expected to

impact on the short-term and remain after COVID-19

Euromonitor

Short-term impact (Q1-2)

 More meal occasions at home and increased purchases across grocery retailing

 More frequent online shopping

 Supply chains under pressure as borders close across the world

 Possible shortage of agricultural workers, either from home or abroad

Medium-term impact (Q3-4)

 E-commerce grocery shopping will hold up

 Shift to eating at home is likely to stay to some extent as a result of financial uncertainties and pressures

 Buying food for cooking and ready-made meals at home will continue

Long-term impact (2021 onwards)

 Reduced consumer spending power will be characterized by budget friendly options

 Less expenditure on eating out even when foodservice outlets return, affordable treats to remain popular

as consumers compromise on other luxuries

 Online grocery shopping will have been jumpstarted and plenty will shop this way, but some consumers

will have had poor e-commerce experiences at a time when demand was more than some providers could

cope with
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Number of new customers during COVID period

Mercado Livre

Mercado livre new customers continues to grow during quarantine months – there

has been an increase of 45% during this period vs. same period on previous year

New 

customers
% variation 

vs PY

COVID-19 Period (24/02 a 03/05/2020) vs. Same period in 2019

% participation in categories of new buyers

ML has a section 
for grocery 
shopping
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% of Order growth

Mercado Livre

Mercado livre number of orders grew 39% in Brazil during COVID-19 period, with

more orders on categories related to this new way of living

% of Order growth by category

COVID-19 Period (24/02 a 03/05/2020) vs. Same period in 2019

+300%
Saúde e Equipamento 

médico

+164%
Bens de Consumo

e Alimentos

+84%
Casa, Móveis

e Jardim

+61%
Entretenimento

& Fitness

+55%
Computação
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Non-alcoholic Beverages - Consumption of products during social isolation (by profile) 

Consumption of non-alcoholic beverages during social isolation has increased or stayed the

same specially on higher socio-economic groups and economically active population

FSB Pesquisa
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Alcoholic Beverages - Consumption of products during social isolation (by profile) 

Consumption of alcoholic beverages is higher on households with highest wages, but has

been maintained across profile segments

FSB Pesquisa
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Online shopping (by profile)

Online shopping is more significant among those with higher socio-economic levels and on

Southeast and South regions. Over half of North and Northeast regions, and also those with

up to 2 minimum wages do not intend to shop online

FSB Pesquisa



In times of COVID-19, consultancies recommendations are to stimulate conscious purchases, partnering 

with delivery companies and recommending products that are part of portfolio and can be useful or 

basic during the quarantine period

What can brands do

Avoid being perceived  
as opportunist

1

“Brands are nervous about appearing to 

profit from this crisis. The conversation is 

being had in many client and agency 

organizations, but they have to be absolutely 

sure they are helping people not just making 

money from it, or being seen to make money 

from it.”
Owen Lee, chief creative officer of FCB Inferno 

(The Drum)

Focus on comfort2

Acts of kindness4

Help go through crisis
in style

6

Go Virtual3

Help people on how 
they spend their time

5

Laughter is the best 
medicine

7

IPSOS; Dunnhumby



Questions and Answers



Agenda

 1. Political Scenario

 2. Economic Scenario

 1.1 International

 1.2 Brazil

 3. Benchmarkings Covid-19

 4. Final Message






