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Understanding the North America Omni Landscape



What does the
omni landscape
look like today?

The pace of change is accelerating rapidly

+ Artificial
Intelligence

Social commerce
Quick commerce

Oomni
In-store
In-store

80 years 10 years 3 years

In-store only - Omnichannel

Source: NIQ



There

are seven omni
touchpoints
brands must
keep top

of mind:

Source: NIQ

Artificial Intelligence will impact all aspects of the omni ecosystem

Retail
(online and in-store)

Last mile
(shelf to consumer)

Metaverse Direct-to-consumer
(virtual commerce (brand website,
and retail) social media, apps)

B2B Marketplace
(selling direct to (Amazon,
other businesses) Walmart.com, etc.)

Social commerce
(Tik Tok, Facebook,
Instagram, etc.)



Nearly every US shopper
IS an omnishopper

Consumers make
purchase decisions based
on four main drivers:

® Availability
® Quality
o Price

e Convenience

Source: NIQ - OmniShopper

1%

of buyers buy both
in-store and online

Top factors consumers consider before making online purchases in US

® Products available/in-stock

® Good fresh produce selection

@ Low prices

@ High-quality products

® Carries the brands |1 like

© Good sales & promotions

® Good meat/seafood selection

® Good frozen selection

® Good general merchandise

Provides for one-stop shopping

@ Ease of returns

® Good snack foods selection

© Good loyalty program

© Rewards on purchases (e.g., cash back, points)

© Good digital coupons & offers

@ Organized and easy-to-navigate website

@ Relevant digital coupons/offers

® Good private label selection

@ Detailed product information (e.g., ingredients, size, weight)
@ Good online search functionality

@ Online payment options (e.g., PayPal, credit, debit, etc.)
@ Carries unique items that | can't find at other stores
@ Offers order tracking
@ Ability to compare products
® Good online circular/flyer
© Ability to compare prices online
@ Easy online ordering (e.g., one-click ordering, etc.)

Source: NIQ BASES Retailer Diagnostic
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Targeting a
typical consumer
In the US

Demographics of consumers purchasing general merchandise in the US

Income
In-store group

H High-income 37%

Income
group

Online

| High-income 45%

Source: : NIQ Omnisales and Omnishopper

Generation

[ Boomers+ 37%
(Born before 1965)

Generation

B willennial 35%
(Born 1997-1994)

Occupation

B White-collar 33%

Occupation

B white-collar 37%



r— 2024 Omni Share of CPG Total $ Sales 2024 Online $ Share and $ Growth

Whlle In-S'[OFe Total CPG Dollar Sales: +4.2% vs 2023 Online Share Online In-store
Sales are Sti” the Baby Care VORLZ +18%  -1%
majority, there are

Health & Beauty 47.0% +20%  +1%

major variances Online  am
(+2.6 pts)
Categ 0] I‘y sales vs year ago
In-store Food +19%  +1%
(-2.6 pts)

+1% Alcohol
sales vs year ago

4.2% +50%  +0%

Source: NIQ Omnisales+, CPG only



2024 Sales Growth 2024 Sales Added (bil USD)

Near_ly all g I’OWth 1S Online is growing 18.0% - 83% of sales added in 2024
coming from online  yer 4% faster than came from online
total retail 43.4
4.2%

Total Online Total Online

Source NIQ Omnisales+, CPG only
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2024 Omni Share of CPG Total $ Sales 2024 Online $ Share and $ Growth

In Canada; Onllne Total CPG Dollar Sales: +2.6% vs 2023 Online Share Online In-store
sales penetration NON GROCERY 13% 3%
293 the US
Online
5% MEAT &
In-store HEALTH AND _
(0.4 pts) BEAUTY AIDS 2.0% 14% 2%
sl
sales vs year ago DELI L9% 10% 2%

Source: NielsenlQ Retail Measurement | CA - NDH MULTIPURPOSE - CROSS CATEGORY
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g

2024 Sales Growth 2024 Sales Added (CAD bil)
But onli n_e sal es_ Online is growing 15.0% 206 17% of sales added in 2024
growth differential over 5.7X faster ' came from online
to the total market than total retail
IS even greater than
In the US
2.6% 0.59

Total Online Total Online

Source : NielsenlQ Retail Measurement | CA - NDH MULTIPURPOSE - CROSS CATEGORY
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Online represents

an opportunity to
grow basket size

2024 Units Per Occasion By Department

m [n Store = Online

10.6
3.4 3.0
. 23 29 17 24 1.9 2.4 2.3 1.9
GENERAL BABY CARE HEALTH & BEAUTY PET CARE HOUSEHOLD CARE FOOD
MERCHANDISE CARE
2024 Value Per Occasion By Department
m|n Store = Online
$51.76 Online basket are 70% larger than in store*
$43.50
$33.23 $35.88
522,63 $28.67 $26.24
. $19.22 $16.31 $20.69 $19.76
. . . . n .
GENERAL BABY CARE HEALTH & BEAUTY PET CARE HOUSEHOLD CARE FOOD

MERCHANDISE CARE

Source: NIQ Omnishopper, *Average of basket size difference across all departments, equally weighted

1.9 2.0

ALCOHOL

$25.75
$20.66

ALCOHOL
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Top 20 US Categories By 2024 Online Sales (USD bil)

12024 Online Sales ®YoY

25 35%
Top online 30.9% 30%
. 20 ® 28.6%
categories today o 25:3% o 20.7% ° 5% o
20 1% '
span departments 5 19 0% £ 201% o 211% . o
) o ® 6% 0
' 11.8 115 115 ® 18.2% 19.4%
and are growing well § 110155% o 16.0% -
above total retail 85 75 e 125 o 120%
10%
averages 5
0 0%
Q L < 2] 2
& & & 5 S o
N &R & & P S
QT ¥ MK 2
55 i TN &
o & A v
N ¥ %" ¢
N 3 ©
& v & <O
N & N @
) Q/Q‘
&

Source: NIQ Omnisales+, CPG only
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The largest
categories today
are seeing much
of their growth
come from online
sales as well

Top 20 Categories US by Total Omni Sales — YoY Growth Comparison

mYoY Total Growth YoY Online Growth

35%

30.9%
30%

25.3% 25.5%

24.7%
25%

0
20.1% 21.2%

0
19.9% 18.7%

0
18.2% 18.3% 12-4%

16.0% 15.59

200 19.0%

15.2%
15%
12.0%

10.5% 9.8% 10.6%0g0s

10% 0 0,
8.2% 82% |, .8
0 0, 0
506 3.4% 4-2% - 4.1%13.6% |, goe 3.0% . . - 200 41%
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15.5%



Shipped and
delivery the
primary fulfillment
modality, gaining
slight share on
pickup

Source: : NIQ Omnisales+

22Q2

51.8

22Q3

US Online Sales by Quarter (USD bil)
m Shipped and Delivery m®Pickup

59.6

22Q4

2301

57.4

23Q2

58.1

23Q3

68.2

23Q4

67.4

24Q1

67.8

24Q2

24Q3

80.3

24Q4
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Certain categories
see higher pickup
utilization by
shoppers

Source: NIQ Omnisales+

2024 US Online Sales - Fulfillment Modality by Department

m Shipped & Delivery  m Pickup

GENERAL
MERCHANDISE

BABY CARE

HEALTH &
BEAUTY CARE

PET CARE

HOUSEHOLD
CARE

FOOD

ALCOHOL

16



Top retailers and channels



There are leading
retail formats in
today’s landscape

-10%

Source: NIQ Omnishopper

-5%

Drug Store

Convenience/Gas

% Chg. Vs Year Ago

15%

Unit % Chg. Vs YA

10%
Warehouse Club

Mass Merch

Amazon

5%
Home Improvement

All Other

0%
0%

5% 10%
Grocery Store

Dollar Store

Depar‘ Store

-5%

-10%

Value % Chg. Vs YA

O Bubble Size: 2024 Sales $ Value

-15%

15%

18



For Amazon, it is
critical to
understand first-
party versus
third-party
dynamics for
each category

45%

40%

35%

30%

Vs YA

25%

20%

Unit % Chg

15%

10%

5%

0%
0% 5%

Source: NIQ Full View Measurement - Amazon

Amazon Department % Chg. Vs Year Ago

usehold Care 3P

Household Care 1P

Baby Care 3P

Health & Beauty Care 1P |

Baby Care 1P| Let’s look deeper
‘ Health & Beauty Care 3P
at one category

Pet Care 3P Food 3P

10% 15% 20% 25% 30% 35%
Value % Chg. Vs YA

O Bubble Size: 2024 Sales $ Value

19



100%

10.31% 10.57% 11.25% 11.58% 12.35% 12.58% 13.32% 0
Amazon 1P has 00% ° -
gained 4 points of S0
S h are frO M B &. M 20% The pace of Amazon 1P growth has
. 0 accelerated, gaining nearly 1pp in HBC
H B C 1N th e I aSt 2 60% share from calendar year Q3 to Q4 ’24.
0
years
¥ 50%
89.69% 89.43% 88.75% 88.42% 87.65% 87.42% 86.68% 85.71%
40% :
30%
20%
10%
0%

JFM 23 - wle AMJ 23 - w/e JAS 23 - w/e OND 23 - w/e JFM 24 - wle AMJ 24 - w/e JAS 24 - wle OND 24 - w/e
04/01/23 07/01/23 09/30/23 12/30/23 03/30/24 06/29/24 09/28/24 12/28/24

m Total US XxAOC ® Amazon 1P (Synd Model) Total TA

Source: NielsenlQ Retail Measurement Services (RMS), Total U.S. xAOC (Expanded All Outlets Combined, inclusive of store-fulfilled sales among retailers in the Food, Drug, Mass, Club, Dollar, and Military channels) and Amazon 1P
Total TA, Syndicated NielsenlQ Health & Beauty Care department, calendar year quarters from Q1 23 through Q4 ‘24

20




When ASINs are
mapped to UPCs,
it’s evident that
Amazon is carrying
substantial
exclusive
assortment

200+ HBC Brand
Variants with over
$1M of sales on

Amazon are not
carried in B&M

Brand Low (Brand Variant)

LUBRICANTS BRAND
MEDICAL PRODUCT BRAND
HAIRCARE BRAND

DENTAL BRAND

SHAMPOO BRAND

SKIN CLEANSER BRAND
SKIN MOISTURIZER BRAND
ELECTIC RAZOR BRAND
SUNSCREEN BRAND
SKINCARE BRAND

NAIL POLISH BRAND
MEDICAL PRODUCT BRAND
HAIRCARE BRAND
SKINCARE BRAND
EYELASH SERUM BRAND
SKINCARE BRAND

Total US
xAOC $

N

A

Amazon 1P
(Synd Model)
Total TA $

$40,764,316
$26,029,646
$19,525,369
$19,262,296
$18,201,964
$17,605,494
$15,720,852
$15,690,005
$15,470,469
$13,894,798
$13,369,248
$13,086,176
$11,506,583
$10,402,655
$10,363,482
$10,174,744

Source: NielsenlQ Retail Measurement Services (RMS), Total U.S. xAOC (Expanded All Outlets Combined, inclusive of store-fulfilled sales among retailers in the Food, Drug, Mass, Club, Dollar, and Military channels) and Amazon 1P 21
Total TA, Syndicated NielsenlQ Health & Beauty Care department, latest 52-week period ending 3/15/25



Amazon
consistently
undercuts B&M
on price on top
items

Top Brand Towelette 25ct 2 pack, Average EQ Price
$0.24
$0.22 W—W‘WW
$0.20
$0.18
$0.16
X » D 0 ‘o ‘o NaJA) 6 D D D D
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Top
$1.05
$1.00
$0.95
$0.90
$0.85

$0.80

SO D
,.b\'lz\'b\Q\'\b{b'I/

—8—Amazon 1P (Synd Model) Total TA —8—Total US xAOC

Brand Facial Cleanser 160z, Average EQ Price

q?‘ > o \qy/\@v o \qy \qy‘ \,,y \qy o {1,
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Source: NielsenlQ Retail Measurement Services (RMS), Total U.S. xAOC (Expanded All Outlets Combined, inclusive of store-fulfilled sales among retailers in the Food, Drug, Mass, Club, Dollar, and Military channels) and Amazon 1P
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=e8—Amazon 1P (Synd Model) Total TA  =e=Total US XAOC
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Analyzing product
attributes can
drive additional
Insights

Facial Cleanser Category, “Oil Free” versus No “Oil Free” claim

Total US vs Amazon - 2024 % Chg. Vs Year Ago

35%

Unit % Chg. Vs YA Amazon 1P (No Claim)

- ‘
25%

Amazon 1P (Oil Free)
20%

15%

10%

5%

Value % Chg. Vs YA

-10% -5% 5% 10% 15% 20% 25% 30% 35% 40%

Total US xAOC (No Claim) O Bubble Size: 2024 Sales $ Value
Total US xAOC (Oil Free)

-15%

Source: NielsenlQ Retail Measurement | US Socialization TSR (Synd)
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Full View™ - Measurement:
Club Channel Intelligence down to the pallet.
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Private label sales
a key input to
understanding
overall Costco
dynamics

Source: NIQ Full View Measure

ment — Costco

Costco US Departments 2024 Sales
All Other Private Label

More data coming soon...

25



Brands need
category level data
to benchmark
growth at this
important retailer

Source: NIQ Full View Measurement — Costco

Top 15 Costco US Categories
12024 Sales % Chg vs YA

More data coming soon...
[ ]
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Emerging Business Models and Capabillities



Key emerging
areas for omni Retail Media Social Commerce
retail in 2025

Artificial Intelligence Fulfillment Capability




Retail
Media
( ]

Retail Media
Investment to
accelerate through
2026

Evolution of Consumer
Expectations

CPG Retall Media Spend Projections

$27 billion

By 2026
17.9% 2-Yr Forecasted CAGR

Driven by

Retailer Profitability Needs

Retail Media: Decoding What Works — And What Doesn’t | FMI | NielsenIQ | Think Blue

Technological
Development

29



Social
Commerce

Social Commerce
platforms
experiencing
explosive growth

US Top Social Commerce Platforms Sales (USD bil)

2022 m2023 m2024

50.87

42.16

33.10

9.78
2.52
0.44 0.99 1.04 .
— — I
Facebook Instagram TikTok

*TikTok Shop officially launched in Sept. 2023

Source : NIQ eCommerce Digital Purchases, All Categories
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Social
Commerce

TikTok Shop Is
rivaling
established
eCommerce
platforms across
multiple
categories

Where do you normally shop for grocery & household items?
% respondents who shop at this channel — U.S.

Order from a pure play online retailer for home delivery 85%
A combination of physical store and online options 85%
Order delivery from hypermarket/ supermarket / mass merchandise store 69%
Order online & pick up at the store/central location e.g. Click & collect 64%
Order delivery from a local traditional / independent grocery store 62%
Purchasing directly via social media or live stream platforms 55%
. TikTok Shop is already the Health and
79% ;_fogkggcﬁglogzg Z‘;iflsl tc!llre #8 Beauty ecml:tmerce refailer since its

launch in September 2023

Food retailer in the online
space

#23

Source: NIQ 2024 Consumer Outlook, U.S., NIQ eCommerce Digital Purchases
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Social
Commerce

MANUFACTURERS

For manufacturers,

. “To what extent is your company allocating funds to “To what extent is your company able to guickly
thereis a capitalize on social trends?” respond to emerging social trends
disconnect between
funds allocation and We have been doing this for a while 5404 Well prepared 37%
preparedness for
social We are just starting to earmark funds for this 269 A little prepared 52%

Not prepared 900

This is not in our consideration set today ] 504

Don't know 6%

Don't know 200

Source: Advantage Solutions, Sales Manufacturer Outlook Study, October 2024 (Base = 54)



Consumers are
mostly open to
Artificial
Intelligence, but
generational
variances are clear

% of shoppers who would

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

leverage Al to automate and
speed up their everyday
shopping decisions

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

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

reality or virtual reality

Source: NIQ Mid Year Consumer Outlook: Guide to 2025

47%
48%

46%
48%

42%
44%

39%
42%

M Genz
M Millennials
B Gen X

Boomers
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Al has the potential
to transform shelf
strategy

ble SKUs

isi

Number of v

Physical Shelf
50+ SKUs

Ml Hl= &85 EN

Digital Shelf
5+ SKUs

11:58

< App Store

s e
< (: Cold medicine 0) =)

= Refine (0)

Sponsored

-8

wl 5 -

———
Pickup }L Same Day Delivery J[

Vicks

VapoShower, Shower Tablets,
Soothing Non...Menthol 3 es
dedddkk 276

$8.99 ($3.00/ea)

+/ Sold in stores.
+/ Shipping

Sambucol

Homeopathic Cold & Flu Relief
Black Elderberry 30 ea
riddrd 117

$15.99 (50.53/ea)

+/ Sold in stores.
+/ Shipping

Vicks

VapoRub, Topical Chest Rub &
Analgesic Oint...Original 1.76 oz
*hkdk 114

$8.49 ($4.82/0z)

+/ Sold in stores
+/ Shipping

Mucinex

Maximum Strength Severe

Congestion &..k 6 floz x 2 pack
FEEET

Mobile Shelf
4+ SKUs

Q Search or ask a question &

e should | buy

‘When choosing cold medicine, consider the specific
symptoms you need to alleviate, such as nasal
congestion, cough, sore throat, or fever. Look for
products containing active ingredients like
decongestants, antihistamines, cough
suppressants, or pain relievers tailored to your
symptoms. Prioritize medicines suitable for your
age and health condition, and follow dosage
instructions carefully. Here are some common
options for you:

Mucinex Maximum Strength Cold, Flu & So

Which cold medicines are suitable for nighttime
use?

Do any cold medicines contain natural
ingredients?

+

Al Controlled Shelf

1-2 SKUs

Source: NIQ Digital Shelf

Digital Maturity

>
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Al embedding
across the entire
retail value chain

ource:

Retailer

Y4

Brand

Al Shopping Agents

Al Chatbot Assisted Search

Review Summaries

Content Creation

Distribution/Last Mile/Route Management
Pricing and Promo Management
Merchandising Audits

Product Substitution Recommendations
Small Vendor Negotiations

Al Agent Product Testing

35



Fulfillment
Capability

There is a fulfillment
speed arms race
underway in
eCommerce

Total US eCommerce Avg

4.0
3.7

n

2018 2019

4.2

2020

3.4

2021

. # of Days from Order to Delivery

2.7

21

2022

2023

1.9

2024

Ship to Door
m Click to Ship

Total US eCommerce Avg. # of Days from Order to Delivery by
Department

1.7 18

Pet Supplies Baby
Products

Source: NIQ eCommerce Digital Purchases

1.8

Beauty

1.9

Improvement

1.9

1.1 1.2

Health & Tools & Home Grocery &

Gourmet
Food

2.0

13

Home &
Kitchen

2.1

Toys &
Games

2.2

Apparel &
Accessories

2.3

Shoes

Ship to Door
m Click to Ship
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What brands should focus on to win



Strategic
prioritization of
numerous
business models,
channels,
retailers, and
capabilities
requires accurate
opportunity
measurement

Sales Growth

Test
High Growth
Low Scale

Monitor
Low Growth
Low Scale

Prioritize
High Growth
High Scale

__________________________________________________________________________________________________________________________

Maintain
Low Growth
High Scale

ource:

Total Sales Scale
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Distribution
must be
considered in
coordination
with price and
pack size in an
omni
environment

Description

Omni
Benefits

What to

focus on

Source: NIQ

Retailer Exclusive

Products that launched
primarily with an exclusive
retailer partnership

+ Eliminates EQ price matching

* Focused investment

* Retailer-tailored economic
profile (dim/weight/pack/price)

* Sometimes more favorable
terms negotiations

+ Digital shelf excellence

» Packaging most compatible
with partnered retailer

» Tailored best-in-class content

*  Supply chain / demand
planning for OOS minimization

* Retailer program participation

Tailored
Distribution

Products that launched in a
specific channel or subset
of channels, often category
specialty stores/sites

* Minimizes EQ price matching

* Broader awareness & sales
potential

¢ Channel-tailored economic
profile (dim/weight/pack/price)

» Digital shelf excellence

* Channel-ready packaging

* Internal team capability /
coordination

» Prioritization playbook for
channels / retailers

MIGHTY
PATCH

36

Exclusive 2
National

Products that launch in 1
retailer/channel before
expanding rapidly

» Establishes price norms

* Builds awareness & interest
before expansion

» Controlled volume growth,
minimizing OOS

» Scales with organization

« Digital shelf excellence

* Multi-channel compatible
packaging

« Internal team capability /
coordination

e Supply chain / demand
planning for scaling

i

®

National

Products that launched with
wide availability in multiple
channels

» Significant marketing support
and distribution drives rapid
awareness
More favorable terms
negotiations

» Scales most rapidly

« Digital shelf excellence

e Multi-channel compatible
packaging

« Internal team capability /
coordination

e Supply chain / demand
planning for scaling

- 8 ¢
‘ﬁ:ﬁi %&m
& ==
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Retail Media needs
to be integrated into
Joint Business
Planning

Source : NIQ Digital Shelf

Collaboration & Partnership

Execution Accountability Knowledge Sharing

0 OOS & Distribution 0 Keywords volume

9 Campaign compliance 9 Key Audiences
9 Case Studies

Optimizing True ROAS Protection & Exclusivity

0 All KPIs in calculation o Branded keywords
exclusivity
9 Strategic media
allocation

9 Limit competitiveness
of campaigns

40



Reach shoppers
through attributes,

Ingredients, and
benefits

90% of CPG searches on Amazon are unbranded

Total Food & Beverage

Better For™ is a bellwether of wellness trends and consumer
$ % Chg. YA | Food & Beverage

— & B - Better For™

priorities
20%
15% F&B - Ultra-Processed
------- Top F&B MFRs*
10%
5%
~ / ¥i Inflation drove short-term
. shifts from wellness
0%

™ ™ ™ ™ ™ ™
AV AV GV VY
N

RO
o & Q&

Q\\q,
W@ @\ e
SRS S S EES

-10%

-5% .'!
/ NIQ Better ™ §¥
;’/ For TMQ.. 'A L <.
{1()' ,\\‘1()’ @'ﬂb&@%‘a\

VARSI g i

QD N D QY O

XV v 2 N N Q O v
S & &SN 9@

IR
AR RN
U SR\ RO

Q
NS N4 N2 NS N4 N2 \& N4 N2 NS & N2 NS
b&$ bﬁ\ bﬁ\ b&$ D«Q\ bﬁ\ b&\s b«$ bﬁ\ b&\s b«$ bﬁ\ b‘\s
41

-15%

b‘\k\

NS
Source: NIQ, Retail Measurement Services — NIQ Product Insight, powered by Label Insight; Total US xAOC; Total Food & Beverage vs Better For segment; $ % Change vs year ago; 4-week trended through week ending February 22, 2025



Anonymized Case Study - Business Drivers Level of Importance (%) on Sales

Retail media alone sRetalerl = Retailer 2

does not guarantee 2% W Digital Shelf Management § Retail Media Management
success, multiple
other drivers

19%

22%
contribute to
14% 14% 14%
0,
eCommerce 12% o 11% 11%
performance 8%
6%
N
Baseline Distribution  Rating Organic  Paid search Promotion Price Other E- E-retalil Digital
Search retail Media connected Media
TV Comp
Source: : NIQ Digital Shelf — Anonymized Case Study
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Don’t neglect digital
shelf fundamentals

Availability

MM

[r"l

|

Inventory

OION} Assortment

Source: NIQ Digital Shelf

Distribution
Hero SKUs

Price &
Promotion

Visibility Attractiveness
r
Q o ®
oA

Traffic Conversion

Search Media Content Ratings
Organic &

Paid Reviews

—~———

80% of in-basket products

appear in the top 10 results generated by

a keyword search

Performance

Market Share
Share of Wallet

Online/Offline
Index
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Here are the top six actions CPG leaders can take today to shore up their omni strategy:

Your next steps 1 2 3 4 5 §)

Champion
Omnichannel
internally as
the future
growth engine
of your
business

Source: NIQ

Accurately
measure
retailers,
channels, and
emerging
business
models with
category
granularity to
set your
omnichannel
strategy

Internally
continue
building omni
capabilities
across
functions,
break down
siloes within
the
organization

Drive digital
shelf
excellence to
capture fair
share of
omnichannel
growth, invest
in the data and
tools to
measure this

Integrate
sustainability
and health
and wellness
attributes into
your product
development
plans, content,
and retailer
catalog setups

Begin
optimizing for
an Al powered
search
environment
and integrate Al
into your
operations for
efficiency gains
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NIQ

Want to learn more? Receive a free data
sample? Scan the QR code!
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