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As we move towards 2025, many Canadians are feeling worse off financially due to
continued cost pressures. Although inflation is now beginning to ease, the compounding

effects are still felt as what cost $100 in 2019 now costs $125.

In this multifaceted analytical assessment of the state of consumers, we uncover what has
changed, what disruptions remain, and what companies need to anticipate in the months

ahead.

This Canadian perspective of NIQ’s Mid-Year Consumer Outlook: Guide to 2025 will offer a
detailed analysis of Canadian consumers and a strategic roadmap for engaging consumers

in the next 12 to 18 months and beyond.

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Guide to

2025 1 State of Consumers:

Measuring resilience and 2025 spending growth

Executive 2 Consumption Drivers: - Projected Canada inflation for 2024 and
. . : . . 2025 down to 1.9%
Summary As inflation shifts, will volume lift? °
» However, 42% of consumers feel they
3 Financial Polarization: are worse off this year, up +5pts vs. YA
Following the money with different consumer classes » Consumers are still spending more for
less volume: $100 in 2019 purchases
4 Redefining “Discount”: would cost $125 in 2024.
Sizing how consumers are shopping to stay ahead - If prices continue to rise, 41% of
consumer prefer Brands offer larger
5 Trends to Watch: economy sizes with lower price per

usage / serving

Anticipating catalysts to change in 2025

Measure
the past.

Monitor the . ’ Anticipate
present. - the future.

Sources: 1) NIQ 2024 Mid-Year Consumer Outlook, US, 2) NIQ Retail Measurement Services via Global Strategic Planner © 2024 Nielsen Consumer LLC. All Rights Reserved.
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g%  State of Consumers

Decoding the behavioral economics driving consumer decisioning

In this chapter:

 Shifting pressure

points

» Top concerns
influencing choice

* Future economic
indicators

© 2024 Nielsen Consumer LLC. All Rights Reserved



Majority of Canadians feeling 'worse off' compared to last year

Cost of living increases puts financial pressure on Canadians

Consumer financial position. Sentiment year over year (% respondents)

Canada
46% 42% 46% 42%
W
18% 18%
. 15% 13% 15%
e —e
—e—\Norse off - CA —e—Better off - CA
Mid-2022 Jan 2023 Mid-2023 Jan 2024 Mid-2024
Global
39%
o D
el — S — ::
o ° 29% 0 30%
o 0 28%
25% 26%
=o—\Norse off - Global =—e=Better Off - Global
Mid-2022 Jan 2023 Mid-2023 Jan 2024 Mid-2024

household better off or worse off financially?

N I Q GF|< Source: NIQ 2024 Mid-Year Consumer Outlook, Canada, vs. previous studies. Q: Compared to a year ago, is your

15%

of Canadian say they’re

consumers say inaworse

they're in a better financial

financial position position

compared to a compared

year ago to a year ago
Why?

(I
' T
+

® 42%

due to increased costs of living
(vs. 88% in Jan '24)

due to economic slowdown
(stable vs. 39% in Jan '24)

due to job insecurity / loss
(vs. 29% in Jan ’24)

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Optimism around financial situation lags the most
In North American and EU markets

In the Canada more consumers feel worse than better, similar to more pessimistic
sentiments among consumers in the United States and the United Kingdom.

Where more consumers are “Better Off” than worse
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N I Q GF|< Source: NIQ 2024 Mid-Year Consumer Outlook. Data reflects net change between those who say they are “better off” financially compared to those who say they are “worse off” financially;

Q. Compared to a year ago, would you say that overall, your household is better off, the same, or worse off financially? Note: In China, verbiage reflects change in “management of spending.” © 2024 Nielsen Consumer LLC. All Rights Reserved.
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Top concerns setting the spending tone for 2025

Canadians more concerned about rising food prices 45% vs. Global average 33%

(Bl Rising food prices ' Global warming / Environment
(was #8 in Jan. 2024)

2 Increased housing costs Ability to provide basics for family
(was #6 in Jan. 2024)

3 Increasing utilities costs l, Economic downturn
(was #7 in Jan. 2024)

Biggest gainer was
increasing interest rates

Personal welfare & happiness

', Global conflict / Crisis escalation 10 Rising fuel / Transportation costs
(was #4 in Jan. 2024)

N I Q Grl< Source: NIQ 2024 Mid-Year Consumer Outlook, CA © 2024 Nielsen Consumer LLC. All Rights Reserved. 8



While food prices worry all, some unique regionality
In concern for global conflict and housing costs

North Americans most worried about rising housing costs, while global
conflict is a top concern for Africa, Middle East, and Europe.

North America
Asia Pacific

* Rising food prices
* Increasing utilities Daily Need " :
. _ * Rising food prices
* Increasing housing costs .
« Economic downturn

Increasing utilities

Latin America

Rising food prices Africa & Middle East

Increasing utilities

Economic downturn Rising food prices

Economic downturn

¢ Global conflict / Crisis escalation

| I I :l Grl< Source: NIQ 2024 Mid-Year Consumer Outlook, Based on regional average among 23 surveyed markets, Note: In China, verbiage reflects the following: “Economic environment” © 2024 Nielsen Consumer LLC. All Rights Reserved. 9



Improved GDP projections for Canada going into 2025

Annual
GDP growth
projections—

% growth,
year over year

NIQ €5

2024 vs. 2025:

Source: OECD Economic Outlook 115, GDP growth forecast
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Inflation expected to continue to ease

Canada inflation rate is lower than the Global average and expected to remain stable

- @

Inflation rate, Argentina — 59.6 — 31.8
urkey . .

average consumer pPoland
price projections_ South Africa

India

2025 vs. 2026 % Romania

Colombia
change, annual Hungary
Iceland
Mexico
Chile

Brazil
Australia
Austria
Bulgaria
Norway
Indonesia
New Zealand
Spain
Croatia
Netherlands
Japan
Greece
United States
United Kingdom
Sweden
Portugal
South Korea
Italy

Ireland
Germany
Denmark
Czechia
China
Belgium
Finland
| Canada
France

Switzerland
N I Q Grl< Source: IMF, Inflation rate projections, annual percentage change of average consumer prices © 2024 Nielsen Consumer LLC. All Rights Reserved. 11
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Canada is one of the worlds Top 10 largest economies, with 2"d highest GDP per Capita

India continues to rise Top 10 largest / richest economies in the world

in importance
Rank & GDP GDP Per Capita Rank & GDP GDP Per Capita
Country USD Billion USD Thousand Country USD Billion USD Thousand

1 ESISN 28,783 Y 6 3,502 51.07

28l China 18,536 13.14 VAl France 3.132 47.36

#3 Forecasted
by 2027 3

Germany 4,590 54.29 tofll Brazil 2,333 11.35

#5 Today

#9 Tenyears

ago J

O HEN 2,332 39.58

A 4

5 India : 10 Canada 2,242

N IQ Grl( Source: 1. IMF Data (July 1, 2024), 2. National Foundation for American Policy (NFAP)

© 2024 Nielsen Consumer LLC. All Rights Reserved. 12



In recent months, Canada's inflation rate is higher than the global average, but slows down

Inflation rates continue to vary across the globe

% change in average CPG price, Canda vs Global monthly trend Regional heat map of monthly economies in the world
Global:
+2.0%
: LOW HIGH
—e—Canada
—e—Clobal

4.0
3.8 202729 57,

+3.9% |

Regionally CPG inflation is also trending down, but

Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug still higher than average in Latin America and Africa. T
23 '23 '23 '23 23 24 24 24 24 24 ‘24 24 '24

N I GF|< Source: NIQ Global Inflation Tracker, Measure of Eq Vol % Price Change, monthly measure of August 2024 vs. previous year. CPG total measured © 2024 Nielsen Consumer LLC. All Rights Reserved. 13
across a closed group of 225 consistent categories across 58 countries. Reflected in U.S. dollars.



Price growth in Canada has mostly stabilized in 2024 and has decreased to the lowest index
since 2021 Mar.
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Consumption Drivers

As inflation shifts, will volume lift?

2% 4.5
= %
& ‘

In this chapter:

« 2025 spending
potential

* Global sales vs.
volume trendlines

« Growth beyond
inflation

© 2024 Nielsen Consumer LLC. All Rights Reserved. 15



Despite the slowing rate, we can’t forget about the compounding effects of rising CPG prices

Canada: $100 in 2019....

Annual % Increase in Prices — Canada

$125
c106 $114 $122
CPG 4100 $104
-- - - -- - Consumers are
spending 25% more
o +79 I >0 than pre-pandemic
2019 2020 2021 2022 2023 YTD '24

Source: NielsenlQ, MarketTrack Canada All Channels Combined, Annual Periods YTD 34 weeks to August 24, 2024

NIQ



Global volume trend improves for Europe and Latam, while the Canada lags

Value sales growth % Volume growth %

Asia-
America

k4
America

N I Q Grl< Source: For North America & Asia-Pacific regions: NIQ Retail Measurement Services via Quarter By Numbers, period ended Q2 2024 vs. previous year, For Africa, Latin America & © 2024 Nielsen Consumer LLC. All Rights Reserved. 17
Europe regions: NIQ, Global Strategic Planner, 54 markets, Eq Vol Price % Change, Latest 52 weeks ended Jun. 16, 2024 vs. previous periods. Reflected in U.S. dollars.

2024 vs. 2023




Consumption growth is flat despite a population boom

Population* % Growth CPG Performance Growth by the numbers

$Chg. Vol Chg. Gap

National 3.2% +28% +02% | -30 Population: 40.8 million / +1.3 million

Canada is the fastest growing in G7

Maritimes 3.2% +2.8% -0.8% -4.0
Top 20 fastest in the world

uebec 2.5% 0 0 -
Q +2.6%  0.0% 25 98% growth due to immigration

Ontario 3.4% +2.7% +0.4% | -3.0 Birth rate down (‘21 1.44 / ‘22 1.33)

Man/Sask 2 8% +4.0% +0.5% 23 Non-permanent residents +805k

Compare to U.S. +0.6%

Alberta Sl +3.9% +1.6% | -2.7

B.C. 3.3% +1.7%  -0.8 4.1

Source: NielsenlQ, MarketTrack Canada All Channels Combined, 52: weeks to August 24, 2024. * 2023 Population Growth: Statistics Canada; Gap= Population % Growth — Vol Chg.

NIQ




Despite overall price increases normalizing, several key departments are still increasing

Canada Department Inflation Heat Map

Price % Change*

Total CPG: +3%

. > +2% Higher than average

. 0-2% Average
. <0% Below Average

Source: NielsenlQ MarketTrack Canada All Channels Combined, 52 weeks ending August 24, 2024  *Inflation: $ % Chg. less EQ Vol % Chg.

NIQ



Consumers prioritizing perimeter of store - Produce, Seafood and Deli

Canada Department volumetric Heat Map

EQ volume % change

Total CPG: +0.2%

. Growing

. Declining less than CPG

. Declining more than CPG

Source: NielsenlQ MarketTrack Canada All Channels Combined, 52 weeks ending August 24, 2024, EQ Vol % Chg.

NIQ



Local nuances to inflation and volumetric highs and lows

For instance, Confectionary & Snacks leads volumetric growth in Asia Pacific region, but growth is inflation-driven in North America.

North
America

North
America

Price %
growth

Volume %
growth

Latin
America

Latin
America

Price %
growth

Volume %
growth

NIQ

Confectionery & Snacks (+14.3%)
Perishable Food (+11.3%)

Health Care (+13.4%)
Beverages (+11.2%)

Europe

® HIGHEST

¥ LOWEST

Home Care (+7.2%)

Frozen Food (+0.9%)
Confectionery & Snacks (+5.1%)

Perishable Food (+1.2%)

Health & Beauty (+1.8%)
Ambient Food (+0.4%)

Home Care (-4.2%)

Health Care (-4.1%) X
Asia-
Pacific
4 HIGHEST & LowEesT

Health Care (-0.1%)
Beverages (+2.3%)

Perishable Food (-0.9%)
Confectionery & Snacks
(-0.7%)

Africa

Price %

Confectionery & Snacks (+9.3%)
growth

Pet Food (+8.4%)

|
Ambient Food (+2.9%)
Beverages (+2.6%)

Health Care (+3.2%)

Paper Products (+2.2%)

Volume %
growth

Health Care (-1.3%)
Alcohol (-0.7%)

Asia

Pacific 4 HIGHEST

¥ LOWEST

Price %
growth

Home Care (+19.4%)

Ambient Food (-0.4%)
Health & Beauty (+8.8%)

Beverages (0.0%)

Volume %

Confectionery & Snacks (+4.5%)
growth

Beverages (+2.5%)

Health Care (-13.4%)
Home Care (-12.6%)

Africa 4 HIGHEST

¥ LOWEST

Frozen Food (+0.9%)

Price % Home Care (+7.2%)
Confectionery & Snacks (+5.1%) | Perishable Food (+1.2%)

growth

Volume %
growth

Alcohol (+8.9%) ‘ Pet Food (-8.3%)

Beverages (+4.4%) Ambient Food (-7.3%)

Source: NIQ, Global Strategic Planner, 54 markets, Eq Vol Price % Change. Latest 52 weeks ended Jun. 16 2024 vs previous year. Reflected in U.S. dollars.

© 2024 Nielsen Consumer LLC. All Rights Reserved. 21



Financial Polarization

Rising debt vs. unmatched wealth

In this chapter:

» Assessing the
economic divide

» 2025 spending
intentions

» Future growth
expectations

© 2024 Nielsen Consumer LLC. All Rights Reserved. 22



Given the unpredictability over the last few years, Canadians are cautious in their spending

Jan 2023

NIQ

Mid 2023

Mid 2024

. Thrivers

Saved money and feel
more financially secure.
Unchanged

Not impacted and continue
to spend the same.
Cautious

Not impacted financially but
are cautious with spending.

Rebounders

Experienced income or job
loss but now feel they are
back on track.

Strugglers

Have suffered financial
insecurity and continue to
do so today.

Source: NIQ 2024 Mid-Year Consumer Outlook, Canada, vs. Mid-2022 and Mid-2023 studies, excludes China. Q: Which of the following best describes how current
events* of the last few years have impacted your overall household financial situation? *Note: Question phrased more specifically to COVID-19 impact in June 2022.

of consumers
surveyed

are either
unimpacted
financially

or thriving

in 2024 vs.
22% in 2023

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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2025 wallet intentions reinforce the shift from a cautious to purpose-driven spending mindset
Intentional consumers prioritize at-home, planned, and waste-avoidant spending.

SPENDING SAME SPENDING
LESS AS BEFORE MORE

BTl oo i e s
57%
48% 47%
Rent / Mortage
OOH entertainment
Health care Financial In-home Socializing / Transportation costs
Visits services entertainment Gatherings PLLTTTTTTTTCTCTTECTCTTTTTITES TP EPIPIPIPIPIPIPITEPCPLEL L
Food delivery / Takeaways Fresh produce : E\
. o
_ PRAGMATIC CONSUMERS’ : Fresh meat 3
Clothing / Apparel SPENDING INTENTIONS 5 5
: 2
: Dairy §
. ) 49% : 3
38% Home improvement / Décor : °
spend more avoid waste, plan ahead : Health & Wellness 5
time at home, only buying before shopping : »
going out less what will be to manage Beverages (Non
used spending : Alcohol)
R
Source: NIQ 2024 Mid-Year Consumer Outlook, Canada. Interpreted as: “38% of respondents plan to
N IQ Gr|< spend less on out-of-home (OOH) dining and eating in the next 12 months.
© 2024 Nielsen Consumer LLC. All Rights Reserved.



Consumers still have “fixed” life costs to consider, so discretionary spending

Grocery / Household essentials—especially fresh produce—are top of mind.

Spending intentions for the next 12 months
Net change in spending (pt. change)

Rent/ mortgage

Utilities

Groceries and household items

Paying off debt eg. credit cards, loans

Education / childcare

Health care

Transport costs

Financial services

Saving/ Investments

Holidays international

Large domestic appliances

In home entertainment

Small domestic appliances
Electronics/Technology

Home improvements/décor

Holidays domestic

Socializing

Salon beauty/grooming

Holiday celebrations/ special occasions

Clothing/ Apparel

Out of home entertainment

Food delivery/ takeaways

Out of home dining/ eating

N IQ Gr|< Source: NIQ 2024 Mid-Year Consumer Outlook, Canada. Change in spending calculated by
subtracting % of respondents who are spending less from % of respondents who are spending more.

Fresh produce

Pet products

Dairy

Fresh meat

Dry/canned grocery products

Baby products

Home essentials

Health & Wellness

Beverages

Frozen foods

Personal and Beauty care

In-store prepared meals and/or meal
kits

Alcoholic Beverages

Snacks & Confectionery

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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-13
-9
-20
-24
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In this chapter:

 Anew era of
“discount”

» Value-driven
premiumization

 Evolution of
private label

Redefining Discount

Sizing how consumers are shopping to stay
ahead

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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NIQ €5

Consumers have embraced (and expect) a broader value from the
concept of “discount”

Affordability and price are the foundation, but innovation purchase decisions are swayed
by other forms of value.

“Discount” means more than just price

Affordable Affordable +
+ New 71% ‘ Sustainable 66%

are likely to change or try would purchase a product
a new brand because of 629% Affordability that is energy efficient or
its lower price. O Price has a low cost to run.

would purchase a product
that has innovated to make
it as affordable

Affordable 0
+ Healthy 41 /0

would use natural ingredients or food
products as substitutes in their beauty
care (e.g., beets for skin pigment/blush,
rosemary hair oil, etc.).

would switch to a cheaper medicinal
alternative that is considered
biosimilar or of equal quality.

Source: NIQ 2024 Mid-Year Consumer Outlook, Canada © 2024 Nielsen Consumer LLC. All Rights Reserved.
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Promotional support tops list as a primary driver of consumer decisions

And when asked about their value-seeking preferences, more
consumers are likely to opt for lower-cost-per-use “bulk” savings.

Top 10 consumer saving strategies for CPG / FMCG — Canada Assortment can influence pure pricing decisioning

Switch to a lower priced option

Stock up or buy in bulk when things go on sale
Buy whatever brand is on promotion

Collect / Use loyalty points to manage spend
Monitor the cost of my overall basket of goods
Shop more at discount / lower-priced stores
Only buy the essentials

Opt for private label / store brands

Switch for a lower priced alternative

Buy larger sizes

l I IQ Source: NIQ 2024 Mid-Year Consumer Outlook, Canada

49%

Lower cost/use say they’re switching
to buy more large,

6 5% bulk pack sizes

Lower cost to buy say they’re switching
to buy more of the

4 3 % smaller pack

© 2024 Nielsen Consumer LLC. All Rights Reserved. 28



National I :
GDM I
Drug B L%

GM + WC I :
c&G  -23% | G

Conventional -0.4% [}

Discount I, 7.1

Source: NIQ RMS; NDH Cross Category - Markets; % $ change vs YA - Latest 52 weeks PE 6/29/24

N I Q Grl< © 2024 Nielsen Consumer LLC. All Rights Reserved. 29



Private labels further prove evolution beyond “traditional” perceptions of discount

Consumer sentiment and measured sales momentum confirm this transition from the
perception as a “cheaper alternative.”

Private labels a preferred Charting growth:
choice by many Canada Private Label share of sales over time

would switch to buy a
private label product

they enjoy, even if it

costs more

say they're likely buying
more private label
products than ever
before

2023 2024

m % Sales value share

Sources: 1) NIQ 2024 Mid-Year Consumer Outlook, Canada, 2) NIQ RMS, Total CPG, Canada Value Sales Share (%), Latest 52 weeks PE 6/29/24 vs YA

N I Q Grl< © 2024 Nielsen Consumer LLC. All Rights Reserved.
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In this chapter:

GLP-1 effect: Seismic
lifestyle shifts

Social commerce & the
changing face of omni retail

Al: Evolving around new
consumer expectations

Combatting commodity
price uncertainty

Trends to Watch

Anticipating catalysts to change in 2025

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Catalysts to 2025 change

Emerging factors faced by key verticals across industries.

Trends
to Watch

GLP-1 Hot Commodity
Ripple Effect Costs
Assessing the expansive Analyzing the latest hot
lifestyle and socioeconomic and cool commodity prices
impacts of these popular against measured consumer
medications. impact.

NIQ €5

agm—

MY et |

The New Face
of Omni

From the explosive social
commerce revolution to the
evolution of omni trip types.

[
\

Readiness
for Al

Assessing consumer
expectations around Al and
ideal areas for consumer
innovation.

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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The ripple effect surrounding the rise and impact of GLP-1 drugs

Canadian Consumer Preferences: Emphasis on Health Supplements and Stress Relief
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Evidence of the widened scope of today’s social commerce revolution

Canadian Caution in Digital Commerce: Concerns Over Cybersecurity and Ad Fatigue on Social Media

Purchase intent

b |

“'!rlr :‘":

are likely to purchase via
social media.

don’t trust security
of paying via social
media.

ignore or skip ads
on social media.

Learning and discovery

would search social media
(e.g., TikTok) for product

information before a traditional
search engine (e.g., Google).

would use social media as
their primary source to learn
about new products and
services.

N IQ Grl( Source: NIQ 2024 Mid-Year Consumer Outlook, Canada

Influence on choice

4N

would change brands based
upon the recommendation of
a social influencer.

would seek a new product
in-store or online because of
something seen on social
media.

Gamification

would spend more on a
purchase because of an in-app
challenge, point system, or
reward experience.

would purchase a product
that has been in a video game
/ online game.
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The Al revolution is here

A greater level of skepticism and concern among Canadians regarding data privacy and the
reliability of Al technologies vs global avg.

6 1% would avoid sharing personal details

virtually because they do not trust data privacy +5% VS global an,

with Al technologies

vs. 16% who wouldn’t

54% would wait longer +5% vs

for support from a human, global avg.

to avoid interacting with Al generated support

vs. 20% who wouldn’t

N I Q Grl< Source: NIQ 2024 Mid-Year Consumer Outlook, Canada

Understand which Al
advancements are
going to endear you to

your consumers and

which are going to

frustrate them.

Embrace & adapt to
Al learning curves:

‘ Businesses who take
steps to implement proper
guardrails should not be afraid
to embrace Al as part of their
toolkit—even with its often-
publicized challenges and
pitfalls.

Read more>

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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would accept a product recommendation

from their Al assistant (e.g., Siri on
iPhone, Amazon Alexa, etc.)

would leverage Al to automate and
speed up their everyday shopping
decisions

would allow ‘smart’ devices (e.g.,
fridge sensors) to automatically order
new products when required

would purchase a product or service
they have only examined or
experienced through augmented
reality or virtual reality

N I Q Grl< Source: NIQ 2024 Mid-Year Consumer Outlook, Canada

Consumers are open to Al involvement in their
shopping decisions

But the Canadian are more hesitant than global consumers to trust Al.

40%
20%

40%

35%

34%

m Global mCA

There are many

ways consumers have
embraced Al in their
shopping decisions.
Consider these options

alongside back-end
integrations (innovation,
research, etc.), to ease
consumers through

Al transformation.

Leveraging the right
data, makes a big
difference.

=) \\hen Artificial Intelligence
models are carefully prompted
with the types of comprehensive,
granular, and up-to-date data
that only NIQ has, they can offer
remarkably human responses.

Read more>

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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A looming commodity crisis?

Consumers and manufacturers need to monitor shifting commodities prices to anticipate and react to peaks and valleys.

_ _ CPG categories adjacent to recent commodity price shifts Price & volume trend —
Commaodity Price % change Latest 26 weeks vs. previous year

L26W vs. previous year

Ready-to-drink
Cocoa +4.9% Candy Chocolate coffee Cereal Ketchup Ice cream Dry pasta

Milk +3.5%
Coffee +1.3%

5.8% 5.8% 6.1% 6.0%

HOT

Beer

0.2%

Soybeans

COLD

Sugar (0.6)%

(2.4)% (2.5)%

m Average price % change m VVolume % change

(9.3)%

N I Q GrK Source: NIQ RMS; NDH- NIQ NDH Syndicated Incl Fresh 445, NATL XNFLD GDM+GMWC L26 weeks ending 05/10/24
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So, what should manufacturers do when an essential commodity crisis looms?

When faced with increased costs, consumers overwhelmingly prefer strategies to lower
price per serving and smaller pack sizes, rather than producing lower quality products.

If prices continue to increase / remain high in the next 3 months ...
What actions would you prefer your brands and retailers take, related

to the products you purchase?

Offer larger economy sizes with lower price per
usage / serving

Introduce new, smaller pack sizes at lower prices

Offer same number of sales, but at less of a
savings

Modestly reduce packaging size of products (also
called ‘downsizing’), but keep price the same

Offer fewer sales

Raise prices of existing items proportionately

Produce slightly lower quality products, but keep
price the same

—

. 1
I 13
il s
i 7
i 7

FG

of consumers would stop buying snacks
and confectionary products if prices
continue to rise or remain high for the next
three months (highest "dropout" response
across all surveyed categories)

Snacks & Confectionary
CANADA price and volume impact
m Avg price

% change

m\olume %
change

-0.4%

N I Q GFI< . Sources: 1) NIQ 2024 Mid-Year Consumer Outlook, Canada, 2) NIQ NDH Syndicated Incl Fresh 445, NATL XNFLD GDM+GMWC L52 weeks ending 29/06/24

Key takeaway:

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Your

2025
Strategy

Roadmap

Key takeaways
to fuel your growth.

So What?
Now What?

With a world of options
ahead, what are our key
points of guidance and
actionable ideas on how
to win with intentional
consumers in 20257

NIQ

Insights

A slow decline will yield a slower climb.

The widest net will reel 2025 growth.

Expect a smaller pond with bigger fish.

Provide the best value
in multiple worlds of worth.

Act before they ask—but not before

they’re ready.

Takeaways

Don’t overestimate the speed
of consumer recovery.

Maximizing penetration is essential
in this era of disloyal buyers.

y

Wealth will accumulate unevenly
as growth in consumers peaks.

The most valued products deliver
value in multiple ways.

From Al to omni, change needs
a hint of familiarity to balance the
allure of innovation.

A

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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We appreciate your
feedback!

Survey Link

Scan QR for Survey

NIQ

About NIQ

NIQ, the world’s leading consumer intelligence company, reveals new pathways to
growth for retailers and consumer goods manufacturers. With operations in more than
100 countries, NIQ delivers the most complete and clear understanding of consumer
buying behavior through an advanced business intelligence platform with integrated
predictive analytics. NIQ delivers the Full View.

NIQ was founded in 1923 and is an Advent International portfolio company.
For more information, visit NIQ.com

© 2024 Nielsen Consumer LLC. All rights reserved.
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