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About today...

Retail Reimagined: Navigating the Shift to Online
Shopping, Social Influence, and Evolving Digital
Landscape

Earning consumer share of mind and breaking
through the clutter in today’s retail landscape




. Navigating the Shift to
Online Shopping, Social Influence, and an
Evolving Digital Landscape
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Pivotal Moment as the CPG Ecosystem Absorbs Multiple, Foundational Shocks

Shocks and Transformations

Manufacturers Institutional (Financial / Political)
« Ittakes $133 to buy what cost $100 in 2019

«  Shifting political and regulatory environment around
health

Cultural
* By 2030 most of Gen X will be over 55

« Diversity conversation increasingly important with non-
white spend and buyer growth outpacing white

Consumers Retailers

Technological
*  93% penetration of online shopping
*  ChatGPT hits 1M users in 5 days

*  47% of millennials would accept Al-generated
recommendations
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The pace of change
1s accelerating rapidly

In-store
In-store

® @ @ ®
80 years 10 years 3 years
IN-STORE ONLY IN-STORE + ONLINE OMNICHANNEL TODAY
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oS 10 outpace in-store growth, yet food is still underdeveloped

SHOP ONLINE
Online Share of Market Sales Growth

SAL[ Online | In Store
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Online share of
total CPG dollar
sales

Forecast online
grocery growth
from 2025-2027
to $388B in ‘27

Alcohol

All departments are growing online
sales and increasing share
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85% order from
a pure play or
online retailer

for home

delivery

Direct-to-consumer impacted by shifting dynamics

Millions
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Emerging brands are eCommerce leaders

US Online $ Sales YoY Growth '24, by Brand Size*

13.6%

* Overall, emerging brands online sales growth
outpaced in-store sales growth by
10.8% in 2024

Emerging
0
11.2% Brands

* 21.1% of emerging brands saw over half of
2024 total sales come from online

6.7%

4.4%

* 48.9% of emerging brands saw online sales
growth outpace in-store sales growth

0.4% in 2024
]
All Brands 1-5 1-10 1-50 1001-5000
Approx. 2024 US >$650 MM >$500 MM >$310 MM $5 MM - $50 MM

Total $ Omni Sales
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Social shopping is emerging to challenge traditional retailers

55% purchase directly via social
media or live stream platforms

., Top Snacking
0 TikTok Shop? | categories?®

; L

. Food share of
- 13.8% TikTok CPG

Sales Ml Health & Performance Powder

Sports Nutrition & Dietary Snacks

i Gum
i 2 Food retailer | o
= 23 in online =

Meat Snack

: Food is
. #2 TikTok’s
| second largest !
CPG Category |

68% of purchases on social selling
platforms are made on impulse

Sales fluctuation of top sports
nutrition brands on TikTok

Click Buy Now

0 Click shop button

A}
] mr((:

Livestream Fill in info
Shopping

Place order

900
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Despite the idea of an “infinite assortment”, the reality is that to the consumer, the shelf is
"shrinking"

Rufus’

What cold medicine should | buy

Number of visible SKUs

Digital Maturity
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Al has the potential to fundamentally change commerce by “replacing” some or all of the path to
purchase

The technological infrastructure to
enable that transformation is at hand

Consumers are willing to transform

their purchasing with the help of Al

¥ manus
The general Al agent

would allow ‘smart’ devices (e.g.,
3 5% fridge sensor) to automatically order new
products when required

@ OpenAl Operator

42% perplexity
44%
28%

15%

[ Genz B wmillennials B Genx B Boomers
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The explosive growth of retail media will only accelerate through 2026

CPG Retail Media Spend Projections

$27 billion

By 2026
17.9% 2-Yr Forecasted CAGR

Driven by

_ Technological
Evolution of Consumer Retailer Profitability Needs 0

Expectations Development

NIQ



Charting the Course Forward

Create a distribution ecosystem to remove friction in the omni path to purchase

Where consumers are shopping continues to fragment and success requires being accessible in all of those locations.

For retailers finding ways to engage in consumers in all of the places where they expect to be able to transact is a critical
evolution to protect against volume leakage.

N I Q Confidential and proprieta®2025 Ietoas ClelsemeonsGmat Rights\RRigtvekeserved. 14



Earning consumer share of mind and
breaking through the clutter of today’s retail
landscape

NIQ
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Why does
innovation
matter?

NIQ BASES

Breakthrough
Innovation
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1.9x

Food

1.9x

Non-alcoholic
Beverages

N 0) ¢

Confectionery
& Snacks

2.1X

Home Care

2.5X

Personal
Care

Manufacturers growing
Innovation sales in 2023
were

20 0)¢

more likely to grow
overall sales than those
with stagnant or declining
Innovation sales

Source: NIQ BASES Innovation Measurement. Impact is calculated as a ratio of
percentages of manufacturers growing total sales among those growing innovation sales
vs. those with no growth in innovation sales across 20K+ manufacturers in US and EU.



The intentional consumer | Finding ways to save or stretch their money, prior to economic strife

Shopped more

97%

of global consumers did Postponed a purchase
at least one of these until the product was on

nine things, including sale/special offer
those with high incomes

Bought in bulk to get
a discount

Purchased energy-saving products to
save money in the long run

carefully for
everyday necessities

Bought
something
second-hand
instead of new

Shopped
Switched from m.ore at
name brands to discount
less expensive stores
brands
U Sed a Borrowed money to maintain living

coupon

standard/pay bills

NIQ
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Once economic uncertainty comes into play...

Fully understanding consumer sentiments long-term to craft win-win
strategies is vital for manufacturers

Over one half of
Americans continue to
have a negative
economic outlook

61%

expect a negative impact
on the US economy the
rest of this year

57%

expect a negative impact
on the US economy the
over the next 3 years

throughout the rest of this
year and for the next 3
years; nearly identical
to end of March

34% extremely
negative

31% extremely
negative

Extremely negative %
0 0
f 1% * 1% change from end of March
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Value for their money is paramount

But value is not always, or even usually, about money

% who say factor is important when thinking about getting value from a product or service

Durable, will last a long time
High quality

Makes my life easier

Low cost is low on the list of
things that define “value”

Inexpensive

\Z
Brand | trust G
63
\'Z
60
61
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Manufacturing location can be a key point of difference while navigating win-win stories in
today’s retail landscape

Tariffs prompt a greater intention to buy locally made products, especially among Canadians

In the future, | would definitely or probably buy products made by ...

US Manufacturers Canadian Manufacturers

March 2025

US Manufacturers Canadian Manufacturers

June 2025

)

Canadians remain
significantly more
likely to buy products
made by Canadian
manufacturers (89%)
vs US manufacturers
(12%)

NIQ
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Monitoring activation is critical once on shelf, but don’t forget about the idea & product
performance while planning to stand out with consumers

I I
I I
[ [
I I
I I
I \ J I
: Y :
How is my trial rate? Did ad How is my repeat rate? Do
I copy & media accurately any revisions to the product I
| convey the proposition? need to be made? I
NIQ BASES \
Breakthrough

Innovation
2024 /
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Optimize your packaging to engage shoppers and ease the challenge of the retail shelf u

The Retail Challenge The Shopper Reality The Win-Win Opportunity

The shelf is complex, shoppers

do not "see" all packs but

6 seconds: average Packaging that stands out

consumer attention span instead, the brain AND engages shoppers
at shelf automatlc.ally . increases sales & creates a
>120 products in view deselects to Slmpllfy more seamless shopper

at shelf the shopping experience at shelf
experience

Y Y ¥
jEEoEEER
s

& S 22221 28mn
Sess SERESSS_ S

B38E




2024 Breakthrough Winners achieved success with a variety of innovation strategies

@

Flipping the nutritionals
to redefine stagnant
categories

thage
Cola

3»
2HmeC38SaL}

NIQ BASES \

Breakthrough
Innovation
2024 /

i ®

Leveraging influencers Offering innovative Maximizing the right
can drive big outcomes, products with a distribution strategy for
but the right personality competitive advantage, the brand & launch

IS key often through

technology

23



Varying distribution strategies is a pathway to long-term success b

Costco gave TruFru a chance
when the brand was unknown.
This partnership was crucial as it

For 3 years, Magic Spoon operated
exclusively online, focusing on
brand building, flavor development,
assortment optimization, and provided a platform to reach
packaging — all in preparation : Uk a wide audience and

Jor a retail launch establish credibility

NIQ BASES \

Breakthrough
Innovation
2024 /



Determine distribution strategy depending on brand awareness & marketing support levels u
to reach the right retail audience effectively and drive basket size o o

Retailer Exclusive Tailored Distribution Exclusive 2 National

Low Low Mid High
Brand Lesser-known brands that Lesser-known brands or Typically small brands backed Large manufacturers or
Awareness don’t have established retailer small extensions of larger by large investments or owned/acquired by large
connections brands parent companies parent companies
Marketing | Strategic ad spend Higher ad spend High ad spend &
Support Strategic ad spend with stronger to capitalize on growing promotional activity
promotional activity  distribution (above category average)
Incentivizes retailers to : ST : Broad distribution backed
want the launch to Tactical distribution can Helps build awareness by significant marketin
Benefits _ : better reach the right & interest before y SI9 . J
succeed; better shelving . : support helps drive rapid
interested shoppers expanding

awareness

& promotions

NIQ BASES \

Breakthrough
Innovation
2024 /
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What it all
NEERE

Meet consumers where they are at across every platform

Track consumer sentiment as it evolves to strengthen
effective distribution strategies

Harness this catalyzing time of economic uncertainty to
meet consumer needs and drive new retail opportunities

26



Continue the conversation and
download the presentation

Krystal S. Dawson

Vice President, US Strategic Analytics & Insights
krystal.dawson@nielsenig.com

Scan the QR code to

NlelsenIQ download the presentation
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