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Financial sentiment in NA is following different paterns — Americans are feeling worse
vs the same time last year, while Canadians are somehow feeling a bit better

Consumer Financial Position — 2025
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That being said, optimism around financial situation
lags the most in North America and Europe

Measuring the Sentiment Net Effect = Better Off - Worse Off
Global
Where more consumers are
29 “Better Off” than worse

16 15

Where more consumers are
“Worse Off” than better
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FMCG price increases are starting to trend
higher than overall inflation
Spending pressures rising in Canadian CPG

IPC vs. FMCG inflation
NIQ Inflation = Vol. $ % chg — Vol. EQ % chg (Canada)
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Inflation is hitting a number of departments

Commodities and rising prices are behind the recent
increases noticed in Canadian channels

FMCG inflation — Selected departments
NIQ Inflation = Vol. $ % chg — Vol. EQ % chg
Latest 12 weeks (Canada)

Hot Beverages +10%
Alcoholic Beverages | +6%
Fresh Meat +6%
Paper Products | +6%
Cold Beverages | +5%
Refrig/Dairy | +5%
Fruit | +4%
Hair Care +4%
Oral Hygiene | +4%
Cosmetics | +4%
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| live comfortably and | only have enough
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u y I n g | am able to things just because | shelter, and the
spend freely want them basics

“essentials’
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Growth is back after close to 2 years of This is particularly true for food departments

declines for CPG products in Canada in the networks measured by NIQ in Canada
Total CPG unit sales growth Departments unit sales growth
Canada, Total CPG, Rolling 12 weeks Canada, Rolling 12 weeks
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Growth - units Stable - units Decline - units
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of Canadians

of Americans | believe
believe

(51% very
negative)

,% ndy.ated Study - How Canadian Grocery Shoppers Will Respond to U.S. Tariffs, March 2025 .
4 Source: NIQ 2025 Private Label & Branded Products report global survey
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84%

of Canadians say
it's Important or
very important to

+12 pt

r vs 2024
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Will the younger ones follow? Fewer of
them think it's important to buy local...

% who say it’s important or very important to buy local
Canada

Millenials
Gen X
Boomers

Great Gen

®m Very important ® Somewhat important

Source: NielsenlQ PanelView | Food and Beverage Label Content syndicated 2025 survey
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Canadians are mobilizing and becoming more label conscious

Social media Packaging On the shelf Advertising
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What is ‘made locally’ according to Canadians

_‘.‘, - ‘ ”'. PSR Y A
M?"’

’l¢" .

)

48% A 38% "4

#1120 > +10p L{

vs 2024 vs 2024
T E 3

<

© 2023 Nielsen Consumer LLC. All R




Canadians are now ready to pay more for
Canadian products

br the leaf.

Willingness to pay more for Canadian Products
Canada isn't ours. MARLE

_ 37%
Nothing more
36%
1%-5% more o
37% : w  Evenifitisntours. MAPLE
0/ - 0}
6%-10% more \g ¥ Look for the leaf.
0
Greater than 10% 10% m2024 m2025
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American brands are important in the

Canadian CPG environnent

NIQ has identified nearly 2,500 Canadian brands (>$500K in
sales) that account for 34.6% of CPG sales in the country.

Importance of Canadian brands compared to
American brands in Canada
Canada (52W) Brands with sales >$500K

Share of number Share of sales
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32% of Canadians say they will boycott U.S.-
made products and refuse to purchase them,

regardless of availability or price

That sentiment is stronger in Québec, where consumers can
find products identified by the Aliments du Québec easily

Opinion by province

March 2025
Total Canada 32%
Maritimes
Quebec 36%
Ontario 32%
Man/Sask 30%
Alberta
BC 32%

Aliments du Québec

NIQ



https://www.alimentsduquebec.com/fr/blogue/nouvelles/aliments-du-quebec-mettre-les-bouchees-doubles-pour-favoriser-lachat-local
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Canadian products are doing better than
American or Mexican-made SKUs

NPI — “Made in” Performance (selected items)

Canada (L52W)

Product Of Canada

Made in Canada

Made in USA

Made in Mexico

Canadian Dairy

-4.1%

-8.9%

5.7%

@lt

NIQ
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of Canadians say they
would be more likely

© 2023 Nielsen Consumer LLC. All Rights Reserved.



of Canadians say
they shop more at

to save on A\ o)’
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All discount
‘options’ have
grown in the
country in 2024

NIQ

Growing $ Stable $

Amazon +16% Total grocery +2%
Ethnic stores +13%  Drug stores 0%
Grocery - discount +7%
Dollar stores +7%
Total on-line +7%
Warehouse clubs +6%
Mass merch +5%

Declining $

Grocery — conv.
Gen. Merch
Rem. food stores
Health food stores

-1%

-3%
-4%
-6%

25



65.3%
53.8%
52.9%
45.2%
32.4%

Produce

——Non-Grocery

—Meat & Seafood ——Grocery COS

—HABA

62.4%
49.9%
49.2%
42.6%

Gains observed in every FMCG departments
31.6%

Discount stores’ performance per departments

Canada, rolling 12 weeks, vol. units

48.9%

45.9%%

50%
49%
48%
47%
46%
45%
44%
43%
42%
41%

Discount stores continued gaining share of
FMCG sales in Canada in 2024

Discount stores’ performance
Canada, rolling 12 weeks, Vol. units
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Yes, conventional stores still account for more than 50% of all FMCG sales in Canada ...

... but they’ve made NO gains in any departments in the past year. Conventional stores remain a destination for
a group of selected Fresh categories, where service, selection and a desired quality are still king

Conventional stores’ performance
Canada, Latest 52 weeks, Market share of vol. units

Deli Meat 88.5%
Home Meal Replacement 77.6%
Seafood 71.9%
food sub-

departments where Natural Cheese
Conventional

stores won market Baked Desserts/Breakfast
share in 2024

Fresh Meat

NIQ

27



More and more Canadians are visiting Discount stores, making more trips vs Conventional stores

Penetration Trips per HHLD Units per trip
—Disc. =—Conv. 24 13 124
96% 12 \/\_/\_ﬁ6
95.2% 22 lez
95% 11
20 10
940 93.9%
’ 18 9
16.0 7.7
0,
93% 93.2% 16 8 \/\ 6.9
92% 14 ‘—_
6
91% 12 5
90.8%
90% 10 4
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Higher income households are driving the

shift in Canadian spending toward discount

Brands needs to streamline their assortment
to meet shifting consumer needs in the country

% $ growth vs previous year for Canadian households
Total CPG, Total Canada

B Conventional Retall E Discount Retall
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$20-29K  $30-39k $40-49k  $50-69K  $70-99k  $100-124k $125,000
+
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All companies laid out ambitious plans in 2024 to grow their discount operations in Canada

—

Loblaw’s ambitious plans to
expand its discount store network

In 2025, LCL aims to open more than 50
new stores, focusing on their Maxi and No
Frills brands; this follows their 2024
initiative, where LCL was aiming to invest
$2 billion. They opened 25 hard discount
stores in the 3rd quarter alone, with plans to
open 20 new Maxi and No Frills stores in
the 4t quarter

LCL has also opened 3 No Name stores in
mid-2024

Loblaw to ramp up store network expansion in 2025 as it continues to focus on value | Canadian Grocer, Metro to open dozen discount stores in 2025 | Canadian Grocer

Sobeys Inc. to increase number of
FreshCo stores

In 2024, Empire announced plans to invest
$700 million in its network, including
opening new FreshCo stores and
renovating existing ones; they are focused
on expanding in Alberta and Ontario.

They plan to open more than 65 FreshCo
stores in Western Canada by 2027; this
includes converting 30 to 35
underperforming Safeway and Sobeys
location.

Metro to open dozen discount

food
Basics

=

stores in 2025

Metro Inc. opened nine new discount stores
in 2024, including three Super C
conversions; they have plans to open 12
new discount stores in 2025, including
some conversions mostly in Quebec

In 2024, Metro also completed 28 major
renovations across its pharmacy network in
2024

Loblaw opens 16 new locations on its

path to delivering more value and convenience for Canadians

Sobeys reaches milestone in FreshCo expansion plan

NIQ
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https://canadiangrocer.com/loblaw-ramp-store-network-expansion-2025-it-continues-focus-value
https://canadiangrocer.com/metro-open-dozen-discount-stores-2025
https://www.loblaw.ca/en/loblaw-opens-16-new-locations-on-its-path-to-delivering-more-value-and-convenience-for-canadians/
https://www.loblaw.ca/en/loblaw-opens-16-new-locations-on-its-path-to-delivering-more-value-and-convenience-for-canadians/
https://www.supermarketnews.com/finance/sobeys-reaches-milestone-in-freshco-expansion-plan

Walmart and Giant Tiger are not to be outdone - and neither are ‘liquidation’ stores

.
‘ .
. e * 1 e - =
i = ..v‘
3 ] l o = L]

Walmart to invest $6.5 billion Giant Tiger to grow to 300 New liquidation stores open

dollars in the next 5 years locations across Canada weekly in Canada

« Walmart Canada has announced a « Giant Tiger is planning a significant » 50 stores now opened in Québec, with retalil
significant expansion plan, committing $6.5 expansion, aiming to increase their store chains Boom Liquidation planning to double
billion over the next five years; they will count to 300 locations across Canada; this its number of stores in 2025
open dozens of new stores and enhancing expansion includes opening new stores and
their supply chain infrastructure. upgrading existing ones to enhance the

« They plan to open 5 new Supercentres in shopping experience.

Ontario and Alberta by 2027. « Giant Tiger is rolling out a new store
concept designed to improve the customer
journey and integrate online and in-store
capabilities.

* A new distribution center in Vaughan, will
precede this in Spring 20251.

Giant Tiger discount chain expanding, plans to increase store count to 300 - St. Albert News Dozens of new Walmart stores planned across Canada | Insauga Liguidation alimentaire : les meilleures adresses
pour économiser sur I'épicerie | Dollars et cents | L’actualité

NIQ 2



https://www.stalbertgazette.com/lifestyle-news/giant-tiger-discount-chain-expanding-plans-to-increase-store-count-to-300-3766280
https://www.insauga.com/dozens-of-new-walmart-stores-planned-across-canada/
https://lactualite.com/finances-personnelles/liquidation-alimentaire-les-meilleures-adresses-pour-economiser-sur-lepicerie/
https://lactualite.com/finances-personnelles/liquidation-alimentaire-les-meilleures-adresses-pour-economiser-sur-lepicerie/
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SMB brands have an opportunity to grow the size of prize with consumers

They must seize consumers’ openness to trying “whichever” brand fits their needs.

Needs-driven decisioning Broader consideration sets Captive shopper audiences

5/% 48% 5/%

of Canadians of Canadians say

of Canadians say if
they look hard
enough,

consumers say
brand or store
brand is irrelevant

across more
categories than
ever before

NlQ 33



Smaller manufacturers are leading growth
contribution in Canada

Performance by brand tiers
Total CPG (Canada)

Market Share
Total FMCG +3.0% Dollar % Chg. CSOYSrri(;\:Jvttir;n Dollar Vol % Chg.
Top 20 12.9% 24.4% -0.5
21-100 12.6% 19.6% +0.2
101+ 42.4% 23.5% +4.7
Private Label 15.6% 19.9% +1.9
Unbranded* 16.5% 12.6% +1.7

NIQ 34



It’s about what the product can do for you!

Path to Purchase Evolution Diminishing Relevancy Quality vs brand

70%

of Canadians say

| struggle to find brands | can relate to

O (i.e., brands for my age, size,

O appearance, lifestyle, etc..)
of CPG searches
on Amazon are

the
IS more
Important than a
brand name

18% 14%

It’s about what’s IN the
box vs what’s ON the box

(Ingredients, attributes,
benefits, sourcing)

NIQ 35
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¥ 49% . 31%

of consumers have of consumers have
sought out a new changed brands
product

» Source: NIQ 2024 Mid-year consumer outlook
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Social mediais the new search engine for

many consumers around the world
Will new Canadians keep these habits once they are here?

Global likelihood of using social media as a primary
learning source about new items
Global

43%
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Africa 60%

Asia-Pacific 60%
Latin America

North America

Europe
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40%

of Canadians
consumers are
likely to accept a
recommendation
from an Al

assistant



Al is automating and speeding up decision

28% of North Americans will use Al to automate and speed up every-day decision around CPG products

When is the last time you asked Al about your category...

— X

chatgpt.com M

Help me plan dinner for
tonight, it must be healthy,
nutritious, and my daughter
likes Mediterranean food.

ChatGPT @

Here's a heaithy and nutritious Mediterranean
O SR AN TS LT T R N N AN LS N VAT
dinner plan for your family:

Include brand
recommendations on
highly-rated ingredients.

"4 Main Dish: Grilled Lemon Herb
Chicken
Ingredients:

« Chicken breasts (organic, free-range

recommended) - Brand: Bell & Evans or
Perdue Harvestland

= Fresh lemon juice
« Garlic cloves (minced)

Fresh herbs (rosemary, thyme, oregano) -
Brand: Gourmet Garden (pre-chopped
S S S A I ORIV

herbs)

Extra virgin clive oil - Brand: California OQVQ

Ranch
iy

« Sea salt and freshly ground black pepper -
Brand: Maldon V¥ a Salt

NIQ a0



Al is automating and speeding up decision

28% of North Americans will use Al to automate and speed up every-day decision around CPG products

...or your retail customers?

chatgpt.com

- ChatGPT -

@ For purchasng these items, here are some

recommendations based on whera ﬁu're Iikey

to find high-quality ingredients:
S A TRy LI A DAT LY SO G ANTN

Whole Foods Market:

= Bestfor: Organic, high-quality producs,
meats, and specialty MediRerranzan
ingredients.

Items:

« Bell & Evans or Perdue Harvestland

Where is the chicken breasts
best place to « California Olive Ranch extra virgin olive
buy all these oil

products? « Maidon Sea Salt

= Bob's Red Mil guinca
« Divina Kalamata olves
= Athenos feta cheese

« Fage Total ¥ Gresk yogcurt
- MNeloantlta baveias

o ChatGPT

NIQ
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Gen Zis more prone to brand exploration

As digitally native consumers, Gen Z like to be highly informed
when making purchase decisions surrounding their health

Opinion towards brand exploration
Canada

Leverage technology or APPS to
give me guidance and advice on
how to lead a healthier lifestyle

54%
Trial a new product that A7%
has been designed to assist
with my health and wellness goals

mGenZ ® Millennials m Gen Xers ® Boomers

NIQ a1



(only 14%) of
Canadians

' 14% | ” '

when

~
buying food & y & ' d -
beverages : | * ' ,
' X Sa Ni nlQ PanelView | FOO 8 dicated 20288Survey
© 2023 Nielsen Cons % 42




Health & Wellness claims are not even in the
Top 10 of influencing factors when Canadians
choose food & beverage products

Top influencing factors when purchase food and beverages
Canada (2024)

Taste 59%
Sales/promotions 58%
Expiry/best before date 50%
Quality 47%
Food labelling

Flavour/variety
Country of origin
Product claims

Pack size

Price per gram

Source: NielsenlQ PanelView | Food and Beverage Label Content syndicated 2025 survey

NIQ
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35%

of Canadian are

Casual H&W
consumers

le. don't have strong
preferences regarding
H&W or convenience

iew | Food and beverage label content syndicated survey
bout packaged food products in terms of healthiness and convenience? | BASE: Total respondents, n=5358

IQ‘. j =3 ~.




More than 40%
of Canadians
have H&W
considerations
when buying
your products

NIQ

 §

19% ‘,” 7%

| prioritize healthiness | prefer packaged
over convenience, so | foods that are
\ carefully check labels specifically marketed
and opt for packaged as healthy options,
foods with minimal such as organic,
additives natural

Aﬂa
\ e @

Source: NielsenlQ PafﬁV|ew I%)d and beverage abeA syndlcated survey

"14%

Eco-Health
Advocates

| actively avoid
packaged foods due
to concerns about
their healthiness and
environmental
impact

[

"“HI 4

© 2023 Nielsen Consumer LLC. Alllqght Reserve




Half of Canadians check packaging for health & nutrition claims before purchasing

As people become more health-conscious, there is a growing demand for verifying health and nutrition claims

Checking health & nutrition claims on packaging before purchasing by segments (%)
Canada (2024)

m Rarely or
Never Check
Health Claim

m Sometimes

m Always or
Often Check
Health Claim

Wellness Focused Health-Conscious Eco-Health Advocates

Total Canada Convenience Seekers Casual Consumer

Source: NielsenlQ PanelView | Food and beverage label content syndicated survey
Q2025Newl: How often do you check for health and nutrition claims on food and beverage packaging before purchasing?| BASE: Total respondents, n=5304

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Slowly, more and more front-of-pack symbols are found in Canadian stores
FOP symbol will become mandatory as of Feb. 2026 for CPG products in Canada
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Symbol regulations has had a negative
iImpact on sales in other countries

& O

Total basket | 2:07% -(.3%
Volume Volume*
Food -8.5% -10%*
Beverages -6.2% -T%*
Candies -3.4% -12%*

NIQ




60% & 40%

were able to were able to
recover during recover during
year 2 year 2

‘B

AlC



What measures are you currently taking to minimize
potential future health problems?

~

50% 18% 34%

of Canadians of Canadians of Canadians
say they limit say they limit say they limit
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Clients are putting their “needs” to action

NPl — Sugar, Sodium, Fat Performance (selected items)
Vol. units % chg, Canada (L52W)

Low Sugar
Reduced Sugar -3%
Sugar Free -1%

No Added Sugar
Low Sodium
Reduced Sodium
Sodium Free
Fat Free Qualified -3%
Low Fat Qualified -3%
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On Package Attribution Beyond the Label Attribution
Standardizing attributes present on the label by analyzing Uncovering attributes not physically stated on the label by
marketing claims, warnings and third-party certifications. analyzing nutrients and ingredients against regulations.
—_— =| > Contains Omega-3
Canada Organic <« wwe == > Contains Omega-6
. Ca o
Non GMO remriCAL, » Chotesterol Free
Whole Grain « prngh » Trans Fat Free
Recyclable « ';* =+ 3| > Good Source of Iron
Kosher < == » Good Source of Fiber
QA Organic « | — » Not Keto Diet Friendly

INGREDEENTS: Whole graw roded can® cane
wgar®. yary ol brown roe Ty flax sewdy®,
#monds®, ot sytug solich® (ot yyrups sl

toropherol] natural vamdls Snour, e salt,
= - iy wile St aret maines® Contains soy. skmonds
Femauiect Hatinw's Bath Orgarse and oats. May contan peanuts.
» QOrganic Pranych want <xv oy ety avER wheat cr other tree nuts.
10 M wena The ol better GRANOLA “
» Pesticide Free Thar i Toondd it, by Faerméng CRCALLENE SOURCE B4 ALA ChbSa ) Artificial Color Free
sthout (el peticde

» Non GMO Trtihemte s AR, Fast sovie 35
Fermented

Contains Naturai Preservatives

prrs o famdy bes sgrmd tu

2
»
Sacw » Contains Natural Sweeteners
»
»

— g @ @ )

by e TR

Plant Based

Contains Superfood Ingredients
I g
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NIQ Canada Launches 550 NPI attribute characteristics for Food & Beverage

®

Allergens & Clean Health &

Intolerances Label Lifestyles Need States

Ingredients Natural & Nutrition Place of Origin
Organic

&

ESG - Social
Responsibility

ESG - Sustainable

Packaging

AW

ESG - Farming

Insights

©

Welfare

ESG - Animal

ESG - Environmental
Sustainabilit

NIQ
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Products targeting specific diets are growing
in Canadian retail stores

NPl — Sugar, Sodium, Fat Performance (selected items)
Vol. units % chg, Canada (L52W)

Free Of Gluten

Keto Diet 1.5%
Mediterranean Diet 1.5%
Paleo Diet 1.9%
Whole 30 Diet 0.9%
100 Calories
Vegetarian
Vegan -0.3%

NIQ



Unit sales % chg
(NP1 — selected categories)

pran,




Not easy for all certifications in Canada

NPI — Certifications (selected items)
Vol. units % chg, Canada (L52W)

Upcycled -11%

1 Percent For The Planet -15%
Fair Trade -1%

Sustainable Fishing
Responsibly Sourced -1%

Not Tested On Animals

Farm Raised

16%

Pasture Raised

Source: NIQ NPI (Part of NIQ MarketTrack), 52 weeks ending April 12, 2025
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Les catégories offrant des solutions repas
facile et rapide toujours en croissance

Top 10 categories Canadians associate to
‘high protein’ as health benefit
Canada (2024)

Energy bars/ protein bars

Protein drinks, shakes, smoothies, or powders
Mediterranean / Greekyogurt

Instant breakfast drinks / shakes / smoothies / powders
Weight Mgmt. drinks / shakes / smoothies / powders
Weight Mgmt. bars

Dairy cheese

Yogurt

Diabetic nutritional drinks / shakes / smoothies / powders

Drinkable yogurt
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Demand and offer of specific attributes such
as high-protein products are expanding

Gyms

Consumers are more
informed about the
benefits/importance of
ingesting more proteins, in
special on muscle building,
weight management, and
improved energy levels.

Diets

Diets like keto, paleo, and
veganism emphasize
higher protein intake,
leading to increased

interest in protein-rich foods

Tik Tok

Platforms like TikTok have
popularized protein-rich
foods, driving demand for
items like Greek yogurt and
cottage cheese

Natural source

There's a growing
preference for natural
protein sources, such as
lean meats, dairy
products, and plant-
based options like lentils
and chickpeas.

NIQ




Not surprisingly, whey Protein is the

fastest ingredient in Canada

NPI — Contains (selected items)
Vol. units % chg, Canada (L52W)

Whey Protein
Niacinamide

Monk Fruit
Adaptogen Group
Fermented Ing.
Vitamin E

Sprouted Ingredients
Cane Sugar
Creatine

Ceramides

53.3%

NIQ
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Canadians are looking for energy!

NPl — Support (selected items)
Vol. units % chg, Canada (L52W)

Provides Energy 4.1%
Bone Health 2.0%
Osteoporosis Health 2.0%
Brain Health -1.8%
Pain Support -2.1%
Mood And Stress Support 6.1%

Sleep Support -1.9%
Reduces Fatigue -5.5%

Diabetes Support -10.8%
Metabolism Support  -15.2%
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Free From is not all catching up in Canada

NPI — Free From (selected items)
Vol. units % chg, Canada (L52W)

Hydroquinone

Msg

Lactose

Artificial Sweeteners
Homosalate

Artificial Colours

Artificial Flavours

10.0%
6.7%
2.9%
10.2%
-0.3%|
2.1%]|
2.7%

Diethanolamine -15.2%

NIQ




As challenging as it might be,
let’s keep the focus!

© 2025 Nielsen Consumer LLC. All Rights Reserved.



Your strategy
for 2025 must
take our new

reality into
account

Keep an eye on

consumer sentiments

Need-based consumers
are challenging loyalty

Consumers looking for
value everywhere

Fish where the fishes are! »

Canadians are slightly more
optimistic, but sentiments towards
tariffs could impact our industry

Brand loyalty is at risk as
Canadians are looking to fulfill specific
needs, leaving emotions behind

Brands need to understand what'’s
driving consumers to different stores
and changing overall dynamics

Need to capitalize on emerging
consumer groups and upcoming
trends in food & beverage
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Keep in touch :

© 2023 Nielsen Consumer LLC. All Rights Reserved.

francis.parisien@nielseniq.com
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https://www.linkedin.com/in/francis-parisien/
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