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Economic concerns, primarily inflation, are predominant in the Netherlands. Additionally, the
cost of healthcare remains a significant issue, along with global climate change
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Around four in ten individuals claim to have sub-optimal
levels of personal health and well-being

Perceived Health and Wellness
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Good health is considered the most important
factor for a fulfilling and satisfying life

What Makes a “Good Life”

80%
76%

69%
68%

Good health

+4 pp.
Good health is given
even greater emphasis
in the Netherlands
compared to the rest
of Europe

Financial security

Free time/leisure time oo, 65%

51%
50%

46%
49%

52%
48%

48%
46%

Travel for leisure

A home you own

A happy marriage

Control over one's own life

I

A job that is interesting 41%

39%

Children 39%

A yard and lawn/a nice
garden

0%
33%

® The Netherlands ® Europe

*Only top-10 categories displayed
Source: GfK Consumer Life 2023, NL (n=1224) vs. Europe (BE, FR, DE, IT, ES, SE, UK, NL; n=12326)
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Vitamins play a central role in Dutch consumers’ health
perceptions and the market is growing at a fast pace

Vitamin & supplement sales supermarkets (indices)
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m Value 24 vs 23
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The Netherlands Europe

NL Total Market:

€ 308 mio (+7,4%)
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Quick check with the audience:
can | see some hands?

Who uses or buys
Vitamins or Supplements
on a regular basis?
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As a consumer: how do you

choose your vitamin
brand?

Do you have a preferred
brand?

And... what if you were the
brand manager for a
vitamin brand... what
would you do?

NIQ



How would you

assess the value of
different vitamin
brands in the
market?

s
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3 O% When a brand

becomes irresistible
IN the minds of

many, it unlocks

sustainable business
of revenue growth and

IS attributable to pro fi tabili ty

brand strength

Revenue Premium, Consumer Goods Sales;
Global Average, excl. North America; 2020-2021




However,
traditional brand metrics
fail to connect brand performance
to market performance




NIO
As a Brand Manager,  Brand Architect

how would you bridge s,
the gap between -+ predict how many people
brand performance I the futire (Brand Choice)
and market reality?

 capture how much people are willing
to pay (Brand Premium)

The result? Brand health KPIs that reflect
how brands perform in-market
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How would you measure brand strength
more effectively?

NIQ Brand Architect enables brands to assess
the effects of consumer perception on both their
purchase predisposition and the premium
they are willing to pay

Foresee what will actually happen in the market.
Highly correlated with market performance

Predisposition to
buy your brand

S| BRAND
Brand 5 STRENGTH
Choice -‘% INDEX
o0

Brand Premium

Brand Premium
Willingness to

pay a premium

for your brand

Revenue Share

R? = 85%

||||||

Brand Strength Index
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The best way to measure brand strength
IS to simulate how consumers make
brand choices in the real world

» NIQ Brand Choice Evaluator changes
the rules of brand measurement, by
observing consumers' decisions in
simulated scenarios within relevant
contexts

« Enabling you to:

* More accurately and confidently predict
their brand choices, compared to
asking direct questions

» Spot the real opportunities and identify
threats

If these were
the only available
options. Which of the
following products

would you buy?

Brand B

Brand A

Brand F

Brand G

Brand B

Brand A

Brand F

Brand G

$458.50

$331.50

$878.50

$585.50

Brand C

Brand E

Brand H

Brand D

Brand C

Brand E

$318.50

$481.50

Brand H
$302.50

Brand D

$405.50
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It provides a 360° view of your current brand
strength and how to enhance this

The Brand Strength Builder understands
the full range of contributors of brand strength

How easily the brand comes

MENTAL ind when thinki o
.- tomind when thinking abou
the category

BRAND
ATTACHMENT
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Brand
Strength
Builder

BRAND
STRENGTH

INDEX
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How did we use

Brand Architect

to uncover insights
on the vitamin
market?

s
OFK
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In terms of mental availability, Brand A outperforms the market. Its unaided L
awareness is significantly higher than all other brands AVAIEASIEITN

&

Aided Awareness  mUnaided awareness (UA)
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NIQ (71 17



Beyond awareness, our framework also identifies mental associations of each MENTAL
brand with different keywords and category cues AVAIEASIEITY
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When it comes to image, some of the most distinguishing factors in the vitamin
market are natural ingredients, luxury, and promotion. Brand X is mostly associated
with luxury, Brand Y with sustainability, Brand Z with promotions and universality

e Is easy to identify s

Is endorsed b experts//” R
celebrities/ influencers \
N (s a modern brand Dagravit .
A scientific brand | ¢ : !

' Lucovitaal !

o of good quality o
Expert in the category_ _ PPt

with the latest innovations

An honest brand
Is a brand | trust

A brand that carefully selects ingredients that are affordably priced

Sets the standards for others to follow
_________________ _ Meets my needs

- N which offer features/benefits that are

/ with natural ingredients _ N important to me
| A sustainable brand;

’

/,—’/Is a brand | would be proud to own

-0;35

-0,5 -0,3 -0,1 0,1 0,3 0,5 0,7 0,9 11 1,3
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Plotting all brands together reveals that Kruidvat and Davitamon lead the market in terms of
Brand Strength Index, scoring well above the category average

INALLE

ATTRCHMENT

BErand

Strength
Builder

0 cat.avg.=1.0 20 3,0 3,5
Brand
Strength | | |
Index
0,66 0,75 1,13 2,67 3,14

BrandA Brand B Brand C
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Differentiating the Brand Strength Index into Brand Premium and Brand Choice, and plotting all
brands in relative positions, is the first step to identifying development strategies
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Maimmstream Power
brands brands

Popular brands that meet Strong performers that
core needs for a wide balance a strong
range of consumers premium with wide

market appeal

Smaller Exclusive

brands brands
Often with limited sales High appeal to a niche
volume and lower audience. Known for
margins. May be starting quality, design, innovation
up or in decline and experience

Brand Premium

The Category Navigation grid
shows where brands are, where
competitors sit and helps decide
where to go

This framework can be adapted to
each brand and their objectives:
there is no “one size fits all”

NIQ [
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A unique opportunity: no power brands dominate the vitamin market, indicating great potential
to grow

(cat. avg. = 1)

ﬁMainstream brands Power brands H

(cat. avg. =

10%)
Brand
Z Exclusive brand {8

Brand Premium
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How to practically improve Brand Strength? NIQ Brand Architect also shows which factors
mostly influence Brand Choice and Brand Premium

Category image drivers of Brand Choice

A brand suitable for everyone _ 15%
Has values | strongly identify with _ 12%
Is a brand | trust _ 9%
An honest brand - 5%
Is a brand | would be proud to own - 5%
Is easy to identify - 4%
Is a brand people talk positively about - 3%
A luxury brand - 3%
Sets the standards for others to follow - 3%
0 0,05 0,1 0,15 0,2 0,25 0,3 0,35

Importance

*Only top-10 categories displayed
Source: GfK Brand Architect - Multivitamins (Dec 2022)
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Key Takeaways

1

2

3

A

Quantify your brand

strength through one
clear metric that measures
consumers’ willingness to
buy more and pay more for
your brand

Plan your next

Mmove by clearly seeing
where your brand currently
sits relative to competitors
in the eyes of your
consumers

Act with confidence
enabled by a simple
blueprint that tells you what
levers to pull to build your
brand strength

Track how
effectively you

convert brand potential
to sales through your
marketing activation

NIQ [
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What will you do
next? Perhaps...

Boost your brand
health with some
Brand Architect

vitamins?
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