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Overview
of the research

The survey was undertaken
from September 9-22, 2020

Data sources:

Quantitative sources Qualitative sources

Survey of permanent Latvian Interviews with the management
residents aged 18 to 75 in of medium and large businesses
all regions of Latvia (SKDS (Vilands Associates &

Research Center), including: VA Government)

1,011 direct interviews
in the respondents’ places
of residence;

1,005 respondents
inan online survey.




How have public
expectations changed within
the past year regarding
businesses and brands?’



The public is increasingly considering factors other
than price and quality when selecting goods and services
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Cares about Acts on issues Takes a stance Treats Values

environmental which are important on various employees transparency
protection to society socioeconomic issues ethically
: at, apart from price and quality, determines your choice in favour of a bran
2019 USG 2020: Wh f ice and quality, d i hoice in f fabrand
orservice? | will list a number of factors, and after each one, please tell me if this factor is very
2020 important, somewhat important, somewhat unimportant or very unimportant.

Base 2020: all respondents, n: 1011, Base 2019: all respondents, n: 1015



A viewpoint from businesses




A growing number of people base
their purchase decisions on a business’s
approach to current issues

of people replied that, apart from
quality and price, their choice
in favour of a brand is determined
by whether a business thinks also about
current issues, not just profit

019 OZO

USG 2020: What, apart from price and quality, determines your choice in favour of a brand
orservice? | will list a number of factors, and after each one, please tell me if this factor is very
important, somewhat important, somewhat unimportant or very unimportant.

Base 2020: all respondents, n: 1011, Base 2019: all respondents, n: 1015
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More than half of respondents also expect businesses

to take a stance on important public social,
political and economic issues

3 / This marks a significant
increase since 2019.

USG 2020: What, apart from price and quality, determines your choice in favour of a brand or service? | will
list a number of factors, and after each one, please tell me if this factor is very important, somewhat important,
somewhat unimportant or very unimportant. Base 2020: all respondents, n: 1011,

Base 2019: all respondents, n: 1015



A viewpoint from businesses




What are the most pressing
Issues 1n soclety that
businesses can solve?



Public health continues to have the highest priority

on the agenda

While unemployment

and employment™ comes

in as the second most relevant
issue this year which requires
a more active solution

Public health is the most frequently-mentioned
issue which requires a more active solution

Unemployment and employment

Reducing corruption

Solving education issues

Reducing inequality

USG 2020: Which of the following social, political and economic issues are the most Environmental prOteCtion

relevant right now -i.e., which issues need the most active solution? .
Please state the three most relevant topics. Base: all respondents, n: 1011 and climate cha nge

*Unemployment and employment was included as an answer for the first time.



Employment and public health are also top priorities
where society expects a more active public position

from businesses

Environmental
protection Education

Unemployment and
employment  Public health
Reducing corruption
Demographicissues

USG 2020: Which of the following social, political and economic issues

are the most relevant right now - i.e.,, which ones need the most active solution?
Please state the three most relevant topics.

Base: all respondents, n: 1011
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These are also the key areas where businesses
should invest their profits

60%

40% — -

20% — - - - - —
50% 49% 34% 32% 29%
0%
Solving public Unemployment Reducing Demographic Education
health issues and employment corruption issues and support issues
for families with
children

USG 2020: Imagine that your favourite brand has decided to dedicate a portion of their
profits to resolving a social issue. Please select up to 3 areas that, in your opinion, the brand
should prioritise by supporting it with a portion of their profits. State the most important
issue first, the second most important second, and the third most important third.

Base: all respondents, n:1011
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Does society expect businesses Lo
focus on environmental,
social and governance topics?



Expectations towards businesses on environmental topics

have changed this year, mainly due to changes

in our daily lives in 2020

Believe that businesses have
to take a more active stance
on environmental protection
and climate change

Name environmental protection
and climate change as one

of the three priorities that businesses
should support with their profits

USG 2020: (1) Which of these social issues do you believe brands and businesses should take a more active
public stance on and role in?

(2) Imagine that your favourite brand has decided to dedicate a portion of their profits to resolving a social
issue. Please select up to three areas which, in your opinion, the brand should prioritise by supporting it with

a portion of their profits. State the most important issue first, the second most important second, and the third
most important third.

Base 2020: all respondents, n:1011, Base 2019: all respondents, n:1015



However, it is still important that businesses continue to prioritise
environmental issues in their everyday operations

Environmental protection is the next most important factor (after price and quality)
when choosing a brand or a service

6@ 58%@

Believe it is important that
businesses advocate for the

businesses care about
environmental protection considerate use of resources

USG 2020: What, apart from price and quality, determines your choice in favour of a brand
orservice? | will list a number of factors, and after each one, please tell me if this factor is
very important, somewhat important, somewhat unimportant or very unimportant.

Base 2020: all respondents, n: 1011, Base 2019: all respondents, n: 1015
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The importance of social and corporate governance topics
has increased significantly for society this year

3° s
637@ 617

It is important that businesses
are as transparent as possible treat their employees ethically

USG 2020: What, apart from price and quality, determines your choice in favour of a brand
or service? | will list a number of factors, and after each one, please tell me if this factor

is very important, somewhat important, somewhat unimportant or very unimportant.

Base 2020: all respondents, n: 1011, Base 2019: all respondents, n: 1015
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A viewpoint from businesses

66

Sustainable economic development is based not just on the environmental
dimension, but also on a social one. Sustainable business issues should always have
both an environmental aspect and a social one - you create an inclusive environment
within your company. This is a big topic both for large and small businesses, and

itis also the European Union’s main ‘new standard’ that we all have to implement.

66

Our company wrote our first analytical review of these issues 20 years ago. That
was the first time we came close to the idea that a business is responsible not just
for its use of resources, but also for its relationships with people. At the end of the
nineties, we expanded to European Union markets, at which point we showed our
attitude toward society and the environment through reports, mainly to our clients
in Europe. We have therefore integrated many of these principles in the standards

that we closely follow.



How does society evaluate
the behaviour of companies
in the Covid-19 pandemic?



Most people believe that Latvian businesses in general have adapted
to the new circumstances created by the Covid - 19 pandemic

Hard to say 9% 79 Have fully adapted

Have not adapted at all 47

63% Have rather adapted

Have rather .
not adapted 17

21/ 702

HAVE NOT HAVE

adapted in general adapted in general

USG 2020: Do you believe that Latvian businesses have adapted to the new circumstances
regarding the COVID-19 pandemic?
Base: all respondents, n:1005
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Which industries gained the most during the Covid - 19 pandemic

thanks to advocacy and lobbying?

Tourism

N N
N N

Healthcare

Transportation -3

Construction
.
Arts and entertainment
.
Agriculture
. I
Retail
(&5 |

Food and drink

Finance and insurance

Education and
science

0 5 10 D 20 25

‘ Opinion by those employed in the industry
Opinion by those not employed in the industry

30

Tourism, healthcare and transportation sectors are
perceived as gaining the most from their advocacy
efforts. Despite very different practical results, this
has been stated by both - industry insiders and
general society.

The effectiveness of advocacy and public affairs
is not directly linked to society’s perception and
share of voice in the public space.

USG 2020: This year, the government developed several mechanisms to support business
during the COVID-19 crisis. Which industries do you believe gained the most (including
governmental support and changes to industry regulation) thanks to advocacy (lobbying)
activities? Please select up to three industries.

Base: all respondents, n: 1005
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Who can best solve 1ssues
that are important to society?



While in 2019 the public was most optimistic of the Government
and media’s ability to resolve social issues, this year they mainly rely
on the Government, Parliament and local authorities

LATVIAN GOVERNMENT LATVIAN PARLIAMENT
(SAEIMA) LOCAL MUNICIPALITY

707 66% 667

USG 2020: In general, do you believe that these organisations are able
to resolve social issues? Answers: Yes, Probably yes, Probably no, No, Hard to say.
Base: all respondents, n:1011



The ability of other organisations to solve issues
that are important to society

60 —
40 |—
20 |—
49%
0o L_
The European Media Political Scientists NGOs
Union parties and scientific
institutions

USG 2020: In general, do you believe that these organisations are able
to resolve social issues? Answers: Yes, Probably yes, Probably no, No, Hard to say.
Base: all respondents, n:1011
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Latvian businesses continue to be rated higher in their ability

to solve issues that are important to society

Latvian
businesses

37 327

International
businesses

USG 2020: In general, do you believe that these organisations are able
to resolve social issues? Answers: Yes, Probably yes, Probably no, No, Hard to say.
Base: all respondents, n:1011
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Conclusions

THE EXPECTATIONS OF LATVIA'S SOCIETY TOWARDS
COMPANIES AND BRANDS HAVE INCREASED
SIGNIFICANTLY OVER THE YEAR.

An increasing portion of the population considers aspects
other than price and quality when choosing products and
services, including: a business’s approach to environmental
protection (66%, +3% compared to 2019), if they take a
stance onissues important to society (63%, +6%), if they have
a clear viewpoint on various socioeconomic issues (53%,
+16%), if they act ethically towards their employees (61%,
+14%) and if they are transparent (63%, +11%).

A growing number of people base their purchase decisions
on a business’s approach to current issues. Last year this
was important to 57% of those surveyed, while in 2020 it is
important to 63% .

More than a half (or 53%) expect businesses to have

a position on important social, political and economic issues.
This is a considerable increase from last year, when it was
important to 37% of those surveyed.

It is difficult to measure whether the public acts

in accordance with their responses when actually shopping.
But we cannot deny that apart from price and quality,
individuals care personally about other aspects of business
operations. This may be linked to insecurity about the future
created by the COVID-19 pandemic. Anxiety and uncertainty
about tomorrow may be the reason society views any
organisation or institution as a source of a potential solution.



Conclusions

Issues important to society in 2020

Similarly to last year, public health has the highest
priority for society. It was the most frequently
mentioned issue in need of a more active solution,
at 47% of respondents.

Unemployment and employment followed public
health this year in the priority list. A total of 41%
named it as their second most important topic

in need of a more active solution.

Employment and public health are also primary
issues for which society expects a more active
public stance by businesses - coming in at almost
half of those surveyed. These are also the main
areas in which businesses should invest their profit,
with public health at 50% and unemployment and
employment at 49%.



Conclusions

social and governance aspects

Bearing in mind the changing priorities of 2020,
public expectations towards businesses regarding
the environment have changed. Currently,

every third resident of Latvia believes that
businesses should play a more active role in
environmental protection and climate change
issues. Similarly, every fourth respondent names
environmental protection and climate change as
one of the three priorities which businesses should
support with their profits.

Although the public does not expect active business
involvement in environmental issues this year, it is

still essential that businesses continue prioritising
environmental topics. A total of 66% of Latvia’s public
mentions environmental protection as the next

most important factor (after price and quality) when
selecting a product or service. Meanwhile, 58% find it
important that businesses use their resources wisely.



Conclusions

social and governance aspects

At the same time, the importance of corporate governance and
social responsibility has increased significantly when selecting
a brand or service.

63 % of Latvians feel it isimportant that a company is as transparent
as possible. A majority also prioritise a business which has an ethical
relationship with employees; this belief is held by more than half

of the Latvian public (61%).



Conclusions

The actions of businesses during the COVID-19 pandemic

70 % of the Latvian public believes that businesses in general have
adapted to the new circumstances surrounding the COVID-19
pandemic.

Tourism, healthcare and transportation sectors are perceived as
gaining the most from their advocacy efforts. Despite very different
practical results, this has been stated by both - industry insiders and
general society.

The effectiveness of advocacy and public affairs is not directly linked
to society’s perception and share of voice in the public space.



Conclusions

The ability of various organisations to solve relevant social issues

Society still rates the Government’s and Parliament’s ability to solve
relevant social issues most highly. Meanwhile, the opinion of the
media is more critical this year, while the ability of local authorities
to resolve social issues is rated more positively.

At the same time, public opinion of the ability of businesses

to resolve social issues remains unchanged. Latvian businesses are
rated more highly (43%) than overseas businesses (32%) in terms
of their ability to resolve social, political and economic issues.
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