Full-View-Talk:
Ontwikkelingen in de
Nederlandse
Consumentenmarkt

Danny van den Burg Femke Smits

Commercial Director Customer Success Leader
GfK — An NIQ Company NielsenlQ

27 juni 2024

NIQ

© 2024 Nielsen Consumer LLC. All Rights Reserved.




The Full View™ of Retail - NIQ Retail Spend Barometer
Consumer spending in full year 2023 vs. full year 2022
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FMCG price inflation decelerating in Q1, volume decline less strong

FMCG market dynamics — Q1 2024
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Source: NIQ quarters by numbers report FMCG West Europe Q1 2024 - NielsenlQ RMS MAT Q1 2024 | GDP and Inflation latest quarter forecast used where actuals not available
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Costs of living remains top of mind for
consumers

Rising (food)prices continue 36%
to be the #1 globa| (aﬂd Of respondents selected

price as a top concern
European) concern

Purchasing power is still
under pressure as wage 78%

Inflation > wage growth

|agS prlce grOWth aCI’OSS in 14 out 18 markets

most countries

But overall sentiment presents a modest
Improvement as inflation decelerates over 2023

Sentiment year-over-year (% respondents)

39%
37%
34% 34%
29%
28%
26%
25%
Mid 2022 Jan 2023 Mid 2023 Jan 2024
Worse Off Better Off

Source: NIQ Consumer Outlook 2024, Global
Q: Compared to a year ago, is your household better off or worse off financially
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The compounding effect of inflation causes a big reduction in
purchasing power for supermarket shoppers in the Netherlands

Annual % Increase in prices on the overall shopping basket

Consumers
are spending

2021 2022 2023 22% more
€100 iy on FMCG

vs. 2021
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The NL shopper responses of 2022 remain in 2023; buy less and switch to cheaper brands c
More than half keep saying that they will shop on promo

Perception of food prices Response to rising food prices
2020 ®=2021 m2022 m2023

Buy only the essentials cut down on luxuries

Buy less in total

of NL consumers perceive 17%
that food prices are Switch to cheaper brands E
increasing in 2023
Buy in bulk to get lower prices

Ref. Q79 Are food prices in your country... Ref. Q125 Which of the following best describes your response to rising food prices?
Base: All HM/SM shoppers 2020(n=1449), 2021 (n=1437), 2022 (n=1401), 2023 (n=1471) Base: all who claim that food prices are increasing 2020(n=1092), 2021 (n=1162), 2022 (n=1244), 2023 (n=1294)

Source: NielsenlQ GfK ShopperTrends Netherlands, November 2020/2021/2022/2023
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NL RMS Supermarket data confirms what consumers say — MAT wk 20 2024

Volume Private label Promotions

% Volume Sales Growth Private Label value share % Promoted value chg
vs Last Year chg in %pt in %pt
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Technical Consumer Goods price inflation less than FMCG; in Q1 2024 prices have even fallen

TCG Market Dynamics— Q1 2024
% growth vs same period YA
mmm Unit Growth Unit Value growth Nominal Value Growth
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Large differences between categories in TCG; innovation growth driver in SDA and Telecom

Q1 2024

-4.6%

Consumer Electronics
-6.4%
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-6.5%
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m Total sales value

& growth %
vs YTD 2023
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Small Domestic Appliances
+1.5%

Of
=

Telecom
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Promo pressure also increasing in TCG

Share of units sold with 10% price cut in TCG

20,4

18,7

19,6

17,8

2022 2023

Source: GfK MI data NL

YTD (Apr) 2023 YTD (Apr) 2024
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Executional excellence
. Growth in existing and new

channels
Innovation
Continuous innovation
’ Leverage on Premium

; Environment
and Sustainability
/ Commitments and credentials

NIQ (€5

Growth in 2024

2024
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What can we expect in 20247

Consumers will look out for products they can rely on

Past

Growth Driver future

Inflation
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Polarisation

Product/segments which ...

have innovative features

come from trusted brands
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What defines ,,innovation® and ,,value®“?

It can mean different aspects in different categories

Specialization/Niches

Innovation

Health, Hygiene & Wellness

IN various

forms

Aspirational Design

Source: Global TCG Trends Report 2023 — Global Strategic Insights

Smart & Al

Multi-functionality

Sustainability

NIQ [
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Inflationary pressures are also impacting spending on sustainability

Economic considerations gain weight again, making sustainable behavior more difficult

How much do you agree or disagree with this statement?

+4 pts +4 pts
vs 2021 vs 2021

51

“First comes economic security 46
and well-being, then we can
worry about environmental
problems”

Economic security  eco friendly
first products too
expensive

Agreement (top 2 box)

Source: GfK Consumer Life Global 2023; A02c, GG_2
Source: GfK Consumer Life Global Green Gauge® Report

“The environmentally friendly
alternatives for many of the
products | use are too
expensive”
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FMCG Manufacturers growing innovation sales in 2022 were 1.8X more likely to grow overall
sales than those with stagnant or declining innovation sales

Impact of innovation on overall growth

4.2

Home care Personal care Combined Confectionery & Non-alcoholic Food
shacks beverages

R e & ¥

N IQ GfK Source: NIQ BASES Global Innovation Measurement. ~ 60k innovations X 5 countries x 4+ years
Impact is calculated as a ratio of percentages of manufacturers growing total sales among those growing innovation sales vs. those with no growth in innovation sales
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NIQ Better For™ Health, Wellness & Sustainability translates in several

‘Free from...” Better For You/Environment trends

Glut Pesticides
uten (Bio/organic)

i * Gelatine
% ¥

sugar 444 Free from... W (plaﬁﬂt.ebiiem

* g Dairy
s % (plant-based)

Bl seter for you Caffelne PalmO”

- Better for environment
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Mainstream
price tier wins
most share

Premium is losing value share
Trend change after years of
share growth for Premium

FMCG - Price tier mix

%Pt Change

Value share
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2023 vs. 2022
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Mainstream
price tier wins
sharein TCG

TCG - Price tier mix

%Pt Change

Value share

€€€
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90.0%
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80.0%
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Value
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-12.0%
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Five years of retail disruption and changing shopper behaviour
2023 Survive, 2024 Revive (?), 2025 Thrive

< 2021 2022 2023 2024 2025 2
® @ @ @ @

Pandemic disruption Inflationary pressure Cost-of-living Crisis Volume recovery? Next Normal?
FMCG Forecast SM 2024 T&D Forecast 2024

Excl. tobacco Excl. Fashion & Homewares

Value: +3.2% Value: +0.5%

Volume: +0.3% Volume: +0.8%
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2024

Revive

NIQ

Expect (a little...) value growth in 2024

Ensure you are positioned to be a growth driver

Price and promotions will still shape the agenda
Get the balance right

Review channels
Think Omnichannel, consumers are expecting this.

Innovation is an important driver for growth
Innovation comes in all shapes and forms

Health, wellness and sustainability are front of mind
Communicate and quantify benefits and credentials

20
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