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Decoding Europe's Consumption Code:

Full View Into 2025 Market Trends &
Consumer Behavior

James Luo
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NIQ China Customer Success Leader
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Europe is one of the biggest markets in the world for FMCG and Tech & Durable
h gz —

SqUL] T Yo ZAbULr Vi

FMCG Europe share: 36%

%Value growth 35% A 21% A
%Volume growth 0.8% A 0.2% A

Global Europe

Projected
1 ; 3 GDfD 2025

2.8 Global

74 Million
Inhabitants

9% of global population in 2024

T&D=Tech & Durable

T&D Europe share: 27%

%Value growth 27% A 07% 4

%Unit growth 1.9% A 1.0% A
Global Europe

2 2 Projected
o inflation 2025

3.4 OECD

28 4.3

Apr 624 Apr 625

Consumer climate EU 27

NIQ



More than in any other region brands are expected to own social

A1
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Environmentally
concerned

Consumers in Western
Europe exhibit the
highest levels of

environmental

awareness worldwide.

(WEU 14th) vs
(Global 21s)

% of 65+ population is
2x bigger in Europe
(21%) vs global (10%),
and it is forecasted to
deliver the fastest
growth in next years
(+11% by 2030).

64% of West Europeans
are proactive in doing
things to improve their

health and wellness on
a regular basis (e.g.,
exercising, monitoring
health, watching what

they eat).

-environmental responsibility

42% of Europeans
declared to buy
whatever is on promo
(vs 36% global) and
44% declared to change
stores and brands
influenced by promo.

NIQ




Based on the unique business environment and consumer mindset
0:°2 @i 7 o2 By UL G byl s a0y

How to enter Europe market?
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Innovation sales account for 10% of total FMCG sales

g1 tTaf UL HAB M 058 UL B8 ' B E The door is open for Asia

Pacific brands
Innovation contribution by Super Category AqUL@ “ME bLOBW

23.6%

Home Care Personal Care Food Total Confectionery & Snacks  Alcoholic Beverages  Non Alcoholic Beverages




Brands need to offer compelling reasons to switch as entry level present a high level of saturation

vt AlT OTBENY (T bLgP WOUS T

% First -time T&D purchases

- R\

Up to 15 /O \
European markets

&l

28%

India

aQ s t F B GBI

%European markets delivering growth in each tier

Tech and Durables

12%
' Entry brands are under pressure indicating
economic strain or saturation of low-tier

JdHa@3s HIUL 2 51 3 4ABW  ®Ra

15%

’ Standard brands present a mixed
performance, indicating a squeeze of mid-

tier between low and premium.
P OMU/BHMUL Gie Oai 1t Mr AMBEW X° P

35%
Premium brands show pockets of growth,
indicating consumers are trading up for

better quality or brand prestige
+ 03B b 9% B 10 MBWe Xp W

Source: NIQ Newron consumer quarterly survey - Time Frame: Last four quarters (Apr 24 - Mar 25)/ Market Intelligence Market Sales tracking

N IQ powered by intelligence



Di scounter ds tight mar gjelilERdeucligyecdilyVcRioNeSVeloR1gle
can represent a challenge for Chinese brands attract shoppers
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%FMCG channel value share 47 %

AT, DE, IE, IT, PL Shop

HAPPVSY Online
2019 .
(59% in UK)

] 16w (0%) 52 % Shop in
e +1lppvs ' Large Discount stores
m 2019 (83% in Germany)

40% (+3%)

9906\ shopin

Sameas ' Hypermarkets &

Europeans are expanding their shop repertoire 2019 Supermarkets
visiting 5 to 7 channels in a year

Europe average

Source: NielsenlQ Strategic Planner Apr 2025 / NielsenlQ Shopper Trends Q7B. Trade sectors visited in
Past 4 weeks, 2024 vs. 2019



Building Trust to Win Europe
391 A QECQ oTy |

Decoding the region
Vav A" oae

Europe is a dynamic and diverse market:
A One of the biggest markets in the world
A Over 200 languages across 44 countries

A Counts with developed and emerging
economies

A High level of fragmentation in WEU
A Complex and strict regulations

A Most developed market for Private Labels
and Discounters

European consumer mindset
(LI

Consumers are conscious and demanding:

W VvV

A High environmental awareness

A Health and wellness oriented

A Increasing relevance of older shoppers
A Value-Conscious but Quality-Driven

A Intentional spending focused on savings
via Private Labels and Promotions

A Greater concerns over privacy and
heightened need for trust

Opportunities for Chinese brands
I vbeyv «

A Explore incipient presence in FMCG, developing
Beauty, Dairy, Hygiene, Homecare and Non-
alcohol industries

A Drive increased interest on international foods

A Seize digital savviness, rise of social commerce
and Chinese marketplace momentum

A Gain traction by offering affordable premium

A Explore non saturated segments in T&D (e.g.
robot cleaners and Smart Home)

A Ride the wave of emerging trends

NIQ



Thank you

Global Customer Success Thought Leadership
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APAC market and consumer insight

Craig Houliston
NIQ1i AV sl b9 sn K
NIQ APAC Regional Head of Consulting and Insights for Global Clients

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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FMCG Value $bn Value growth|Value importance Tech & Durables Value $bn Value growth | Value importance
0 3 B g MoK , W \W | s N H> &1 B g " K R | %
Chinaa f{ $286 +4% 42% [ $275 +4% 61%

Indiam y $77 +9% 11% iam y $51 +8% 11%
Australia®z = b $60 +6% 9% r $41 -6% 9%

Indonesiamy O b $56 0% 8% South Korea f{ -9% 5%

South Korea { $48 +2% 7% Indonesiamy O b -3% 3%
Philippines & k $37 +6% 5% Australia®? . b +4% 2%
Thailand § $31 +4% 5% Vietham E -2% 2%
Vietnam E $23 +3% 3% Thailand f +3% 2%
New ZealandA ru $15 +2% 2% Malaysia T +23% 2%
Malaysia I b $10 +5% 1% Philippines +4% 1%
SingaporeA T | $5 -1% 1% SingaporeA T | -5% 1%

Myanmar/4 n $3 +47% 0% New ZealandA v -4% 0%

Source: NielsenlQ data to Mar 2025

NIQ




Strategize to address different marketso
* T —s NEP DT KGPd A HUi el 0z H Y’
Top 3 concerns in June 2025 2025 W6T " n Hit v € &
Market #1 #2 #3

ChinaX _ Economyd <! ' Job securityT A 3 3
Indiay Food prices P Y f Environmentv ¢ Utlity” i = 1 &

VEIEVSIE! 3 Food prices P Y f Utility” © = 1 Economyd &
Philippines Food prices B Y f Utlity” § = 1 ¢ _
Thailand Food prices B Y f Economyd 4 Uty § - 1 4
Vietham M Economyd <! t Food prices B YT CovidA "~ v L)
Indonesiadl N Food prices B Y f Economyd 4 . _
Singapore ~ Food prices B YT Utility” 1 = 1 Job securityT A 3 t
Japan Food prices B YT Utility” © = 7 Economyd 4 t

South Korea Economy & Food Prices B YT Political ¢ o
Australia — Food prices B Y f§ Utility” © = 1 Housing costsH Ad 4

New Zealand T Food prices B YT Utility” = 7 Economyd 4

Source: NIQ survey June 2025

NIQ

Ranking moved vs the past 12 months t

/B S I2AD %Ne DAY
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Opportunity to trade consumers up in the region

o 1o T Udre U3 "N Hi~
Current consumer financial position Average FMCG household spend per year
% respondents APAC : A _ g7
= KI'Wz wo = H,
E'" be= a n°'
$5,596
$3,610
$2,337 $2,428
$390 $443 $701
Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025 Indonesia Thailand Philippines Hong Kong Singapore New Zealand Australia
Worse off Better off B - T 2k ; ATL AT b

Source: NIQ Consumer outlook 2025 and Consumer Panel data to March 2025

NIQ



What drives growth in Asia Pacific
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Accelerating
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Premiumizing
f I /I
Adaptabllity
t's b

Changing
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Brand Globalization Strategy: From Cultural
Adaptation to Mindshare Dominance

Rena Patel
NQ 41X0O =1by K
SVP, NIQ Global Head of Commercial Marketing

NielsenlQ

© 2025 Nielsen Consumer LLC. All Rights Reserved. Confidential and proprietary
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LAURA GELLER
(GLOBAL)

| AVERAGE MONTHLY
3 SEARCHES

| +11.8%

YEAR-OVER-YEAR
GROWTH

Captivating a Passionate Audience: Laura Geller
Laura Geller’s TikTok Shop success highlights the power of Gen X’s makeup community

SAVE MONEY WITH LAURA
GELLER HACK!!

E

these

The hashtags #matureskin,
#over4Omakeup, and
#over40 are the most

viewed among
demographics, highlighting
the brand's strong appeal to
Gen X and older audiences.

LAURAIGELLER 64.0% of the
Day/toiNight:powder; : fL
foundation'set views or Laura
$36 Geller are
from TikTok
YEAR-OVER-YEAR
CROWTH Shop content.
@stk1979 @stkl979
Shop Shop Gen X's Untapped Makeup C
Over half of Gen X related beauty views on TikTok relate to Makeup — highlighting the
interests that can be fostered into a rediscovered passions

e Hashtag Views | YOy
@skincarcovergo T4M 121.6%
#makenpovergo oM 751%
wavergomakeup 2.3M 21.0%
wskineareonerso 2aM 55.2%
sheautyovergo L&M B58%
woversomakeup L3M 87.4%
#makeupoverso LIM 554%
overgoskinearn: ag8.0K -4.1%
soversobeauty 682.8K 6.5%
savergobeauty 532.0K 106.4%

Ek
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NIQ Go Global Solutions

Stephen Xia
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NIQ China Local Giant Sales Leader
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