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A welcome
Jfrom Julian
Baldwin

Consumers are at a juncture. They're still cautious about their
spending amid lingering economic uncertainty, but they are
spending on certain technology products. What they want is
compelling value for their money.

So what is this value? When it comes to household appliances,
our research shows that consumers are interested in durable
products that make their lives easier. They're looking for
appliances that deliver increased convenience, multifunctionality,
energy and water savings, and/or enhanced health and well-being
benefits. They notice the value when these benefits are clear.

For the Household Appliances sector in 2026, there are strong
opportunities for manufacturers and retailers to meet these
consumer needs—even amid slow economies. They must get the
feature sets and pricing right, especially as challenger brands drive
assertive market expansion.

This report looks at the most lucrative home appliance
market trends in 2026, analyzing where manufacturers and
retailers should focus their product assortment, innovation,
and marketing investments. Throughout, we draw from NIQ's
in-depth analysis of Consumer Technology and Durable Goods
(T&D) sales data, as well as trends in consumer behavior and
aspirations—revealing strategic, actionable insights.

We hope that these insights strongly enhance your view of the
buyer journeys and sector purchasing behaviors that lie ahead.

Julian Baldwin
President, Global Tech & Durables

NIQ

© 2025 Nielsen Consumer LLC. All rights reserved.



2025 full-year projection

Manufacturers and retailers are still facing headwinds with changes to US tariffs

during 2025 disrupting planning, on top of still-fragile consumer confidence across
many markets.

Nevertheless, in the first half of 2025 (H1 2025), sales of Consumer Technology and
Durable Goods (T&D) grew 4.6% in value year over year. That increase—to $403 billion
(USD)—was largely driven by activity in China due to retail "trade-in" policies that cut
replacement costs for consumers in key product groups. With China removed from the
analysis, global sales increased by a more gradual 1.2%.

Consumer Tech and Durable Goods global market returns to growth
Purchases are being driven by replacements, plus China's trade-in subsidies.

Global (excl. North America and Russia) T&D | Sales value USD (NSP) |
Growth rate YoY (%) Jan. 2025-June 2025

Office Consumer Electronics
-2.9% -0.8%
Information
Technology Major Domestic
+10.8% Appliances incl.

$403 Aircon

billion (USD)
(+4.6%)

Total sales value USD
and growth %

YTD 2025 vs. 2024 Telcom

Photo

+7.6%

?

Small Domestic Appliances

+4.8%

+4.1%

Global (excl. NA, RU)

USD excl. China +1.2%
Local currencies +7.2%

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America and Russia), Total Tech & Durables (Consumer
Electronics includes Multifunctional Technical Devices, Small Domestic Appliances includes Personal Diagnostics)

Our analysis shows that global sales volume remains relatively flat so far (+1%), but
sales value is up 5%. This shows a landscape where consumers aren’t buying more
T&D goods than before, but they are spending more per item, where they see
compelling offers.

This holds true for small domestic appliances (SDA); however, major domestic
appliance (MDA) categories are the exception. Here, price pressure is still strong
in many categories and markets (especially developed markets, like Europe). When

it comes to MDA purchases, consumers are still focused on saving money and are
leaning toward products that offer core features (e.g., energy efficiency, capacity, and
convenience) at the most attractive price—even if it requires switching brands.

© 2025 Nielsen Consumer LLC. All rights reserved.
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“Relevant features—from convenience to smart energy efficiency—
and savvy pricing will be critical to sales growth in home appliances.
It must be positioned so consumers can clearly see the benefit that a
product’s features bring to their lives.”

— Frank Landeck, Global Tech & Durables Lead, NIQ Next

By the end of 2025, NIQ projects 2% year-over-year value growth for global
Consumer Tech and Durable Goods (T&D) sales, driven by China, Emerging Asia,
Eastern Europe, and the Middle East & Africa—and with household appliances playing a
significant part in that growth.

Consumer Tech and Durable Goods sales: 2025 full-year forecast
Global (excl. Russia)

$44B +3%

52628 +1%
e e

Developed Asia

$311B +6%

oo

$109B +4%

Emerging Asia

Source: NIQ Market Intelligence and total market estimation (incl. North America, excl. Russia), based on USD forecasting date (Aug. 18, 2025), assuming stable USD exchange rate. North America estimation based on cooperation with Consumer
Technology Association (CTA), https:/www.ctatech/

In the following sections, we look ahead to 2026 and the dynamics shaping the
Consumer Tech and Durable Goods (T&D) market globally—and the Household
Appliances sector specifically, including retailer opportunities worldwide.

© 2025 Nielsen Consumer LLC. All rights reserved.
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Key takeaways

« (lobal sales of Consumer Tech and Durable Goods (T&D) grew
4.6% in H1 2025, year over year.

For full-year 2025, NIQ predicts value growth of 2% globally,
bolstered by replacements, China's trade-in policies, some
improvement in global macroeconomics, and demand in
emerging markets and Eastern Europe.

Price remains important but is not the only factor. Consumers
are choosing products that present value for money—and
manufacturers and retailers can capitalize on that.

© 2025 Nielsen Consumer LLC. All rights reserved. 6



Macro forces shaping 2026

Six key macroeconomic and business-related forces will impact the household
appliances sector in 2026:

1. Chinese brand growth outside China
2. Evolving US tariffs

3. Chinese trade-in program

4. Replacement cycles

5. Gen X purchasing behavior

6. Home country manufacturing

This chapter examines the scope and implications of each.

Force #1: Chinese brand growth outside China

China has been investing in establishing stronger distribution in markets such as Saudi Arabia,
the United Arab Emirates (UAE), Southeast Asia, Latin America (LATAM), and Europe. A prime
example is China's investment in the Chancay port in Peru, opening a faster, cheaper trade
route for Chinese goods to enter LATAM countries.

Their ability to present products with strong feature sets at attractive prices, and the fact that
they lead the market in SDA innovation and R&D investments, means Chinese brands have
increased their share of sales across consumer tech, including household appliances.

In 2026, this expansion will grow as Chinese brands look to replace revenue lost in the US
market due to tariffs.

Chinese brands are steadily expanding their market
share internationally

Global (excl. North America, Russia, and China) Consumer Tech and Durable Goods |
Sales value USD (NSP) | Share of all brands
YTD January-June 2025

14.0
120
10.0
8.0
6.0
4.0

2.0

0.0

2021 2022 2023 2024 2025

® Chinese brands (T&D, excl. Telecom)

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, China, and Russia), Retail channel coverage
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Within major home appliances, Chinese brands have quietly been growing brand
recognition in key markets via attractive pricing. Having used this approach to

build overseas consumer trust in the quality of their products, Chinese brands are

now expanding into more premium price ranges. Overall, Chinese MDA brands are
outperforming others in terms of growth—especially in Central and Eastern Europe,
LATAM, and Western Europe. In the small home appliances sector, Chinese brands
have been leading the market in terms of product innovation, and thereby commanding
premium prices—especially in areas such as vacuum cleaners, electric fans, and

air treatment.

Growth in Chinese brands' international Chinese brands' price index change (NSP),
market share, YTD January-June 2025 January-June 2025
347%
100 350
300
80
250
60 200
40.1%
40 150
0, 0,
23.5% 100 83%
20
50
0 0
SDA MDA SDA MDA

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, China, Russia)
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Force #2: Evolving US tariffs

As retailers clear the stock that they brought in ahead of US tariffs coming into effect,
we will start seeing the impact of those tariffs on manufacturers and retailers really
taking hold.

The major household appliances sector will feel the greatest impact due to the
deepening of steel-related tariffs. Before June 23, 2025, US levies included a tariff of
50% on the import of raw steel. However, this had a negative impact on production costs
for American-made MDA, such as washing machines, dishwashers, and ovens.

Impact of US steel tariff on US manufacturing

Washing machines

Production costs US product

increase 8-12%

competitiveness
suffers*

*Especially vs. non-Chinese imports
(e.g., Turkey, LATAM)

Source: Public information

In late June 2025, the scope of the steel levies expanded to include a 50% tariff on the
“steel equivalent” contained within imported appliances, including freezers, fridge-
freezers, washing machines, dryers, dishwashers, and ovens.

In the remainder of 2025 and throughout 2026, these changes will provide a more level
playing field for US manufacturing, eliminating disadvantages to US manufacturers
versus MDA imports. However, as a result, US consumers will have to pay extra for these
products—whether US made or imported—as happened when US steel tariffs were

introduced in 2018. In a recent interview, the CEO of Michigan-based manufacturer
Whirlpool estimated the new tariffs could increase the retail price of imported appliances
by $50 to $70, potentially swaying consumer purchasing decisions.

Tariffs are especially challenging for brands that have a high proportion of US sales within
their total revenues. These manufacturers and retailers are likely to rethink their supply
chains, although these efforts can be complex, take a long time to set up, and be quickly
negated by subsequent policy changes. Because the US market is too big for brands
to simply deprioritize it, all major overseas brands will continue to sell in the US—
despite the decreased demand that will likely result from rising prices. However,
these brands will also look to expand their reach in other markets to offset the
likely fall in US revenue. We will therefore see increased competition in markets such as
Europe, Southeast Asia (SEA), and LATAM in 2026 and beyond.

© 2025 Nielsen Consumer LLC. All rights reserved.
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Force #3: Chinese trade-in program

China's trade-in program for consumers’ household appliances is expected to have an

ongoing impact in 2026.

China's trade-in and subsidy policy: Categories included

Trade-in policy since August 2024

Subsidies for energy label 1 and 2 products

Refrigerator Washing PTV Air conditioner
machine
.
JI\
PC Oven hood Hob Water heater

Source: Public information

+

Extensions to trade-in policy in 2025

Microwave Water purifier Dishwasher Rice cooker

oven

Mobile phone Media tablet Smartwatch

The subsidies boosted sales of key categories in Chinain H1 2025, but at a lower
level than seenin H2 2024, when consumers first rushed to take advantage of the
new offer. With the policy now expected to continue through the remainder of 2025,

China's consumers may not sense urgency. But there will likely be a purchasing spike in
December 2025 as people rush to buy ahead of the speculated end date.

The end of this policy will have a substantial impact once it takes effect. If the policy
concludes at the end of 2025, we believe sales of appliances within China will drop
precipitously in 2026—with premium products being most affected. If the subsidies
extend into 2026, we expect a very moderate sales impact since so many consumers

have already replaced appliances that were most in need of an upgrade.

© 2025 Nielsen Consumer LLC. All rights reserved.
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71% of those surveyed have used the trade-in
subsidies to make a purchase

Reasons for using the subsidies

Replacement of existing products 71%
Additional purchase - 21%
First-time purchase 9%

Source: NIQ Market Intelligence China and NIQ Consumer Full View. Survey of 24,089 consumers, fielded Q4 2024.

34% have not yet used the trade-in subsidies

Reasons for not using subsidies

Expecting more discounts

59%

Complicated operation

Strict requirements and high barriers

Not supported in certain regions

Force #4: Replacement cycles

In 2026, there will be a contrasting picture for replacement cycles between major and

small home appliances.

For major domestic appliances, the average replacement cycle is eight to 12 years, so
peak replacements (following pandemic-era purchase spikes) aren't expected before
2028. MDA purchase activity in 2026 will instead be driven by people replacing faulty

products and by first-time buyers.

© 2025 Nielsen Consumer LLC. All rights reserved.

23%

14%

— Nevin Francis, Senior Director, Global Strategic Insights, NIQ

36%

“Within China, awareness and take-up of the trade-in program is
high, with the majority using it to replace existing products. However,
one-third of those we surveyed have not yet made use of the
program—either finding the process too complicated or hoping for
greater discounts later in the year.”

il


https://www.linkedin.com/in/nevin-francis-53948519/

MDA replacements
Following peak purchases during the pandemic (2020-2021), most MDA replacements are expected around 2028.

Age of previous product (MDA categories)

Average pLIY L/ LTS

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m 1 yearorless 2 years m 3 years 4 years m5years m6-10 years m More than 10 years

Source: NIQ gfknewron Consumer, Purchasers during period July 2024-June 2025 in Austria, Belgium, Brazil, Chile, France, Germany, Great Britain, Greece, India, Italy, Japan, Netherlands, Poland, Spain, Switzerland, and Tirkiye. Products included:
Built-in hobs, cooking, cooling/freezers, dishwashers, tumble dryers, washing machines.

“Consumers are holding onto major appliances longer—driven by
cautious spending and a lack of compelling innovation. Sales for
upgrades are down, while replacements for broken units are up.

Manufacturers and retailers must adapt their strategies to counter
this shift”

— Frank Landeck, Global Tech & Durables Lead, NIQ Next

By contrast, replacement cycles are shorter (averaging five to six years) for small
domestic appliances such as hair dryers/stylers, hot beverage makers, food preparation
appliances, electric toothbrushes, and vacuum cleaners. Peak replacements of
pandemic-era purchases are already kicking in. Demand has also been enhanced by the
overall affordability of SDA products improving as recent innovations are commoditized.
This is enabling more consumers to upgrade to more premium appliances—even before
their current ones need replacing.

SDA replacements

Average cycle across all SDA is 5-6 years; but dental care and shavers see half or more of buyers replacing items every 1-3 years.

Age of previous product (SDA categories)

Average

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

|1 yearorless m 2 years m 3 years m4 years m5 years m6-10 years ®m More than 10 years

Source: NIQ gfknewron Consumer, Purchasers during period July 2024-June 2025 in Austria, Belgium, Brazil, France, Germany, Great Britain, Italy, Japan, Netherlands, Poland, Spain, Switzerland, and Tiirkiye. Products included: Dental care, food
preparation, hair dryers/stylers, hot beverage makers, shavers, vacuum cleaners.

© 2025 Nielsen Consumer LLC. All rights reserved. 1 2
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Force #5: Gen X purchasing behavior

Gen X (now ages 45-60) is the new highest-spending consumer segment, quietly driving
trillions in consumer purchases. In 2025 alone, Gen Xers is set to spend $15.2 trillion
globally on retail purchases—and, within a decade, their annual spending will reach

$23 trillion.

Gen Xis a prime audience for both major and small household appliances, with many
members being time-pressed “caretaker consumers” who are responsible for—or
heavily influencing—the home appliance purchases of aging parents and young-adult
offspring, as well as their own household.

In terms of the appliances they buy, Gen Xers are more likely than others to place
importance on products that are durable, high quality, and make their lives easier, as

well as well as those offering energy savings. (NIQ's Consumer Life 2025 survey reveals
that 79% of Gen X consumers say they conserve energy at home all or most of the time.)

A key finding is that brand is more important with Gen Xers than it is with all younger
generations—something that manufacturers should really focus on at a time when
competition from new brand entrants is at an all-time high.

Manufacturers and retailers truly must have Gen X in mind when shaping their 2026
strategies, or they risk missing the mark with a highly profitable cohort.

Brand holds more influence on older generations in their MDA purchases; Gen Z is less brand-driven

in their choices

40%
Choice drivers
% of purchasers
37%
34%
31%

Product brand

. Boomers; Silent Generation

Gonx 11

o
Purchase drivers: Which three
® Al of the following were most
important to your final choice?
® Options: Brand, Design, Features,
Price, Promotion,
Recommendation

Millennials

. GenZ

Source: NIQ gfknewron Consumer: Choice driver for MDA purchases, MAT Q1 2025, All comparable countries tracked for MDA

© 2025 Nielsen Consumer LLC. All rights reserved.
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Force #6: Home country manufacturing

Consumers' focus on the "made in" label is increasing, pointing to an emerging
opportunity for home appliance manufacturers.

Globally, half of consumers state that they prefer to buy products made in their own
country. However, a large percentage of those say they can't always find or afford them,
presenting an opportunity for brands. This opportunity is greatest in Western Europe
and Developed Asia, where the number of consumers saying they prefer to buy products
made in their own country (but can't always find or afford them) jumps to nearly 40%,
compared with the global average of 28%.

28% 21%

globally globally
"| prefer to buy products made in my own country, "I make a real effort to only buy products made in
but | can't always find or afford them.” my country, even if they are more expensive.”

Source: NIQ Consumer Life 2024, Global (18 core countries)

While this is currently more of a focus for groceries and fashion products, politicians
and media in 2025 are increasingly highlighting the need to support domestic
economies and jobs. Global home appliance brands that can market themselves
as manufacturing items in the country of sale, while also offering good product
features and price, can differentiate themselves in crowded landscapes in two
ways—as supporting the local economy and as reducing delivery miles.

© 2025 Nielsen Consumer LLC. All rights reserved.
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Key takeaways

« Domestically, China may see a significant sales drop for home
appliances in 2026 unless trade-in subsidies are extended.

Chinese manufacturers, will continue to quickly enter global
markets outside mainland China, capitalizing on the distribution
they have built up over the past few years, as well as expanding
into new and more premium sales channels.

Globally, consumer replacement cycles won't kick in until at
least 2028 for most MDA. However, SDA sales will continue to
experience an uplift, driven by commoditization of innovative
features.

Gen X has become a hugely valuable customer segment that's
willing to pay a premium for durability, quality, and convenience—
and placing importance on brand.




What will drive demand for home
appliances in 20262

Consumer perception of value

Consumers' desire for value will be critical to how manufacturers and retailers grow
their sales in 2026. Value perceptions are increasingly important, driven by consumers’
sentiment around their household finances remaining cautious. Globally, 32.8% felt
worse off in their household finances in mid-2025 compared with a year prior—a
percentage point increase from the start of the year—while 30% felt better off.

Compared with a year ago, is your household better or worse
off financially?

39.0%

25.0%

Mid-2022 Jan-2023 Mid-2023 Jan-2024 Mid-2024 Jan-2025 Mid-2025

=@- Worse off =@- Better off

Source: NIQ 2025 Consumer Outlook survey vs. previous studies. Q: Compared to a year ago, is your household better off or worse off financially?
Note: In China, verbiage reflects change in “management of spending.”

In this landscape, 60% of people consider value for money to be the most important
factor a brand can offer.” Price remains a priority in the purchase decision but, when

it comes to getting value from a product, the top three most important factors are
durability, high quality, and making life easier.

"NIQ Consumer Life 2025, Global
© 2025 Nielsen Consumer LLC. All rights reserved.
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“Consumers, especially in the Western hemisphere, are increasingly
looking at feature sets rather than brand within the Major Domestic
Appliances sector. They want everything from energy efficiency and
sustainability to convenience—presenting a clear opportunity for
smart, Al-enabled, and multifunctional appliances.”

— Norbert Herzog, Head of Global Strategic Insights, NIQ

Being a trusted brand is stillimportant, but consumer priorities are changing. Their
growing prioritization of value over brand is enabling challenger brands to gain increased
share in western markets through attractively priced products boasting strong
functionality and feature sets. Over 40% of consumers in North America, LATAM, and
Western Europe say they have switched to less expensive brands in the last year, rising
to over 50% in the Middle East & Africa.

Value-seeking behavior: % of consumers switching to less expensive brands

North America

46%

-

Switched from name brands
to less expensive brands

35%..

~

Source: NIQ Consumer Life 2025, Global (18 core countries)

Emerging Asia

I
|
|
|
43% b oSO
Western Europe : CEE

I
1
I
| 22%
I
: Developed Asia
|
I

41% |

| 34%

|
|
|
|
|
|

Product innovation

In 2026, manufacturers and retailers will need to satisfy consumer value demands
with compelling, affordable innovation. For domestic appliances, the most notable
developments will be around smart ecosystems, convenience, sustainability, and health
and beauty.

© 2025 Nielsen Consumer LLC. All rights reserved.
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Smart home ecosystems

While there's enormous potential for Al functionality in domestic appliances, the concept
remains a manufacturer push—rather than a consumer focus—at present.

Even among robot vacuum buyers, only 12% say that Al functionality was important in
their product choice, compared with 46% who bought it for the mopping function. With
washing machines, Al functionality was a deciding factor for just 7% of buyers, while
energy efficiency mattered to 53%.

However, if we consider how Al helps improve robot vacuum algorithms for navigation
and mopping, or how it aids washing machine energy efficiency by means of pattern
recognition and enabling sustainability dashboards, it becomes clear that Al is an enabler
for what consumers consider to be their top purchase drivers.

We therefore expect consumer interest in certain smart products to increase strongly in
the long term, as they better understand the very relevant benefits that Al functionality
delivers.

Al optimization as choice driver for consumers?

Which of these product features were most important to your final choice?
Percentage of consumers confirming statement above

Mopping function 46%
Robot Al functionality 11%
vacuum cleaner
Energy efficiency 53%
Washing machine Al functionality 3%

Source: NIQ gfknewron Consumer, Global (excl. North America, Russia), SDA choice drivers per category, Q2 2024-Q1 2025

© 2025 Nielsen Consumer LLC. All rights reserved.
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For small domestic appliances, Al-powered functionality will succeed wherever there is a
compelling use case. These include:

- Robot vacuums that recognize different floor types and dirt, automatically switching
between vacuum, mop, or steam clean, and having the ability to recognize different
obstructions and move items out of their way

- Electric toothbrushes that monitor teeth and gum health and alert the user to
developing mouth conditions

«  Air conditioning units that balance whole-house efficiency by continuously learning
the household's room usage patterns

- Multifunctional food processors and cooking pots that recognize different food
types and automatically trigger optimal settings that match individual users'
preferences

Smart connectivity growing in SDA categories where use cases are relevant
Smart functionality that delivers greater user convenience offers brands the opportunity to premiumize.

Smart connectivity: % of smart functionality by sales value, per category
Category average vs. key products

64% 97% 39% 23%
of air i o o
: of robot of electric 4t ggpresso 13% ‘ 23%
coolers vacuums  tooth- fully of ladies of food
0)
43% T brushes 5 tomatic laser/IPL processors
A
31%
29%
26%
23%
12% 11%
7% o,
6% 6% 5% 4%
3% 2% 1%
Personal Air Blood Vacuum Dental Hot beverage Electric Electric Electric Shavers Electric Food prep Electric Water filters Electric
scales treatment pressure cleaners care makers cooking heating fryers massagers cosmetics muscle
monitors pots stimulation

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, Russia), SDA, January—June 2025 vs. 2024

© 2025 Nielsen Consumer LLC. All rights reserved. 1 9



In major domestic appliances, Al functionality still lacks clear consumer pull. Even

in dishwashers, where smart devices now account for 45% of sales value globally,
consumers are often not choosing the machine for its Al capabilities. However,

Al functionality is the enabler of many of the conveniences that are important to
consumers, such as automatic selection of the optimal wash cycles or noise reduction.

For manufacturers and retailers to drive smart appliance sales, they must promote
the benefits the Al capabilities deliver that resonate with that audience, rather than
the technology itself. This means a focus around performance, making life easier, and
energy/water/resource savings.

Smart appliances sales reach new record levels as key brands push new assortments

On the road to full smart assortment

Smart MDA

328%

January-June 2025

Growth

29_50/0 continues

January-June 2024

27.0%

January-June 2023 |Dishwasher| Tumble  Washing Refrigerator MDA Hob Cooker Hood  Microwave Freezer
I | dryer machine oven

I +12% | +13% +7% +18% +14% +32% +21% +74% +13% +50%

b e o d

Source: GfK Market Intelligence: Sales Tracking, Global (excl. North America, Russia), January-June 2025 sales value USD

Within MDA, smart connectivity will deliver its maximum value when consumers
install an ecosystem of appliances that work together. While this will take some
years to achieve (due to long replacement cycles in MDA), we project that the strongest
opportunity for Al innovation will be within the cooking space, where smart ecosystems
can democratize culinary skills and present a personalized experience. Imagine the

© 2025 Nielsen Consumer LLC. All rights reserved.
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interplay of an Al refrigerator, oven, hob, and hood creating a smart kitchen that will tell
you what recipes can be cooked from the ingredients available in the kitchen, talk you
through the step-by-step preparation, and automatically set appliances to the optimal
settings for that meal. Such a setup introduces radically new and relevant benefits into
consumers' lives.

“The biggest smart opportunity for MDA is in Al-assisted ovens,
hobs, and hoods—democratizing the art of cooking and making it
gratifying and personalized. Looking ahead, manufacturers will
need to achieve proper interoperability to unleash the full potential
of home ecosystems.”

— Norbert Herzog, Head of Global Strategic Insights, NIQ

Convenience and performance

In both small and major household appliances, innovation in 2026 should focus on
delivering convenience and performance—often via multifunctional appliances.

Convenience covers a range of areas:

e Saving space is a growing demand worldwide, but especially in countries such as
Japan, China, and the major LATAM countries with high population density in urban
areas, which often correlates to smaller living spaces.

- Innovation that drives resource conservation (e.g., energy/water efficiency, auto-
dosing to reduce detergent use) remains in high demand, delivering money savings
in the long term, as well as meeting people's desire to be increasingly eco-friendly.

«  Multifunctionality brings added value by delivering versatility, as well as space and
money savings from one product doing more. Manufacturers can therefore charge a
premium for the added value these products deliver.

Demand for convenience and higher performance will continue in 2026 and beyond.
We expect products offering these benefits to continue to outperform their category,

as we are already seeing with wet and dry vacuum cleaners, robot vacuum cleaners,
pump espresso makers, built-in hobs with integrated hoods and flex induction, washing
machines with steam cleaning functions, and three-door (or more) French refrigerators
that offer more capacity and flexibility.
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"Value” justifies high growth for innovative segments
Select premium feature sales increased/declined slower than the category average.

¢+ +37%
Wet and dry
4 ) vacuum cleaner ¢+ +31%
Global .
SPresso pump,
(eXCI. NA and RU) traditional
Jan. 2025-June 2025
VS.
Jan. 2024-June 2024
¢ t13%
Sales value USD SR
Growth YoY % ¢ 8%
premium segment example CECERIR ENEIEER
vs. category total
\- J
Vacuum cleaner Hotbeverage

maker

Vacuum cleaner

+34%

Robot vacuum
cleaner

+13%

category average

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, Russia), Channel coverage: Retail, Sales revenue growth 2025 vs. 2024

Manufacturers and retailers will need to focus on multifunctional products
that deliver convenience, performance, versatility, and space savings. Where

Built-in hob Washing machine

¢+ +19%

Steam function

L 3%

category average

¢ +27%

3+-door
French
refrigerator

3%
® category
average

Refrigerator

convenience goes hand in hand with eco-friendly benefits (e.g., no-pod coffee makers
that are both sustainable and more convenient for the user), this presents a very strong

consumer offer,

“Hybrid and multifunctional products are surging in popularity. For
the consumer, this reduces the need for multiple products. For the
manufacturer, it provides a rationale to charge premium pricing for

the added value of versatility.”

— Nevin Francis, Senior Director, Global Strategic Insights, NIQ
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Sustainability and circularity

As of this year, 45% of consumers say they consider environmental protection when
making their purchases. What's more, increasing numbers of consumers now fall into the
NIQ consumer segment "Green inDeed"—shoppers who are most active in turning their
environmental aspirations into action.

In 2024, 21% of global consumers were “Green inDeed"—up seven percentage points
from 2022. The "Jaded" cohort—those skeptical about sustainability and climate
change—stood at just 13% of global consumers.

Rise in “Green inDeed"” consumers: Most active in environmental action as well as aspiration

Down 9 points from 2010 to
13% of global consumers

Those skeptical and cynical

about issues like sustainability

and climate change

Up 17 points from 2010 to Up 7 points from 2022 to
43% of global consumers 21% of global consumers

f J
f jf’ru;u'r‘r /

N,
Those who see sustainability Those who are most active in
as a badge of honor and environmental thought
status symbol and action

Source: NIQ Consumer Life Global (core 18 countries), Green Gauge® Report 2024

That said, sustainability isn't always the leading influence on consumers at the actual
point of purchase. Other factors can overtake it—including price, performance, features,
and availability. Brands must balance high performance with well-evidenced
sustainability to successfully reach the maximum number of consumers.

This may mean offering best-in-class energy efficiency and durability and/or
repairability, alongside high-end dashboards that track daily use and make eco-saving
recommendations.

Energy efficiency is a stronger purchase motivator in major than small home appliances,
as more than 90% of lifetime energy consumption of MDA products happens during
usage, rather than production. In 2026, energy efficiency will continue to be the
leading purchase driver for MDA shoppers, combining the personal benefit of
saving money on electricity with acting sustainably.
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Repairability and circularity are also becoming more important, bringing both

sustainability and money-saving benefits to consumers. The expectation is that France's

mandatory "repairability index” will soon be adopted across the EU, augmenting the
European Parliament's existing Right to Repair directive.

When it comes to refurbished domestic appliances, the market will take some years
to gain traction: Products will need to be designed for circularity first, increasing their
durability and repairability to extend their usable lifetimes, and then the opportunity for
refurb will become a real opening.

For small household appliances, the eco focus will continue to be on recycled or
recyclable materials and packaging, as well as reducing consumption waste—such as
soda makers with refillable cylinders or no-pod coffee makers.

Sustainability is a much weaker buying criterion for SDA than MDA
But it is steadily growing in various forms across various SDA categories.

5%

Value share
+2%pp T up from FY23

Pots and Pans made using
recycled material

Recycle

%

Value share
+3%pp T up from FY23

45%

Value share
+9%pp T up from FY23

Soda makers with
refillable cylinders

Irons with an eco mode
for energy savings

Conserve Re-use

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, Russia), Full-year 2024, SDA categories: Pots, Pans, Irons, Soda makers

Although T&D manufacturers are investing in eco factors, there's a disconnect
between those efforts and how consumers perceive these brands. When presented
with a list of the top 10 MDA brands in their country, one-third of consumers felt that
none of them is known as being eco-friendly. Compare that with the 94% who felt that
at least one of the brands was known for being high quality, and it's clear that T&D
manufacturers have a long way to go to build up recognition of their brand's eco
credentials.
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Consumers expect companies to take environmentally friendly action, but most MDA brands are not yet

recognized as being eco-friendly

Awareness and trust remain key challenges and opportunities.

76%

companies take

believe environmentally friendly

actions

Consider environmental
protection in their
purchase decisions

NIQ
Consumer
Life

Say it is important that

Only

of consumers perceive at
least one of the top 10
MDA brands* as being
eco-friendly

- S 67%

(-2% pt. 2024 vs. 2023)

gfknewron
Consumer

Compared with

who perceive at least one
of the top 10 MDA brands
as being high quality

94%

Source: NIQ Consumer Life 2024; NIQ gfknewron Consumer 2024 vs. 2023, Global (excl. North America, Russia), Total MDA; *top 10 brands per country per product group

To differentiate themselves, manufacturers must focus on promoting demonstrable
sustainability across the full life cycle of their products—from sourcing of raw
materials and construction to packaging and delivery and the product's energy
efficiency, durability, repairability, and recyclability. This is particularly important in mature
markets where competition is high, and where a significant percentage of key consumer
segments have the disposable income to make premium purchases that support their
values around sustainability.

Health, hygiene, and climate change

Health, hygiene, and climate change will continue to be important purchase drivers for
consumers next year, including in markets with weaker discretionary spending.

Consumers are increasingly informed on health issues—both physical and mental—and
are focusing on making changes now to ensure a healthier future. With many health
tech products becoming more affordable, demand is accelerating for items from air
fryers and water and air purifiers to vacuum cleaners and washing machines with steam

cleaning functions.

© 2025 Nielsen Consumer LLC. All rights reserved.

25


https://nielseniq.com/global/en/insights/report/2025/global-state-of-health-wellness-2025/

Consumers plan to buy more health tech

Purchase intent and activity of health-oriented products

29%

20%

Low-fat cooker
(e.g., air fryer or
steam cooker)

Source: NIQ 2025 Global Health & Wellness survey, February 2025

29% 28%
27%
0,
24% 23% 23%
0, ()
. 21% 21% 20%
19% 18%
17%
150/0 149
N 13%
10%
Lenses or glasses Wearables Water filter Personal diagnostics Smart scales for Air purifier Health app Light technology
(vision correction) (e.g., fitness tracker, (e.g., blood pressure  monitoring body subscription (e.g., electrical face
smart watch) monitor, blood sugar weight mask, natural light
monitor, digital lightbulbs, therapy
thermometer) lamps)
m % of respondents who already purchased in last 12 months m % of respondents who plan to purchase in next 12 months

NIQ's 2025 Global Health & Wellness survey revealed that 74% of people say they
would prefer tech appliances that offer health and wellness features (such as
washing machines with steam functions, and more effective air purification and water
filtration) over ones that do not, and that healthier cooking is the leading motivator for
44% of people looking to buy health-focused appliances.

Marketing clarity and tailored messaging will be key to success here, to cut through
the inundation of competing messages from brands across social networks and
traditional media channels.

“Steam functions in major appliances are increasingly offering clear
health benefits in products such as washing machines and cooking
appliances—simultaneously providing better hygiene and healthier
living”

— Norbert Herzog, Head of Global Strategic Insights, NIQ

Alongside consumers' increased focus on health, climate change is also driving
demand for specific products such as electric fans, water filters, air conditioners, soda
makers, and frozen dessert makers—and we expect this trend to continue in 2026.
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69% 21%

of global consumers worry that pollution, climate of global consumers say a germ-free
change, and other environmental issues are having environment is more important to them now
an adverse impact on their current and future health than it was five years ago

Source: NIQ's 2025 Global Health & Wellness survey

Beauty and well-being

Global sales of beauty appliances are growing—but not as fast as health or hygiene
appliances. As a category, beauty appliances are heavily impacted by wealth, age,
and region, prompting the need for a highly tailored strategy from manufacturers and
retailers alike.

Health, Hygiene, and Beauty categories in Consumer Tech and Durable Goods
Hygiene outpaces total T&D in value growth, growing faster than Health and Beauty.

Sales revenue growth

January-June 2025 vs. 2024 Beauty categories

+2%

$46.6 billion (USD)
(+2.3%)

Health categories

+4% Hygiene categories

Total sales value and sales
growth January-June 2025 +6%

Source: NIQ Market Intelligence: Sales Tracking, Global (excl. North America, Russia)

Beauty includes Hair dryers, Hair stylers, Hair clippers, Shavers, Shaver accessories, Electric male system razor, Electric muscle stimulation, Electric massagers, Electric cosmetics, Electric blankets

Health includes Air treatment, Water filters, Liquidizers (food prep), Electric juicers/presses, Hot air fryers, Electric cooking pots with steam, Mini ovens with steam, Hypoglycemic rice cookers, Food steamers, Light
therapy, Baby food cookers, Blood pressure monitors, Digital thermometers, Kitchen scales, Personal scales, Nebulizers
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Although 43% of consumers globally say that looking good is important to them

and gives them meaning, it's the higher-income consumers who contribute
disproportionately (compared with the size of their segment vs. the total population) to
sales of electrical beauty and well-being products.

“Important principle that gives meaning to my life":

Both are highest in Middle East, 2
Tirkiye, and Africa and lowest in 5 0

Developed Asia Being youthful

43%

Looking good

Source: NIQ Consumer Life 2025, Global (core 18 countries)

“Beauty appliances are an aspirational category, with ‘looking
good’ being an important life value for many consumers.
However, purchases in this area trail behind health and hygiene
in terms of value growth. Manufacturers need to focus on
developing multifunctional, affordable beauty appliances that
help consumers both look and feel good. This will be a win-win
for both brands and consumers.”

— Nevin Francis, Senior Director, Global Strategic Insights, NIQ

In 2026, we expect to see continued growth in the sales value of beauty appliances
across Eastern Europe and the Middle East & Africa (EEMEA). However, they're likely

to decline in Asia Pacific due to the highly successful electric cosmetics and electric
stimulation devices facing market saturation and, second, due to increasing regulation
classifying some of these electric beauty products as medical devices, which limits their
sale over the counter.

Design, functionality, and ease of use will remain important choice drivers overall, while
significant buyer groups include Millennials (now ages 29-44) and Gen Z (now ages
13-28), who currently dominate hair dryer and styler purchases.?

To succeed next year, the beauty and well-being appliance industry should focus
on innovation that captures specific consumer segments’ aspirations about looking
good and feeling good about their body and mind.

2NIQ gfknewron Consumer
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Key takeaways

- Forsuccessin 2026, manufacturers and retailers of home
appliances must match consumers' evolving expectations around
affordable value and focus on products that deliver quality,
convenience, and multifunctionality while being energy-efficient
and space-saving.

Features and functionality will be a bigger driver for consumer
choice than brand loyalty. Brands need a strong focus on
balancing affordability with new convenience and performance
features.

The key drivers for consumers remain convenience,
multifunctionality, performance, health and well-being, beauty, and
sustainability. To unlock stronger sales potential, manufacturers
and retailers must shift focus from the product form factor to
these underlying purchase motivations.
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How retailers should prepare
for 2026

With retailers wary of passing on rising costs to consumers, they need highly targeted
strategies to ensure profit growth in 2026.

This will mean focusing on the specific consumer segments who are ready to spend on
premium durability, quality, and convenience features. These include Gen X consumers
who are at the peak of their spending powers, as well as the 45% of global consumers
(especially in the Middle East & Africa, Emerging Asia, and LATAM) who say it's important
to pamper themselves regularly.?

“Retailers are seeing more intentional consumers,
who remain cautious but are willing to purchase
above their original budget when the right value
equation is present.”

— Michael McLaughlin, Global Head, Tech & Durables
Retail, NIQ

A critical part of retailers’ strategy must be maximizing their omnichannel potential.

Consumers today are motivated by moments and experiences, with a high focus on
personalization and convenience. They move freely across the full mix of channels
to solve their product research and buying needs—and will respond to retailers who
present cross-platform consistency featuring truly personalized touchpoints.

*NIQ Consumer Life
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Consumers don't think in channels, but in moments and experiences
Digital habits shape physical expectations; channel choice is contextual.

Common reasons to buy from a retailer:
Similar relevance on- and offline

Prices and promotions Can touch the
Free delivery p(rzozd;st
(37%) Stock availability

Convenience

Ease of finding

products
Fast delivery
(41%) Knowledgeable
Range of products staff
(19%)
Online exclusive Offline exclusive

Sources: gfknewron Consumer: "What are the main reasons you decided to buy from that retailer?” (Period: Q2 2024-Q1 2025); NIQ Market Intelligence: Sales Tracking, Europe, January-May, Click & Mortar online: Online sales

of traditional offline retailers

Europe: Click & Mortar
online revenue share

17.5%

2023

18.0%

2024

18.4%

2025

For small domestic appliances, online will continue to grow as a critical purchase channel
that already accounts for over half of global purchases—and nearly all purchases

in China. For major domestic appliances, online is also expected to grow from the 30%
of total global sales it already handles (60% in China). This will be driven by consumers
continuing to research MDA products both online and in-store but increasingly selecting

the convenience of online for the actual purchase.
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SDA online share has always been higher than for Consumer Tech and Durable Goods overall
It continues to grow—and it’s hitting almost 50% in some regions.

Global (excl. North America and Russia) SDA | Online channel | Sales value USD share (%) | January-June

Western Europe

41% 45%

{ 1]

Eastern Europe,

incl. UA, KZ China

95%
47% 90%
42% -
Developed Asia

30% 35%

LATAM

8 Emerging Asia*

35% ' Middle East & X

% . 12.8% %

Global Africa
46% 51% 37%
27%
January-June . 2020 2021 . 2022 2023 . 2024 2025

Source: GfK Market Intelligence: Sales Tracking, International coverage (excl. North America and Russia), Sales revenue growth 2025 vs. 2024 YTD = January-June; SDA includes Personal Diagnostics
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MDA e-commerce improves over 2025
Online share of total sales grows again in select regions.

Western Europe

Eastern Europe,
incl. UA, KZ

Developed Asia

18% 19% 19% 20% 19%

5% 4% 5% 5% 6%

| Emmeas |
Middle East &

MDA online Africa
Value share % online sales 6% 6% 7% 8% 8%

Global January-June 2025:

30% share

+8.5% growth

yTD = January-June [ YTD 2021 B 2022 B o202 YTD 2024 B o202

Sources: NIQ Consumer Life 2025; NIQ Market Intelligence: Sales Tracking, Global (excl. North America), Sales value USD, Value growth % year-on-year, Global MDA market (excl. India online sales): Cooling, Washing, Cooking,

Dishwashers, Hobs, Freezers, Tumble Dryers, Hoods, Microwaves

Physical stores will remain important in helping to unlock incremental spend in 2026. NIQ
analysis shows that consumers who research a product both online and offline are
more likely to spend more than intended when they come to purchase—regardless
of what channel that final purchase is made on.
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Omnichannel isn't just about meeting expectations
It's also about unlocking incremental consumer spend—regardless of whether the final
purchase is made on- or offline.

Touchpoint impact on willingness to spend

Research both on - and offline
Research offline only

Research online only

B Spent more
Neutral

B Spentless

Source: NIQ gfknewron Consumer, MAT Q1 2025, All T&D product groups, Comparable countries (Austria, Belgium, Brazil, Chile, France, Germany, Great Britain,
Italy, Japan, Netherlands, Poland, Spain, Tirkiye)

Social commerce also plays a growing role in the buying journey. This channel
presents emerging opportunities for household appliances that have strong
visual appeal either in their design or operation—such as beauty tech, shavers, coffee
machines, or frozen dessert makers.

Retailers must also take a strategic focus on the opportunity presented by online
marketplaces, which are acquiring an increasing share of consumers'’ online spending
and allow retailers to offer A-to-Z assortments of products without having to hold or ship
all associated inventory themselves.

“Retailers must have a connected omnichannel experience for all
points of the consumer journey. Pure online continues to dominate,
but social commerce, marketplaces, and in-store experiences are a
critical factor in both research and buying.”

— Michael McLaughlin, Global Head, Tech & Durables Retail, NIQ
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Consumers' preferred payment models are also continuing to evolve. In MDA and
higher-priced SDA, flexible installment or "buy now, pay later” terms will prove ever more
popular next year— especially in Eastern Europe and LATAM. Subscription and rental
models are also on the rise, allowing the smartest retailers to communicate with their
consumers just ahead of their renewal needs.

Finally, consumers are continuing to time their planned purchases for major annual
promotional events. But they aren't necessarily buying cheaper products. Often, they're
looking to increase the value they get for their money by buying premium products at

a discount. In fact, during these events, consumers are more likely than usual to spend
more than they intended—especially on vacuum cleaners, shavers, and hot beverage
machines. Retailers must be able to present highly relevant, personalized offers
during these major promotional events to stand out from the noise.

Consumers spending more than planned at promotional events—maximizing value by buying premium
products at discount

% spending more than planned on their purchase

Dental care

Hair dryers/stylers
Shavers

Food preperation

Hot beverage machines

Vacuum cleaners

0% 5% 10% 15% 20% 25% 30% 35%

mTop 7 promotional events m All year

Source: NIQ gfknewron Consumer, Global, Q2 2024-Q1 2025
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Key takeaways

« In 2026, retailers will be able to capture significant premium
spending by focusing on specific consumer segments, such as
Gen X, who are ready to spend on products that offer durability,
quality, and convenience.

Retailers must also aim to consolidate all their channels into a
service ecosystem experience: a single front- and back-end
system that delivers a high focus on personalized touchpoints
and cross-platform consistency.
Price competition will heighten with Chinese brands offering
strong features at competitive prices. Finding the

and assortment range to balance volume sales and
premium profitability will be critical.
Promotions will continue to account for a growing percentage of
total sales, so retailers must have a balanced strategy to maximize
the opportunities of

© 2025 Nielsen Consumer LLC. All rights reserved. 3 6


https://nielseniq.com/global/en/solutions/analytics-and-activation/pricing-and-promotion-solutions/
https://nielseniq.com/global/en/solutions/analytics-and-activation/pricing-and-promotion-solutions/
https://nielseniq.com/global/en/landing-page/thought-leadership-hub/total-commerce-your-seasonal-insights/
https://nielseniq.com/global/en/landing-page/thought-leadership-hub/total-commerce-your-seasonal-insights/

Global key takeaways for 2026

For manufacturers

¢ Focus form and features around new lifestyles: With growing competition
from challenger brands, manufacturer success hinges on balancing affordability
and product value—innovating in areas such as space-constrained living,
multifunctionality, and Al-enhanced—for greater performance, convenience, and
ease of use.

e Consider circular design and modularity: This helps meet consumers'
sustainability expectations, providing a key point of differentiation in a crowded
marketplace.

» Design products to be ecosystem-centric: Consider areas where seamless
collaboration across devices and categories can meet consumer expectations for
smart, connected living.

For retailers

e Showcase ecosystem experiences: Create in-store and online environments that
demonstrate how smart devices work together, helping consumers visualize real-life
use cases and encouraging multi-product purchases.

e Speak the language of Gen X: Manufacturers and retailers should aim to reach
Gen X, now a key demographic, with product communication that highlights the
performance and convenience of these products.

e Build your omnichannel ecosystem: Consumers want experiences, everywhere.
Brands and retailers must ensure that they present cross-platform consistency for
consumers, featuring truly personalized touchpoints.

For both

« Tailor for powerful regional growth: There are pockets of strong sales growth in
key regions worldwide, as we reveal in our next chapter.
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Regional outlook: Projections for
full-year 2025 and 2026

For full-year 2025, we expect the strongest total Consumer Tech and Durable Goods
(T&D) sales value growth in China (bolstered by its trade-in policy), followed by Emerging
Asia, Eastern Europe, and the Middle East & Africa (MEA).

Consumer Tech and Durable Goods sales: 2025 full-year forecast
Global (excl. Russia)

$44B +3%

52528 +1%

$1058 -2%

Developed Asia

$337B +0%

$311B +6%

3598 2%

$109B +4%

Emerging Asia

Global T&D 2025F

Turnover $1.29B
Growth rate +2%

Source: NIQ Market Intelligence and total market estimation (incl. North America, excl. Russia), based on USD forecasting date (Aug. 18, 2025), assuming stable USD
exchange rate. North America estimation based on cooperation with Ct Te y A iation (CTA), https://www.cta.tech/

Data from NIQ's 2025 Consumer Outlook survey shows key countries within Emerging
Asia and MEA having the highest percentage of households who feel better off
financially than they did a year ago, while many households in countries in North America

and Europe are feeling worse off.
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Consumer optimism around financial situation varies widely by region and country

Consumer sentiment net change
("Better off" minus "worse off")

50.0
40.0
30.0
20.0
10.0
0.0

-10.0

-13.6 148
-18.0 -18.6 -19.1 .19.8 .20.4 292

-20.0

-30.0
-29.6 -29.9

-40.0 e

-50.0

Source: NIQ 2025 Consumer Outlook survey



2025 total T&D full-year
projection (value growth):

« China: +6%

«  Emerging Asia (without
China): +4%

«  Developed Asia: =2%

2026 home appliance

projections (value growth):

« MDA
o0 China: +4% to 7%

o APAC (without China):
-2% to +1%

e SDA
o China: +3% to 6%

o APAC (without China):
+1% to 3%

Asia Pacific (APAC)

APAC overview

Price will remain pivotal in China, where 70% of consumers have used the trade-in
subsidy to replace items, and in India, where consumers generally prefer to replace items
only when they're broken (aka, unserviceable).

However, even a small increase in spending appetite among middle-income households
across these countries’ enormous populations can boost premium sales significantly.
Notably, in India, which was recently hit by 50% US tariffs, the government is reforming

the income tax and the Goods and Services Tax (GST) to bolster its population's

spending capacity.

Value will be key in the developed economies of Australia, Korea, Japan, and Singapore—
particularly regarding premium purchases with strong and demonstrable benefits for
consumers.

Price-sensitive developing markets such as Indonesia, the Philippines, Thailand,
and Vietnam also present significant new MDA and SDA sales growth opportunities,
particularly for affordable multifunctional products.

APAC key takeaways for 2026

« Inmajor household appliance sales, manufacturers and retailers
should prioritize smart energy efficiency and compact forms while
capturing growth in air conditioning and Al-enabled washers and
dryers.

MDA should also focus on trade-in and flexible ownership
payment models to encourage price-sensitive consumers to
replace or upgrade. EMI payment facilities or BNPL (buy now pay
later) are key in India and Southeast Asia.

In small household appliances, product innovation should focus
on convenience, hygiene, health, and living with the effects of
climate change (e.g., air coolers, water purifiers, electric fans,
steam cleaning).

Channel choices will be critical. Sales performance will benefit
from the right balance of in-store experiences, effective online
sales and discovery, and savvy use of social commerce.

"Quick commerce" (ultra-fast delivery) will become another
competitive battleground for retailers and brands in India—
particularly in major cities where consumers will have increased
spending capacity from the new reduced income tax and GST
rate reductions.

For our full APAC 2026 outlook, check out our
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2025 total T&D full-year
projection (value growth):

Eastern Europe: +3%

Middle East & Africa: +3%

2026 home appliance
projections (value growth):

MDA: +4%
SDA: +6%

Eastern Europe, Middle East & Africa (EEMEA)

EEMEA overview

For full-year 2025, we forecast low- to mid-single-digit growth across both MDA and
SDA. We expect only around 3% growth for MDA sales, with competition from Chinese
brands pushing down price points and a peak replacement cycle not fully expected until
2028. In SDA, we expect approximately 6% growth, driven by premium purchases such
as vacuums and hot beverage makers, with replacement cycles for SDA kicking in during
2026.

While SDA replacement cycles are far shorter than for MDA, if we look at all home
appliances combined, we expect 2026 to mark the start of peak replacement cycles

for Bahrain, Kuwait, Oman, Qatar, Saudi Arabia, and the United Arab Emirates; 2027
onwards for Sub-Saharan Africa and Eastern Europe; and 2028 onwards for North
Africa. However, compelling innovation in performance and/or features could encourage
consumers to buy premium products earlier (see below). In Eastern Europe, we expect
regional brands to gain share.

EEMEA: Replacement cycle peaks vs. innovation drop windows, MDA and SDA combined

Regions

Sub-Saharan Africa

North Africa

Levant

Eastern Europe

Gulf Cooperation
Council

Source: NIQ Next team analysis

== Innovation drop window

8 Peak replacement year

4
—x
>
—x
—x
2026 2027 2028 2025
Years
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Eastern Europe outlook

Price sensitivity should ease by 2027, as consumer confidence rises. Until then, a focus
on affordability and compelling performance value will remain imperative.

In major home appliances, we expect strengthening uptake of built-in appliances due to
the numbers of new property developments. Products with lower current penetration,
such as dishwashers, tumble dryers with heat pumps, and slimline dishwashers (in
smaller properties) will gain share.

In small home appliances, we expect particularly robust growth in Poland, Romania,
and Ukraine, driven by increasing disposable income across income groups and by the
commaoditization of products featuring recent innovations.

Middle East & Africa (MEA) outlook

Prices will continue to fall due to increased brand competition and the ongoing rise of
pure-play online and marketplaces—as well as strong mass merchant discount events.

In major home appliances, amid high temperatures, climate-related product sales will

grow—yparticularly for mid-range air conditioners and those usable during power cuts in
Africa, as well as higher-range items in the Middle East. Chinese-brand fridges, including
those that are solar compatible, will gain popularity, while water heaters and efficient LPG
canister cooking will rise across Sub-Saharan and Central Africa. Local and Chinese low-
priced washing machines and twin tubs are growing, while wealthier segments will buy
high-capacity washer-dryers.

In small home appliances, wide-voltage items will grow rapidly in Sub-Saharan Africa

and the Levant, given their capacity to operate across a range of voltage standards.

By contrast, premium products—including robotic vacuums, multi-basket air fryers,
high-end or multifunctional food preparation appliances, and frozen dessert makers that
are useful when hosting events tied to religious festivals—will be increasingly popular in
larger Middle Eastern homes.

EEMEA key takeaways for 2026
In major domestic appliance sales, manufacturers and retailers should focus on built-in, slimline
products in Eastern Europe, while cooling will grow across the Middle East & Africa.

Small domestic appliances will see significant growth in Eastern Europe and the Middle East, while
sales of wide-voltage items are expected to grow in Africa and the Levant.

Across the region, manufacturers and retailers must sharpen their assortment and price point

strategies on a country-by-country basis to reach lower- and middle-income households and to
encourage wealthier homeowners to buy too.

Innovative purchase models and smart omnichannel strategies will also be essential to support
customers in appliance discovery and purchasing.

For our full EEMEA 2026 outlook, check out our
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2025 total T&D full-year
projection (value growth):

. Latin America: +2%

2026 home appliance

projections (value growth):

e MDA: +3% to 5%

o SDA: +4% to 6%

Latin America (LATAM)

LATAM overview

Established markets, including Brazil, Chile, and Mexico, are seeing moderate value
growth, as units increase but average prices fall with the arrival of Chinese brands. Value
for money, even in the premium segment, remains important, so brands and retailers
need to push innovation.

Meanwhile, in Argentina, where triple-digit inflation has hurt the market, conditions are
stabilizing, and consumers are gradually buying more appliances. From a recent low
baseline, therefore, we expect strong growth in this market.

Latin America key takeaways for 2026

« Inmajor household appliance sales, brands and retailers will focus
on tumble dryers and freezers as growth segments, alongside
smart cooling.

In small household appliances, we expect innovative
premiumization in products such as vacuum cleaners and
multifunctional food preparation appliances to be important.

With the port in Chancay (Peru) serving to expand Chinese
imports, all established manufacturers within LATAM will
increasingly need to offer affordable premium items to remain
competitive.

It will be critical, too, for retailers to upgrade their online offerings
by improving product assortments and consumer experiences
across research, buying, and delivery to strengthen trust.

For our full LATAM 2026 outlook, check out our
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2025 total T&D full-year
projection (value growth):

. North America: +0% (flat)

2026 home appliance
projections (value growth):

e MDA: +0.4%

e SDA:+1%

North America

North America overview

In North America in 2026, we expect moderate growth in major and small appliance sales
value, following a flat 2025.

Major home appliance sales value will be supported by sustained demand driven by
replacement cycles, potential interest rate cuts starting in late 2025, and exchange rates,
which continue to provide an upward push on US dollar numbers. In volume and value
terms, expiring federal tax credits for individuals installing more environmentally friendly
air conditioning and refrigeration will put downward pressure on sales, and we expect
minimal growth in 2026.

In small home appliances, we expect slower but steady growth. As inflation eases, sales
will likely rebound. In addition, changing lifestyles and smaller living spaces, as well as the
popularity of premium appliances, will continue to drive growth.

North America key takeaways for 2026

« Inmajor home appliance sales, manufacturers and retailers
should aim to capitalize on specific incoming replacement cycles
on dishwashers, refrigerators, and air conditioners.

The industry should appeal to consumer trends by doubling down
on smart innovation, such as around Al-driven energy savings and
eco-friendly materials.

In small home appliances, health, hygiene, and convenience will
be the strongest drivers on which the industry should aim to
capitalize.

Product promotions should be timed around the big annual
promotional events—and harness social commerce—to capture
value-conscious buyers looking to make the most of their
spending by buying premium products at a discount.

For our full North America 2026 outlook, check out our
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2025 total T&D full-year
projection (value growth):

«  Western Europe: +1%

2026 home appliance
projections (value growth):

e MDA:+1.5%

o SDA:+5% to 7%

Western Europe

Western Europe overview

Macroeconomic disruption in Western Europe continues to challenge manufacturers and
retailers. There are widespread expectations, too, that Chinese brands will continue to
increase their impact within key markets with high-functionality appliances at competitive
prices, taking additional MDA and SDA market share from established brands.

Price will drive consumer choice in many markets, while brand, reliability, and
performance are important to specific segments of product buyers.

Growth in online sales will continue to dominate small home appliance sales, with social
commerce presenting opportunities for products with obvious visual appeal or that lend
themselves to influencer reviews, such as beauty appliances and frozen dessert makers.

Western Europe key takeaways for 2026

« Inmajor domestic appliance sales, the market will only grow
slightly, driven mainly by replacements of broken appliances and
by first-time buyer sales.

Small domestic appliance sales will grow much more strongly,
bolstered by replacement cycles and consumers upgrading to
get higher convenience, performance, or health features.

With more brand competition, small appliance innovation must
focus on design and timely convenience-based features, while
large appliance innovation should focus on clear premium
propositions around resources savings (e.g., energy, water) and
convenience (e.g., timesaving, self-cleaning, frost-free).

Retailers will continue to face stiff competition and must augment
how they explain compelling product benefits and create
attractive, personalized service ecosystems that unify the online
and offline experience for shoppers.

For our full Western Europe 2026 outlook, check out our
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Want to go deeper?

Discover the NIQ solutions driving this report

Market Measurement

«  Grow your business and market share with a complete view of performance across
categories, channels, and global markets.

Consumer Behavior & Insights

«  Understand consumers and shoppers through purchases, clicks, and trends—and
the motivations behind them.

Consumer Life

- Understand all aspects of people’s lives: Not just the what, but the why, the why now,
and the what to do next.

Omnichannel Commerce

«  Thevast majority (91%) of consumers buy products both in-store and online. Most
companies struggle to fully measure this omnichannel sales landscape—until now.
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Forward-Looking Statements Disclaimer

This report may contain forward-looking statements regarding anticipated consumer behaviors, market
trends, and industry developments. These statements reflect current expectations and projections
based on available data, historical patterns, and various assumptions. Words such as “expects,’
“anticipates,” “projects,” "believes,” "forecasts,” and similar expressions are intended to identify such
forward-looking statements. These statements are not guarantees of future outcomes and are

subject to inherent uncertainties, including changes in consumer preferences, economic conditions,
technological advancements, and competitive dynamics. Actual results may differ materially from those
expressed or implied in these statements. While we strive to base our insights on reliable data and
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NIQ’s Global Thought Leadership &
Content team values your feedb

Complete this brief survey to let us know
what you think of the content in this report.

About NIQ

NIQ is a leading consumer intelligence company, delivering the most complete
understanding of consumer buying behavior and revealing new pathways to
growth. 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™.
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