Turning up the Volumes
Online

© 2026 Nielsen Consumer LLC. All Rights Reserved. 1



Je

{ ‘!
=L

)

A

AN



2 %ot B.02" {
) .f..‘. a9 e
‘ & ... & ’..
® 0. .00 @ e, O
e 0. 0 000 g%
0,090,000 909 9
eve. 0.. (31
® 095%03e% 9,0
€ 0% 0
%@ _o_%0
00,90 ®
9.,%%
@ ...b,.
.... |
o 0"
og0%
e




Volume growth gains importance on Omni in Q3 as Offline now joins Online in driving the

momentum

Omni Metros
FMCG [100%]

MAT Oct'25 Q325

[ 1 denoted Channel value contri.% - MAT Oct'25
Omni definition:

FMCG is 72 like-to-like categories available within RMS as well as EMS

Markets: All India 52 Metros

Traditional Trade Metros

FMCG [66%]

MAT Oct'25

Channel: TT & MT data from RMS + E-comm co-op only data from EMS

Modern Trade Metros

FMCG [22%]

mVolume #mPrice ®Value

Q325

MAT Oct'25

Q325

Online Metros
FMCG [12%]

MAT Oct'25 Q325

B Modern Trade

= Online Volume

incremental in
Q3’25

B Traditional Trade

N I Q Source: NIQ RMS, NIQ’s E-commerce Measurement Solution (EMS)
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Price Tier: Luxury tier drives both volume and value growth Online

Premium ++ 28%

Value share of Price Tier
Value share of Price Tier

Premium ++ 49%

MAT Oct'24 MAT Oct'25 MAT Oct'24

Super
Premium

Mass
(PI<=80)

Mass Mainstream
(PI<=80) (81-120)

Luxury

Online
(P1 >201)

Offline

valor sg.2% ‘ 43.7%

YA 3.7% ‘ 3.3% 4.5% 0.6% -0.3%

7.2%
Vol Gr.
Voo 1.4% ‘ 3.2% -2.6% -3.5% -5.6% 2.0% YA 456% ‘ 41.2%

Mainstream

(81-120)

56.2%

454%

MAT Oct'25

Super
Premium

161-200
51.0% 47.7%
45.7% 36.9%

Luxury
(PI >201)




Channel Presence: Common brands gaining on Volumes only in Online

Offline Exclusive
17780 brands YY) 3436branas  {( 2402 brands

B Price Gr mVolume Gr e Value Gr

Offline Exclusive Offline Common Online Common Online Exclusive
[9%] [91%] [98%] [2%]

N IQ All India Metro — MAT Oct'25
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Incremental Volume gain: Online grows on strong Core + New launch; Offline depends solely on

new launch

Volume contribution of New launches

Core New launch

Offline 89 11

Who is contributing to the volume growth (incremental)?

New

Launch
Offline

Core
-100%

All India Metro — MAT Oct'25

Volume contribution of New launches

Online

Core

92

New launch

Who is contributing to the volume growth (incremental)?

New
Launch
Core
73%
Online

N I If a brand records sales in the current year (TY) but shows no sales in the prior year (YA), we classify it as a Brand Launch
If an Item records sales in the current year (TY) but shows no sales in the prior year (YA), we classify it as Line Extension
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Trends in Innovation

Sustainable

Health & Nutrition Functional Ghoicls

Innovative
Formats

Problem Solving Convenience
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Thank you.
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