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The world we
live 1n 1s getting

more turbulent




trends
becomes the powerful
foresight
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The rise of remote work

22 years before COVID-19
trended remote work,
Consumer Life flagged
“portable offices” as a growing
reality

Seamless connectivity

We predict seamless
connectivity when consumers
start to watch TV and play
video games on multiple
platforms

Influencers grab the
spotlight

We introduce “consumer
influence as a global
phenomenon” — foreseeing the
rise of the influencer economy

From reactive to proactive
health

We predict the rise in
preventative medicine and
wellness, when we spot a trend in
proactive health behaviors

Shift towards wireless
living

We redefined mobility to be
“even in the home" — predicting

wireless connectivity as a staple
of daily life

Recognizing and reconciling these trends into opportunities

The sharing economy as
global movement

We predict the rise of
companies offering products
and services through a system
of shared resources

Growth in voice
technologies

Consumer Life follows early
adopters, to predict the
mainstreaming of “voice
everywhere” Al technologies

What's next for
consumers?

Expect sustainability,
technology and globalization to
capture the spotlight —
increasingly important for
consumers and brands alike
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Introducing NIQ
Consumer Life 2025

Tracking the trends that lead
fo transactions since 1997

The Consumer Life Reports
Worldwide™ global annual survey
is the longest-running study
projecting how life evolves across
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In-depth insight into evolving consumer attitudes, values and lifestyles

NIQ Consumer Life helps you succeed with access to powerful regional and market-level data and
over 300 Global and Market-level topical reports

Connect with consumer trends Identify innovation opportunities
Future-proof your strategies Invest confidently

NIQ



Today’s content sourced from several of these...

Boomers around i
the World Gen Z around the

May 2025

Values of the World ‘\ —"i“" . Mi"ennials around the

2025 global report

2025 Mood of £ O -
the World ‘ Gen X around the
' Vo World

NIQ Consumer Life Roper Reports® Global
July 2025

NIQ Consumer Life Global
April 2025
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Build a winning strategy with
a consumer-first mindset to
guide your marketing and
innovation

Current consumer mood and financial outlook
across Asian markets

Explore how personal concerns and shifting values
are directly impacting shopping habits and brand
connections

A first look at generational divides and lifestyle
trends redefining the marketplace




State of the World
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GDP growth remains slow | a still-cautious consumer
Expect consumer attention towards value propositions

PROJECTIONS
(Real GDP, annual percent change) 2024 2025 2026
World Output 3.3 2.8 3.0
Advanced Economies 1.8 1.4 1.5
United States 2.8 1.8 1.7
Euro Area 0.9 0.8 1.2
Germany -0.2 0.0 0.9
France 141 0.6 1.0
Italy 0.7 0.4 0.8
Spain 3.2 2.5 1.8
Japan 0.1 0.6 0.6
United Kingdom 11 1.1 14
Canada 1.5 1.4 1.6
Other Advanced Economies 2.2 1.8 2.0
Emerging Market and Developing Economies 4.3 3.7 3.9
Emerging and Developing Asia 519 4.5 4.6
China 5.0 4.0 4.0
India 6.5 6.2 6.3
Emerging and Developing Europe 34 2.1 21
Russia 41 1.5 0.9
Latin America and the Caribbean 2.4 2.0 24
Brazil 3.4 2.0 2.0
Mexico 1.5 -0.3 1.4
Middle East and Central Asia 24 3.0 35
Saudi Arabia 1.3 3.0 347
Sub-Saharan Africa 4.0 3.8 4.2
Nigeria 3.4 3.0 2.7
South Africa 0.6 1.0 1.3

World Economic Outlook, April 2025: A Critical Juncture Amid Policy Shifts

WORLD ECONOMIC OUTLOOK

A CRITICAL

JUNCTURE AMID
POLICY SHIFTS

APRIL 2025

Amid international trade conflicts and rising geopolitical
tensions, world GDP is projected to grow at 2.8%, a
decline from 2024 as well as initial estimates in January.

A slight recovery (3% growth) is forecast for 2026 as
economic shockwaves settle and countries enact new
policies to provide stability. However, this still falls below
the historical (2000-19) average of 3.7%.

NIQ
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https://www.imf.org/en/Publications/WEO/Issues/2025/04/22/world-economic-outlook-april-2025

Varying inflation rates drive consumer caution in emerging and advanced markets
Tariffs across the global economy have caused exacerbated inflation and uncertainty about the future

Consumers are continuing to face challenges despite progress. Inflation has cooled in advanced economies to a more typical 2.3% but remains
more than twice as high in emerging markets at 5.5%.

% inflation rate, average consumer prices (annual percent change)

10 . .. . .
e=m=Advanced economies ” In labor markets, hiring has slowed in many countries,
e merging markets & developing economies and layoffs have risen. Meanwhile, progress on
8 a)\/\/0rld disinflation has mostly stalled, and inflation has edged
upward in some cases, with an increasing number of
6 countries exceeding their inflation targets.
—IMF, 2025
4
, ’ A sharp increase in trade tensions and policy uncertainty
2

is set to drive global growth this year to its slowest pace
since 2008, outside of outright global recessions. These
0 headwinds have led to growth forecasts being cut in

S = & ¢ T 2 &2 & ¢ 2 8 &8 & & & 8§ nearly 70 percent of all economies—across all regions
o o o o o o o o o o o o o o o o .
—World Bank, 2025
Great COVID-19
Recession Peak

World Economic Outlook, April 2025: A Critical Juncture Amid Policy Shifts; IMF Data Mapper; https://blogs.worldbank.org/en/developmenttalk/the-global-economy-in-five-charts1
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https://blogs.worldbank.org/en/developmenttalk/the-global-economy-in-five-charts1
https://blogs.worldbank.org/en/developmenttalk/the-global-economy-in-five-charts1
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Across Asia, fundamental issues impacting societies

Y IN 377?;/0 OF m
‘ ALIT SOUTH CHINA SEA u AL
CIAL INEQU L1y, GG 5 -AYs
SOC LAND TENSIONS Vin Cl&g 7‘?”771’4"
KING DOWN STIGMAS » Says
BREAKING B AL ILLNESS: = AGING AND POPULATION CFy
A:%%’:z?ms CARE OF SOUT CRISIS IN CHINA AND JAPAN
T |
KOREA e
CLIMATE AND DEFORESTATION p,_ﬂ#c;s XPORT<
CONCERNS IN INDONESIA TARIF,.-g As -,-RUM’;I'O &
E
B
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Advancements in technology and healthcare bring hope for a brighter future
Al holds promise as well as dangers as adoption grows

’ , Artificial intelligence (Al) is rapidly reshaping labor markets, transforming the way individuals work, communicate, and solve complex
problems.
—IMF, 2025

Artificial intelligence is increasing worker
productivity and allowing people to focus on more
complex or creative tasks

Advancements in medicine and healthcare have
led to longer lifespans and better quality of life

But Al's environmental impact has come under
greater scrutiny as climate change continues to
exacerbate severe weather events

NIQ 14



The consumer mood

People’s confidence, hopes, and concerns
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Consumers’ economic confidence has risen in developing regions, continuing a 4-year trend
Confidence has declined in developed regions, flat in Developed Asia

% who are very confident/more confident than not that they will be personally better off in 12 months

DEVELOPING ASIA

3—0—6
ouU oV 78 oV

DEVELOPING REGIONS

DEVELOPED REGIONS
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DEVELOPED ASIA

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

NIQ Consumer Life Global 2025, A1 (global = 18 core countries asked in all years); Developed regions = North America, Western Europe, Baltic States, and Developed Asia; Developing regions = Latin America, Central/Eastern Europe, Middle East/Africa,

and Developing Asia

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Marketers need to recognize that confidence is not uniform within the region

% distribution by level of confidence that will be personally better off in 12 months Net confident 2025
40% 19%
m\Very
confident
= More
confident
than not
= Not very
confident
= Not at all
confident
India Indonesia China Malaysia Thailand Australia Singapore South Korea Japan
529 249
DEVELOPING ASIA DEVELOPED ASIA % %
Net confident 2014

NIQ Consumer Life Global 2025, A1

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 17




Confidence favors youth, particularly in developing Asia

Driven by growth opportunities and the benefit of time

% distribution by level of confidence that will be personally better off in 12 months

= Very
confident

® More
confident
than not

= Not very
confident

= Not at all
confident

GenZz Millennials Gen X Baby Boom GenZz Millennials Gen X Baby Boom
(Born 1998-2012)  (Born 1980-1997) (1965-1979) (1946-1964) (Born 1998-2012) (Born 1980-1997) (1965-1979) (1946-1964)

DEVELOPING ASIA DEVELOPED ASIA

NIQ Consumer Life Global 2025, A1

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 18




Inflation, money, and global warming are among top concerns in both Developed and

Developing Asia

Different hot buttons based on prevailing social issues (eg, pensions, pollution, education)

Developing
Asia

Rank of personal concerns

Developed
Asia

Developing
Asia

Rank of personal concerns Devel_oped
Asia

Inflation and high prices #1
Money enough to live right and pay the bills 2
Global climate change / Global warming 3
Recession and unemployment 4
Cost of healthcare 5
The future of the retirement or pension plans 6
provided by our government

Economic inequality in my country 7
Misinformation presented as fact (e.g. fake 3
news, propaganda)

Crime and lawlessness 9
Wrong-doing by / corruption of elected 10
government officials

Environmental pollution 11
Personal information getting into the wrong 12

hands

15

14

11

12

10

Pandemics (epidemics that spread across the

world)

Trade restrictions impacting my country
Immigration

Relations with foreign countries

Rise of authoritarian regimes around the world

Educational quality

Gender inequality

Religious extremism / fundamentalism
The impact of technology on society
Drug abuse

Terrorism

Relations between racial and ethnic groups

#13

14

15

16

17

18

19

20

21

22

23

24

#9

19

24

22

21

17

16

12

20

18

23

NIQ
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Consumer mood will impact spending priorities | Clothes, travel, electronics

Constraints on wallet include intent to save, and medical and educational costs

% who plan to spend on things in the next 12 months

58
56
52
51 50|50

m Global m Developed Asia m Developing Asia

30
24
21

43

18 . 19 18|19
15
14
I I

21
19

Clothes and  Vacation/ Savings/ Personal Medical Educational Home Home Home House or Pet related Vehicle other
accessories travel investments  electronics expenses expenses appliances  electronics renovation  other living expenses than a car
space

23 23
Car
NIQ Consumer Life Global 2025, K15 (global = 36 countries)
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Different focus in shopping strategies as Asians seek to save money

% who have done money-saving shopping activities in the past year

82% Malaysia

75% S. Korea

70 71
65

68
62

Shopped more Used a coupon
carefully for
everyday
necessities (e.g.,
food and clothes)

m Global m Developed Asia m Developing Asia

53% Thailand

35 37 36
29 28
25
Shopped more at Purchased energy- Postponed a Switched from nameBought in bulk to get Bought something Borrowed money to
discount stores saving productto  purchase until the brands to less a discount second-hand maintain living
save money in the product was on sale/ expensive brands instead of new standard/pay bills

long run special offer
15% Japan

NIQ Consumer Life Global 2025, B38 (global = 36 countries)

NIQ
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Mindset Shift | Personal Values
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Why personal values?

Guiding principles

beyond demographics

Stronger messaging
connections

NIQ

Grounding innovation
at a deeper level

HE
~88
ExE

Differentiation &
portfolio management

in Developing Asia state
“they only buy
products and services
that appeal to my
beliefs, values or
ideals.”




Personal Values at NIQ Consumer Life

Measuring 57 globally-recognized values yearly since 1997

ValueScope '

Discrete values
found in every
culture around the
world and covering

the spectrum of
human
experience

Global 2025
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Protecting the family
Honesty

Health and fitness
Authenticity
Self-esteem
Self-reliance
Freedom

Enjoying life
Material security
Knowledge

Stable personal relationships
Learning

Working hard

Duty

Equality

Friendship
Perseverance
Open-mindedness
Having fun

21
22
23
24
25
26
27
28
29
30
31
32
33
34
35
36
37
38

Spirituality

Respecting ancestors
Fulfilling work
Preserving the environment
Enduring love

Thrift

Social tolerance
Simplicity

Helpfulness

Creativity

Being in tune with nature
Curiosity

Modesty

Patriotism

Being youthful

Leisure

Faith

Social responsibility
Ambition

Rank Personal value Rank Personal value Rank Personal value

#39 Wealth

40
41
42
43
44
45
46
47
48
49
50
51
52
53
54
55
56
57

Being enterprising
Beauty

Cultural purity
Tradition
Pleasure
Retribution
Romance
Excitement
Looking good

Sex
Internationalism
Individuality
Traditional gender roles
Status

Social recognition
Self-interest
Adventure

Power

NIQ



57 Values into Five Values Archetypes

e 2
AspirersS Mindfuls
are busy and successful, yet on the verge are people who are dedicated to
of insecurity. Brands may help them feel living life well. This involves taking I d &
better, especially if they appeal to care of their physical and emotional n ll'l‘gel‘S
people’s self-image as go-getters. health and their families.

are self-centered pleasure-
seekers who aren’t too worried

Bro adly Elementals Discoverers they have the money they need f

. play, they’re happy.
are selflfass and QOmestlc, the are ethical explorers, open to everything i Y
antithesis of Aspirers and Indulgers. the world has to offer. They appreciate

|
Actl O n a b I e The'ir caregiving nature extends to the nature, cultures, and people, and are
environment, too. concerned about treating them well.

ValueScope™ offers a range of analytical
tools to garner insights about the mindset of
consumers worldwide. It provides marketers Pleasure People Pleasure E—

* Netherlands

and strategists with ground-breaking tools v
for identifying opportunities, creating e

Position and heat maps

effective strategies, and aligning brands for e ]
long-term competitive advantage.

. South Korea
* Japan
Totgl Global Mexico

Values Position and heat
maps provide a quick and
o visual understanding of
- L where target consumers fall
seud e ) into the values space.

* Indonesia

* UAE

Fizntar Uee.oll i Power Tradition




Values can reveal differences
Where demographics do not

Daniel the Jorge the

' Aspirer Mindful

Cost of healthcare &
future of govt.
retirement plans

Climate change and
impact of tech on
society

Personal
concerns

Food/
beverage

| Drinks all types of

. Drinks beer
T alcoholic beverages

Uses free music
streaming services

Uses paid music

) : Entertainment
streaming services

Expects luxury
vehicles to be
prestigious

Expects luxury
Automotive vehicles to be eco-
friendly

NIQ 26




Values impact messaging

Align one brand with two distinct values types

Aspirers

“Get the
sedan that
commands

respect”

Get the sedan thal commands respect

Y

e

lenore twists and turns,

\mer the tale.

Indufgers

“The more
twists and
turns, the
better the tale”

NIQ



Values impact target and positioning

Tap into cultural differences across markets

Pleasure People

MNetherlands

4
. Switzerland
Argentina @ >3 Germany

Belgium ¥ :Uianada
L 2

. - Spain 4 Brazil
Amazon Kindle commercial in ¢ Italy ‘Russia
China portrays knowledge- Australia | South Africa
seeking professionals who @ [France ® JSA
have ‘made it.’

® Korea ® Mexico
Japan Totall Global . o
¢ ¢ * ) Amazon Kindle commercial in
ndonesia .
the US portrays leisure readers
|n2ia on the beach while showing
. .
. support for gay marriage.
China PP gay g
Power Tradition

NIQ



Today | The world’s top values tend to remain consistent over time

And they are widely embraced around the world

« Today’s top-10 global values have been mostly stable for the past few years
« 8 of them are currently on the top-10 list in more than half of markets

Top-10 globally in: 2025 top-10 in:

#1 Protecting the family All years 2020-2025 All 40 countries

2 Honesty All years 39 countries

3  Health and fitness All years 18 countries

4  Authenticity All years 34 countries

5 Self-esteem All years 27 countries

6 Self-reliance All years 31 countries Material security rose 6
ranks to replace Stable

7  Freedom 2020, 2024, and 2025 35 countries personal relationships

8 Knowledge All years except 2020 13 countries '_n the top 10 in 2025,
likely fueled by

9 Enjoying life All'years except 2023 28 countries persistent inflation and

10 Material security 2025 only 25 countries consumers’ cost-of-living

concerns

NIQ 29



Shared and unique values priorities across Asian

Reflect established economies and development of middle class

2
3

4
)
6
7
8
9

Developed Asia

#1 Material Security

Protecting the family
Enjoying life

Having fun

Leisure

Health and fithess
Freedom

Honesty

Spirituality

10 Stable personal relationships

Developing Asia
#1 Protecting the family
Honesty
Health and fitness
Self-esteem
Authenticity
Knowledge
Duty

Self-reliance

© oo N oo o~ W DN

Working hard

RN
o

Enjoying life

#11 Material Security

NIQ
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Developing Asia and Latin America have seen more values shifts than other regions

Thrift and Material security are the only values up in all five regions; Retribution is up in four, and Cultural purity,
Spirituality, Simplicity, and Health and fitness are up in three

Changes of 3+ values ranks 2020-2025
Latin America North America Western Europe Developed Asia

Developing Asia

Material security (+20 ranks) Material security (+19 ranks) Health and fitness (+7 ranks)  Retribution (+9 ranks) Retribution (+9 ranks ranks)

Wealth (+11) Health and fitness (+11) Thrift (+6) Material security (+6) Cultural purity (+5)
Cultural purity (+9) Simplicity (+8) Material security (+6) Simplicity (+6) Simplicity (+4)

Knowledge (+8) Retribution (+7) Traditional gender roles (+5) Respecting ancestors (+6) Thrift (+4)
Enjoying life (+8) Faith (+7) Ambition (+5) Thrift (+5) Material security (+3)
Having fun (+7) Traditional gender roles (+5) Retribution (+3) Tradition (+4) Wealth (+3)

Tradition (+6) Thrift (+4) Spirituality (+3) Health and fitness (+4) Equality (+3)

Freedom (+6) Enduring love (+4) Faith (+3) Cultural purity (+3)

Spirituality (+5) Spirituality (+3) Beauty (+3) Modesty (+3)

Thrift (+4) Respecting ancestors (+3)
Equality (+4) Fulfilling work (+3)

No value is down 3+ ranks in all regions since 2020.
Internationalism and Helpfulness are down in four
out of five regions, and Adventure, Curiosity, Sex,

Social tolerance, Friendship, and Preserving the
environment are down in three.

Status (+3) Ambition (+3)
Pleasure (+3)
Looking good (+3)
Fulfilling work (+3)

31
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Niche values are concentrated in Asia and the Middle East
Few stand out in the West

Rank out of 57 values Romance Retribution

= #26 in Netherlands v. #46 globally = #15in Poland v. #45 globally
a3 TN > el

Tyl *{
. 5 R IR

" Patriotism
= #7 in SaudiArabia v. #33 globally

Ambition
= #11 in Ecuador v. #38 globally

Faith, Modesty, Looking Good

= #2,#7, and #25 in Egypt v. #36,
. #32, and #48 globally

NIQ Consumer Life Global 2025, C1 (global = 40 countries)

Traditional gender roles
= #22in Latvia v. #52 globally

Individuality
= #30 in Thailand v. #51 globally

Wealth and Pleasure

= #15 and #21 in South Korea v. #39 and
#44 globally

Social tolerance
= #6 in Indonesia v. #26 globally

NIQ
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Unpacking Generations
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Generational studies guide strategy for today & tomorrow

Tomorrow'’s

Decision

b,
Innovation '

‘ Targeting and communication Future products and services .

NIQ
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Applying generations

Reconciling growing diversity with finite resources

No one looks the way I do.
I have noticed that it's true.
No one walks the way I walk.
No one talks the way I talk.

[ J No one plays the way I play.

e No one says the things I say.
g I am special.
Ry I am me.

- Jack Prelutsky

ey

/ L8 Lol N [
Narcissistic and Entitled to Everything! Does Gen Y Have too | { ! |
Much Self-Esteem? B
Dr. Jean Twenge, Professor of Psychology, University of San Diego ™ ‘,
Herself, a member of Generation X '
n(.-..vm:an.mﬂ‘mnu Procretn and Contdareat 11 L 128 '

But generations are not

monolithic

35
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Generations are not monoliths | Regional differences exist

In values and in spending influence

Developing

Asia - Gen Z

Health & Fitness
Self-esteem

Knowledge

Having Fun

Higher Than
Peers

Shared

Generational spending: A tale of two worlds (2025)

High-income countries

$12.5T
$10.4T $10.3T

Developed
Asia - Gen Z

$10.0T

$7.5T

$5.0T

Total spending

Leisure $2.5T

$0.0T
Material Security Boomers GenX Millennials GenZ  Alpha
NominaIUSD
Enjoying Life . _ .
Low- and middle-income countries
$12.5T
$10.0T
2
5 $75T
C
g
0]
T $50T
e

$2.5T

Boomers Gen X Millennials GenZ  Alpha

Having Fun
[ Nominal USD

Source: World Data Lab

NIQ
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Generational values can align more with outside markets than within

Reconcile “one size” fits all regional marketing may not be ideal

GenZ Millennials Gen X
Pleasure People Pleasure People Pleasure | T People
Australia
Singapog?:
Australia‘- e ® Korea |~ ) e +
i Indonesia® . Australiag : ... ® Korea® " Indonesia *
: sia® i b
Ja Thailamd i L 4 Ja_pa‘i IndoneSIa.,.,._l_% | Japan&;«’ ;
5 P8 Gon 2 Asia Slngaporg , Slr?.gapc?‘r ¢ Thailand
Chma’ @ Asia Total 5 e ’ Thailand Total|Asia™" . India
*- g .............. ¢ °
Indla * Mlllenmals Asi Total Asia i e ASHa, o X 3
""Matayﬁi‘é"""" Chma‘_“ Chlna ‘ 0 Malay5|a
India ~ .| ® Malaysia.~ e T
Power Tradition Power Tradition Power Tradition

NIQ
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Today | A snapshot generations in Asia

Millennials

Ages Range 13-27 28-45

Birth Year 1998-2012 1980-1997

NIQ Consumer Life Global 2025

46-60

1965-1979

Boomers/Traditionalists

61-79

1946-1965

NIQ

Confidential and proprietary
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Generation Z in Asia
What's on their mind, and what they are looking for

Developed Asia Developing Asia

#3 #2
Wrong-doing by Educational quality
government officials #11
#13 Gender inequality
Gender inequality

144 125

| buy products tailored to my needs | buy products tailored to my needs
126 113

The look, feel and smell of a product Price is most important in decision-

is very important to me making

39



Milllenials

In Developed

In Developed
Asia

72%

In Developing
Asia

9%
In Developing
Asia

Millennials | Engines of the Asian economy

Family first, but don’t forget about me

Developed Asia

#4
Economic inequality

144
It is important to indulge or pamper
myself on a regular basis
109
It's better to buy well-known brands
for quality

Developing Asia

#11
Future of retirement/
pension plans
#17
Impact of trade restrictions

120
| buy products tailored to my needs
113
| am prepared to pay more for products
that make my life easier

40



In Developed

In Developed
Asia

In Developing
Asia

38%

In Developing
Asia

Gen X | The Gen X Decade

Deepest pockets, yet conspicuous consumers

Developed Asia

#12
Personal information
getting into wrong hands

171
Price is the most important factor in
my purchasing decisions
163
| spend quite a lot of time
researching brands before making a
major purchase

Developing Asia

#9
Wrong-doing by
government officials
#7
Economic inequality

137
For me the most important thing about a
brand is that it offers good value for money
125
| prefer to own fewer but higher quality items
(e.g., clothes, technology products)

41



Boomers/ Traditionalist

/‘.
. '"-§stly e
nesters or

Boomers | Resolute and opportunistic
Focused on aging issues, while open to better solutions

Developed Asia

#2
Climate change
#3
Cost of healthcare

211
If I'm not satisfied with a product or
service, | will choose an alternative
200
For me the most important thing
about a brand is that it offers good
value for money

Developing Asia

#3
Cost of healthcare
#9
Misinformation/ "fake
news”

135
| am always looking for ways to simplify my
life
133
If I'm not satisfied with a product or service,
| will choose an alternative

42



Wellbeing| Food & Diet
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Drivers of wellbeing

Economics aside, consensus on physical and mental health

areas of life where changes would most improve your wellbeing

Physical e Ela 3l #1 Globally and all Asian countries, #2 S. Korea and Singapore
Mental Health 3 #3 Globally, #1 in S. Korea #2 in developing Asia

Emotional Support

Edaw

Social life and connections with others

Family relationships

Personal growth

Financial situation —=—————)
State of environment

Time spent in nature

QeHeo @D

Work-life balance

NIQ 44



Eating healthy ranks #3 among factors important to wellbeing

All behaviors have increased or unchanged since 2021

10-point gap

between
caring and
Activities often do for personal health and wellbeing (indexed) doing
Now 3 of 4, +10% m Developed Asia m Developing Asia
197 fastest rising since

2021, highest in Now 11in 3, +8% fastest rising since

181
(o)
161 Indonesia 86% 2021
133136 136
90 90
71 72
57 61 60
I II II il - I

Geta good Drink enough Eat healthy/ Exercise/play Maintaina Maintain the Take steps to Have routine Use vitamin Prayer/ Avoid eating Monitoror  Relaxation

night's sleep water nutritious sports healthy right balance  minimize medical and mineral spiritual processed track my techniques like
foods weight between stress examinations supplements observance foods health (e.g., yoga/
work and diet, fitness, meditation/
leisure vital aromatherapy
statistics)

NIQ 5



Health and weight are top motivations to avoid foods or
ingredients

Sustainability and religious requirements also play a role for developing Asia

Avoid foods/ingredients for cited reasons (indexed)
250

200

2018199 . : :
A m Developed Asia mDeveloping Asia
150
148
100 106
85
50 63
47
|14

0
For my health To maintain | do not avoid Because of a Because itis Because of Because of
in general or control my or minimize specific health better for the food allergies  religious
weight any types of condition (e.g. environment or sensitivities requirements
ingredients or  diabetes)
foods
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Opportunity: Combine healthy eating and with cooking fun

Openness to innovation, yet familiarity and convenience are key

160
% Cook for fun weekly+

90 140

80 12

o

70

o

Cook for Fun Deve|oping Asia 10

60

o

Eat Out 8

50
6

o

Cook for Fun

40
4

o

30
2

o

o

B S S S S

Control
intake of bad
Cook for Fun Cook for Fun2 ingredients
—FEat out —FEat Out like salt, fat,
and sugar

GfK Consumer Life Global 2025, B2 and F11

N 30 20 2@ 20 D P VP P

Food Attitudes, Strongly Agree (Index)

Prefer foods Seek quick Buy locally Enjoy foods Very Willing to pay Interested in

| know and easy made or with bold interested in more to eat plant-based
meal options grown foods flavors (e.g. foods from healthy meat
spicy, tangy  different substitutes
or zesty) countries

mdeveloped Asia mDeveloping Asia

NIQ
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Rise of mobile food

Online food shopping is up notably in the past 5 years Rising trend on mobile snacking

ASIA
% who regularly shop for groceries online % who usually take a snack or something to eat or drink when they leave the house
80
—e—China % m Developed Asia  ® Developing Asia
70 —e—|ndia 30 32
—e—South Korea
60 28
—e—Indonesia 25 27 26 26
50 —e—Japan
Australi 20 -
—&—AUSlralia
40 19
Global 15 o
30
10
20 .
0 China is the biggest online grocery market in the
world. The market is expected to burgeon by 38% 0
through 2026, boasting a CAGR of 6.8%. Total Gen Z Millennials Gen X Boomers
0

2019 2020 2023 2024 2025

NIQ Consumer Life Global 2025 and previous years, B5 (global = 18 countries); The Growing Popularity of Online Grocery Shopping in China - SEO China Agency

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 48



https://seoagencychina.com/popularity-online-food-shopping-china/
https://seoagencychina.com/popularity-online-food-shopping-china/
https://seoagencychina.com/popularity-online-food-shopping-china/

Technology| A Shift in Narrative
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The promise and “peril” of technology
The early 2020s pushed our relationship with technology to new heights, but at what cost?

Omni-everything

People conditioned for multiple avenues of engagement

GFK
COVID sparked a mass experimentation of
deepening digital lifestyle

2021
GFK What will stick?

« “COVID sparked a mass experimentation “ _ || e e Rscan
of deepening digital lifestyle” @ ' e m

vote-by-mail is
113 H . ” - y
. mni-everything
Virtual
Smart home ey

] 2020: A year for people to try new things ]

give our guests to make them feefsafe: Enhanced securiy,

here to st: bag checks, the presence of toctical teams,” Water soid.

Selt-checkout

S R codes make
Q The Fresh Market: Curbside pickup Buy ocine,
menus more el A s pickup in-store
immersive and Service Moments
flexible Geocery defivery

*Buying a new car \4 ] il Store curbside pickup
has never been .«) .\ . e

better" === Restaurant

“When fans begin to come back, those same kind of visual
cues are going to have to exit. Is the venue — this

oppoetunity —

Telehealth

« “Innovation initially focused on safety will ™
remain because of convenience”

9

I
g B
3
3
3

¥ by

MyQ Smart Garages and Ke)
Test Drive Alane Amazon: receive packages directly
Easing of the hord sell in your garage

2 0 2 2 Defend AND delight me Virtual has become indispensable A world more fragmented
Consumers are looking for innovative solutions that protect,

«  “Virtual becomes indispensable”

o
=
S

Fractures in a connected world as governments strive for tech sovereignty

of global consumers say i ¥ the 3 100 this ve The Great Decoupling gathers momentum E -
“Which of these Improves your wellbeing or hesith . . .
hest represents A their everyday ives and - Yool Linkaam S— .
b 1 ” what innovation s eenden Vil rllows Likedin s Fort o s 0080 ST TGRS ool an T e respidons s U1, ech
° M you foe safer or more secure echnology » puling out o Cina 1 foll 302, citng o
means to you from 2014 u e L\;:;:mg natianal security and
and the products o SN o e gromn e plorss
you buy?* ... Something you didit even know T
111 . @ needed or wanted a9 52 a8 Dawn 96% arnod TikTok slong with 58 ather
. ractures in a connected world as e T - s e e BEEEEE
2014-2021 5 ” it they depend on technology e pr Gainato st | US imevatonsnd
eing nique and really different {which enhance mental e o e e S1atiloninthe | Compataion Act The EU in March pledged a $150 bilicn
from 201 performance) are being o e et et techsectorinthe | soproved. incl $52 bl vestmentin “digital -
1 H ” added to more indulgent people and the world el netiwyears | forsemiconucter . A I et
governments strive for tech sovereignty e S 2o

20% ey 2030,

2 O 23 Increasing skepticism that technology is the best enabler of connections The “silo-ing” of society intensifies as we become more single-minded Gk

. . . . With each other and with brands Being less intesested in others has accompanied declining interest in sharing one’s views
* ‘“Increasing skepticism that technology is

Social media sites/apps do more like to connect with brands through social media
good than harm

-6 pts from 2020 B / “I think it's important to be exposed to I prefer to follow people who think the
i ‘ . Ple who
H ” % points of view different from my own® [ same way | do on social media
the best enabler of connections Lo pmic o ettt

~12 pts from 2019
technology on society
-4 pts from 2018
14 pts from 2008

“ » *I am Interested in other’s opinions about 2
. . . . " what products and services to buy” o
° he silo- of societ tensifies as we
[ ilo-in iety intensifi W =
. Don't Want Your *I go out of my way to tell others about Gen X
H H ” Likes products and services | really like” _
ecome more sin g e-minagae Wt el — epadrihe
==

thing better than a é 5 O/ Brands try too hard to look cool
(o]

flip phone is no
phone at all.
he

on social media
Consistent across all generations

N IQ Consumer Life presentations
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Consumer sentiment towards tech is evolving, fueled by Al concerns

While excitement prevails in developing Asia, concerns are on the rise

% of Asians who say how technology makes them feel about the future

Change from 2020-
2024

50
43
41
36
26
22
16 17 17 15 16 16
8 8
v A A

Excited  Confident Comfortable Uncertain Skeptical = Worried Afraid

m Developed Asia  mDeveloping Asia

NIQ Consumer Life Global 2024, TD_14 and 032

o Negatives attitudes dominated by Developed Countries
7576 76

74
70
63 66 67 65 65

57 57

55
II |I | III II
Eliminate jobs Spread misinformation Encourage cheating at

work or school

m N. America m Western Europe m Developed Asia

m Developing Asia = Latin America

NIQ
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Safety concerns and apathy for smart homes
Cost still remains #1 obstacle to purchase

. Developed Asia Developing Asia
Rank of obstacles to buying smart home products

Concern for privacy is now

2023 2025 2023 2025 ) )
top obstacle in Developing

1 1 1 2 i i
Cost to purchase products in this category would be too high ﬁs!a’ and # in developed
Concern about privacy S 3 2 1 e
Safety concerns in my home 6 6 3 3

. . 5 : Safety concerns in home is
Need agreement of landlord or homeowner before purchase #3 reason in Developing Asia
Home internet connection/ network may not support this 7 7 6 6
technology
| don't see the need for it 2 2 4 7
Technology across different systems may not be able to 9 10 7 5 | don't S_ee the need is #2
communicate with each other reason in Developed Asia
Seems too complicated 4 4 S 4
| don't know enough about smart home technology 3 S 8

8 8 10 10

| don't see any potential barriers to smart home technology

NIQ 2



Asians are using a lot of technology | Plateaus and growth areas

Smart Phone
. 80+%
Smartwatch,

ks : k
Bluetooth Earbuds/Earphone \ Laptops
25-50% 7 45-60% |

% of Asian who used past month

% of Asians who did activity on mobile phone past month

Video Calls

Play Games

Browsing Information

Get directions

Watch movies/TV Programs

Buy something online

Made in-app purchase

Banking transactions

Used fithess/exercise app

NO change in

behavior past 3
years

3%+ growth

past 3 years

NIQ
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All-in on online shopping
Focus on evolving and improving digital shopping

% to2 box Shopping attitudes

m Developed Asia  ®m Developing Asia

84
72 67
i 54 I 52 I

My smartphone and/or | can shop online for It is important to me that
tablet is my most important nearly 100% of the the price of an item is the
online shopping tool products/services | need same whether | buy it

online or in-store

m Developed Asia m Developing Asia

53
40
20
’ -

Used 'buy' button on socila media Clicked on 'shoppabble' post or stories
networks on social media

96% of consumers in developing Asia say they use a digital wallet or

payment app, +6 from global
Led by WeChat Pay, Alipay, and Google Pay

NIQ Consumer Life Global 2025, TDA_1, 2024 FBS_1

NIQ
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Growing demand for customization AND security

Usage in work environment quickly translating to personal use

% Attitudes toward technology

m2023 m2025

40 43
36 38
26 i II I
| am willing to share my | really like the idea of  Privacy records of brands
personal data in exchange technology that 'knows' me and tech cos. are very
for benefits and can make important in my purchase

recommendations/take decisions
actions

Developed
Asia

NIQ Consumer Life Global 2025, TDA_1

m 2023 m2025

71
59
46
] I
I am willing to share my | really like the idea of  Privacy records of brands
personal data in exchange technology that 'knows' me and tech cos. are very
for benefits and can make important in my purchase

recommendations/take decisions
actions

67

Developing
Asia

NIQ
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Lean Forward | Asian consumers at the forefront of Al

Usage in work environment quickly translating to personal use

% How using Al tools/apps
5254
232422

69
58 58
4650 a4
40 42
I| I | I
For work For school For something
else

NIQ Consumer Life Global 2025, 036 and O37, https://www.bcg.com/publications/2025/generative-ai-adoption-in-asia

mN. America

= Western Europe
m | atin America

m Developed Asia
m Developing Asia

% Activities interesting in using Al

59 55
” 45 48 47
30 34
24 27
17
i ! 1
Answering Work-related Live Summarizing Enhancing or As a
complex tasks translation content creating art  shopping
questions projects assistant

m Developed Asia m Developing Asia

In the Race to Adopt Al, Asia-Pacific Is the Region to Watch —

Boston Consulting Group, March 11, 2025

NIQ

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 56



Key Takeaways

0 Economic Uncertainty Demands Value-Driven Strategies

. Inflation and trade tensions are driving consumer caution, especially in emerging markets.
. Brands must emphasize affordability, value propositions, and financial reassurance to
maintain relevance.
e Generational and Regional Diversity Requires Hyper-Personalization

. Confidence and spending priorities vary widely across Asia—India and Indonesia are
optimistic, while Japan and Korea are cautious.

. One-size-fits-all strategies will fail; tailor messaging and offerings to local sentiment and
generational values.

6 Value-Based Marketing Is The Next Differentiator

. Consumers increasingly expect brands to align with personal values like family, honesty,
health, and material security.

. Embedding values into innovation, messaging, and portfolio strategy will strengthen loyalty
and competitive advantage.

NIQ
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Key Takeaways

Q Health and Wellbeing Are Non-negotiable

. Physical and mental health rank as top drivers of wellbeing globally and in Asia Pacific.

. Products and services that simplify healthy living and integrate wellness into daily routines ¥

will gain traction.

Q Digital Acceleration and Al Adoption Create New Growth Channels
. Asialeads in mobile-first shopping, social commerce, and Al integration.

. Brands should invest in frictionless digital experiences, personalization, and Al-
enabled solutions while addressing privacy concerns.

NIQ
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We would love to hear your feedback
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Thank You

NielsenlQ

© 2025 Nielsen Consumer LLC. All Rights Reserved.

The Full View™

NIQ deliver the Full View, the world’s most complete
and clear understanding of consumer buying behavior
that reveals new pathways to growth. -

About NIQ

NielsenlQ (NIQ) is a leading consumer intelligence company, delivering the most
complete understanding of consumer buying behavior and revealing new pathways to
growth. NIQ combined with GfK in 2023, bringing together two industry leaders with
unparalleled global reach. Our global reach spans over 90 countries covering
approximately 85% of the world’s population and more than $ 7.2 trillion in global
consumer spend. With a holistic retail read and the most comprehensive consumer
insights—delivered with advanced analytics through state-of-the-art platforms—NIQ
delivers the Full View™.

For more information, please visit www.nig.com
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