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The pace of changeis accelerating rapidly
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NIQ Investments

A vision and $1B+ invested into proprietary data assets

and technology prepared us for this evolution

Oct 2020 Formed separate entity
NielsenlQ

April 2021 New ownership

et el Unique data sets measure across all channels

Gain full visibility across online, in-store, DTC, specialty,and emerging channels to
May 2021 @ Acquisition keep up with changing market dynamics, capitalize on trends, and understand
Ao LABELINSIGHT performance.

July 2021 @ Acquisition

n ~
ol SORNERSTONE Global coverage

- Only NIQ can provide global coverage to connect your entire business.
Sept 2021 © Acquisitions

Rakutenntelligence
@ dataimpact

by NielsenIQ

Dec 2021 @ Acquisition Leadlng-edge teChnOIOgy . . ..
& foxintelligence Modern technology and intelligent tools deliver actionable insights and enable you to
collaborate with partners.

Mar 2022 Acquisition
ciV/\LUE

A 2072 | S lnvesiien Omnichannel analytics
= fetch Speed to insights with always-on predictive analytics embedded into our core
June 2022 @  Acquisition platform — and expanding analytics for Omnichannel data.
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We're entering a new era
of consumer understanding
and growth.




NIQ delivers the Full View™ of omnichannel performance

Packages to serve the needs of your business

NIQ Full View Measurement

Combining the best data for a comprehensive omni view

Traditional POS coverage (Bricks & Mortar, Click & Collect, EPOS) Retail Measurement Databases (left)
XAOC, Food, Drug, Mass, Conv,
Geographic Markets

Alternative Data Sources
Retail Accounts

Stores Modality Types: Online, Offline
In-Store, Click & Collect, Shipped/Delivered
New Retailer Modality Visibility

+Ecom Coverage: DTC, Amazon 1P and 3P,
online market places, Social Commerce, Quick
+ Costco commerce

+ Other retailers (future)

New - Alternative Data Sources
+ Amazon 1P

NIQ



© 2024 Nielsen Consumer LLC. All Rights Reserv ed.



Omnishoppingis hereto stay.

. Today
20°s Gen Z
O 10’s COVID
Intro to acceleration
00’s social and
o Speed, subscription
90’s mobility, =~ commerce
& social
gggg;’ media
Bust

Source: NielsenlQ Omnishopper | US Omnishopper Total Store 444 Synd | Entire Dataset_Latesxt 52w ks 12/30/2023
https://www.linkedin.com/pulse/evolution-ecommerce-detailed-timeline-major-michael-gold/

91%

of shoppers are
Omni shoppers

NIQ
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E-commerce
will become a
$461B market
by 2026.

E-commerce sales share is
expected to accelerate by

+6pts in the next three years.
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Ecommerce % of Retail Dollar Sales

E-commerce share growth will
continue to accelerate by +6pts

/
/

COVID changed the
growth trajectory for
Online Sales by +2.6
ptsin Q1 24

Online growth trajectory without
the existence of COVID
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Online growth outpacesinstore growth and will continueto do so for most categories.

4 N

FOOD

15% ‘ PET CARE

10% PET CARE Q Total Beverage
HOUSEHOLD CARE

Total CPG Online
+9% vs YA

+6% future 12M

r

HEALTH & BEAUTY CARE

BABY CARE K /

” Total Beverage HEALTH & BEAUTY CARE

-5% HOUSEHOLD CARE ‘ @ Instore z Total CPG Instore

BABY CARE ® Online +2% vs YA

5%

ALCOHOL

/

0%

Forecasted $ Growth +1 yea

i f le:
-10% 1z + o
ALCOHOL Forecasted § salee 290 future 12M
Future 12 months
-15%
0% 2% 4% 6% 8% 10% 12% 14%

Current $ Growth
Source: NIQ Omnisales. 52 w /e 3/23/24.
*Total Beverage includes syndicated Beverages plus Health & Performance Shakes, CPG exclFloral & Gen Merch
Forecast of L3years into future 1 year, NIQ Insights Data Science
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Online growth outpacesinstore growth and will continue to do so for most categories.

Beverages are a source of growth online this year and next yeatr.

20%

15%
_10% PET CARE
o
3 FOOD
5 HEALTH & BEAUTY CARE
+
é 5%
<) BABY CARE
o
@ ALCOHOL
D 0%
/
3 Total Beverage
7

-5% HOUSEHOLD CARE

BABY CARE
-10%
ALCOHOL
-15%
0% 2% 4%

Source: NIQ Omnisales. 52 w /e 3/23/24.
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FOOD
PET CARE Total CPG Online
[ +99%0 vs va
Total Beverage +690 future 12m
HOUSEHOLD CARE
HEALTH & BEAUTY CARE
Instore z Total CPG Instore
Online +2% vs YA
Size of bubble: ¢
+2% future 12M
Forecasted $ sales
Future 12 months
8% 10% 12% 14%

Current $ Growth

*Total Beverage includes syndicated Beverages plus Health & Performance Shakes, CPG exclFloral & Gen Merch

Forecast of L3years into future 1 year, NIQ Insights Data Science

NIQ



Online growth rates are, and will continueto be, substantially higher onlinethan in-store.

Health & Performance shakes is a strong category and will only get stronger over the next year.

25%

20%

15%

10%

5%

0%

-5%

Forecasted $ Growth +1yearr

-10%

-15%

-20%
-5%

-

AO Beverages

Value Added Water

o

Health & Performance Shakes

~

Soft Drinks

oo

Health & Performance Shakes

/

Fruit Juice
Fruit Water

Soft Drinks A/O Beverages
alue Added Water

Sports Dri

0% 5% 10%
Current $ Growth

Source: NIQ Omnisales. 52 w /e 3/23/24.
*Total Beverage includes syndicated Beverages plus Health & Performance Shakes
Forecast: +1 year, NIQ Insights Data Science

Energy

Sports Drinks

@ Instore
® Online

ize of le:
Forecasted $ sales

Future 12 months

15% 20%

Total Bev Online

+12% vs YA
+13% Future 12 Mo

Total Bev Instore

+490 vsva
-2% Future 12 mo

7
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NIQ
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The Full View equips Coca-Colato go for gold.

The Full View
& NIQ Product Insight*

Omnishopper*

Amazon Sales & Share
& Spectra

Cateqgory
Management

“How are these brands going viral
and stealing shelf space?”

Marketing Insights

“How are brands emerging onto
the Omnichannel landscape?”

Digital _Strategy

“Where are the whitespace
opportunities online?”

*Not currently licensed, but leveraged for thought leadership

NIQ



0
CORE
POWER

@ 9

$8 2 O M Omni-$ sales - 3 ] 3 % $ Share of total

beverage growth

. J . J

Faster growth than 7t h Fastest growing brand
CO I e P O W er the category online online in beverages

J . J/

L.

4 3 O/ Growth from new 2 O O/ Share on Amazon in the
O category buyers O category

deserves medals
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Core Power consumers ‘walk the walk’.

25-34y0
45-54y0

Instagram,
LinkedIn

Travel for work

27 [PETSON Sl and pleasure

Single, with Stream TV
kids 6-17yo and music
White, .
Hispanic Active In sports
$150k+ . .
income Vacation outside

NIQ 19



Core Power’s “Champion Your Recovery” campaign focuses on the benefits of post- GORE

workout nutrition for athletes of all levels.

WEBSITE / SOCIAL MEDIA

Highlights partnership with US medal-winning athletes

The Core Power #ChampionYourRecovery campaign featuring
Katie Ledecky will run throughout the Olympic and Paralympic
Games

Advertises participation in expo events

Core Power recipes are offered online, as well as workout recovery
tips for different sports

CLAIMS:

26 g protein (original) | 42 g protein (Elite)
Ultra-filtered Milk

Lactose Free +26%

No added sugar +31%

50% calcium +19%

PRODUCTS:

140z bottle (Vanilla, Chocolate, Strawberry Banana) Original & Elite

ENDORSEMENTS:

Partnership with Team USA, March Madness

Sports coaches, fitness trainers, and athletes' influencers, such as
Matt Wilpers (coach & training specialist) and marathon runners

PRODUCTS ABOUT FAIRLIFE NEWS

KY
LEDECH

—

Katie Ledecky

.g‘a!r'ife CAREERS FINDUS SHOP Q

I rise to a new

level of recovery

After you work out, you can feel worn out. Core
Power fights post-workout fatigue and
dehydration with high-quality protein and
“ﬁa!rlife,%_ electrolytes. Made from fairlife ultra-filtered milk,
.@v@ N/ Core Power is a delicious way to maximize your
recovery and get the nutrition you need to power
on!

© © ®

PROTEIN TO ELECTROLYTES ~ REPLENISH
BUILD MUSCLE  TO HELP HYDRATE ~ REPAIR
REBUILD

Robert Townsend Tyana Mc Fadden

CHAMPION
YOUR

vmy go-to is a Core Power
protein shake

Matt Wilpers

NIQ



We know the star;
how do we-elevate
the whole team?

Discover Demo

NIQ
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Key Takeaways

91% of shoppers are omni-shoppers. To thrive in the intricate and
constantly shifting omnichannel landscape, manufacturers and
retailers must have a Full View™ of the marketplace.

Considering economic pressures, online presence is a critical
avenue for growth. The Full View™ offers invaluable breadth &
depth to steer investment prioritization effectively.

By integrating multi-dimensional data assets, Manufacturers and
Retailers can unlock optimal targeting strategies, positioning
themselves to seize the substantial $461 billion opportunity

24



Thank you.

Kim Cox

Managing Director,

NA Ecommerce
Kim.Cox@NielsenlQ.com

Samantha Northcutt

Director,

Customer Success NA Insights
Samantha.Northcutt@NielsenlQ.com

Alber Ahmed
Associate Director,

Sales Engineering
Alber.Ahmed@ NielsenlQ.com
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