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What’s new?

gfknewron Market




One Platform, Total Clarity.

Introducing gfknewron | 3 powerful propositions together on 1 platform with Market relaunched

newron

newron Predict

newron Market

What and where?

Market size & share

Segment and channel performance
Global summary

What'’s next?

Al-powered recommendations
Promotion planning and forecasting
Revenue Premium guidance

newron Cconsumer

Who and why?

Shopper profiles

Brand funnel & perceptions
Retailer traffic & perceptions

NIQ [€]



gfknewron Market — Relaunch 4 June 2024

One platform for enhanced decision making

One Platform.

Data democratization
across organization

- Global, regional and
country insights

+ Industry, category and
product views

- Unified access to everyone
in the organization

- Expanding to cover all market insights

Better decision making.

Comprehensive and
customizable reports

- New features and facts
« Multi-country and multi-product-group views

- Overview page for fast answers to key
guestions

- From overview to core insight views with
adjustable scorecards, time series and
segmentations

More convenience.

Improved data
visualization and delivery

Enhanced Ul
Enhanced data graphs and settings
Improved backend data quality

- Shortcuts to complex market views

platform.gfk.com | gfknewron Market enhanced
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Overview = combine multiple product groups and countries

gfknewron i 3 product groups in AT, CH & DE v Jan 2024-Apr 2024 v

@ Market Intelligence A (D Overview for — Jan 2024-Apr 2024 with san

Market key indicators
Brands

9.27

Revenue

€2.3b €61

-€268.5m -€

Countries
Product groups
Features

Price classes

Channels
Revenue share Units share Average Price

i €607.7m 260%  978.8k 25.9%  €620.83

Products -€27.5m +1.6pp -96.3k +0.1pp +€30.09

g Pricing & Promotions

Promotion Monitor
Revenue share Units share Average Price

€277.0m 11.9%  288.5k 77%  €960.15

-€34.9m -0.1pp -18.8k +0.3pp -€55.02

Price Monitor

Promotion Planner
Price Planner
Add brand v

Forecasting

Trends
Revenue Premium

Revenue Units
Performance Drivers

Market

Apr 2023

ge v heatmap - by Product group and Country

Total Cooling Media Tablets PTV

Total -€27.5m -€14.0m +€2.9m -€16.4m

Austria -€1.4m -€187.9k -€2.1m +€965.4k

Notebook
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Market Trend and Sizes of 3x Product Groups in DACH

3 product groups in AT, CH&DE v  Jan 2024-Apr 2024 v  Absolute change ¥  Euros ¥

Countries

Scorecard Time series Segmentation

@ Market Intelligence A
Countries comparing Product groups ¥ by Revenue v — Jan 2024-Apr 2024 with same period prior year v

Overview

Brands Revenue

Countries Totals Mobile Phone Headsets PTV Media Tablets

Product groups Markst Revenue €2.4b €2.1b €393.4m €351L.1m €1.2b €1.1b €775.3m €646.8m
Change -€280.2m -€42.3m -€109.3m -€128.5m

Features

Price classes

Channels

First activity

Products €954.9m €854.4m
W Germany .
B Switzerland
0 Austria
€310.8m €262.7m
€253.2m €237.9m
Jan 2023 Jan 2024 Jan 2023 Jan 2024 Jan 2023 Jan 2024 Jan 2023 Jan 2024
platform.gfk.com | gfknewron Market enhanced Apr2023  Apr2024 Apr2023 Apr2024  Apr2023 Apr2024  Apr2023  Apr2024
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What is the current
state of the German
TCG market?




Consumer climate recovers in Q2/2024

Willingness to Buy remains on a low level though

25 .

X

4

15
—— Consumer Climate — Willingness to buy

AN

-12,7 (May24)

> 0

-15
-20,9 (Jun24) 4‘4
-25
-35
-45

2022 2023 2024

Source: GfK study co-funded from European Commission | Germany
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TCG Germany market slightly negative in Jan to Apr 24, but with first sight of relaxation

Sales in EUR still higher than in 2020

7,1% 7,3%

2024 vs. 2020: +5,4%

2020 2021 2022 2023 2024

Source: GfK POS Panel. Retailer B2C Sales, Sales Value EUR Growth, Jan-Apr of each year Germany

Growth 2023 vs. PY

Og

[©
|

all BN G
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Multiple weeks show relaxation in the meaning of growth (+%)

Short-term effect or (long-lasting) trend reversal?

Recovery and upward trend in Q2:
5 out of 10 weeks
20 with positive demand

TCG Total | Weekly Trends

15

10

-10

-15
week w2 w3 w4 w5 w6 w7/ w8 w9 wil0 wll wl2 w13 |wld4d w15 wl6 wl7 w18 w19 w20 w21 w22 week
1 23

NIQ [€]



Intro and Welcome

Samsung Case:
Turning Insights
into Action

Proud to be
different — Erfolgreiche
Momentumstrategien

Paneldiskussion

© 2023 Nielsen Consumer LLC. All Rights Reserved.

13



Samsung
Case: Turning
Insights Into
Action

Michael Wirtz

Head of Strategy &

. Brand Communication

Samsung Deutschland

14



Intro and Welcome

Samsung Case:
Turning Insights
into Action

Proud to be
different — Erfolgreiche
Momentumstrategien

Paneldiskussion

© 2023 Nielsen Consumer LLC. All Rights Reserved.

15



Proud to be
different —
Erfolgreiche
Momentum-
strategien

Michaela Albrecht

Industry Leader
T&D & Retail CMI

NIQ / GfK

16



Proud to be
different — Erfolgreiche

Momentumstrategien

NIQ-GfK Insight Summit 2024

Michaela Albrecht
NIQ + GfK

18 June 2024

NIQ




ya

World In
Crisis Mode
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Switched from
name brands

Spent less on
necessities

Postponed a
purchase

Consumers adopted
coping strategies

More than half of German
consumers spent less on
necessities. Many also

waited for sales or switched to
less expensive brands

52% 45% 2 (%0

GfK Consumer Life Gl filtered by, Germany) | Consumers’ price perceptions in times of crises
\

\ © 2023 Nielsen C
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But there are brands
that are growing

and accelerating
despite crises. High
Momentum Brands
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High momentum
brands expect more
than just a short-
term growth spurt.

Brand momentum has a clear
Impact on long-term success in
the market, both in terms of
market share, but also in terms
of price premium and
customer loyalty.

NIQ [€]

Share of Market

Brand Momentum

R=0.78




‘llgh momentum High Momentum Brands /
orands convert

hetter through AWARENESS
the purchase

decision process. CONSIDERATION “

From awareness to first choice
— brands with high momentum PURCHASE INTENTION
show significant uplifts
compared to brands with
low momentum.

FIRST CHOICE

NIQ [€1¢ 22



High momentum
orands leave a
asting, exceptionally
positive impression.

They differentiate themselves
from the competition by
creating unforgettable
customer experiences.

Erinnerbarkeit

NEGATIV

NEGATIV

Eindruck
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creating unforgettable
customer experiences.

Erinnerbarkeit

NEGATIV

NEGATIV

Eindruck

NIQ [€1



v

What are the
iIngredients
for gaining
momentum?
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DIFFERENTIATORS

DRIVERS

FOUNDATION

Source: NIQ/GfK, Best Brands Studie 2024, 500 Marken aus 60 Produktkategorien

N IQ GrK © 2023 Nielsen Consumer LLC. All Rights Reserved.



The foundation is a powerful brand credit

DIFFERENTIATORS

DRIVERS

FOUNDATION N
(%) ©

ECOLOGICAL SUSTAINABILITY SOCIAL SUSTAINABILITY TRUST CONVENIENCE

Source: NIQ/GfK, Best Brands Studie 2024, 500 Marken aus 60 Produktkategorien

N IQ GrK © 2023 Nielsen Consumer LLC. All Rights Reserved.



Premiumization remains the silver bullet for TCG brands

@ ®®

PRICEPREMIUM UNIQUENESS [INNOVATION

» @ @&

DESIGN EXTRAS HYBRID GROWTH

NIQ [€]



y

Al as fuel for
Innovation
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Paneldiskussion

Petra Pirron
Chief Marketing Officer
Cloud
Microsoft

Cornelius Hummel
Director

Marketing Projects
Karcher

Dr. Christian Hahn
Vice President Marketing
Communications Strategy & Media
Deutsche Telekom

Michaela Albrecht

Alexander Dehmel

Industry Leader T&D Head of CSM
& Retail CMI Germany & Austria
NIQ / GfK GfK
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Meet us at |IFA

NIQ [€]

» Samstag, 7. September,
= 9 Uhr bis 10 Uhr
» GfK Breakfast Reception

» Deutschsprachige Paneldiskussion zum
Thema Kundenbindung

Jetzt anmelden
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https://hubs.ly/Q02Dzcm90

Have we
sparked your

Interest?
Get In touch

JOrg Leissner

Vice President
Commercial
Germany

Joerg.Leissner@nielsenig.com

Alexander Dehmel

Head of CSM
Germany &
Austria

Alexander.dehmel@nielsenig.com
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