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Digital Retail is growing

Total Retail Digital Retail
+4,5% +4,4%
FMCG revenue FMCG online

growth HY1 total in % growth HY1 in %

Nonfood +0,20/0 +7,80/0

(without Fashion,

Sport & Toys) T&D revenue T&D online

growth HY1 total in % growth HY1 in %

NIQ




New, digital formats are on the raise

Social Commerce

Example UK: TikTok Shop
share in FMCG is now at 3.9%

Example DE: 2% market share
(ranked #13) across FMCG
since March 31st 2025
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Al (curated) shopping

Market Places

5 out of top 5 Online-Retailers
in AT (also) run a market place

Online Meets Discount:

- Temu ranked #4 with a 6%
market share 08/2025 in AT

- Shein ranked #5 with a 3%
market share in 08/2025 in AT

New creative formats

Live Commerce
Quick Commerce
Digital Wallet

Metaverse / Virtual
Commerce

Conversational Commerce

/

Kriterium

Preis

Lautstérke

\_

Schwinn 800IC Sportstech SX600

* -4

App-Kompatibilitét #
Stabilitat & Verarbeitung

Widerstandseinstellung % ¥

Zusatzfunktionen #*

\

/

Personalized
recommendation
Based on deep need
assessment

First links to actual
shopping (e.g. Perplexity)

NIQ



Some automation can delight — some can annoy - consumers

Never miss
a coupon

“Warning, this is security, your
presence has been detected.
The owner and police have been
informed.” (Tesco)

NIQ 6



NIQ leverages Al for Retailers in multiple ways

NIQ Al Pricing Demo platform 5.3.0

Impact History Chart

& Standard Export ® Last Standard Export 3¢ Families

2 days

May 19, 2025, 01:00 AM May 12, 2025, 01:00 AM , 1 93 /\
\

A8

z / A
\N/\/A\‘/\/\v// \W vy \\\ f\/\/ A\

New prices 385 New prices 1,416 43.4
Adjusted prices 1 Adjusted prices 0

O S e l I I a I l e Deleted prices 1 Deleted prices 0 Products in families 40 451
4 Multibuy Pricing 4% Alerts I Impact of New Regular Prices 428+ ® > ® <} L 4

= ) ‘ s
. - 05/20/2024 09/16/2024 01/13/2025 05/12/2025
Price changes Beginning of week
0 A a v 8 === Regularmargin @ Scenario changes @ Pricing rule changes
61% 30% 9% 1%

A 9 Profit
@ Promo range violation €5.18M 3.9% Revenue by Sales Type

9
@ Cost prices in family 8
. Revenue 3.40M 60
@ Cannot compute New price 5 €11.6M 0.8%
Total products 17 @ Expected margin decrease 1 Volume
5.84M v 1.4%
i il &
. Margin e — wulll
@& Promotions (last 30 days) 44.5% 1.4%
Greatest revenue uplift
. . Main competitor index 1.70M 30
103.4 a7
Minimum of competitors index
1249 20
850K 15
Median of competitors index
106.0 a17
0.00 0
05/06/2024 07/22/2024 10/07/2024 12/23/2024 03/10/2025

Lowest revenue uplift
Beginning k

M Regular sales W Standard promo Multibuy sales Margin (avg.)




NIQ leverages Al for Retailers and Industry in multiple ways
(>600 attributes / Charakteristics in Western Europe)

NIQ reveals everything about every product with the
industry’s most granular attribution data

Stated Attribution Quualified Attribution

Captures standardized attributes on the label across a set of Uncovers attributes not physically stated on the label by analyzing
products by analyzing claims, warnings & certifications nutrients & ingredients via regulations & requirements

LaunChing soeh - Cruelty Free T T L I T
In AUStrIa - Free ;:‘rom Sulfates ' 015 MCFERA CDUOMI L. GRS LA (ATTRUEL0 T EXRACT
‘ Free From Parabens

= Naturally derived

NP I @ - Free From Paraben & Phthalates Free From Phthalates
~ e Contains Hy
©| - vegan
Contains Gly
Q ecveled P i
NIQ Product Insights Qi + Recycked Packagng Contains Coconut Ol
Contains Botanical Extracts
e B e Free From Natural Colors
keeps over 50% of & original wruchure clter B 000 Ut SR
seme process ey This inchedes woter and ingrecients Q00 Free From Artificial Colors
from plont, me. erol ond lermantoton sourc e, Z ThomwTEe. WY | L B e 9292 SN B UTY veessseeeaean ~ LA LA AN
Contains Natural Preservatives
f 1 am Artificial P 7
‘ Ny desived § )t Contains Artificial Preservatives
Plant-based

Not Tested on Animals

Biodegradable
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Digitalization is a key driver across most Retail Priorities in 2025

Retail Media

NIQ
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95% of shoppers participate in 1 or more loyalty programs
(avg = 5.3 per consumer; extract)

LIDL

2024: 76% 2024: 66%

SPAR Auchan

2024: 54% 2024: 36%

Penny

2024: 55%




Retail Media

31.3 BusD

Retail Media Ad Spend in 2028

7.4 5 usp

Retail Media Ad Spend in 2021

Source: IAB, 2024

NIQ




Retail Media is not a ,,Hobby*

DEF:] Technology
Size of your data / value Streamlined #

Maintain control on data Self serve enabled

Clean / loyalty program Flexibility

Integrated through systems State of the art & refreshed
Enriched segmentations

Relevant Ai / real time Diverse supports (spas, displays,
DOOH, ON / OFF, in-store)

Personalization Teams

at scale Sizeable teams / remove manual
Deliver conversion through work
True personalization Fighting silos
Omnichannel on / off site Insight teams: context, category
Behavior based targeting management, market performance

Scoring Sellers
Measurement: more than ROAS




NIQ is proud to be part of the first Retail Media Landscape in Austria

OFFSITE PUBLISHER / ADTECH

amazon  BILLA  #IE°  vazedon  adform  CRITEO @ adverserve

BI PA tll'DLlﬂuEDr.[;l'Jr‘n 9 Bring! 0000000 g lrj GQOQIE dentsu !'h 5”““\'
[DUGLAS m Google PE  idealo @ O theTradeDesk group’™  :MEDIABRANDS
A1 ©OBX o0 Run COMeta " vikroac s — . - X
Mecasvae P zalando  ssHopruLLy otago |  salesboat =
4stopetitt  STUDI0 BINAR
RETAIL MEDIA- NETZWERK- DATA PROVIDER
NETZWERKE VERMARKTER -SERVICES
amazon ads E,Hg% Quazerion  emmrclly CXRITEO ;Q, &l
- RETAIL MEDIA LANDSCAPE
:L:::rg::l::;nurn OBX Eﬁ’h CIITEO ’Hﬁéﬁli* @ pr‘esantﬂd by In Kooperation mit
b ' HANDELS
€ Post  zaandoPARTNER Id VERBAND

austria
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Identify &
Understand

J

Showcase
& Sell

NIQ supports Retailers and Manufacturers along the way

Prepare
& Deliver

Succeed
& Repeat

NIQ



NIQ Activate supports Retail Media

NIQ Activate
Empowering —_— Supplier Collaboration —

retailers and - - o
suppliers to act on = .
their insights to Supply Chain
Stay ahead Of Custg(;fgg?él';ila?ytics
competition =

| N
N IQ AC t oad te Assortment & Personalized Offer

Promotion Analytics Management

Market & First-Party Data Al & Generative Al

NIQ



Retail Media Success Factor: Omnichannel Reach
In-store
visitors

53% «

0 &

Mediamarkt reach among all buyers

74% &

Mediamarkt reach among all buyers

Source: gfknewron Consumer | Actual buyers of vacuum clenaers / TVs in Austria July 2024 to June 2025

Online
visitors

29% 2

Mediamarkt reach among all buyers

51% &

Mediamarkt reach among all buyers

NIQ
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Definition of

“Retail Media bezeichnet die digitalen Werbeflachen, Retail-Daten und In-Store-
Moglichkeiten, die Einzelhandler oder Marktplatze Marken fur
Werbekampagnen zur Verfigung stellen. Diese Kampagnen zielen darauf ab,
die Markenbekanntheit zu steigern, den Umsatz zu erhdhen und neue
Produkte zu prasentieren.

Das wachsende Angebot an Retail Media umfasst digitale Moglichkeiten in Off-

Site, On-Site und In-Store Umgebungen. Zudem beinhaltet Retail Media das
Targeting, die Optimierung und die Messung digitaler Kampagnen.”

20 Source: iab Austria (https://www.iab-austria.at/knowledge-hub-retail-media/)
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Advantages of

Omnichannel

multiple touchpoints

onsite, offsite and POS

Full Funnel

full marketing funnel

product offering

SPoC

one point of contact instead

of multiple publishers or
networks




Retail Mediain Europe

Retail Media Ad Spend (€m)

30

26,951

17,650

20

13,827

15
9,567

10 77359

31,313

2021 2022

Source: IAB, 2024

2023

2024

2025

2026

2027

2028



MediaMarkiSatum

BELGIUM NETHERLANDS GERMANY POLAND ITALY SWITZERLAND AUSTRIA HUNGARY TURKEY
47% 44% 40
40% 42%
34% 36% 35%
27%
23%
17%  16%
12%
o & ot A& o™ ot ext \ ot \O a‘\“' R & ot & po o\ A&
«\a;\ 63\4\3 Q,o\‘cﬂ\e&\a\‘l\a oo™ CN\ 6\°N\ :;\L 6@“\8@‘“ ) ed\ae*"we&\a\‘l\a p&\at e‘).\,‘,\Nd N\e&\'a“\ ,da‘(g\sﬁo éa\‘l\a ps<\°1' (\;\a\"\a B .“e“‘“ eé-\a\‘l\a
W
93 million 43 million
monthly loyalty ar:
Webshop Users 2.2 billion members € 22.4 billion
1.030 customer (15 million in DE) revenue
stores contacts FY 23/24
per year

Source: Nielsen Brand Health Tracking for MMS; Online Survey Q4 FY23/24; n per country =1.212 - 1.813; Q: In which of these consumer electronics retailers or online-shops do you prefer to buy goods?

This may or may not be the same one where you purchase products most often.



Retail Mediais animportant growth leverinour
MediaMarktSatum Strategy

Stores Onli A Direct Contact Socia
eeeeeee

2 n Ny  om,
N~ ~~ ~~ ~~ ~~

RETAIL MEDIA

Omnichannel Supply Chain & Tech-Stack



TR ST wihyour et e dia drives
2 YOUF SUCCesS

REACH

Omnichannel access to 2 billion customer contacts.

PERFORMANCE

Full-funnel product performance, from awareness to
purchase.

IMPACT

Maximize ROAS through targeted, measurable campaigns.

DATAEMPOWERMENT

Transparent KPIs and precise targeting with first-party data.
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U is oncreatinga full

product offering
Pure Data Instore Onsite Offsite
Onsite Banner
Upper Funnel
Newsletter
Space as a service
: SBA
(%2 Consideration
' InStore TV A+

Consumer

Lower Funnel O | Insights
Conversion (& )Radio
Omnichannel ((éﬁ/) MediaMarkt

l,l,%l - Report



Sponsored
BrandAds; ( y

Angebote OUTLET® Fundgrube HandymitVertrag Service myMediaMarkt Geschenk- & Guthabenkarten @ Milfe KiWelt Mieten Eigenmarken Fotoservice ON  Geschiftskunden  Handy verkauten

C(SZZ )) o ‘“‘““1_"«“«,.. 000

Top-Angebote und Aktionen

Make
the destination

Nur bis 19.05., 9 Uhr Nur bis 12.05., 9 Uhr Nur online

Jetzt bliihen die Angebote auf Danke, Mama! Dein smarter Freund auf vier Pfoten
Unsere Technik-Highlights lassen dich garantiert strahlen Zeit errasche deine Mama zui Intelligent, charmant, verspielt - Loona macht Technik zum
Stand out on key

category pages.

Showcase your
unique brand look.

Capture attention
early in the journey.

SAMSUNG dyson @LG PHILIPS G




Sponsored
ProductAds
(spa)

Maximum a
Measurable .

4x more clicks with top-
of-page placement.

Scale your ads
smartly.

Drive performance
with efficiency.

SAMSUNG

~  Fernseher (1452 Artikel)

SAMSUNG

@LG

PHILIPS

0
&




The Performance by user group

improves performance witha 0 B
@@@W@[QSU@ :/_—/[_jj/ / ““ M Lower ads only Mid & Lower ads

oR109 -
x +709%

Conversion 0,48% 1%

User flow from eligibility to conversion rate
100% statistical

significance

Z
% Users exposed to Mid Funnel ads
(oN 116K users
<
c
Z :
Z Exposed to Mid Exposed to
«(\ Funnel ads only o Lower Funnel
o~ 15k users ads only ‘EI
7—‘6 Enggteﬁ @ 655k users S
?n Mid & Lower o
% 101k users N | ,
< \ 0.061% 0,48% i
1%
Conversion rate Lower 0,13% 0,18% +0' 5 5 %

Ads CTR



The
improves performance witha

CONEESIOIEPIICEN - |
o109y b=

Conversion 0,48% 1%
rate




We implement campaigns that pay off:

600-2.000 %

ROAS for Sponsored
\ Product Ads

- y




withour DATA-DRIVEN SOLUTIONS,

we identify & leverage areas of optimization

CONSIDERATION! AGTION CONSUMER OMNICHANNEL
RERORT; RERORT; INSIGHTS] RERORN
RERORN



Onsite
Banner/Ads: ( )

Aktionen % MediaMarkt Club  Service

Hilfe GeOrg % SALE % Jobs

& = 5 Mein Markt
s =
MediaSMarkt | = ane kategorien Kein Markt ausgewahit 2

Gratis Paketversand ab € 49,- im Onlineshop**** Bis 13 Uhr bestellt - MORGEN geliefert App_Vorteile sichern!

First :
High .

Front page, top of page

> 71 million visitors
per year

Make your brand
stand out

g SAMSUNG - @LG PHILIPS G




First partydata
segmentation

35

Premium sitelist (OWA Top)

Immobilien Auto & Motor Benutzer-Login XBOXSERIESS
84836 167.478

S B wo russball zuhause st
- 12 XBOX

N

Jobs & Karriere ¢ Marktplatz
z o ¥

11.001 9.555.384 Anze

583 (33 Mot

Aktuelle Trends
\((b% MediaMarkt Osterreich
)
loch auf

willhaben-Code-Suche

A Werde willhaben-Fan

0000

A Die willhaben-App

Difineable lookback
window

Guaranteed impression
goal

Addable platform
specific interests



We create

omnichannel synergies
with

InStoreAds

Enhance the brand and product
awareness in offline settings.

56 4.000

Store visitors Loops Stores Screens
(monthly average) per hour

36

Take advantage of displaying your
ads across multiple TVs at the same
time, maximizing the impact with a
high ad density.

Bridge your online strategy with the
highest-converting stage of the sales
funnel: the store.



We create (
omnichannel synergies
with

InStoreAds

InStore & DAB+

Own editorial department
Production included

Last auditive CTA InStore




is key to enhance our shopping experience

Experince Entance

Boutiques Zones Statements

Consistent experiences across all touchpoints
Experience is omnipresent



is key to enhance our shopping experience

ai*i’"*“"

wumbMMEN

CVAAEE CE BV ZZa A1/




Senior Specialist Retail Media
MediaMarkt Austria

Please reach out to me
for any questions!




g Let’s connect
‘ René Reisinger m

. Senior Specialist Retail Media

reisingerr@mediamarkt.at MedioSiMarkt

Oliver Schmitz
Head of Retail D-A-CH 1) _
oliver.schmitz@nielseniq.com NlelsenIQ '

NIQ

© 2025 Nielsen Consumer LL C. All Rights Reserved.
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