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What can we
learn from the
Belgian
promotional
landscape?
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Target the right
consumer for your
promotion

What makes a
promotion a
success?




Belgian T&D volume
IS under pressure

Promotions become an even more
crucial part of our strategy




T&D volume
decline
continues, as
2024 became the
year of

Domestic appliances remain
key driver to limit volume
losses

BE | TCG | Panelmarket | YTD 24 vs YTD 23 | Sales Value EUR — Units — Price growth %
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Retallers &
manufacturers

BE | TCG | Panelmarket | YTD 24 vs YTD 23 | Share of Units sold at >= 10% discount
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BE | TCG | Panelmarket | YTD 24 vs YTD 23 | Share of Units sold at >= 10% discount vs 5Y AVG
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What do you think?

What is the most important choice
driver for consumers when buying a
TCG* product?

* Product features

* Product brand
 Price

* Promotion/Discount

*Cooling / Freezers, Media Tablets, Mobile Computing, Mobile Phones, PTV, Vacuum Cleaners, Washing Machines
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Promotion
VAR
Important
driver for

consumers.

And is ranked being the 4th
important driver for consumers
to buy a certain product.

61,2%

\ 38,40/0

2019 2020 2021 2022 2023 2024 YTD

Pricer =—Product features Product brand ==—=Promotion / discount

Gfknewron Consumer - Country - Belgium.
Product Group - Cooling / Freezers, Media Tablets, Mobile Computing, Mobile Phones, PTV, Vacuum Cleaners, Washing Machines.




All Time Frames

To the type of discount that were received, it’s
clear that an immediate price discount takes
the biggest part and stays very stable

0% 5% 10% 15% 20% 25% 30%
@ Price discount Cashback Rebate to trade-in old device
Gfknewron consumer: Country- Belgium. Product Group- Cooling / Freezers, Media Tablets, Mobile Computing, Mobile

Phones, PTV, Vacuum Cleaners, Washing Machines.

13,320,062 Shoppers | 39,188 Interviews
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Not only the
promotion matters

But also when to play it!
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Not only the
promotion
matters — also
the period to

play!

Around 30% of annual volume
comes from 3 key periods

BE | TCG | Panelmarket | Sales Units % >= 10% Discount | 10Y evolution
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Throughout the
years we see
consumers
Indicating that

they have spent
more than
planned.

Neither more, nor less

A little less
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And the more premium that consumers buy, the less

‘driving’ promotions are

i
> €1400

1) Product features
2) Product brand

3) Productsize/
dimensions

7) Promotion / discount

%\Y

1) Product features
2) Product brand
3) Recommendations

6) Promotion / discount

NIQ (€% Based on gfknewron consumer data
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> €500

1) Product features
2) Product brand
3) Price

5) Promotion / discount

NIQ

> €1000

1) Product brand
2) Product features
3) Price

5) Promotion / discount
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What makes a
promotion a
success?

Powered by gfknewron Predict




Promotional intensity sees mixed results across categories
Domestic appliances tend to hold the most effective promotions

Promotions succesfully drive incremental Effectively driving incremental volume gain
sales, but lower than average promotional and also heavily promoted

intensity >Good segments to continue
>Consider increasing volume of promotional investment in

promoted products within these
80% @ Segments

70%

60%

TPR Effectiveness
(TPR Units Uplift / TPR Units)

50%

40% ;
Lower t'han average prgmotlonal levels and Heavily promoted but majority of promoted units
promotions not driving increased s_ales would have sold without any discount
>Segments here are not promotional >Consider reducing promotional investment
focus areas
30%
6% 1% 8% 9% 10% 11% 12% 13% 14% 15% 16%

_ _ TPR Intensity i i
N IQ Grl( Source: gfknewron Predict (TPR Units / Units) © 2024 Nielsen Consumer LLC. All Rights Reserved.



Segmentation
of T&D price
classes

High End

17



Promotional volumes tend to fall in lower price points with modest uplifts

On the other hand, premium price points have more room for promotions and are more efficient

Promotions succesfully drive incremental sales, but

72%

lower than average promotional intensity
>Consider increasing volume of promoted

products within these segments

70%

68%

66%

64%

o
S
>

TPR Effectiveness
(TPR Units Uplift / TPR Units)

id Premium

Entry

Effectively driving incremental volume gain
and also heavily promoted

>Good segments to continue promotional
investment in

60%
Lower t_han average prpmotional levels and Heavily promoted but majority of promoted units
58%  promotions not driving increased sales would have sold without any discount
>Segments here are not promotional focus >Consider reducing promotional investment
areas
56%
7% 8% 9% 10% 11% 12% 13%
TPR Intensity
(TPR Units / Total Units)
Source: gfknewron Predict
N IQ GFK Timeframe: YTD (W1 - 38)

Belgium Panelmarket



The inverse trend is visible in VC, which is highly promoted

What can we learn from Vacuum Cleaners’ success in promotional efficiency?
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58%

55%

53%

50%

Promotions succesfully drive incremental
sales, but lower than average promotional
intensity

>Consider increasing volume of
promoted products within these
segments

Lower than average promotional levels
and promotions not driving increased
sales

>Segments here are not promotional
focus areas

6% 8% 10%

Source: gfknewron Predict

12%

14%

TPR Intensity
(TPR Units / Total Units)

16%

Effectively driving incremental volume gain
and also heavily promoted

>Good segments to continue promotional
investment in

Heavily promoted but majority of promoted
units would have sold without any discount
>Consider reducing promotional
investment

18% 20%

22%

NIQ (€5

Timeframe: YTD (W1 — 38)
Belgium Panelmarket



The importance of ‘Promotions’ in the decision of the
consumer does defer from product go product

With vacuum cleaners being the category where it matters
the most

Promotion / discount

42 .5%
0 , 39,3% 40,2%
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All Purchased Products ® Mobile Phones
® VVacuum Cleaners PTV
Cooling / Freezers Mobile Computing
Washing Machines Media Tablets
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Vacuum Cleaners experience strong volume surge, driven by increasing promotional activity

mUnits = Price ¢ Value Volume 5Y CAGR B TPR Base ®TPR Uplift @®TPR Units
, 120 112
HEADSETS g
[%2]
=)
VACUUM CLEANERS § 100
13,8 PHABLETS
12,3 80
TCG
TUMBLE DRYERS 60
WASHING MACHINES 40
MEDIATABLETS
20
DISHWASHERS
BUILT IN HOBS -
YTD -1 YTD YTD -2 YTD -1 YTD

BE | Vacuum Cleaners | Weekly Channels | YTD 24 vs YTD 23 | Sales Value EUR — Units — Price growth %
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Brand A has revised their promotional
strategy in the last two years

TPR Intensity
YTD-2 ~YTD-1 mYTD
0% 5% 10% 15% 20% 25%

Brand A

NIQ (€5

Their increased frequency has resulted in a
surge in effectiveness

mYTD-2 mYTD-1 mYTD

20% 40% 60% 80% 100%

Brand A

Brand B

© 2024 Nielsen Consumer LLC. All Rights Reserved.




Their TPR uplift increased drastically this year, despite flat promo volume

Other brands are pushing promo volumes, but they don’t become more efficient

BE | Vacuum Cleaners | Weekly Channels | YTD 24 vs YTD 23 | Promotional Efficiency evolution vs 2Y ago
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High margin SKU’s allow more room for optimized promotions to unlock volume

Homework: are we sufficiently promoting our higher ranges? What are the opportunities in our assortment mix?

VC

Brand A

Brand B

Brand C

VC

Brand A

Brand B

Brand C

-12,7%

-9,6%

Premium

-13,1%

-2,9%

4,5%

I <0.8%

B s0%

B 72

VC

Brand A

Brand B

Brand C

VC

Brand A

Brand B -39,0%

Brand C

Mid Premium

B 115%
I 19.6%

-12,2%

-5,4%

2B | Vacuum Cleaners | Weekly Channels | YTD 24 vs YTD 23 | TPR Uplift minus TPR Units (Spread)

7,3%

High End
B 23

I, 53,6%
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Brand A’s change of tactic resulted in a
+ €1M increase in promotional revenue

Net TPR Revenue
1st Price m Entry = Medium ® Mid Premium = Premium ® High End
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Vacuum Cleaners YTD 24 v= YTD 23 | Net TPR Revenue & Price Reduction

85% of Brand A's success is driven by their
high end promotional efficiency

Brand A | Price Reduction vs YTD -1

mYTD YTD-1
30%
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20%
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15%
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Target the right
consumer for your
promotion
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For consumers that
Indicate that
promotions were a
driver , we also see

big differences
towards the
generations

eneration

X @ Baby Boomer

oo
=
o
=
[y
(=]
=

@ Silent Generation
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The promotional landscape hardens
With more and intensified promotions

Promotions are almost never the main driver for consumers
Nevertheless, retailers and manufacturers have changed the consumer behaviour

Timing is essential — definitely in Belgium
And consumers tend to spend more than planned

A successful promotion takes into the assortment mix:

Where can we find opportunities?
The right product and price range are crucial for successful planning

Target the right consumer
There where promotions are driving the decision most

28
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