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- Examining 5 big bet trends that will have
implications for Omnichannel strategies




Concepts of “channel” are
dissolving for consumers
as well as for retailers
making Omni-presence

a strategic imperative




Social shopping is emerging to
challenge traditional retailers

Where do you normally shop for grocery & household items?
% respondents who shop at this channel — U.S.

Order from a pure play online retailer for
home delivery

A combination of physical store and online
options

Order delivery from hypermarket/
supermarket / mass merchandise store

Order online & pick up at the store/central
location e.g. Click & collect

Order delivery from a local traditional /
independent grocery store

Purchasing directly via social media or live
stream platforms

Source: NIQ 2024 Consumer Outlook, U.S.; TikTok Shop sales, NielsenlQ eCommerce ePanel 52wks ending 7/31/24

NIQ




Consumers rely on new
influences beyond “brand”

to drive purchase decisions —
prioritizing what’s in the
package vs what's on it




Less Loyal (e Seek Innovation

Consumers 56% | 40%
a re Iess onal o of Americans have (‘“ i of shoppers are innovation-

switched stores to ¥ { seekers, who try to keep up

save money “y - with what's new and often are
on the lookout for new products

Yet it's more
I m po rta nt Brandslacross the. y ? ’ Impact of loyalty on
than ever. oyaly 2024 ol g

are growing 6.1x Hair Color

49x Hair Care
3.1x

4.5x Facial Skin Care

faster than those
with stagnant or
declining loyalty 4.4x Fragrance

2 5x Cosmetics

{ = =
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3. Cultural
Transformation




Gen Z will

be the purest
“Omni”shopping
generation

to date

of millennials and Gen Z shop
on social media platforms

of Gen Z-ers say they
have used “buy” buttons
on social media networks?

Consumers begin their shopping
journey online’ and are heavily
influenced by social media, their
share of mass merch (in-store)

|« Prefer products that are high quality
» Value authenticity and transparency

* Are influenced by online trends, ratings and

dollars is higher than every other reviews

eneration before them.?
9 » Care about the planet and sustainability

* Seek out items that are on sale or are lowest

Together, their in-store mass ;
price

merch and grocery purchases
make up almost 50 percent
of their share of dollars. Social media isn’t just for purchases:

O of US shoppers have indicated that they use their phone whilst in store to aid
i 1 9/0 their shopping experience. We know that shoppers are turning to their mobiles,
Chevalier, “Gen Z online shopping behavior - stafistics & facts.” and often to social media to answer key questions and get beyond the pack.

Statista, January 10, 2024,
2NIQ Omnishopper, Total FMCG Depts= Food, Baby . . . g g
Care, Health & Beauty Care, Household Care, Pet Care, Ensuring that products are available after discovery on social media — whether

Gen Merch; 52 k ding J 27, 2024. SGfK . . g 0 . .
e online or in-store is essential to converting shoppers at the point of purchase.

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved.
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4. Three layer
retail




The evolving role of the store is also shifting retailer’s values

From

R — Incremental
Traditio Contribution

Traditional Consumer Attention Audience
Engagement

Retail | il

Stable supply

Operational
efficiency

NIQ
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Technology

i
-
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New technology will create
new pathways for purchasing
but require new modes of

going to market




The shopper journey is moving from linear search to dynamic conversation
with agents

BEFORE TODAY
Linear search process Dynamic conversation with agents

Search engines

@—@—@—@ Brand sites ‘AI agents

Discover Research Compare
Shopper

Shopper moves step by step — search, browse, decide Retailer apps ‘ ‘ Reviews & social

Shopper jumps between channels and agents in any order

Brands now need to win visibility inside the agent, not just on the search page

NIQ "



Al has the potential to transform shelf strategy

A new, even more challenging competitive environment

cold medicine 2s:esuc

kRN

11:58 i 56 -
ropstore -

< _ Cold medicine R =]
= Refine (0) same Day etvery (.

O vicks
VapoShover, Shower Tablets, |
Soothing Non...Menthol 3 ea
Sk 276

$8.99 (s3.00/ea)

ical Shelf g

Sambucol
Homeopathic Cold & Flu Relief

I : Black Elderberry 30 ea
O I U S Kdedddk 117

= $15.99 (s053/ea)
+ Soldin stores
+/ Shipping

VapoRub, Topical Chest Rub &
Analgesic Oint...Original 176 oz

o . Rhdkk 114
D 1 h lf $8.49 (s4.82/07)
1g1ta e

+ Shipping

Q Search or ask a question

X Rufus® >
What cold medicine should | buy

When choosing cold medicine, consider the specific
symptoms you need to alleviate, such as nasal
congestion, cough, sore throat, or fever. Look for
products containing active ingredients like
decongestants, antihistamines, cough
suppressants, or pain relievers tailored to your
symptoms. Prioritize medicines suitable for your
age and health condition, and follow dosage
instructions carefully. Here are some common
options for you:

Sponsored
P Mucinex

+ [< I S = ; Maximum Strength Severe
Congestion &k o floz xzpack
“vrerT—

Mucinex Maximum Strength Cold, Flu & Sg

Number of visible SKUs

Which cold medicines are suitable for nighttime
use?

M Obile Shelf :?‘ogfeljjyiecﬂg?medicines jntain natural
4+ SKUs

Digital Maturity

© 2026 Nielsen Consumer LLC. All Rights Reserved.



Today, shoppers show a great appetite for Al-driven personalized solutions globally

Global | % Of respondents

%

Would be likely to
purchase a product if
the retailer made it easy
on their website or app
to compare key product
attributes

Source: NIQ Global Consumer Outlook Jul-25

%

Find it helpful when a
retailer suggests
products based on their
previous purchases or
preferences

%

Are comfortable with
a digital shopping
platform making
product suggestions

51%

Would be interested in

using tools powered by Are comfortable with a
Artificial Intelligence (Al) digital shopping

to help manage their platform making

household shopping in purchase decisions
the future for them

40%

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.

14



Generative Al for shopping is in early days of adoption and primarily oriented around research versus full

agentic processes

In the past month, how many times have you used Generative Al? Have you used Generative Al while shopping
to?

B Daily WA few times a week M Weekly mOnce M Not at all Research products

Recommend brands

Summarize reviews

18% 20% 12%

Recommend a retailer

\ 680/0 } Purchase a product for you

Other

None of the above

Source: NIQ BASES, Al survey Questions November 2025

47%

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Al is fundamentally changing the path to purchase

Help me with the right
sports drinks to help
improve my performance

chatgpt.com

ChatGPT -

' What to Look Forina
Performance Sports Drink

€@ _Electrolytes: Sodium + potassium are

key (help fluid balance and nerve/muscle
function).

€_Carbohvdrates: If you need energy
mid-session (like running, cycling, HIIT),
look for 20-30g per serving from easily
digested sources.
{€_Suaar & Additives: Lower added
sugar, natural sweeteners, and no
artificial dyes are often better for long-
term health and consistent energy.

€ _Form & Use: Powders/tablets let you
control concentration; ready-to-drink is
convenient.

€ _Certification; NSF Certified for Sport
or Informed Sport is ideal for competitive
athletes. verywenrit

) Message ChatGPT
ChatGPT can make mistakes. Check important info.

« +

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved.



Al is fundamentally changing the path to purchase

NIQ

Include brand
recommendations on

highly-rated ingredients.

chatgpt.com

ChatGPT -

Y Top Sports Drinks &
Hydration Options

Maurten Drink Mix 320 Precision Fuel Car

£45.90 . Start Fitness Electrolyte Drink P
+ others £24.99 - Precision

Hydration + others

) Message ChatGPT

&«

ChatGPT can make mistakes. Check important info

g

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Al is fundamentally changing the path to purchase

Where is the best place to
buy all these products?

chatgpt.com
ChatGPT -~

< Specialist & Sports Nutrition
Shops (Best Selection &
Expertise)

- Start Fitness — Wide range of high-end
drink mixes, gels and powders (e.g.,
100 0). Often goo
performance-oriented products and
running/cycling nutrition. st finess

- Decathlon UK — Great for everyday
hydration from reliable brands
including SIS and High5, plus electrolyte
tablets and powders you can mix
yourself, pecamion

« Siama Sports - Another specialist
retailer with a strong selection of
performance drinks, gels and electrolyte
products from multiple brands.

& Quick Tips for Buying

+/ Compare prices across stores —
sometimes official brand stores have
promotions not available elsewhere.
+/ Bulk buying (e.g., tubs or packs)
usually gives better value per serving,
especially for gels and drink mixes.

+/ Check delivery times — specialist
shops like Start Fitness often offer fast
UK delivery.

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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The Digital Shelf is where the agent's recommendation converts — or breaks

STEP 3 - THE MOMENT OF TRUTH

Digital shelf

STEP 1 STEP 2 v CONVERTS STEP 4
Agent ‘ Retai Ier ELIEZ’[ title, image, ratings, in-stock — the shopper ‘ Sales

Recommends a product Routes shopper to PDP Conversion or no sale

X BREAKS

Wrong content, missing ratings, OOS — the shopper
drops

Even with Al agents upstream, digital shelf execution still decides whether the sale converts or breaks

NIQ 19



Al will affect
more than just
the shopper
experience in
retail today

Al Shopping Agents

Al Chatbot Assisted Search

»
=2
o
©
3 PO
()
q

Review Summaries
Content Creation

Distribution/Last Mile/Route Management

Retailer Pricing and Promo Management

Merchandising Audits

Product Substitution Recommendations

N,

Small Vendor Negotiations

Al Product Testing

NIQ



NIQ has powerful solutions across the Omni Commerce ecosystem

ﬁ The right performance

§@5 The right product

® Harmonized Omnichannel measurement ® Market trends with dynamic attributes

What .
consumers ® Insights on consumers, what they want

want and are searching for online

e Digital sales and share measurement Measure
performance

(Amazon +)

® Innovation concepts and testing
Measure What
iROAS consumers

search

@: The right promotions The right content

® Product imagery and content (PIM)

e Connection to media automation tools
Monitor Retail Improve
e Content activation Media discoverability ® Search optimization, keyword advisor

® ROAS measurement

® On-pack and derived attribution

Track & -
Prioritize Optimize
actions search

[]é The right actions

e Quantify levers to pull Streamline Assure e Digital shelf analytics to manage
distribution @  Pproduct - item-
e Understand causals of performance — istributi availability performance at the store- and item- level,
images, keywords, reviews, search, ® Optimize distribution
availability

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 21
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The Omn

Digital She




The pace of change in retail channels is
accelerating rapidly

80 years 15 years 6 years

v

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 23



Mexico in 2026

Value-driven & price
sensitive shoppers

Mercado Libre:
#1 eCommerce platform

Rapid growth:
online CPG +35% YoY

Mobile-first:
90%+ shop via
smartphone




So, what does this

D

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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% of $ Volume

Today’s
Shopper is
an

= In Store Only
HH Buyers

Omni Buyers
(Both In Store
and Online)

Total Store Health & Pet Care Household Food
Beauty Care
Care

NN EICRIALC A 30.2%  41.3% 45.6% 31.4% 16.1%
among Omni shoppers: +1.5pts +3.0pts +1.6pts +3.2pts +1.1pts

Source: NielsenlQ Omnishopper, Total Outlets, L52WE 1.27.24 vs PY. *FOOD includes total edibles (food and beverage), Total Store = Alcohol, Baby Care, Health & Beauty Care, General Merchandise,
Household Care, Food, Pet Care, Departments

© 2026 Nielsen Consumer LLC. All Rights Reserved. 26



In-store & Online are
not mutually exclusive

In-store

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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In-store & Online
Impact Each Other

In-store

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Digital shelf is not just for eCommerce

In-store In-store

i : . : In-store purchase
Offline information comparison P
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 +NEW LAYER: Al Search (ChatGPT / Perplexity) — Al Product Discovery — Agentic Purchase (auto-checkout without human click)
It is key for driving aiwvareness & conversion

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 29



In order to be future ready, it’s important to set strong readiness pillars

IMPROVE THE REACH

NIQ Digital Shelf

1

1 1

CATMAN : 4 IAI & :
! ‘ r Automation !

| Agentic :

Commerce )

E-Retail :

i

1

1

Logistics media

: y |

1

1

EI Pasisibli optimisation
Activate New i
Levers i

1

1

1

New |
Iggmﬁ, . Generation of , |
|;i:s:::z . e Anal tics§—§ e

OLA & Optimisation
Pricing

Images,
Titles

©2026 Nielsen Consumer LLC. Al Rights Reserved. 30



Why should you

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Mexico is one of LATAM'’s fastest-growing online grocery markets
Weekly online grocery purchases (%)

&

Source: NIQ / We Are Social Digital 2025
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Ecommerce global top
performers

Brazil & Mexico
are among the
top eCommerce
growth

markets

LATAM eCommerce is booming:
Brazil ranks #1 in LATAM and #2 globally in
eCommerce growth.

Mexico is the #2 LATAM market, with CPG
eCommerce growing +35% YoY, driven by
Mercado Libre and rapid mobile commerce
adoption.

Market performance
Value growth 2025 vs 2024

Brazil

i Mexico
Argentina
Colombia 26.0%

Chile

Peru

Ecuador

Costa Rica
Panama
Dominican Rep.
Guatemala
Bolivia

Paraguay

33



What can we learn
from mature markets?

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Case Study
NIQ Digital Shelf can assist you by going beyond monitoring through implementing
automation in the process that will prevent wastage & lost sales

Example: OOS & Numerical Distribution of Advertised Product

Media Campaign in the Personal Care Category at Amazon US
Campaign Live
on Retailers

m Website
PACVUE
ink availability

data with
5 Media Partner

skai

Weeks of Campaign

Pause/stop/star
t media
campaigns

100% 100%

Redistribute
media spend to
products with
healthy
availability

W14 W15 W16 W17 W18 W19 W20 w21

mmm Numeric Distribution ——0OQ0S Rate

N l Q © 2026 Nielsen Consumer LLC. All Rights Reserved.



Case Study

The Product Page Elements are important & impact search performance

Product Page Elements Importance on Search Performance a\nl.a,; On
US, 2026
® Price and promotion
00S

Enhanced Content 9%
= Ratings
® Images and videos

m Description and bullet points -

H Product title

Fragrance Hair Makeup Skin Care

Content needs to be customized — search engine algorithms differ by retailer & category impacting the levers & weight of importance

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 36



How can brands track & leverage
eCommerce KPIs in ?

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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What products are listed Availability
online & are retailers
optimizing
availability?

LATAM Use Cases j x

00Ss Assortment

C Distribution
C Hero SKUs

© 2026 Nielsen Consumer LLC . All Rights Reserved . 38



USE CASE
Brands need to ensure products are in-stock & available for purchase to reduce the risk
of consumer switching

OOS Rate (%) for Manufacturer A vs Manufacturer C : Leading Manufacturers in the Personal Care Category at select Mexican retailers
Q1 2026

Manufacturer A's OOS Rate > Manufacturer C

m Manufacturer A

m Manufacturer C

Turbo-Fresh

Walmart ;<

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 39



Attractiveness

Are my products
attractive to the customer
vs key competitors?

LATAM Use Cases

/ol

Content Ratings Price &
& Promotion
Reviews

© 2026 Nielsen Consumer LLC. All Rights Reserved.



USE CASE

Content drives organic search & consumer trust - Images, titles, product description,
ingredients and more

Especially for New Products that have just launched

Average Product Description Page KPIs of Manufacturer A vs. Manufacturer C for the Personal Care Category at ama;on

Q1 2026
® Manufacturer A

Manufacturer A's Content Performance < Manufacturer C ® Manufacturer C

9017
69.8%

Average rating Description Ingredients Number of images Number of ratings Bullet points Number of reviews Enhanced content

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved.
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How discoverable are
my products across Q
retailers’ websites?

LATAM Use Cases

N I Q © 2026 Nielsen Consumer LLC . All Rights Reserved .



USE CASE

Customers need to be able to find products easily that meets their needs — ensuring
products are discoverable is key to driven awareness

Share of Search (%) in Top 20 Search Results for Manufacturer A across Personal Care keywords at dIMAZ0ON
Q1 2026 N—"

desodorante gel desodorante en gel desodorante hombre gel antitranspirante hombre gel desodorante

Manufacturer A

Manufacturer C

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 43



Assist the OmniShopper in pre-purchase research, build
trust & enhance the consumer shopping journey

[ Pre-purchase research } Build Trust Enhance shopper journey

O

Customer ratings & reviews Available & assist consumer across
multiple touchpoints

Product information & availability

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 44









Even Al is getting a voice, exerting influence on decision making

Within seconds ChatGPT can give consumers product recommendations, suggestions on where to shop and much more. That
has real implications for retailers and manufacturers — is Al recommending your brand or your stores?

chatgpt.com
ChatGPT -~

& Best Snacks & Drinks for
Friday Night in Mexico City

Quick, crowd-pleasing options + where to
order online.

. Tacos al Pastor (Party Pack)
Company: El Huequito q EL
Where to order: Uber Eats, Rappi \ HUE
Why: Authentic CDMX flavor, perfect QHIII 0
for sharing.

. Guacamole & Chips
Company: La Guacamaya
Where to order: Uber Eats, Rappi
Why: Fresh ingredients, always a hit.

Company: Esquites Durango
Where to order: Uber Eats, Rappi
Why: Freamy, spicy, and addictive.

. Boneless Wings
Company: Wings Army
Where to order: Uber Eats, Rappi
Why: Great variety of flavors.

. Crunchy Snacks Mix
Company: Totis
Where to order: Amazon MX, Rappi Turbo
Why: Classic Mexican chips mix.

. Beer Bucket (18 pack mix)
Company: Model o / Corona / Pacifico
Where to order: Amazon MX, Rappi,
Cornershop
Why: The perfect mix for any party.

. Paloma Cocktail Kit
Company: 1800 Tequila
Where to order: Amazon MX, Rappi Turbo
Why: Easy to make, always refreshing.

@ Message ChatGPT

“What are the top snacking brands

with the highest consumer ratings?
For delivery in Mexico city tonight”

ChatGPT

“‘Where is the best place to buy

these snacks within one hour?”

Total $986%

snas

- v T -

chatgpt.com M

= ChatGPT -~ @

@ The best places to buy top-rated snacks
with 1-hour delivery in Mexico City:

&

1. Mercado Libre (Envios Full)
What it is: Mexico’s largest online marketplace.
Best for: Snacks, drinks, bulk packs, imported
items, and local favorites.

Delivery time: As fast as 1 hour in CDMX

with Envios Full.
Where: App & website

.

2. Rappi
BT * What it is: On-demand delivery for almost
everything.

Best for: Snacks, chips, candy, drinks,

ice cream, and more from local stores and
supermarkets,

Delivery time: 10—60 minutes.

Where: Rappi app

3. Uber Eats
What it is: Popular food & grocery delivery.
Best for: Ready-to-eat snacks, grocery items,
convenience store finds.

Delivery time: 20—-60 minutes.

Where: Uber Eats app

Uber
Eats

4. Cornershop by Uber
[~ ) « What it is: Personal shopper from top grocery
uu stores.

« Best for: Supermarket snacks, beverages,
and party essentials.
Delivery time: As fast as 1 hour.
Where: Cornershop app

3 5. Tiendesitas
';lﬁande « What it is: Mexican online supermarket.
Best for: Snacks, pantry staples, and drinks.

Delivery time: Same-day & express (1 hour
in select areas).
= Where: App & website

@ Message ChatGPT o

.

NIQ

46



Making the right digital shelf analytics critically important today

Shopper Decision driven by Digital Shelf Execution -
of the Product on the Retailer’s Website

Available . '
~

(

Agent . : Product
Shopper redirected . N  vicihle TS .
Recommends . - - <X > R > Sale
Product to retailer website : .

L

- Attractive

s

Not only enough to understand agent LLMs but brands need to be extremely good at Digital Shelf execution to win

Decision

NIQ



Helping with agentic commerce
Measuring: combining our partner data and our intelligence

Partner NIQ

Capturing Cleaning Assessing

data data visibility

(Capturing shopperx ( Matching \ ( Matching to \ (Computing share\ ( Displaying \
discussions with to brands and topics of conversation results
LLMs categories
Understanding Estimating a share by Displaying share and
Panel of Matching discussions paterns and grouping brand/manufacturer providing insight on
shoppers providing to brands and discussions by topic for each LLM and positions / topics

\_access to their activity / \_ manufacturers ~ J  \_ VAN topic J J

NIQ 48



What can you do now to be ready?

Key Ingredients to Succeed Online
are:

The Right Data The Right Content The Right Execution
Accurate & Exhaustive Built Intelligently Across the Digital Shelf

NIQ



Now live In
Mexico & Brazil

Granular sales and market-share measurement for every
CPG category on Amazon down to ASIN level

® Mexico LIVE ® Brazil LIVE

Free pilots for our first 50 clients

NielsenlQ

© 2026 Nielsen Consumer LLC. All Rights Reserved. Confidential and proprietary



AMAZON SALES & SHARE FREE PILOT ACCESS

What Amazon Sales & Share delivers

Amazon Vendor Central access +  Hourly scraping + DeepML = @EEIEER- Y ELCIEEI

Full category view - Al-powered
Accurate even through key events like Prime Day & Black Friday

m Track your products m Benchmark to competitors m Identify Opportunities
A full view on your sales & market share Benchmark against your third-party sellers or Cross-analyze sales and share gaps against
performance from category level down to Asin your main competitors or even to Amazon OOS, Price, search (paid & organic), Content,
level (1P, 3P or ALL) private-label products. traffic and conversion.

GET IN TOUCH NOW TO CLAIM: Danish Karim

ONE OF 50 FREE PILOTS

Granular sales & share for all CPG categories on Amazon

NIQ
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El E-commerce de FMCG en LATAM ya
supera los 8,000 millones de délares y
crece mas rapido que el canal offline.

¢Sus organizaciones estaban
preparadas para este ritmo de
crecimiento.o tuvieron que reaccionar
sobre la marcha?

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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El canal online de FMCG ya representa un Online: 4x el crecimiento vs. Offline

mercadode 8,000 millones de ddlares Value sales variation | FMCG

m Online mOffline Mecommerce importance

_ Costa Rica
Argentina perq 1%
3% 2%

-

Colombia
5%

Chile
15%

Brasil
43%

México
31%

NIQ



Dado que no todas las categorias estan
en el mismo punto de madurez digital,
¢En funcion de qué definen qué
segmentos priorizar y qué
plataformas utilizar?

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.

55



Canastos como H&B y Vinos & Licores mas desarrollados en el canal digital.

Importancia de Canastos RY Online Importancia de Canastos RY Offline
(Var. vs el Ao Anterior) (Var. vs el Ano Anterior)

. Hogar 14.2 Fresh 11.
Alimentos 23.1 gar 14 9 Fresh 17.5 Hogar 14.8

Mascotas 8.6 Vinos Y

Bebidas 7.6 Licores
Bebidas 8.6 6.0

. Mascotas
inos Y Licores 7.61 | Bebé 3.7 Alimentos 33.6 2.3 Bebé 2.3

Fuente: eRMS NIQ MX 103 categorias RY a Marzo 2026 *Fresh: Carnes Frias, Chorizo, Comida lista para comer, Cremadores, Cremas comestibles, Leche blanca, Leche saborizada,

Mantequilla, Quesos, Sustitutos de leche, Yoghurt




Crecimiento % vs RY Anterior en Valor

Alimentos NN 31% <€—

H&B 27%
Mayor aceleracion
Hogar [N 28% ,
en categorias que no
] <
Fresh 34% eran naturalmente
Mascotas (INNEG_— 23 digitales

Vinosy Licores 20%

Bebidas I 30% <—
Bebé NN 18%

NIQ



El 56% de los latinoamericanos ya ha
realizado compras a traves de redes sociales,
y en México el-.comercio por WhatsApp incluso
supera al de plataformas como TikTok o
Instagram.

Los datos tambiéen revelan que la Generacion
Z es la que mas integra su experiencia de
compra entre lo fisico y lo digital.

Ante este panorama, surge una pregunta
clave: ¢ Estan realmente llegando a
ese consumidor?

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Nuevas generaciones de eShoppers redefinen los atributos clave del eCommerce

TikTok shop was the 9" largest retailer
on Mexico’s Digital Purchases in 2025

¢ Qué es lo que consideras cuando compras en una plataforma digital? Importance of generations for total expend
(%) Respuestas

EGen X ®Milennials mGenZ mBoomers + Non identified
63

60 60

58 5.9% Wl 5.9% [ 5.6% § 4-5% §} 5.4% 4.3%

° 0
9.7% ™ 2.8% W 3.5%

19.2%
32.2% | 25.2% 27.5% 2t

38.1% | 37.9% | 40.6% | 39-4%
55.4% 1 46.9%

37.9%

48.0%
40.9% | 40.3% 41.6% | 44.5%

27.2% 26.7% 27.1%
15.0% [16.0% 12 204 [ 11.6% | 14.3% 8.1% 111:5% 10.7%
Envio gratis Costo de devolucion,  Tracking envio Recomendaciones
si es necesario tiempo real personalizadas de
producto
m Boomers: mGen X: m Millennials: = Gen Z:
61+ 45-60 29-44 18-28

NIQ Global Consumer Outlook Jul-25 Source: NIQ Digital Purchases | Total Mexico ecommerce | Importance of generations for the expend in each retailer | Full year 2025

N I Q Confidential and proprietary

© 2026 Nielsen Consumer LLC. All Rights Reserved. 59



El eShopper mexicano esta abierto a
nuevas tecnologias, sin embargo, el 38% de
los consumidores aun no se siente comodo
dejando que una plataforma tome
decisiones por ellos.

¢Como pueden las marcas reducir estas
barreras de confianza y acompanar a
los eShoppers para impulsar su
transicion hacia experiencias digitales
mas avanzadas?

NIQ
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6 8 /O ?: o Sin embargo, el 38% no se siente comodo

. | 3 - con que Igs plataformas digitales tomen
De los mexicanos declaran sentirse comodos decisiones de compra por ellos.
recibiendo recomendaciones de productos
por parte de una plataforma digital
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Para ganar en la era del Agentic Commerce,
en NIQ identificamos tres ingredientes
clave: los datos correctos, el .contenido
correcto y la ejecucion correcta en el Digital
Shelf.

Mirando hacia los proximos 12 meses,
cqué es lo que mas les quita el sueno en
su estrategia de E-commerce?

NIQ
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