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NielsenlQ

The Full View

:) Retail Measurment
:) Consumer Panel

:) Innovation Testing

:) Advanced Analytics
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Born between Accounts for

1997 ¥ 25%

of the world’s
population




Far from a monolith: Gen £ is in many life stages
Fitting in between Millennials and Gen Alpha

Born between 1997 & 2012

12 Yrs Old

G A
“ #3 Headed to the store
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Ye ’4 tonights game
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Meet you at the d

s

18 Yrs Old

27 Yrs Old
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Population

___ Gen-Alpha - OCN-Z Millennials _ Gen-X ___ Baby Boomers
(2013-2025) (1997-2012) (1981-1996) (1965-1980) (1946-1964)
2B
1.5B
the world has ever )
seen

0.5B

1950 2000 2050 2100
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Weight in population & spendings - GLOBAL

Spending
Index

172
Boomers

...but far from having
th e m Millenials
capacities

Population Spendings
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Canadian Genzers
population /
spending ratio is

Weight in population & spendings - CANADA

Boomers

m Millenials

Population

Spending
Index

117

Spendings
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Canadian population projections

2021 m 2036

0-4 ——

59 I
10-14
15-19
20-24
25-29
30-34
35-39

Will be between ages

45-49

20-35 y.o. by 2036 -
(+5%) -

70-74
75-79
80-84
85-89
90-94
95-99

100+

Source: Statistics Canada, * “Population Projections for Canada, Provinces and Territories”.




% of Gen Z who live with parents

Most of Gen Z members still live with their parents and are
therefore not completely responsible yet for their purchases

% of Gen Z who are employed

N 89% (Netherlands)
Global = 41.5%

26% (India)

y

2

0
23 /O of global Gen Z work full time

14



Gen Z will have the greatest spending growth over the next 5 years

$361B
$338B $345B
$314B
$288B $2758
$237B
g $173B
@
S
ke
Boomers Gen X Millenials GenZ
+8% +25% +25% +37%

Source: World Data Lab, Canada

$147B
$123B

Alpha
+20%

NielsenlQ
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Which of the following food/beverage categories is the
top category in terms on spent by Gen Z in Canada?

A B C

Fruits Cheese Yogurt

Gen Z spent $905M

on Cheese in 2025
($300M+ than yogurt)

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Which of the following self-care categories is the top
category in terms on spent by Gen Z in Canada?

A B C
Vitamins & Face Care Shampoo &
Supplements Products Conditioners

Gen Z spent $322M
on Vitamins &
Supplements in

2025

($100M+ than shampoo &
conditioners)




Compounded CPG inflation is putting significant strain on Canadians

Canada: $100in 2019...

Annual price increase in % - Canada

$122 $125 $128

$114
CPG ¢+ $104 $106
$100 - - - - - - - o Consumers need to spend
28% more for CPG
products vs pre-covid

2019 2020 2021 2022 2023 2024 2025

Source: NielsenlQ, MarketTrack Canada All Channels Combined, Annual Periods YTD 34 weeks to August 24, 2024

NielsenlQ



Gen Z today have higher incomes than Gen X and Millennials had at the same age...

The median income of individuals at 25-34 years from 2018 increased compared to periods from 1999 and 2016, when Gen X
and Millennials were at the same age as Gen Z today

Canada — Median Income (Individuals at 25-34 years)
1976-2022
2022 Constant Dollars

$60,000
$50,300 $50,000

$50,000 \_\ $43,900
$40,000 w — e ‘/"/\

$30,000
$20,000
$10,000
$0
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But income growth isn’t catching up to the rising cost of living

From 2002 to 2022, food and shelter costs increased over 60%, while median income for individuals at 25-34 years increased

only by 17% in the last 20 years

Consumer Price and Income Index
Indexed to 2022 Constant Dollars

From 1999 to 2002, the average income of
individuals at 25-34 years kept pace with food,
shelter and gasoline costs. However, the
divergence between income and cost of living
started to occur in 2003

e = S w,

1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

— All-items e 00d - Shelter

Gasoline === Average Income (25-34) Median Income (25-34)
NielsenlQ (€
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Feel worse off
financially
now than a Total Canada -

year ago 36% .

Are worried
about job
insecu ri ty Total Canada

28%
, ‘;} y

'© 2023 Nielsen Consumer LLC. Tous droits réservés. ’, 22

i’ ; "

Source: NIQ 2025 Consumer Outlook survey.



33%
say rising

food prices is say they skip

thelr tOp Total Canada LGNS meals Total Canada 1

/ concecern ‘ 46% < 1 9% 4 |

'
Y \
Source: NIQ 2025 Cons ' BN




Gen Z are less likely to use strategies to save money to manage their expenses vs TL Canada

They will switch to lower priced option or focus on essentials & prioritize stores where loyalty points can be cumulated and used

Switch to a lower priced option

Shop at stores with loyalty points/use loyalty points to manage..

Stop buying certain products to focus just on essentials
Shop more often at discount/value/lower-priced stores
Monitor the cost of my overall basket of goods

Buy whatever brand is on promotion

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

Substitute or trade-out for a lower priced alternative (eg. A..

Only changed brands if the price of my preferred brand increases
Buy larger sizes
Use digital technologies (eg. Mobile app) to find better deals

Opt for private label/ store brands

Shop online to get better deals / save on gas / minimize trips to..

Bought smaller size of my brand to save money
Stick to my regular brands, irrespective of price

Weigh up the attributes that matter most

I, 05

. 25
I 24
I 02
I 21

/N 20
/N 18

I 18
I 16
I 14
I 12

I 11

I ©
I 6
. 4

Ind vs TL CND

110
85
82
76
76
76
64
91

145
105
86
56
97
92
336
51

NIQ
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Regardless of
financial
struggles Genzers

are planning to

% who say they will SPEND MORE in the next 12 months on...

m Total Canada mGenZ

Out of home meals

Social Gethering

Out of home
entertainment

Beauty salons

Food deliveries

Source: NIQ 2025 Consumer Outlook survey.

12%

28%

26%

20%

19%

8%

18%

25



% who say they will SPEND MORE in the next 12 months on...

B Total Canada mGenZ

Groceries

Genzers are also Produce
planning to spend
more on

Beverages

Heath & Wellness

Source: NIQ 2025 Consumer Outlook survey.




Which of the following self-care categories is the top
growing category in dollars by Gen Z in Canada?

A B C

Sleeping aid Electrolytes Anti-smoking
products Products

+74% +87% +183%
vs 2024 vs 2024 vs 2024

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Which of the following food/beverage categories is the
top growing category in dollars by Gen Z in Canada?

A B C
Figs Ginger Root Coconut Water
+76% +64% +66%

vs 2024 vs 2024 vs 2024

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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Who are Genzers?

State of the




Self-care and impressing others are
top Gen Z motivators

% Who think about their appearance
all or most the time

Average

P § 6o Why try to look their best?
Latin America e
I -

Western Europe 2
I 59

4th Gen Z

Developed Asia a=
q I o +2 rank vs the average

NielsenlQ



Health and wellness-related attributes show
to be especially important in appealing to
Gen Z consumers

0
69% 67%
62%
55%
48% 48%
| 45% ° 45%

Start or increase vitamins and Start, maintain, or increase mental

supplements to help your energy wellness practices or take products
levels or general wellbeing that help with relaxation and anti-

stress

mGen Z mMillennials mGen Xers mBoomers

Source: NIQ Consumer Outlook Gen Z 2024, Canada | Q: How likely or unlikely are you to do the following
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takes active
steps to
improve
H&W

i 3
yonsumer C
X

are concerned
about their
weight



are concerned
about their
stress level

i 3
yonsumer C
X

65%

worry about

their mental
health



% Genzers who agree

Back / Neck pain

Allergies

Obesity

Headaches

Skin Conditions
Insomnia

Acid Reflux
Cholesterol

Asthma

Source: NIQ Canada, Health & Wellness Study 2025

NIQ

“Did a member of your
household experienced
this

during the past 6
months?”

34



% Genzers who agree

Drinking water
Reducing sugar intake

Exercising more often

“What measures are
you currently taking to
minimize potential

Eating more produce

Living a balanced lifestyle

Reducing soft drinks intake

¥,

Eating more fibre 2

Reducing sodium intake

Monitoring vitamin intake

Source: NIQ Canada, Health & Wellness Study 2025

NIQ




struggle to y
find brandsto _

which they Total Canada

can relate ELA

A




% who say they are willing to PAY MORE for products with...

m Total Canada mGenZ
GMO free 33%
mggn Added nutriments 31% 45%
Genzers are willing °
Elevated formulation
to pay more for J ingredient

Options Sustainable /

Environmental

On-the-go

Plant based

Source: NIQ 2025 Consumer Outlook survey.




Which of the following food/beverage attributes is the
top growing one in dollars for Gen Z in Canada?

A B C
_ . More than 35G of Contains
Contains Superfood protein per serving Electrolytes
+40% +28% +22%

vs 2024 vs 2024 vs 2024

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Clean and
cruelty free top
among younger
and older
generations

NIQ

What characteristics do you look for when purchasing
beauty products?

Boomers/
Traditionalists

Millennials
Clean

Cruelty free

Natural fragrances 33.7 24 .1 17.7 26.6

Paraben free 294 30.0 21.9 18.0
Sulfate free 28.2 26.1 20.8 18.6
Phthalate free 19.0 20.6 12.8 9.6
Biodegradable packaging 15.3 13.4 10.6 6.9
Fair Trade 13.5 13.4 7.9 9.1

Vegan 11.0 11.5 7.2 3.5
None of the above 25.8 30.4 41.1 40.3

39



Which of the following self-care attributes is the top
growing one in dollars for Gen Z in Canada?

A = C
Contains _ _
Vegan Adaptogens Contains Peptides
+20% +27% +20%

vs 2024 vs 2024 vs 2024

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Who are Genzers?
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State of the

What do they value?




The four distinct Pillars of the Gen £'s Value System

Individuality Morality Flexibility Wellness

NielsenlQ

A WORLD DATA LAB

NIQ
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social media as the new shop-and a
great source of inspiration

% Who have shopped using buttons on social media or clicking
on shoppable posts or stories

North America 39
59
41

21n 4 Gen Z visit
social media daily

Latin America
I
Western Europe
* I ¢
Developed Asia
I >

NielsenlQ



Gen Z prefer a wider variety of options when shopping

To meet Gen Z’s shopping preferences, retailers should integrate a
larger selection of products in their omni-channel strategies

Shop at a specialist physical store (butcher,  Shop exclusively online as there are better
healthcare, sports, etc.) for a better range of options
product

mGen Z mMillennials mGen Xers mBoomers

Source: NIQ Consumer Outlook Gen Z 2024, Canada | Q: How likely or unlikely are you to do the following

NIQ 45




Gen Z relies on social proof for trying new products

Family, friends, fellow consumers, experts, and celebrities are highly
influential in shaping Gen Z’s buying decisions

75%

of Gen Z are willing to

try new products that

are recommended by
family and friends

vs 60% TL Canada

73%

of Gen Z are likely to
look for reviews from
peers and fellow
consumers about
products before making
a purchase decision

vs 57% TL Canada

NIQ 46



Retailers and
manufacturers
must think about
sustainability to
resonate with
Gen Z

Over half of Gen Z consumers are
likely to rank sustainability
highly when making purchase
decisions

NIQ

59%

of Gen Z will stop

buying a product if it
has been found guilty
of greenwashing.

vs 49% TL Canada

53%

of Gen Z will prioritize a
product or brand
because the company
is committed to

sustainability
vs 40% TL Canada

S

of Gen Z will choose a
product or service
because it has
sustainable credentials

vs 41% TL Canada




Most Canadians agree that
Store Brands are usually
just as good as known
brands

Is your brand at risk of loosing market

shares to Private Label?




In 2025, half of CPG sales are
now generated at a
DISCOUNT RETAILER

Is your distribution strategy allowing you to
meet consumers where they shop?

NIQ




Which are the top items on which Gen Z spend in

Canada?

Food & Beverage

1. DAIRYLAND 2% PLASTIC JUG 4LT
2. SEALTEST 2% MILK 4ALT (NATREL)
3. NO NAME GRADE A LARGE 125
4. NO NAME GRADE A LARGE WHITE

5. KIRKLAND SIGNATURE MARBLE
CHEDDAR 1.15KG

© 2023 Nielsen Consumer LLC. All Rights Reserved.

Self-Care

1. ORGANIKA ENHANCED CLGN PRTN
HAIR SKIN NAIL ORG PWD 2KG

2. KIRKLAND SIGNATURE OMEGA 3
1300MG SOFTGELS 330S

3. KIRKLAND SIGNATURE BABY WPS
FRGRNC FR FLP TP 900S

4. HERO MIGHTY PATCH ORIGINL
INVSBL HYDRCLLD ACN PTCH 84S

5. HEAD & SHOULDERS CLASSIC
CLEAN LIQUID 2X950ML



Gen Z Is Redefining FMCG Through Values-Driven, Selective Spending

Gen Z is entering their prime consumption years with limited budgets but outsized influence—forcing brands to rethink how
value, wellness, and identity show up on shelf and online.

Wellness is non-negotiable: Gen Z
consistently over-indexes on health,
stress management, functional
ingredients, and self-care products.

Discovery happens on social:
Social proof, reviews, and creator
influence are essential in closing

the gap between interest and

purchase.

Value # cheap: Despite
financial pressure, they will
pay more for products that

feel better-for-you, more
responsible, or more aligned
to their lifestyle.

Identity matters: Clean,
cruelty-free, sustainable, and
“elevated” formulations are
now table stakes.

Private Label is a real threat:
With half of sales happening
through discount channels
and strong trust in store
brands, brand equity must be
earned—not assumed.

NIQ
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into view

Scan to receive a copy of this
presentation and make sure to visit

* THANK YOU!

» For more information about NIQ’s research solutions, please
connect with us.

« PM.Denault@nielseniq.com
» Cedric.Belanger@nielseniq.com
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