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Heading
into 2025

The state of consumers
IS determined

Spending is being directed to where it
matters most in the great
shift from cautious to

intentional consumption.
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Since end of 2024, CBS consumer confidence in NL is decreasing again

Consumer confidence

2021 2022 2023 2024 Apr May June July Aug Sep Oct Nov Dec Jan Feb Mar Apr

NIQ ;



Although inflation is decelerating, the compounding effect of inflating still causes a big
reduction in purchasing power.

Annual % Increase in prices on the overall NL shopping basket

+11.4%

Consumers
are paying

2021 2022 2023 2024 28% more

€100 €128 on FMCG

vs. 2021

NIQ .



Majority of WE countries are recovering ...but most still spending more for less
FMCG volume in a better pace...

% Unit growth | MAT Q4 2024 vs. Year Ago % Value growth | MAT Q4 2024 vs. Year Ago

Finland Finland 3.8%
Portugal Portugal 4.6%
Spain Spain 4.0%
Austria Austria 4.3%
Germany Germany 2.6%
ltaly Italy 1.3%
Sweden Sweden 3.1%
Norway Norway 5.0%
Belgium Belgium 1.2%
Netherlands Netherlands 2.5%
Switzerland Switzerland 0.2%
France France 0.0%
UK UK 2.3%
Denmark Denmark 0.6%
Ireland Ireland 0.2%
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T&D back
to value
growth

Prices decreasing after 2
years of increasing prices

NIQ

Netherlands | Consumer Tech and Durables (T&D) oW
Full year (Jan — Dec)

4.2%

Il susD value Growth Yoy (%)

. Sales Units Growth YoY (%)

2022 2023 2024

Tech and Durables +5% +29 -2%,

price growth




More
European
consumers
shift into
financially

secure
stability

2023: 21%

2024: 27%

NIQ

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

Mid- do so today.

2022 Mid-2023 Mid-2024

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
Source: NIQ 2024 Mid-Year Consumer Outlook | Europe, vs. Mid-2022 and Mid-2023 studies
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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.

Pragmatic consumers Spending Spending
Spending Intentions Less More
Utilities
@ OOH dining / eating

avoid waste, AR T UUUF UUE e, E
. : w
only buying Fresh produce P o
what will be _ : SN
used OOH entertainment P o
Fresh meat P8
Food delivery / Tak =
@ OOc AEIVEy T Tareaways : Health & Wellness P g
spend more : P 3
time at home, . : _ =
going out less Clothing / Apparel Dairy P 3

Transportation

@

Home improvement / Décor costs
plan ahead Education (forlself
before shopping or family) /..
to manage
spending

Source: NIQ 2024 Mid-Year Consumer Outlook, Global. Interpreted as: “38% of global respondents plan to spend less on out-of-home (OOH) dining and eating in the next 12 months.
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NL grocery shoppers don’t want to cut down on luxuries anymore, but also increasingly switch
to cheaper stores PN

Response to rising food prices

15%
Does not affect me 9%
9%
54%
Buy products on discounted prices 52%
52%
36%
Buy only the essentials cut down on luxuries F 49% ‘
19%
17%
Switch to cheaper brands 27%
25%
19%
Buy in bulk to get lower prices 19%
19%
swiehio cheaper stores ﬂ L
29%

m 2020 m2022 m2024

Ref. Q125 Which of the following best describes your response to rising food prices?
Base: all who claim that food prices are increasing 2020 (n=1092), 2022 (n=1244), 2024 (n=1186)
Source: NielsenlQ GfK ShopperTrends Netherlands, November 2020//2022/2024
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Promotion remains the #1 saving strategy, preference for lower-cost-per-use “bulk” savings

Top 10 consumer saving strategies - Europe Assortment can influence pure pricing decisioning

40%

Buy whatever brand is on promotion

42%
Monitor the cost of my overall basket of say they're
o
goods 35%, Lower cost/use switching to buy
Opt for private label / store brands 359 0 more large,
° | B 65% bulkpack

Switch to a lower priced option

sizes of their
product of choice

Shop more often at discount / value /
lower-priced stores

Stocking up or buying in bulk when my
preferred brand goes on sale or promotion

Shop at stores with loyalty points / use
loyalty points to manage spend

Stop buying certain products to focus just
on essentials

Substitute or trade-out for a lower priced
alternative (e.g. a different cut of meat)

Buy larger sizes

mJan 2024 = Mid 2024

Source: NIQ 2024 Mid-Year Consumer Outlook, Europe
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Strongest markets for Private Label are in Western Europe | NL Highest share in FMCG

Global private label
Value % share (top markets ranked on share >1%) MAT TY

549
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46%
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28% 28%
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26% 25% 25% 25% 259, 2%,
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The growth gap between FMCG Private Label The gap is also getting closer in terms of
and Branded has been narrowing in 2024

units
O

Branded and Private Label - excluding Fresh

Branded and Private Label - excluding Fresh
% Value sales change vs YA - Roll MAT

% Units sales change vs YA - Roll MAT

Total e=Branded ==Private Label

«+« Total Branded Private Label
08 09 08 09 09
04 05 445 06 04 04 06 0.7 0,5
0,7
. -09 .19 08 -08 ™" g9
o,7 -1,1 J : ;
5,5 55 53 7 -1.6 -1.4 15
40 37 35 o3 ’ 2,1 2,1
-2,7
MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT
P13 P01 P02 PO3 PO5 P06 P07 P08 P09 P10 P11

P13 PO1 P02 PO3 PO4 PO5 PO6 PO7 PO8 P09 P10 P11 P12 P13

2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024
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A
PromOtlons % Chg promo units keeps outgrowing non-promo

play a key in FMCG -
Branded - excluding Fresh - % Units change vs YA - Roll MAT

ro I e O n Branded sssNon-Promo essPromo

brands so .o 51 83

resurgence S NN e

-2,2

-3,3

4,1 -4,0 3.7

-4 .4
of NL categories NL categories (56%)
increase % units on fail to grow unit sales
promotion despite higher sales MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT
] P13 P01 P02 P03 P04 PO5 P06 PO7 PO8 PO9 P10 P11 P12 P13
on promotion 2023 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024 2024

Source: NIQ NL Scantrack SM/D/P winkels | all categories >5 billion | YTD
wk 18 2025 vs YA
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Promotional pressure increased within T&D A
W

Netherlands | Consumer Tech and Durables Units sold with 10% price discount

m2023 m2024

Source: GFK POS data

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 15




FMCG Challengers are driving growth ahead
of market leaders

Total NL — Unit sales change MAT wk 19 25
vs Year Ago

2,0%

-0,9%

Top 4 PL Challengers

NIQ e - 4



In T&D PL and Chinese brands growing fast

However still limited importance for total value (2,5% & 4,4%)

Total Value change vs year ago
12.0%

9.9%
10.0% °

8.0%
6.1%
6.0%
4.0%
2.0% 2.0%
2.0%
0.6% 0.7%

0.0%

Total Top5 5to10 PL Chinese Other
Brands Brands Brands

- bt £ X (\
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NL:
Mainstream
segment in
Tech is
growing

T&D - Price tier mix

Value share

<« B3

Avg Price index

%Pt Change

2024 vs. 2023



Premiumisation in T&D:
Al in Mobile Computing

Share of AI CPU +AI GPU is growing over the months
Share in % — Mobile Computing — the Netherlands Average price in € MAT April 25 - Mobile Computing — the Netherlands
—o=AIl CPU + Al GPU -in value

—o=Al CPU + Al GPU -in volume
28.4%29-1%

1 289€

17....17.4%18.0%

9 o
3.6% 3.7% 5.4% 5.5% 5.6%

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr 583€
2024 2024 2024 2024 2024 2024 2024 2024 2024 2025 2025 2025 2025

No Al PC : No Al CPU and No Al GPU — All OS excluding MAC OS
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Premiumisation in T&D: premium smartphones that will last longer

Premium vs. Economy smart / mobile phones — units sold and % growth

would pay a premium for
a product that will last
longer before it needs to
be replaced

+19pp
vs. 2019

of consumers are now
renewing their mobile
devices after 3 years
or more

960,000,000
860,000,000
760,000,000
660,000,000

200,000,000
180,000,000
160,000,000
140,000,000

.

~

“>~-.._-32% vs. 2019

~

2019 2020 2021
— Economy (Price £$600)

2022

+17% vs. 2019

2023

2019 2020 2021

=——Premium (Price >$600)

2022

2023

NIQ
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NL.:
Premium
price tier
wins again

FMCG - Price tier mix

Value share

Avg Price index

%Pt Change

2024 Vs. 2023




Particularly younger generations open to splurging on
premium options

% of consumers likely to treat themselves or a family member
" by upgrading to a premium brand product compared to a
cheaper alternative

v‘
0
o 58%
52%
of global consumers say
they’re likely to treat ﬂ
themselves by upgrading

to a premium brand Boomers Gen X Millennials Gen Z
product

N I Q Confidential and proprietary



Listening to the voice of Gen Z... It’s not only about price

From product learning and discovery to the gamification of purchasing, there are many ways social media is influencing spending

Purchase intent Learning and discovery Influence on choice

Purchase via social Search for product Willingness to change

information via social of brands based upon
media (e.g. TikTok) the recommendation of a
social influencer

media

Social media as primary Seeking a new product
source to learn about because of something
new products seen on social media

Gamification

Spend more on a
purchase because of an
in-app challenge, point
system, or

reward experience

Purchase a product that
has been in a video
game/ online game

NIQ
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TikTok cucumber trend one of the biggest of

2024 including volume effects on other
categories

E.L.F. strongest growing Beauty brand in <&
NL, driven by TikTok -

; Testing Elf's Dupe Of B8

v - ‘i
_ ot/
. i E g 52 N\
et v A ‘
- = S il
2N )  +
-2
199K
193K

WRSRoU finally\use

Foundation and it'§
same as Nars
Foundation!!! 38

Supermarkt - % volume (KG) growth Q3 2024 vs YA

+14% +40%

Cucumber Sesame Oil

+15% +17%

Raw Salmon Cream cheese

SM/D/PF/Other Retail — E.L.F — Value sales (min)

+ €19 min
2024 vs YA

NIQ
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But, it’s not all about GenZ: Boomers (aged 60+) and GenX (aged 45-60) spend most

In 2030, GenX will be the highest spender in High-Income countries, also in NL (currently: Boomers)

’

High-income countries — Total spendings

2025 2030

$12.5T $15T

$10.4T $10.3T $12.87

$9.2T

$10.0T

$10T
§7.5T

$6.0T

$5.0T

$3.6T

$5T

$2.5T

$0.0T $0T

Boomers Gen X Millennials Gen Z Alpha Boomers Gen X Millennials GenZ Alpha

NielsenlQ

Source: World Data Lab A WORLD DATA LAB m
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Continued growth for FMCG Ecommerce in

both SM as well as Personal Care
Total FMCG (ex Tobacco) Total Personal Care (incl Health & Paper)
Value share SM Ecom in Supermarkets Value share Ecom in SM/D/PF/Other retail
153 157 194 163
2024 YTD 2022 2023 2024 YTD

(wk 18 25) (wk 18 25)

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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AI m OSt 50 o/o Online share in TCG

51.7% 51.4% 51.4%

Of T&D units 48.0% 48.2% 47 .8%
sold via
E-commerce




Key takeaways

Global state of consumers is
becoming more intentional

Impact of geo-political themes, still facing
the impact of price inflation

More financially stable
Recovery of volume in FMCG and T&D

Still possibilities for Premium

Premium back to growth in FMCG, but
polarization is present

In T&D many examples of Premium, like
Al and buying premium to last longer

Esp. younger generations open to buy
premium

Consumer keep trying to manage
spendings

Buying on promotions still #1 solution

PL stays important but more stable

Consumers reassessing brand choices:
growth of challengers

N\

GenX and E-commerce growth
drivers

Boomers & GenX spend most, also more
loyal consumers: build trust!

E-commerce is still growing further, it's
crucial to have your omnichannel strategy
in place

NIQ

28
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