NielsenlQ

Find Your Next
Market Trend

Unlocking Growth in the FMCG
and Tech & Durables Industries

Stephanie Baaklini

Commercial Director Belgium, NIQ

Tom Penninckx
Analytical Team Leader & EU Client Business Partner, NIQ

© 2025 Nielsen Consumer LLC. All Reserved. Rights



NielsenlQ

State of Consumers &
Economic Uncertainty

NIQ Insight Summit

Belgium — October 8" 2025




Globally, more
consumers are
moving towards
Sfinancial stability

Which of the following best describes how current events of the last few years have
impacted your overall household financial situation? Global — Yearly

9%

Mid-2022

Source: NielsenlQ Data

Mid-2023

11%

Mid-2024

14%

Mid-2025

Thrivers:
Saved money and feel
more financially secure

Unchanged:
Not impacted and
continue to spend the same

Cautious:
Not impacted financially
but are cautious with spending

Rebounders:
Experienced income or job loss
but now feel they are back on track

Strugglers:
Have suffered financial insecurity
and continue to do so today




Perceptions around cost of living, economy, and jobs improve
However, the uncertainty around global conflict, crisis and war increased significantly

Consumer financial position, sentiment year over year
Global — % respondents

39.0%

32.8%
31.8%/
30.4% 30.0%

25.7%

25.0%

Mid-2022 Jan-2023 Mid-2023 Jan-2024 Mid-2024 NET B0243) Mid-2025

=\ orse off - Better off

Source: NielsenlQ Data | Q: Compared to a year ago, is your household better off or worse off financially? Note: In China, verbiage reflects change in

Top concerns setting the spending tone
for 2026 — Global, July 2025

pp. change
from last year

-3.5

Self/Family Happiness 12%

“management of spending.”
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Global disruptions over the last 5 years led to turbulent times for FMCG and T&D

2020 2021 2022 2023 2025
@ @ @ @ @
Survive Adapt Resist Endure
a global pandemic to the “new normal” soaring inflation a cost-of-living crisis

BE FMCG Growth YoY
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Regardless of the economic strain, Belgian consumers adapt
For five years, the Belgian consumers have faced many challenges

Consumer Confidence Index BE
BE — Monthly from Jan’ 2020 to Aug’ 2025
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With its essential nature and high turnover, FMCG takes a bigger bite of the market
86% for FMCG vs 14% Tech and Durables (T&D)

% BE spend

HOUSEKEEPING, 3%

CONSUMER ELECTRONICS, SMALL DOMESTIC
HEALTH & BEAUTY, 5%

APPLIANCES, 2%

MAJOR DOMESTIC
APPLIANCES, 4%

SWEET SNACKS, 2%
SALTED SNACKS, 2%
0,
PETS PRODUCTS, 1% TELECOM, 4%
NON ALCOHOLIC BEVERAGES, 7%

INFORMATION

TECHNOLOGY/OE, 4%
HOT BEVERAGES, 2%

GROCERY, 7%

FROZEN, 3%

FRESH PRODUCTS, 9%

86%
FMCG

Source: NIQ Belgium RMS Scantrack
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Globally, volume
performance
improved vs.
previous MAT

across most
regions

Regional Total FMCG Growth, %
MAT Q2 2025

Europe
North WE EE
America Price: +1.9% Price: +4.5%
Volume: +0.8% Volume: +1.0%

Value: +5.5%

Value: +2.7%

Price: +1.9%
Volume: +0.1%
Value: +2.0%

APAC

Price: +1.2%
Volume: +2.8%
\x Value: +4.0%
/

..‘.

Price: +14.7%
Volume: +4.0%
Value: +18.8%

d
w

Latin
America

Price: +10.9%

Volume:
Value: +10.7%

Source: NielsenlQ data up to Q2 2025 | Notes: Data includes Oman, Qatar and Kuwait from Q4 23
(monthly categories only); including Algeria from Q1°24; Russia is no longer included from Q2’24
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Is pricing cooling leading

'J 4
to lower price obsession
p ' - E

and PL Share loss? '

NIQ Insight Summit

Belgium — October 8" 2025
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the world

1m

BE, ranking amongst the top i

ion in
France is among the top with 36%, but behind the Netherlands and Belgium

it

PL holds a strong pos

Global Private Label — FY 2024

Value % share (top markets ranked on share >1%)
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With enhanced financial stability, NB outperforms

Consumers are in a better position to pay the price of A-brands

NB & PL Weighted Evolution
BE — YTD P8 2025 vs. YA

4.4%

FMCG PL NB

® Price ®Volume ™mValue

Source: NIQ Belgium RMS Scantrack

PL Value Share Evolution (in pp) per Rayon

BE — YTD P8 2025 vs. YA

PETS PRODUCTS
HOUSEKEEPING
SWEET SNACKS

FROZEN

ALC. BEVERAGES

FRESH PRODUCTS
NON ALC. BEVERAGES
TOTAL FMCG

HEALTH & BEAUTY
SALTED SNACKS
BAKERY & TOAST
GROCERY

DAIRY

Commodities price increase

CONFECTIONERY
HOT BEVERAGES

e -

NielsenlQ
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Price increases are
driven by commodities

% Price Evolution % Weighted Volume Evolution
BE — YTD W33 2025 vs. YA BE — YTD W33 2025 vs. YA

Commodities price increase

CONFECTIONERY -2.7%

HOT BEVERAGES -0.3%

SWEET SNACKS -1.6%
BAKERY & TOAST -0.2%

PETS PRODUCTS -3.4%

NON ALCOHOLIC BEVERAGES 5.1%
TOTAL FMCG

DAIRY

FRESH PRODUCTS
FROZEN

GROCERY

ALCOHOLIC BEVERAGES
HOUSEKEEPING

HEALTH & BEAUTY

SALTED SNACKS

Source: NIQ Belgium RMS Scantrack




PL & Chinese T&D brands grow in Belgium

Chinese brands reach 6,2% value share, while Tradebrands & Exclusives (PL) are only at 4,5%

T&D Brands Total Value Chg. vs YTD-1

Belgium — YTD July 2025 vs. YTD-1

23%

o

1% 0%
T

Total US Brands

Source: Market Intelligence Sales Tracking

Chinese Brands

11%

TB & Excl.

-1%

Other Brands

NielsenlQ

Confidential and proprietary
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T&D: Footprint of US and China brands regionally

Global (ex. NA, RU) | T&D | Share of US and China Brands
Sales Value USD (NSP) | Value share YTD: Jan-Jun

/ 18%

Eastern Europe

I 7%

Developed Asia

[ 20%.

Middle East & Africa

[ 61%

China

/ 30%

7/ Emerging Asia wo CN

[ 13%

Latin America

Share of US Brands
B Share of China Brands

Global T&D Trends Report Q2 2025 — Global Strategic Insights
Source: NIQ Market Intelligence: Sales Tracking | International Coverage excluding North America & Russia | Channel Coverage: Retailer

Ni6|Sen|Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. )
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Is looking for promo deals
still the top consumer
saving strategy?

NIQ Insight Summit

Belgium — October 8" 2025




All saving
strategies are
down, indicating
the

Top 10 FMCG Global Consumer Saving Strategies
Global — FY 2025

% Chg.

YOY

_ 31% -5

A 5105 . -1
Y ;% -6
I 30%6 2
I -o%% 3
B

Switch to lower-priced option

Shop more often at discount/
value/lower-priced stores

Buy whatever brand is on promotion
Stop buying certain products
to focus just on essentials

Monitor the cost of my
overall basket of goods

Stocking up or buying in bulk when my
preferred brand goes on sale or promotion

Weigh up the attributes that matter most

Use loyalty points to manage spend
Shop online to get better deals/
Save on gas/Minimize trips to store

Buy larger sizes

BEmQ® Ftso XN

Source: NIQ 2025 Consumer Outlook survey

I > +6

I o y

_ 23% +4

17



Promo Pressure still at the highest level in FMCG

Non-Food, including petfood, increased promo most to slow down sales shift to online

Total FMCG Promo Pressure (Value), %
Belgium — Yearly & MAT P9 2025

15.5 15.1 15.1
13.8

Source: NIQ Belgium RMS Scantrack

17.4 17.3

18.9
18.2 47 6 17.9 18.4

FMCG Rayons Promo Pressure (Value), %

Belgium — MAT P9 2025

HEALTH & BEAUTY

HOUSEKEEPING

ALC. BEVERAGES

HOT BEVERAGES

CONFECTIONERY

SALTED SNACKS

NON ALC. BEVERAGES

FMCG

SWEET SNACKS

GROCERY

FROZEN

PETS PRODUCTS

DAIRY

FRESH PRODUCTS

BAKERY & TOAST

16.5% +0,5pp.
16.5%
15.6%

15.4%

14.6%

11.5%

Chg. vs.

MAT-2

32.6% +1,2pp.

30.2% +2,1pp.

26.0%

24.9% +0,3pp.

23.7% +1,3pp.
21.6% +1,9pp.
21.1% +0,2pp.
20.3% +0,4pp.

19.6% +0,6pp.

+2,6pp.

+0,4pp.

NielsenlQ

Confidential and proprietary
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Promotions were more aggressive, with 25-35% discount increasing most in pp.
Discount level has been increasing year after year, resulting in more reduced margin

g -

—

Avg. Discount per Rayon | Evolution vs. YTD-1
BE — NB* — Discount level in % — YTD W33 2025

q HOUSEKEEPING 1%
Items* by discount bucket s
BE — Total FMCG — YTD W33 2025 vs YTD-1 HEALTH & BEAUTY 27%
. FROZEN 26% +1.4
PETS PRODUCTS 24% +1.7
HOT BEVERAGES 22% +0.8
GROCERY 21% +0.8
FRESH PRODUCTS 21%
< SWEET SNACKS 20%
i ALC. BEVERAGES 20%
NAB 19% +0.9
e YTD 2024 YTD 2025
- DAIRY 18%
m5-15% 15-25% m25-35% 135%+
BAKERY & TOAST 18% AP
CONFECTIONERY 17%
SALTED SNACKS 16% +0.4
Source: NIQ Belgium RMS Scantrack | *NB items (WD>5; Promo Sales Units >0; Promo Price < Neutral Price; Discount >5%)
NielsenIQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.



% of Sales Units sold with a price cut of 10%
BE — Total Electro — Panelmarket — 5 Latest MAT P9

Competition is
heating up: 22%
of the Technical
Consumer Goods
sales were done
with a price cut
>10% in 2025

<

A

2

o\

-

&
QN
-

S
= N
*
=

MAT-4
MAT-3
MAT-2
MAT-1

MAT P9
2025

m Source: Market Intelligence Sales Tracking
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Promotional intensity keeps increasing further for the fourth year in a row

Promotional volumes for PTV increased significantly YoY

% of Sales Units on Promo (>=10%)
BE — TCG — Panelmarket — MAT July 2025 vs. MAT-1

u MAT

31%
29%

39 Er | | 'E o ‘E" E 6_

Total TCG CE IT Office Photo Telecom SDA MDA PTV

Source: Market Intelligence Sales Tracking

Ni6|Sen|Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 21
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Trends to watch:

1. Health 1s resurging
as a consumer priority

NIQ Insight Summit

Belgium — October 8" 2025
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Consumers plan to continue prioritizing “non-negotiable” essential expenses

These essentials include Utilities, Education, Health Care and Rent/Mortgage

Net Change in 2026 Spending Intentions*

Global — Q2 2025

Utilities
Education/Child Care
Health Care

15
14

-

[ Groceries & Household Items

Rent/Mortgage

Transport Costs
Insurance-Nonmedical
Savings/Investments
Paying off debt

In-home Entertainment
Holidays-International
Holidays-Domestic
Electronics/Technology
Home Improvements-Decor
Socializing

Special Occasions

Major Domestic Appliances
Clothing/Apparel
Salon-Beauty/Grooming
Food delivery/takeaways
Out-of-home Eating
Out-of-home

-10
-10
-11
-12
-13
-14
-15
-15
-16
-17
-18
-21
-21

Fresh Products
Health & Wellness
Fresh Meat

Dairy

Home Essentials
Baby Products

Pet Products
Beverages-Non. Alc.

Dry/Canned Grocery

Personnal & Beauty Care

Frozen Food

Q4B-Prep. Meals/Meal Kits

Beverages-Alcohol

Snacks & Confectionery

Source: NIQ 2025 Consumer Outlook Survey | *Calculated by subtracting % of respondents who are spending less from % of respondents who are spending more

NielsenlQ

Confidential and proprietary
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Serena Williams reveals she lost 14kg
Using Weight-Loss Medication: “I Feel Great”

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 24



Health is resurging as a priority, overtaking concerns around Cost-of-Living
As nutritional awareness grows, consumer interest in functional foods is surging

Which of the following is the most important concern to you now?
UK — % respondents

% of respondents that agree that the following
items are more important to them now than
they were five years ago (WE)

51% 52% 47%

Aging well Healthy body
Healthy nutrition (i.e. proactive steps to weiaht. shape
i i i g ’ p ’
(i.e. what | eat and drink) ensure active/healthy
senior years) muscle tone

1%

—@— Cost of Living ==@=My HHs health

Source: NIQ Homescan Survey SOTN — UK - Mar 2025

NielsenlQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 25



Nutritional Dairy Protein Desserts
Protein Bars €100M in 2025 in BE

%4

COCONUT-CHOCO. B 462

Sales x3 in 3Y
€2.2M

A LA GRECQUE - OP GRIEKSE WIZE

@ IFMIMFM Sales x2.5 in 3Y
L ,f‘ €4.4M

T -
[P s
TR0 2 -2 F¢ Eimrvipe HipRO
T 20griome Qgron ., s D 39 D = P isgeron 1“OFROT 15gPROTEINE
\m Dextrose ‘A/\' éf"\'_’ E I:Q -gﬂ gg E,'ﬁﬁ : B,i@'
So R . B A 2 — w——— i T
rreton \ B rotein 8 ™ Sales x2 in 3Y I(&l <2 g s %_mmgw_ o

: © vl €8.2M : 3

= Vegetable
ED i
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Consumers are drinking less alcohol
Especially in Belgium & France

Alcohol Consumption Gap
Europe — April - May 2024. Sample: 10.749

40%
Gap of drinking
more Vs less:

-31pp

| am drinking less alcohol
® | am drinking more alcohol

m | am drinking the same amount

Al

a2 320 | -3app (] 3500

Source: NIQ Belgium RMS Scantrack

The main cited reasons for this are
Changes in lifestyle and moderation

Reason for drinking less alcohol vs. YA
Europe — April - May 2024. Sample: 4403

76% 51%

For lifestyle / health- Due to
related reasons moderation

347%

For financial / cost
of living related
reasons

6‘;:,
Sl = 4 )
D: -

&

NielsenlQ
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Alc. Beverages continues to suffer due to health trends
Dairy & Fresh products gaining year after year

Value Importance by rayon
BE — Sales Value Share vs. Total FMCG

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 MAT P9
2025
Dairy = Fresh Products (Scan fix weight) == A|lcoholic Beverages

Source: NIQ Belgium RMS Scantrack

18908
e
\_’.. Vet

-~ N
»

Pt

p—
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There has been a definite shift in consumers’ relationship with alcohol
Resulting in strong growth for non-alcoholic beers

NAB Share Value (vs. Total Beer)
Per Country — Periodically

14%
0,
125 Summer

)
10% ,
Dry Jan’ {
8% Tournée Minérale \

\Af/ \J \,J Non-Alcoholic Beers
2% /\/ Forecast* Sales Value 2028
/f-\

0%

6%

c97M

2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

== Netherlands ===France UK e Germany Belgium

Source: NIQ Belgium RMS Scantrack | *Forecasts based on the CAGR for non-alcoholic beers, with a greater weighting for recent years

NielsenlQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 29



The importance
of alcohol-free
beers depends

on the area




- Top 15 Product Groups ranked by 10y CAGR
AICOhOI Free BE — FMCG Food — Sales Value CAGR 10 Latest Years

Product Groups

Rank Product Groups Claims LG Selles Velime
soare d tO an 10 Years M€ (2024)

1. Non-Alcoholic Aperitifs & Coktails 25,8% 27,9

2. Non-Alcoholic Beers 21,2% 55,0

3 Fresh Non-Dairy Desserts 19,1% 29,3

4 Popcorn to Cook Convenience 17,3% 11,6

5 Instant Meals Convenience 15,2% 27,4

6. Coffee Creamers 13,9% 15,0

7 Nutritional Biscuits Functional 12,7% 21,6

8 Plantbased Milk Plantbased 12,2% 36,4

9 4th Range Raw Vegetables Fresh 11,7% 23,4

10. Blended Torrefied Coffees 10,9% 22,0

11. Energy Drinks 10,4% 258,3

12. Feta 9,8% 40,7

13. Fresh Soups 9,7% 39,9

14. Mozzarella 9,2% 116,0

15. Rice Cake 8,6% 24,9

Total FMCG 3,0% 22.846

Source: NIQ Belgium RMS Scantrack — NIQ BE universe evolved over time




Paying a premium: Quality vs Convenience (in %)
(Strongly Agree / Agree)

Consumers are
increasingly
willing to

| care about quality and | am willing
to pay more for quality products

Anything that saves me time is
worth paying extra for

2024
m 2025

Base: All HM/SM shoppers, 2024 (n=1458), 2025 (n=1480)
Ref: Q132 In general when shopping, to what extent do you agree or disagree with the following statements?

32




Air fryer or
Air frying?

The air fryer started the trend,
but air frying is now a feature,
not a fixture - built into ovens,
microwaves, and even cooking
hobs, proving that the method

matters more than the machine.

Electronic Fryer Sales (k) Units
Belgium — Electric Fryer — 6 Latest MAT July

MAT-5 MAT-4

Source: Market Intelligence Sales Tracking

MAT-3

MAT-2

MAT-1

MAT July
2025

33



Wet & Dry top growing product, followed by Robot Vacuum Cleaners

Product groups showing highest sales value growth this year

Sales Value Chg. %
Belgium — YTD June 2025 vs. YTD-1

,é\

Wet & Dry
Vacuum Cleaners

Robot Vacuum

+93% Cleaners
Steam
o
+77 /° Cleaners
+34% Air Treatment

Action/Gimbal
o
+24 A’ Camera’s

+15%

Source: GfK Market Intelligence Tracking Retailer Market

NielsenlQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Trends to watch:
2. Targeted Channels
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for Every Generation

NIQ Insight Summit

Belgium — October 8" 2025




Boomers & Gen X are expected to remain the big spenders in Europe until 2032

Don’t underestimate Gen Z’ influence

2025 Population vs. Spend Share

16.8%
14.2%
EUROPE Population EUROPE Spend

Source: World Data Lab

NielsenlQ

m Greatest / Silent Gen

B Baby Boomers

m Gen X

m Millenials / Gen Y

GenZ

B Gen Alpha

M Gen Beta

Estimated Tipping points in European spend

Confidential and proprietary
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Winning over Gen X with convenience — The biggest spender until 2042

41% Would try new things but won’t actively seek them

37% Don’t think much about which brands to buy Focus on Practicality:

What Placement,
Assortment or Brand
work for them

When a large, well-known brand is preferred,
- 1% g P

prefers a national brand

Source: NIQ Multi-Country CPS - FR, UK, DE, IT, PT, SP, SW — 2 MAT ending W24 2025

Nielsele Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 37



Millennials spend most money, most often online

Average online consumer spend & purchase frequency per generation
Total e-commerce of goods — Latest MAT 2025

Gen/Z GenY Gen X
[1997-] [1981-1996] [1965-1980]

Spend 1189 € 2 157 €

Source: NIQ Digital Purchases. West Europe = UK, DE, FR, IT, ES, NL, BE, AT, IE., CH E-commerce of goods (services excluded). Data ending 31 August 2025

Gen Baby Boom
[-1964]

Nie|Sen|Q Confidential and proprietary
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Ecommerece is a brand-centric channel where trust and reputation matter

%Value share In-Store vs Ecom
France, Germany, Italy & Belgium — NIQ Ecom scope — MAT P6 TY

France Germany Italy Belgium
+0.0p.
+0.2p.
——
+0.3p.
+0.2p. +0.3p.
In-Store  Ecommerce In-Store  Ecommerce In-Store  Ecommerce In-Store  Ecommerce

W Major brands mChallengers m Digital native W Private Labels

Source: NielsenlQ Omni Sales — MAT P6 2025 (Digital native brands = Brands only sold online)

NielsenlQ




Direct to Consumers represent potential for industry leaders
Functionality, Convenience and Health are driving growth ’

%Value share of Major brands

®France ®Germany @ltaly @Belgium

90

80

70 : ®

60

50

40 !

30

2 Convenience & Functionality
10 Nespresso, Dyson, Philips...

' . —:‘ _ - Seamless online experience that

enhances their premium positioning

Directto  Pure Quick  gpecialized  B&M
Commerce & . .

Consumers Players : Retailers Generalists
Food Delivery

Source: NielsenlQ Omni Sales — MAT P6 2025

NielsenlQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 40



Ecommerce continues to be a growth engine for both FMCG & T&D

+ ChatGPT
Apple Vision Pro ...

O
80 years 10 years 3 years

Source: NIQ QBN Q3’24 SA, TR, EG, AE, CN,SG, AU,CA | Omnisales, MAT ending Q2’24 FR, IT, ES, DE, GB, BR, MX,US; TSR |KAl E-commerce CZ, HU, RO, RS, SI, SK, PL MAT w/e 26 (Rolling 52 w/e 30/06/24) | FMCG

v

NielsenlQ Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Chinese businesses show steady growth of market share online

%Value share | Leading Chinese platforms Total
e-commerce of goods — H1 2024 vs FY 23 and 22
— in number of orders and value

14-0 /

Global (ex. NA, RU, CN) Tech and Durables | Sales Value
USD (NSP) | Share of all brands | YTD: Jan — Mar

S 12.0 Chinese brands Price
| | Index (NSP):
10.0 Jan 2025 — Mar 2025
13% X
50% Smart-/Mobile
6.0 phones
83% PTV
4.0
82% MDA
2.0 61% Media Tablets
0.0
2021 2022 2023 2024 2025
H 2022 W 2023 W 2024 = Chinese Brands TCG
Source: Foxintelligence by NIQ e-commerce consumer Source: GfK Market Intelligence: Sales Tracking, International Coverage (excl. North

NielsenIQ panel. West Europe = UK, DE, FR, IT, ES. Data ending 2 America, China and Russia); Retail channel coverage ; Global T&D Trends Reparb&itie2@25and proprietary

June 2024 — Global Strategic Insights

© 2025 Nielsen Consumer LLC. All Rights Reserved.



E-commerce growth outstrips the traditional shoptypes- T&D

% Chg. Sales Value of Distribution Types
BE — T&D Electro Total — FY 2024 vs. YTD Aug25

20%
Click & Mortar Online
0,
15% o Pure Players /
Marketplaces

% 10% O
e
Q
X
= 0
N 5%
=
<
o
-
3 6%
-4% -2% (0)7) 2% 4% 6% 8%

-5%

Traditional Sales
-10%
FY 2024 %Chg.

Source: RMS Belgium Scantrack

Ecom is already very important
for many T&D categories

of mobile
computing

7

of vacuum
cleaners

of headsets

of hot beverage
makers

NielsenlQ

Confidential and proprietary

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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E-commerce growth outstrips the traditional shoptypes- FMCG

% Chg. Sales Value of New Shoptypes
BE - Total FMCG — FY 2024 vs. YTD P8

Pure Ecom Players

10%
9%
8%
7%
6% Proximity + Drug
5% o Supermarkets
Discounters 4%
3%
2
(&) 2%
2
&
= 1%
£
8%
-2% 0% 2% 4% 6% 8% 10% 12%
FY 2024 %Chg.

Source: RMS Belgium Scantrack

14%

Ecom is already very important
for some Non-Food categories

of baby
diapers

7

of electric
toothbrushes

ST _ G dTe.

of eaux
de toilette

of male
razors

NielsenlQ

Confidential and proprietary

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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NielsenlQ

Trends to watch:

3. The impact of Global
warming & Climate change

NIQ Insight Summit

Belgium — October 8" 2025
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Clear increase in temperature every year
2024 was the wettest year since records (1991)

Summary of the weather over the last 34 years
Temperature and precipitation compared with normal* levels

» Hot

2015 2017

@ e 2009
0 @ 1995

2021 @

Average Temperature (Celsius)
Deviation from Normal

<—
<«

2 80 100 120 140
O
Dry < —>  Wet
Precipitation Compared to Normal (%)
1991 2024
Source: RMI | *Normal in Uccle defined by The Royal Meteorological Institute (RMI) for the period 1991-2020 [
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Global sustainability concerns are resurfacing and take 15t place as long-term concern

Energy Labels are succeeding with its best-in-class proposition that combines sustainability and cost-effectiveness

Climate change is a key concern
peaking in relevance in 2024

#13 to #3

2015 2024

4 out top 5 long-term risks are
related to Sustainability*

1in5 to 4in 5

In 2 years In 10 years

/ Older generations catching up with
younger on climate concerns

+4ps vs +3pts
15-19 years 60+ years.

Considers climate change is a serious issue
Change 2024 vs 2021

Most important responsibilities of companies
(Ranking on list of 19 items)

#1 Being environmentally
responsible

Expensive prices continues to be
#1 barrier to buy sustainable products

5 0 0 / Environmentally
0 friendly alternatives

Ofresponses ~ ar'e t00 expensive

J

Energy Labels triggers best-in-class demand
combining sustainability and financial savings

12% 19% 29%

2022 2023 Nov 2024

Class “A” energy label share in Europe /

NIQ Consumer Life Global 2024 and previous years, C1 (global = 18 countries) *Source Global Economic forum Global risks, perception survey 2024-2025

NielsenlQ

Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.
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Extreme weather, global supply shortage, chronic under-investment in cocoa farms
and investor speculation are taking Cocoa prices to a new level

Cocoa Price USD/T Chocolate volume shifting between Snacking categories
Primary Commodity Price System (PCPS)
Price Increase Globally Shifting to other categories between
DD Chocolate +9.4% $12,000 13.38K and 6.61M
Sweet Biscuits +5.7% April, 2024 Main destinations: Flavoured milk, RTE cereals, Yogurts
m Crisps & Chips +5.4%
Yogurt +4.7% \
Ice Cream +4.2%
Seeds & Nuts +2.5% Shifting to other categories between
86.67K and 6.93M
Main destinations: Salty snacks
Nk Shifting to other categories between
50.05K and 12.63M
q F Main destinations: Crisp&snacks, sweet biscuits,
28355838355 8885558852588888 502 SNNASR sugar confectionary
§83588328832883288328835853585358835858358832588

Source: Primary Commodity Price System (PCPS) (06/05/2024) Retrieved: 6/27/2024 4:10 AM from https://data.imf.org:443 | Source: NIQ Strategic Planner Global, 57 markets, Price Increase MAT vs YA, latest available data:
monthly data to Jun'24, weekly data to Aug’24 | NIQ Homescan, MAT ending on: Canada 24/08/24, Brazil June 2024, UK P8 2024

Ni6|Sen|Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 48


https://nam02.safelinks.protection.outlook.com/?url=https%3A%2F%2Fdata.imf.org%2F&data=05%7C02%7Cjessica.ishiba%40nielseniq.com%7C61271d4113f8457cb05108ddb32bed62%7C6ac7a1f45fb14153bb4f12d2020a1f7d%7C0%7C0%7C638863723415393697%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=UTMQCw732mvdUBm0RxPk%2B2gO%2B3tB5V0fCqCVlAdr1Is%3D&reserved=0

Good weather impact is striking in 2025 and pushing FMCG sales almost +1% up
Ice cream sales almost doubled some weeks and water has been increasing double digit in more than half of the weeks

Sales Volume Chg. %
Belgium — Weekly 2025 vs. 2024

FMCG Wa5: +10% (+62M€)

Impact

Wz27: +8% (+45M€) Tmax (Celsius)

0,
82.9% g, 6%

W25 W26 W27

2024 | 24,0 21,0
2025 28,6
2\ /
-6.0% -8.1%
-15.2% . %
15.3 15.5% oot
-30.9%
(o2} o ~ AN o < To} (o] [ [e0) (o] o — AN (3¢} < Ye] [(} N~ <o} [} o ~ N (32} < Yo} (o} N~
; A g g A g g A g A - AN N AN AN N N N N N N ™ ™ [a2) ™ ™ ™ (%) ™
=T 2T 2T 2T 2T 2T 2T 2T 2T 2 22 =22 22 =22 =2 =222 = =2

Non Sparkling Water =~ e===|ce Cream

Source: NIQ Belgium RMS Scantrack
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Almost half of the
FMCG products are
weather sensitive.

&

v

Ice Creams
& Sorbets

+28M€

i

Still Table
Waters

+24M€

e

Non-Alc.
Beers

+10M€

Energy
Drinks

+21 M€

FMCG Product Scopes Volume % Chg.

Belgium — From March to August vs. YA

Non Alcoholic Beers

Non Alc. Aperitifs & Coktails
Premix

Panache Beers

Peanut Butter

Fresh Non-Dairy Desserts
Luxe Pils Beers

Bitter

Ice Pralines

Vitamines

Dressings

Rice Cakes

Perfumes

Sun Care

Vinaigrettes

Nuts Mix (Studentenhaver)
Ice Creams & Sorbets
Energy Drinks

Salads

Vegetable Juices
Mozzarella

Body Care

Still Table Waters
Plantbased Milk

Raw Vegetables

Source: NIQ Belgium RMS Scantrack

24.5%
23.6%
23.0%
21.4%
19.8%
18.5%
18.0%
17.4%
17.2%
14.4%
14.3%
13.9%
13.7%
13.5%
13.0%
12.8%
12.7%
11.0%
10.9%
10.5%
10.4%
10.4%
10.3%

31.9%

34.9%
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Adapting store and product assortment to maximize sales
Fruity beer sales are almost 3 times higher in Summer compared to Q1, but range is hardly moving

Flavoured Beer # of items vs. Sales Index
Belgium — Periodically

180% Summer 25

Summer 23 Summer 24
160%

140%
120%
100%
80%
A
40%
20%

0%

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10P11P12P13  [P1 P2 P3 P4 P5 P6 P7 P8 P9 P10P11P12P13 |P1 P2 P3 P4 P5 P6 P7 P8
2023 2024 2025

Nr of items index = Sales index

Source: NIQ Belgium RMS Scantrack
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Heat spikes effect the need for product solutions to combat heat
Baseline effect of previous year purchases also play a part and this year air conditioners were more in demand

Sales Value Chg. %
Belgium — YTD May 2025 vs. YTD-1

N
Electric Fans W Sodamakers
-15%

62% 129%

Ice Cream/
Dessert Makers

<P

e |
:::ﬂ::: Air Coolers
< i -13% 102%

El. Juicers/

— Air Conditioners Presses

&

B

-5%

B 1D May 2024 B YTD May 2025

Source: Market Intelligence Sales Tracking Global
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Consumer Outlook:
Guide to

State of Consumers
& Economic Uncertainty

Consumer Confidence and Volumes up,
but spending remains cautious.

EMCG: Prices stable, limited price
increases expected in 2026.

Promotions/discounts at record highs in
FMCG/T&D; trend will grow in 2026.

T&D: Buyers want multifunctional, premium &
convenience. They seek "value-rich" products.

GenX and E-commerce
growth drivers

Gen X remains the biggest European spender.
Make your product impossible to miss, also online.

Online puts brands at its center. Especially in
DTC, playing into convenience, health... trends.

Ecommerce growth is outpacing traditional
channels, for FMCG & T&D.

Increasing online competition from Social
Commerce and Chinese players.

Source: NIQ Belgium RMS Scantrack

Health is resurging
as a consumer priority

Health is overtaking concerns around
Cost-of-Living.

It impacts negatively Alc. Beverages but
drives protein-based products.

New trends around weight medications are to
be expected, impacting the way consumers eat.

In T&D, relying on convenience and health,
Air fryers & vacuum cleaners are growing.

Impact of Global warming
& Climate change

Climate change is a key concern peaking
in relevance (#13 in 2015 vs. #3 in 2024).

Warmer years are to be expected, impacting
productions and consumer choices.

Half of the FMCG products are weather sensitive.
Resulting in double digit growth for many.

Adapting store and product assortment
with weather/seasons to maximize sales.
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