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| THE BIG BOOM OF

DIGITALISATION

Adapt or die—a common theme observed throughout the effects of the Movement
Control Order (MCQO) in reshaping the business landscape as some reported a drop in
sales of up to 90%!". Small and medium enterprises (SMEs) took the brunt of this blow,
with restrictions to operate brick and mortar retail stores, interstate travel, and any sort

of social events; creating financial chokeholds in the retail industry.

As Malaysia SMEs see zero cash flow? in the coming months, abandoning their once
tried-and-true methods of conducting business and, instead, adopting a new strategy

could be the only way to survive this new age of information.

Digitalisation, now seen as the top rung of the marketing and communications laddetr,
is still an anomaly to most SMEs that face a number of challenges in digital
transformation®. The importance of digitalisation in this new normal is imperative to
SMEs that rely on effective channels of communication. Here's a reality check: the
pandemic may still be around until a vaccine is found. This means, even post MCQO,
there's likelihood for social distancing and restriction on social grouping activities to be
implemented for the foreseeable future. Digitalisation through social media bridges

the gap of communication between businesses and consumers to build meaningful

relationships; the spark for an economical growth in a time where it's needed the most.

Taking A Crack At The Problem
In light of this situation, we've created the “Life After COVID-19—How The Retail Industry
Is Forever Changed” report in an effort to create conversations among SMEs on the

importance digitalisation in the social media space, and how thousands of brands and

solopreneurs looked into new opportunities for growth despite the economic downturn.

What Is The “Life After COVID-19—How The Retail Industry Is
Forever Changed” Report?

Life After COVID-19—How The Retail Industry Is Forever Changed Report, or “The
Report” in short, is a research piece from Adglo that analyses the impact of the
government MCO on consumer sentiment, user behaviour, and brands’ digitalisation
strategies. Given the ever-changing situation with the MCO and COVID-19, this research

is considered as an iterative process where findings can evolve and change.

The Report's research consists of a total of 8 retail industries, 31 industry segments, 6,013
social media profiles, and 325,350 postings from Facebook, Instagram, and Twitter* over
a span of 105 days from 1 January to 14 April 2020. The data is crawled by Adglo—a

cloud-based, software as a service (SaaS) platform specialising in social media analytics,

business intelligence solutions, end-to-end sales funnel analytics, and big data services.

*Analysis and insights on Twitter have been omitted from the report due to insufficient data quality
during data collection.
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Purpose Of The Report

When a major crisis hits and affects the operation of your business, you'll be forced to
rethink of new ways to come out of the other side (mostly) unscathed. This report aims
to help SMEs understand the business landscape and its change in digitalisation
before, during, and after the MCO so they'll be able pivot their business strategies
accordingly and adopt the best practices for their company to evolve with the new

norm.

What Can You Expect From The Report

On an industry level, you'll be able to see how the MCO has impacted each industry in
varying degrees, some more than others. Some brands faltered under the pressure of
this unforeseen quarantine with partial lockdowns to complete shutdowns, while some
pulled through and saw the opportunity to leverage on social media to their brands’

advantage.

You'll also have access to data-proven emerging trends on social media, which could
give your business an edge. Trends that, from research, have shown to work for
particular businesses who were early adopters or even late bloomers. By the end of this
report, you'll have the tools in your arsenal to make more educated and informed
decisions for when you'll be steering your business into uncharted territories—with

digitalisation and social media at the helm to push your business forward.

The Report Is Brought To You By...

Adglo’s Al technology—employing big data powered analytics and data visualisation
which enables large sets of data to be processed in a relatively short time. It is then
sifted through Adqglo’s dedicated data science team to structurise and validate said data
to ensure accuracy, completeness, and uniformity. This structured data is passed along
the pipeline to the content team, whose jobs are to interpret the data to discover
solutions and opportunities by identifying patterns and trends. Finally, the design team
will communicate these findings by implementing clear visualisation methods like

charts, diagrams, illustrations, pagination, etc.

References: 1. New business landscape expected post-MCO, The Star Online
2. Covid-19: Malaysia SMEs see zero cash inflow for at least three months due to MCO, The Edge Markets
3. SMEs, traditional firms still face challenges in digital transformation, The Sun Daily
4. MCO: Businesses, public must understand SOPs before economy can return to normalcy, New Straits Times
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RETAIL BRAND SOCIAL MEDIA PROFILE TOTALITY

-

46

34]

486

8 industries, 31 segments, 6,013 profiles, 325,350 postings

Fashion

Apparel -oeeerere 722
ACCESSOrI@S ---mmmmmmmmormoooe 270
Shoes -------mmom 165
Bags ------oe 73

QSR ---rssrrmsrnssn s 46
Cafés o 341
Restaurants - 486
Snacks and Confectionery - 469

Beauty And Wellness
Skincare and Makeup - 15

Misc. Products and Services - 417
Salons -~ 190

Department Store And Supermarket

Department Stores -~~~ 26
Supermarkets - 62
Convenience Stores -+ 63
Pharmacies - 54

Leisure And Entertainment
Bookstores  ---roeroeeeeneieieeeooen 44

Entertainment, Hobbies, Toys
and Games «-------sosmeri 283

Education Centres and Facilities - 41

Home oo 371
AutomMotive «---roeee 182
Repair and Restoration -------------- 34

IT And Home Appliances

Gadgets and Accessories  ---------- 58
Home Appliances -------------------- 74
Computers and Mobile Phones-- 122

Hotel

3-55tars oo 679
Motels oo 23
Others - 104
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Unlock in-depth analysis of the full list
of 31 segments in 8 retail industries in
our full report.

BUY NOW




%- LEISURE AND ENTERTAINMENT

Digitalisation of Businesses

Before the MCO 67% ® Available Online

Unavailable Online

During the MCO 53%

+14%

*Before the MCO: 1Jan 2020 - 17 Mar 2020
During the MCO: 18 Mar 2020 - 14 Apr 2020

IT'S MORE THAN JUST FUN
AND GAMES AS THE MCO

With the MCO in effect, the leisure and entertainment industry saw
TKES E FFECT an increase of 14% conversion on Facebook and Instagram to

digitalise businesses. The barrier on face-to-face interaction during

the MCO suggests these non-digital native brands are looking for
The leisure and entertainment category covers a wide spectrum of interests, from alternatives to reach out to their target audience at home.

indoors and outdoors, close-contact sports or video games, to binge watching sappy TV

dramas. This research aims to analyse businesses within this industry, their strategies to
digitalise, and the effects on its core target audience; all while vying to stay on top of the

game during the MCO.

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 747 profile with a total of 47,412 Leisure and Entertainment posts Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 05



%.. LEISURE AND ENTERTAINMENT

Total Weekly Interactions The graph chart illustrates the total

rteractions weekly interaction for leisure and

14,000,000 L )

ounngieo | entertainment businesses on social
' media from 1Jan to 14 Apr 2020.

12,000,000

10,000,000

0N
6,000,000 \\ ._,/l

2,000,000 As shown, total interactions hit its peak on 11 - 17 Mar

2020, but took a sharp fall by 91% just a week after on
18 - 24 Mar 2020, which is the first week of the MCO

Period

01'Jan- 08Jan- 15Jan- 22'%an- 290an- 05'Feb- 12'Feb- 19'Feb- 26'Feb- 04'Mar- 11'Mar- 18Mar- 25mar- 01'Apr- 08'Apr-
07'lan 14'lan 21'lan 28'lan 04'Feb 11'Feb 18'Feb 25Febk  03Mar 10Mar 1/Mar  24Mar  31'Mar 07 Apr 14" Apr

implementation. It continued at a slow decline for

=e=Interactions

the next week, reaching its lowest point, then saw a

significant spike on 1- 7 Apr 2020.

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 747 profile with a total of 47,412 Leisure and Entertainment posts [\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 06



Before And During The MCO - Weekly Social Media Interactions Rate By Type

Shares Count Shal’es
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—e—Shares
Comments
Comments Count
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=8=Comments

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 747 profile with a total of 47,412 Leisure and Entertainment posts

BR

i LEISURE AND ENTERTAINMENT

A closer look between 1 Jan and 14 Apr 2020 can be seen here; by
comparing key interaction metrics on Facebook and Instagram to

gauge audience interaction behaviour before and during the MCO.

From observation, social media
shares and comments peaked
on1-7 Apr 2020. This coincides
with the earlier data whereby
total interactions had a spike
on the same period.
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Most Viewed Posts (Facebook)
Period: During MCO Week 3 (1 Apr - 7 Apr)

New Movie Trailers

1,149,041

1,184,095

1,145,240

ol TGV Cinemas
movie fiaintobusan? fpeninsula HTGVCinemas
#Peninsula
#TramToBusan?

PSR

BCSCMOVIES
POSCMOVIES

Contest

226,138

wih LEGO DOTS &
Stand a chance 10 win LEGO® DOTS ™ proguets by taking 4.
sereenshol; and posting your design in Me commens belaw

Create your own now at hiips wwwelepo comien

myamgaigretdots. Simply elick on the Try & now' butten

loczted on the right-hand comer of your sereen
Contest ends 19 Agril with 5 winners anncunced on 8 May.

Brand Awareness

179,697

dusing this MCO. Stay happy and stay sale evaryons!

HEPIMV - S0TE PIREN ) ETEEEIEE,
BT AN ST S E RS AR X e
R

%.. LEISURE AND ENTERTAINMENT

From 25 Mar to 14 Apr 2020, the top 3 brands with the

1. mmCinepiexes #, TGV Cincmas o LEGO fomh Spore Toto Makayela Sdn Bhd
= Apni2ari2as M. @ Apnl 2 2t TI0ZAM . @ Aol 2 8t 1000 AM - O = A4 a 29PN @
The Train Stopped a1 Busan, tut nol he zombies. Chieck out The train stopped &1 Busan, bat not the zomiies: Check aut [CONTEST] Lef's have fun! Galeh cur newly launched music video that h H h H H b k d
L of PENINSULA here! Coming soon o the latest teaser railer of PENINSULA now! Coming soon ta [E)*Im assemble, and sxpress yoursel over and over again sim\ms:l-amuu'er;-; ang encouragemsnl [0 faisa your spiits I g eSt I nte ra Ct | o n S rate o n Fa Ce Oo a n | n Sta g ra m a re

local cinemas GSCinemas, mmCineplexes, and TGV Clnemas

each at over 1M total interactions.

There are no rules with these ssts - just colourful tles and :
- your own imagination so get craative! 1
- TAG here: it iago blidwhZYFl 1
1
1
1
1
1
1 .
1
eeees GSCinemas

1
1
1
1
1
1
1
Lighthearted Posts .
1
167,287 82,771 69,556 |
1
’ ’ ’ ;

1 o
O Cawzania G Catania o GSCInemas |

L apnl & 5l 655 PN @ Apnl 5 at 1131 AM -9 April 8 8t 500 PM - @ ~ I I I I I I I I l e p eXeS
Buka cadar mu Ashah, ga usah malu-maiy Buka lac nak cari marker pen, tap benda kain yang akak Mies this? & 0D% 1K 20 Comanents 4 :
fumpa Trust e, | miss it 100 & @ Product Post ,
Thitok: catzonjamy Entah macam mana swek masik pun zkak 13k tahu 13 ok i - !
taknak kaluar pitak & 23 4 57 :
E — 1
, 1
1
1
Yamaha Music Malaysia

Brand Awareness @ Sh-@ .
Big, pro-leved sounds in a emall body. Cool affects and :
‘i 6 ‘i 65 creative control. An alternative 1o a MIDI Keyboard with '
, it own Tone Gensrator 1

D 31K 543 Comments 882 Shares

Pawfect Food iz with Ren Estrefa and 14 othere.

April 321 1131 AM -
Cur'top 14 faveurite doggo movies tor you to stay in & enpy
with yaur furkids! Get some popcome & tissues ready 9%
FTRE N sEpE TR, (PAFRT T3 TR
&, BE-FURFERIETENES —ENETR, B8
T

‘updated 2 most recammented movie

& High quality and touch sanssive muni keyboand
[ 42 Voices (instruments)

@ 138 Arpeggio lypes

& Phrase recording

@ Mation Effect

B USE-MIDI eonnection

@ Light and compace

& Built-in epaaker / Headphonas jack

@ Banery and USE hus powerad

Find oul mare hi

VT 2Ngd

aves Fmasic Feyboard

TGV Clnemas

On 1 -7 Apr 2020, the top 10 postings from Facebook and

w04 2K 1K Comments 4 5% Shases Ta,n Maay & Ma

aysate

Fyamahamusic

Cwlazk

Instagram consist of local movie trailers, contests, cat videos,

music instrument ads, and movie recommendations.

O0% 14K 1 8K Comrénts &7K Shares

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook | Data extracted from 514 profile with a total of 32,704 Leisure and Entertainment posts Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 08



%ﬂ LEISURE AND ENTERTAINMENT

Before the MCO During the MCO

3%

Prior to the MCO, businesses on Facebook have

6% been directing consumers to WhatsApp for

e-commerce purposes. However, there’'s a

24% L . : : . .
Sales Channels From significant increase in businesses directing

Facebook Profiles consumers to both Shopee and Lazada during the

77% 60% MCO period.
2%
For businesses on Instagram, there has been an
increase in call to actions leading to WhatsApp
instead.
fffffffffffffffffffffffffffffffff ® Lazada @ Shopee @ foodpanda WhatsApp

For businesses in the leisure and entertainment

Before the MCO During the MCO industry, WhatsApp remain the preferred platform

when it comes to doing e-commerce.
8% 10%

31% 25%

Sales Channels From
Instagram Profiles

51% 62%

10%

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 747 profile with a total of 47,412 Leisure and Entertainment posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 09



This world cloud shows the top performing keywords on
Facebook during the MCO. This correlates with previous
data showing WhatsApp as a key platform for leisure and

entertainment businesses to handle consumer enquiries.

promotion

B2
-

LEISURE AND ENTERTAINMENT

_ harga delivery O o
O;‘Eg"gg SehlnggamalaySIa tempahan . A7 ocnase
da”aU?nak%,ktaman s vapeonline jdar: g_ﬂﬁa”r%h
TJJUI’TWDE replika -:- L
© Sagu harlr'n product
_5 o br;wgg;s a pEIJ tapi raJa .JOh ; % ~ = Cepatcheque
3 ® o i dy thank
't 22 shopKorangstay Séady, o
i% Watsapp (< |Upap S '.J.:_ ok visit il.-:‘.de great kEthln (Dpfaklej Q) Dermula
"9 ”ewgemplremasama_jhsor erJaIan Q?:ngntact Hgg %’5,
—t tahun 9 _3_ .
dekat hatsapp IWasapk Stock pjyqnei 555 ©

secard home maca mtxtra
subang lepas

control

ol e

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook | Data extracted from 514 profile with a total of 32,704 Leisure and Entertainment posts

Promosl yyzilable
information

l\ Adqglo Life After COVID-19—How The Retail Industry Is Forever Changed 10




o Top 30 Profiles By Highest Interactions - (18 March - 14 April 2020)

Profiles
GSCinemas o------
TG Cime1:3'S | @~~~ — — = = = = = = = = = = = ~[= = = = = = === == mm e
Vs e 1 I @ - - - - - - - - = - - m o m ] !
LEGO I — !
=R
i I — H H H : . H
Catzonia Findings show the top 3 profiles in terms of interactions
|

Petsmore Malaysia

Sports Toto Malaysia Sdn Bhd
Yamaha Music Malaysia
OSIM Malaysia

Pawfect Food

Vape Empire Distribution SDN BHD - Malaysia
Gintell Malaysia

Gamers Hideout

The Guitar Store Malaysia
MagnumdD

Zoso Music Kuching

MPH CLICK

Bahtera Impian

AEON Fantasy Malaysia
Game Houz

MusicOutlet Kuching
BORDERS Malaysia

ToyPanic

TOY WORLD

Impulse Gaming lohor Bahru Branch
Box of Bricks

Kurodai Fishing

LEGOLAND Malaysia

ABC Cooking Studio Malaysia

Period: 18 March - 14 April 2020 | Source: Data from Facebook | Data extracted from 514 profile with a total of 32,704 Leisure and Entertainment posts

- 200,000

%.. LEISURE AND ENTERTAINMENT

rate come from local cinemas. This data shows movies are
the most engaging form of entertainment among the

Facebook audience in Malaysia.

Top 10 Posts By Highest Interactions - (18 March - 14 April 2020)

¥
1184,005 1,149,041
[:] R ifetaeton: =

18260 yraivl

167,297

291,881

20 [ 12 1726 245 FLy 3,082

&0e9 B2

Interactions

400,000 600,000 800,000 1,000,000 1,200,000 1,400,000 1,600,000 1,800,000 2,000,000

m Interactions

[\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed n



Top 30 Profiles By Highest Interactions - (18 March - 14 April 2020)

Profiles

catzoniamy
G5Cinemas
wheel_love
tgvcinemas
camp5climbinggym
abccookingstudio_my
mstgolf

bookxcess

CzipLee

Brainius
flowriderlutama
littleleaguesoccermy
popularmalaysia
loudspeakerkty
soulmateslab
blackjack_setapak_officially
snackfood
yamahamusicmalaysia
mmCineplexes
sweeleemalaysia
mphdick
legolandmalaysia
idol_ido_wuming
theguitarstore
cigarmalaysia
mygamershideout
bpballoongifts
missionworld123
plc_malaysia
vapeboss_petalingjaya

Period: 18 March - 14 April 2020 | Source: Data from Instagram | Data extracted from 233 profile with a total of 14,708 Leisure and Entertainment posts

- 50,000

BR

i LEISURE AND ENTERTAINMENT

Top 10 Posts By Highest Interactions - (18 March - 14 April 2020)

There is a diverse range of businesses with the highest

interactions on Instagram. catzoniamy, a cat hotel and

groomer, seems to be a business that has chalked up

the most interactions on Instagram. Cat owners could

be looking at pampering their feline friends during

the MCO.

‘!d'-;
Buy books online | ="

| _ATBOOKXCESS.

100,000 150,000

® Interactions

200,000

250,000

Other interests that have

relatively high interactions
include
skateboarding. As the MCO

activities,

rock climbing and
restricts  sports
audiences in this category are
likely finding a community
online to share common

interests.

Interactions

300,000

[\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed




%ﬂ LEISURE AND ENTERTAINMENT

66 From festival cancellations to movie delays, it's no
secret the leisure and entertainment industry
took a big hit. However, demand for content
consumption is at an all-time high during the
MCQO; as a result, a few brands took this
opportunity to create content that could resonate
with their audience who were stricken and

isolated by the quarantine. 99

Unlock in-depth analys'.'
list of 31 segments in 8 getail
industries in our full re[st. -

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 747 profile with a total of 47,412 Leisure and Entertainment posts Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 13



il

BUY NOW




ks HOTEL

Digitalisation of Businesses

Feeling
The Brunt Of  -&i ¢
e ru n .y é -'_;fl?r\ \ I i Before the MCO 79% ® Available Online
COVI D --I 9 .| ) o | Unavailable Online
: 2 g S e During the MCO 77%
. | | S [ dinlf +: X p -|w-2% o

*Before the MCO: 1Jan 2020 - 17 Mar 2020
During the MCO: 18 Mar 2020 - 14 Apr 2020 'I 'I I. 'I n 'I
,1 [.

The hotel and tourism industry s
undeniably one of the hardest hit industries
during the COVID-19 pandemic. Even
before the MCO was in place, businesses
have already started to feel the impact as

rising cases around the world gave rise to

travel fears.
There isn’t a significant change

. . . . in the number of hotel operators
Although hotel services are listed under essential services that are allowed to operate
shifting their business operations
during the MCO, hotels are prohibited from accepting new bookings. This, coupled with = =

online during the MCO.

massive room cancellations, effectively brought the industry to its knees.

Adglo analysed 810 hotels’ social media accounts before and during the MCO* to

see how the industry players are reacting to the pandemic.

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 14



bms HOTEL

o Total Weekly Interactions o Post Format
2,500,000 1600
Before Covid-19 During Covid-19 During Covid-19
1400
2,000,000
1200
1000
1,500,000
v \/\/
1,000,000 600
400
500,000
200 \”‘_/\\'/’
\_/\ - . - I ———— e G S—
(4]

01'an- 08Jan- 15'an- 22an- 29an- O05'Feb- 12'Feb- 19'Feb- 26'Feb- 04'Mar- 11'Mar- 18'Mar- 25'mar- O1'Apr- OS'Apr- Oldan- 08Jan- 15Yan- 22%an- 29%an- O5Feb- 12Feb- 19Feb- 26Feb- D4'Mar- 1l'Mar- 18Mar- 25mar- OLApr- OSApr-
07'1an 14'Jan 21'an 28'1an 04'Feb  11'Feb 18Feb  25'Feb  03'Mar 10'Mar 17'Mar  24'Mlar 31'Mar  07'Apr  14'Apr 07'Jan 14'lan 21'Jan 28Jan  04'%eb 11'Feb  18'Feb  25'Feb  03'Mar 10'Mar 17'Mar  24'Mar  31'Mar  O7'Apr  14'Apr

=—e—Interactions —s—Photos —+—Videos —+—0Others

Before the MCO

e T Interactions dropped drastically across the board

SN for the entire industry during the first 30 days of
MCO as hotel operators decreased the number of
rors social media postings on both Facebook and

During the MCO

Platform Shares Comments Reactions Video Views

Interactions
Facebook 12,906 4,235 100,456 253,903 371,500 I n Sta g ra m .
Instagram = 2,427 136,955 111,749 251,131
Total 12,906 6,662 237,411 365,652 622,631

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts [\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 15



ks HOTEL

Most Viewed Posts (Facebook)
Period: During MCO Week 1- 4 (25 Mar - 14 Apr)

= Hollday Inn Resort Penang
Agril 2at 7:21 PM @

Caffes packs, craamer, sugar ard four.

Sorma days may be maogh but know that
#WalvainThisTogathar,
Fram ey AM1D per pack, we haps that this will keso
you sake and uplfied. w

I yau ars staying around Batu Femnghi and in nesd of
one of these emengency seif-care packs, PM 15 o give
15 a cal af +604 880 BI6E and we will defver i o your
soorsien. o

Knaw someone wha will Benetil from such assistance?
Epraad he message, tag tham ar aend £ 1o them asa
ot

#WeAralnThisTogether

e st In This Together 99
OO 5 Shares

= Shangri-La Hotal, Kuals Lumplr

Aori3a 5IIFM 9
The Dalgona coffes craze has hit Shangri-La Hatel.
Wil Lumput!
Span hede = Nalson and Wak whipping Lp 1ha uthest
eaoffes foam within 3 minutas and 12 sécands usng anly
& &poon (10 bisnder neededws| .
Traders Hotel, Kusta Lummgiue, we chalangs you 1 beat
oL ime of Imi2s!

#DlYeoftes

#5L5EAAChallange

Wall Kasar

O 4 83 Commients 141 Sharss

= _ Darmal Beach Reson bt

Al TR B4R PM @

Theiga are the kitd words by oui valusd guests Alae and
Larraina..

“As & result of the global Coranavinas crisis, my wile.
Larraing and | have been strandad for a numer of wesks
under Ipckdown a1 The Dama: Bsach Aesorl. We have
now managed o securs fights home to the UK and will
ba degarting.

Az one can imaging. this has bean a penod of
congiderable anxiaty and werry for us, hawewer dunng
thiz perod the Management and Siaff at DBR have baan
wendartul, they have provided 3 of 1he things as human
beings we all crave - Food. Shelter and a sense of
sacurity. The aitituds of DER has baen one of kindness,
genernsity and considsraion and words ars hard o
coma by to-saprass how sankful ws are i tham.
Especially when taking inm accaunt thal all sia am
under the same canditions as us and have the same
Fears and worries but have nonetheless gone aout their
chuties with warm smiles and kind words. Never have fhe
words “we'na al i fhis fogefier” being more poignant
Fer us the Ine between guest and staff na longer exmsts.
we are now ans tamily

Thari you DBA, you are a shiny example of the kindness
and Hospiality of the Malaysian peosie We wil be back.
Wi would also be 1o thank the ministry ol haalh.
ministry of Wurtem, police and amed forees of Maiysia
wha are the hantine. Whist cur mteraction with them has
been lirfed we are 20 imgressad by the prodassional
and courteous manner n which they are carryng oul
their duties in such difficul circumslances

Maiaysia, Sarawak, OB, e loak 1arward 1o rensning in
happies circumatances. Thank you.”

#DER #damabeachresormaments fwecare
#ainatmilikku fwakthetalk #spreadiove fstapcalm

#Huching #Serewak #aarawskiravel
#earawanTOrBtorECoVEr

WY DAMAIBEACHRESORT COM
Athank you message fram Alex &
Lorralne

OS2 18 Commenits 24 Shares

The Officksl Page of Raverside Majestic Hotsl ™

Kuehing
Masch 25 - @

Ta allaf gur fiends who ars working on the fronlline, we

salute alf of you and ghing it back o you by showing our

fullest maral suppart in fhe battle against $Cond19. We

ate akways tere 107 you in pirl and fogecher we can

avescoma this oulbseak sooner or ater

#utaynate falayhealthy #etayathomea fcee

W RIVERSIDEMAJESTIC, COM
GSA programme Fiversioe Majestic

| Learn Mare

00583

E Shangri-La's Raga Sayang FMesor and Spa
posied & vidao o playlist Hotel n Geners

AT a 1110 AM ®
S back, relax and enjay the viden 10 See Te 10ms that
b Befara your ayea, the i dan, our

Iowaly beachfront, tha dynamic shoreine, the captured
natural pheramena in siow moban, the horizon and the
lewely interplay of colours wein our rascrt grounds

Shangri-La's Rass Sayang Resort &
Spa, Penang
ooz 4 Commerss 50 Gharas

Banyan Tree Kusls LUMpUr posted § vides (o
playlies Culinary Sehaol by Banyen Tree Kuat
Luipur
Aprig8at 315 PM -2
From our kitchen o yaurs - try your tand 51 Chef Fiipoo's
1ake an a Seuthern Rulian dish, Eeing ingredieres that are
aazily accassinis ol yearraund The Grasn Zusshe|

i i that packs a tangy
punch, enough to wake you up on a warm afamcon
ABOUT THE CHEF-
Execuive Chet, Fiippo's mis af Banyan Tres Muals
Lumnpur and Pavilon Holel Kicala Lienpur ncompasses
mamaging tha emire sulnary opemhons, Ha began nia
carser in 1902 and was grarted cpporunfies o werk ab
Trve atar hotels across the glebe, including two Michelin-
sar estawams i Iy, Hs workvids esperience has
allowad him 1o develop an unrivalied passion for

Make Graan Zucehini Patato Gnazehl
Like Chet Filgpe

L==1 15 Commentz 41 Shares

4 Comenants 131 Shares

Furama Buklt Bintang, Kuaka Lumgur
Mareh 27 - @
FREE DELIVERY! First 10 ardars will raceive a free dink
per ordar.
Rising to the £3:aydiHome states quo, et us bring hatel
culinary right %o your doorstep insteac!
Wa have Azian and Westarn cuizines to Healtly Eats and
Horkdie Bites Mot 1o mentioned debtiously dessaris by our
pastry chels.
Cur menu = aveldable on the Mem Tab.
Call 03-2768 8582 to order.

Get Directions

o4 2 Sharzs

Pavliian Hotel Kuala Lumpur Managed by

Banyan

AmilBat 310 P -9
Fecen car kikchen o yoars - fry your band ot Ched Flippe's
1ake on & Southerm IEkan dah, Leing ingrecients mat ars
egly scoessibe all ysar round. The Green Zucthine

i i 2 vegelari atangy

purich, ancugh 1o weke you up an 8 wam alteToen.
ABOUT THE CHEF.
Exacuthoe Chef, Fillppa’s rofe at Paviion Hotel Kuaia
Lumpur and Banyan Tres Kuala Lumpur ancompasses
managing the entire cuiraty osesabons. He began his
caraer In 1982 and was granied cpportUinities o wark at
tive star hateis acmss the globe, irclxdng rwo Michain-
star in laly, His weorkdvide sxserisnce has
aliowed him 0 develop an unrivaliad passion far

o010 4 Bharon

Barest Grand Subimg

ALl TR 14PN 8
Frestiy Boked uly, 1 selecion of preseraative-boe
Eradt e ronw didatks B UL b nfaymert
slartig dth A 2020, DALY, from 8 Ofam to 3 (dym
Belect yeur favaisties. g i and cape i b seb-
‘oaiie i b yDarsstilaing CR WiStsAGD <60 16 2011
P48 wih your orders inefhos fect) o the e below
1) Wit v | Thg | 130 sl pee ) | FRL 00
2 Whoremeal boeac | Tk | (30 shces par al) | RGO
3 Ecvitel breea | S00gme | AMEDY
&) Fiarier bisas § iens | FALC0
) Ol 3roact | 520gme | RWEC0
T Wi Giais trmed | BC0GS | A3 00
7 Py o | 5204 1 AUE 00
B Frarch Bagustts | 40grma | R 00
My Entriiee. Dty W oo sendbians apehy.
For s senmaten e (i theing CGHE, ke
Dffers pagn ai bt i oo, com itk
3 ez fam

FauntTamay Sk iam SSey Hoathy
#SiySele SOt Mol $GoodWibes AoodEan.
STisratHon y Sakiysa

CEreshly Baked Daily
No Prd B lativ

o1 3 Comrnts 1t Samw

Without the option of accepting new
bookings, hotel operators have shifted

focus to food and beverage, from

cooking demonstrations to food
delivery from their restaurants, in an
effort to remain relevant to consumers
who mostly remain at home cdue to the
restrictions of the MCO.

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts
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bms HOTEL

o Top 10 Posts By Highest Interactions - (18 March - 14 April 2020)

i #DudukDiamDiamChallenge

READ THE CAPTION FOR
MORE SURPRISES! &

YNV ARK

With hotel stays out of the questions, hotel
operators have to switch up their social

media postings to keep the conversation

Hod

going. From cooking demonstrations by ?

their in-house chefs and riding on the

latest Dalgona coffee or BTS trends to
giving shoutout to frontliners and holding
social media contests, hotel operators are
using social media to stay top of mind
udukDiamDiamChallenge . | e - e | A ‘ : during the MCO. /

READ THE CAPTION FOR
MORE SURPRISES! ©

Period: 18 Mar - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 17



Sales Channels From
Facebook Profiles

Sales Channels From
Instagram Profiles

Before the MCO

1%

28%

52%
3%

5%

® foodpanda ©® GrabFood

® Booking © Traveloka

Before the MCO

1%

51%

5%

During the MCO

12%

2%
5%

52%
4%

4%

© WhatsApp

© Agoda

© Trivago © Hotels

During the MCO

6%

1%

6%

1%
1%

63%

Period:1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts

Ems HOTEL

As hotels took measures to diversify

their business strategies, the
e-commerce platforms they're on
also changed correspondingly, with
more hopping on food delivery

platforms and WhatsApp to reach

(O

the consumers.

l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed
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bms HOTEL

Key Learnings

Unlock in-depth analysis of the R . t.
full list of 31 segments in 8 retail e I nve n I n g

industries in our full report.

Afloat

7/
STAY
AFLOAT

“ Things have become pretty quiet in the hotel
industry as it battles heavy losses in the wake of
Covid-19. The few industry players who have

remained active on social media are exploring

different business strategies to stay afloat in

9

these trying times.

Period: 1Jan - 14 Apr 2020 | Source: Data from Facebook, Instagram | Data extracted from 810 profiles with a total of 31,025 hotel posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 19



M

Unlock in-depth analysis of the ful

31 segments in 8 retail industries i
full report.

BUY NOW



[ ®» E-cOMMERCE

As e-commerce remains one of the few
industries that thrives during these
challenging times, Adqglo tracked and
analysed the ad content and strategy of
five major e-commerce platforms during
the first month of the MCO from 18 March

E-COMMERCE IS THE A to 17 April 2020 to see their different
NEW NORM approaches to this shift in the industry.

In light of the MCO implemented as a measure against curbing

the spread of COVID-19 in Malaysia, there has been an increase
in the number of businesses pivoting to digital platforms as

people shift their spending habits towards online platforms.

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Lazada, Shopee, Zalora, Sephora and Hermo profiles with a total of 2,105 advertisement posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 20



[ = E-cOMMERCE

|
- ! i [Raya RM 10 Essential] on Apr :
: Apr 4 onwards ! | 13 onwards |
Shopee ' - Dalgona Coffee, Home ! | Grocery: Eashion, Cooking
- Work Out, Home Desk, : e et et et e e T
|

T — ,
| [Raya MegaSales]on
' Apr 14 onwards .

Shopee Sets Sights On Consumers; Ads

[ ]
17%
Ride On Current Trends
Ad Ratio and
Content Type Shopee strategises its advertising content based on current trends and the needs of
gers consumers.
30% The MCO has caused a visible paradigm shift in spending habits as people began to
spend more on primarily essential goods like groceries and household supplies.*
® App Download Free Gift ® Shopee Online Game ® RMI10 Raya Daily Essentials ) _ _ _
Ad promoting free gift upon Hari Raya exclusive online game Hari Raya essential items for only Shopee sees this as an opportunity to fulfil the essential needs of consumers by
new app downloads to win prizes RM10 . . ) . . . . .
introducing promotions like RM1 deals on groceries, fashion, and kitchen appliances
i 0 . . | .
MCO Stay Home Essentials 50% Super Deals Raya Deals . as well as focusing their advertisements on these offers to capture the attention of
Promotion on stay-at-home Promotion of up to 50% off Hari Raya exclusive promotions
essentials during the MCO consumers.
RM1 Deals ©® Product Promotion
Promotional items at only RM1 General product promotions *Source: Janio

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Shopee profiles with a total of 698 advertisement posts [\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 21



[ ®» E-cOMMERCE

|
ﬁShopee 0% 6%
Shopee reigns as Malaysia’'s
Ad Ratio and
30% o *
app and website.
Shopee pairs its offerings with a comprehensive and aggressive
ad strategy to clinch the top spot as the most popular
® App Download Free Gift ® Shopee Online Game ® RMI10 Raya Daily Essentials Iatf in th .
Ad promoting free gift upon Hari Raya exclusive online game Hari Raya essential items for only e-commerce platform in the nation.
new app downloads to win prizes RM10
MCO Stay Home Essentials @ 50% Super Deals @ Raya Deals This strategy is seen even during MCO, with the platform having
Promotion on stay-at-home Promotion of up to 50% off Hari Raya exclusive promotions . .
essentials during the MCO 184.9% more ad sets compared to Lazada during the period of 14
© RMI1 Deals ® Product Promotion - 17 April 2020; the majority of these ad sets are promotions
Promotional items at only RM1 General product promotions which drives traffic to its official app.
1%
*Source: Statista, Marketing Magazine
Ad Type © Click To Website

©® App Download

©® Engagement

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Shopee profiles with a total of 698 advertisement posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 22



. Lazada

Ad Ratio and

Content Type
50%

® Promotion
Highlight on special sales such as
Lazada's birthday sales

® Lazada Business Stimulus ® Mobile Accessories
Package General product feature on

Seller recruitment via mobile accessories

'Pakej Kedai Pintar'

© Lazada Brand Awareness © Other Brand Products
General branding posts General product feature

4%

® Click To Website
Ad Type ® App Download

©® Engagement

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Lazada profiles with a total of 245 advertisement posts

[ ® E-cOMMERCE

Lazada Focuses On
Recruiting Sellers [

Lazada took a different approach by launching a business stimulus package,
‘Pakej Kedai Pintar’, to support e-commerce entrepreneurs and small

medium enterprises (SMEs).

50% of Lazada’s ad sets promote its business stimulus package which

entitles sellers to customised benefits such as free shipping services and

access micro loan facilities.

Over 160 businesses from various industries have setup e-commerce

storefronts on Lazada since March 2020.*

Driving Traffic to Website

Corresponding to its ad sets, Lazada sets a majority of their ads to drive traffic
to their websites, with more than 50% of it focusing on sellers recruitment
through ‘Pakej Kedai Pintar’ and the rest pushing brand days and product

promotions.

l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed
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[ ® E-cOMMERCE

Hermo Continues To Encourage

HERMO

® Aclive
8% Sales Transactions Stated urning on A 13.2020
® Brand Promotions LFlofel)
Brand-specific promotions . Harmo Malaysia
Hermo continues to promote brands and products on Sponsored

® Hair Care Fest - . o : . . : & Buy Now, Pay Laier on HERMO!
Lo e e g e its platform, with 52% of the ad sets highlighting its T —

Ad Ratio and i : . : : Split chase into 4 interast ir s d
hair care products hair care campaign while 34% feature brand-wide e il
Content Type ® Brand And Product promotions. Shop all your beauty must-aves withou! paying in one. .
Highlight on brands and products
available on Hermo
Rely PayLater Its main ad strategy directs consumers to product
Instalment programme in .
collaboration with Rely pages where they can make purchase on the spot via HERMO  Rely
its website. Buy Now, Pay Later
In April 2020, Hermo partnered up with Rely to launch
the “Buy Now, Pay Later” instalment programme,
offering consumers the option to pay for their
O, (o) . . . .
% 1% purchases in interest-free instalments. This looks to be
: . . . HERMOxRely F'ayLaE)ter La_umI:h!
a response to Malaysians’ decreased spending*. il Shop Now
] ) ) *Source: MSN
® Click To Website (App Link)
Ad Type ® App Download (Product Page)

) Rely
® Engagement e+ Rely rayiater

HERMO dhRely
Buy Now, Pay Later

Py for your p in d interest-free pay
a

e every two woeke.
) RM 120,00
E} tocay's Paymont 130,00

@ hlar 2070 M 20.00

18 Ml 2020 "M 20.00

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted fromm Hermo profiles with a total of 292 advertisement posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 24



® Brand And Product

SEPHORA

7%

19%

Ad Ratio and
Content Type

6%

® 15% Off On First Purchase
15% off first online purchase

® Beauty Pass Exclusive

Highlight on brands and products Highlight on Sephora's loyalty

available on Sephora programme on Sephora
App Download @ Others

Driving traffic to download the Other content types featured

official Sephora app in the ads

Sephora’'s Social Media Ad Strategy Unfazed By The Effects Of MCO;
Leverages On Popularity Of Big Beauty Brands

Sephora focuses largely on achieving product sales during MCO—with 60% of
its ad content type focusing on product highlights. Of those, 53% of it features

makeup and 24% on skincare.

There is also a significant emphasis on pushing for downloads of Sephora’s
official app, with 19% directed towards app downloads, 6% to first purchase

promos and 8% to Beauty Pass Exclusive promos.

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Sephora profiles with a total of 728 advertisement posts

[ ®= E-cOMMERCE

waw e @EO " omg .em,-u o @EQ .51 tdl Apr € 220
g T o SAanted rursang on Apr ), ARG e running on Apr, o ke funnng crApe &
Clivi D 55478103 10151 - 174050501 B 10 54 55T 30s

i
. SEFHORA
Soomaared

@ =
Soansores
Diinta Chnique's Moistar T2-Hour Ay
Raplanizing Hydraior parioet for = dan types - s 21
sboud guing yoer skin a ksdng Scost of hycrason!
2Um|qneiigm

EEFHORA
Spansared

SEFHORA

th:};]wmé‘huu it liom The hikey List f Bpwrmned

Hzes rour chancs 1o sag iy suncare Traal tarsth 60 W TLC with the KEW
k:giunacwm!km-mmﬁw atvery accessibly iovepnicsophy Moturs In A Jor skincare rengs made
priges [ ¥ @

Clogged paves. dark spots and a dul coriexion? Rever
hawrd of thom. g Hera's why vau noad to add
AHMEHAS o your chincats fouting, AENF. Ena0 pore-
reinng skrcare v o hitip:isph shopdl¥-
Sagncravaclut

FTheSaghaYesd el 81 YULFS N eaire B In-apn & SEpnoE

MO ONERIABIE SrINE BNG P-0pD A1 Sephora.

hai's pven tsner these pruducts come in eoo-fiendy
ANawISeptors pechagng {}

® Active ® Ao ® Adtve %
z Saged rming oo Apr 13, 2020 rurmaTg o Apr 14
Started running en Apr 7, 2020 @B Q - Started

D B2 120153 5037554 ID- 258342757161 4474
ID: 3752562138140001 onae B
Spanzored
SEPHORA Sconsored B.E &Tm- onite Licuities Lign rnctl\:unm m:;:ﬂe
Sponsored 2 : (A Cosmesics. Becauss we could 2 use &
: . ' ! e o At e sy S e qood et ©3 This pssfead sl or fsse and
Great har starts from withn! Botanist Bctanical Scalp m ’ ) body & infused with sunfiower of and vitemin E for ol

A 5 day moicture. £
Shampon (Applz and Lime) gently removes dirt and " -
Take pour pick from Kamil ' Craam Bady Clearsar et your orline and in-apet INewatSephors

SEPHORA

grime while moisturising dull or dry hair. Botanical Scap
Treaiment (Citrus & Musk) desply penetrates sealp to
imprave its condition, while Botanical Har Mask
(Raspberry & Aoricot) soothes and smoothens for a

B Pl Dewrlorant Cream ared Sii™ Body Lotiun fu
nvdrace. soothe and réplenish your skin effectvely @

sleek 1angle-fraa finish. .

Featured Product Type
At a closer look, a large portion of their ads

from 14-17 April 2020 features globally

recognised brands like Fenty Beauty,

24% 24%

Clinique, and Urban Decay—which could
be Sephora’s strategy to leverage on the
popularity of big beauty brands to achieve
their objectives: sales, sign-ups, and app
downloads.

53%

® Skincare
©® Makeup

® Others

l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed
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ZALORA

# Sponsored
We now deliver Foods, Health and Household items. I ! E-COMMERCE
straight to your deorstep! —

Zalora launched the Household Essential Category on 23 March 2020, roughly a

ZALORA

week after the MCO was implemented. The diversification of its offerings looks to be
addressing consumers’ demand of daily necessities during the pandemic. The

launch of this new category also coincides with a rise on search interest of Zalora on

AY mEal iVaF Badi

Google the very same day.

Diversification Is Key

ZALORA
23March- Q@

% New 'Essential Supplies' Category!

We now deliver food, health and household items straight to your
doorstep:

hitps:/zir.my/2UwagGwW

Zalora's ad strategy mainly pushes product promotions, with 58% of its ads driving
traffic to product pages. Aside from product ads, Zalora also directed 42% of their ads

mﬁgwoﬂmw towards the official Zalora App download.
WWW ZALORA COM MY

STOCK UP!
OhABEDSIDNINFN N 000 e J
SUPPLIES

aight

® zalora

Search term + Compare

Malaysia « 3/17/20-4/18/20 All categories v Web Search «

Interest over time |

® Click To Website (App Link)
Ad Type
© Click To Website (Product Page)

50

58%

Mar 17

Period: 14 Apr - 17 Apr 2020 | Source: Facebook Profile Page Transparency | Data extracted from Zalora profiles with a total of 142 advertisement posts l\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 26



[®= E-cOMMERCE

Key Learnings

® Shopee hones in on consumers by
Ada pting And riding on current trending topics and
pushing promotions on essential goods

° ° followin the shift in consumers
Adjusting To ,

spending habits

® Lazada targets SMEs with business

' The NeW Norm stimulus package to encourage

e-commerce adoption

Unlock in-depth analysis of the full list of ® Hermo partners up with Rely to offer
31 segments in 8 retail industries in our interest-free  payment options for

full report. consumers to encourage spending

® Business as usual for Sephora as it
leverages on popularity of big brands to
target its consumers

® Zalora expands product line to offer
essential supplies and daily necessities

in addition to its staple fashion options

——
Period: 14 Apr - 17 Apr 2020 | Source: Facebook Droﬂie Page TranspErEmty [ Data extracted from Lazada, Shopee, Zalora, Sephora and Hermo profiles with a total of 2,105 advertisement posts [\ Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed 27
—
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PURCHASE FULL REPORT

Basic Report Full Report

Insights FREE RM300

Main Industries

- Digitalisation of businesses*

- Top content on social media

- Top 30 profiles with the highest social media interactions
- Top 10 posts with the highest social media interactions

. . . 2 Industries 8 Industries
- Top performing social media hashtags
- Sales channels changes*

*Before The MCO vs During The MCO

Key Learnings

Segments Under Main Industries

Social Media Trends and Insights
- Digitalisation of businesses*

- Top content on social media Q 31 Segments
- Top performing social media hashtags
- Sales channels changes*

*Before The MCO vs During The MCO

Key Learnings

Adqglo Life After COVID-19—How The Retail Industry Is Forever Changed 28



Insights

Basic Report

FREE

PURCHASE FULL REPORT

Full Report

RM300

E-Commerce

Ad Strategies of Major E-Commerce Platforms

- Shopee
- Lazada
- Hermo
- Sephora
- Zalora

Key Learnings

Social Media Influencers

Social Media Influencers Segment
- Travel and Lifestyle

- Technology and Games

- Health and Fitness

- Food

- Beauty and Fashion

Content Strategy on Instagram

- Post distribution by format*

- Top 30 posts with MCO related hashtags
*Before The MCO vs During The MCO

Key Learnings

Adqlo Life After COVID-19—How The Retail Industry Is Forever Changed
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RETAIL REIMAGINED

The COVID-19 pandemic has led to a series of unprecedented challenges worldwide.
As Malaysia battles to flatten the curve with the implementation of the MCO, the
retail industry faces its fair share of challenges, with certain industries riding out this

pandemic better than others.

Many retail businesses in the nation have already started to adapt to the new normal
and amp up their digitalisation efforts. We've seen a change in not only e-commerce
approach, but also in social media strategies, as businesses try to reach out to

consumers whose behaviours and habits changed as a result of the pandemic.

Adglo's data-driven insights will now be more crucial than ever for brands to better
understand their consumers’ needs as well as tailor their communication and business
strategies accordingly. Social media, being one of the most reactive resources at hand,
will be a key tool in building the bridge between brands and consumers as well as to

push e-commerce sales.

While there isn't a clear prediction of COVID-19's full impact in the near or distant future,
businesses can take this opportunity to adapt their strategies to not only survive in this

volatile market but also thrive in the long run.

BUY NOW

Unlock in-depth analysis of the full list of 31 segments
in 8 retail industries in our full report.

To continue the discussion, join us in our

Facebook group:

https://bit.ly/adglogroup

Speak to our team to learn how you can transform
your business with our data-driven insights.

https://insights.adglo.com/enquiry

This report is brought to you by Adqglo, a software as a service (SaaS) platform that
empowers brands to grow and make better business decisions through in-depth analysis
and data-driven insights. Our Al-powered solutions include social media analytics, .~

business intelligence dashboard, end-to-end sales funnel analytics, and big data services.

www.adqglo.com
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