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Localization
Isn’t new,

it is just
more

Important

Source: Deloitte US

80%

of consumers prefer
personalized experiences

There’s a large disconnect between delivery and
perception of a great personalized experience

While 92% of
retailers say they
deliver great
personalized
experiences...

92%

o ...only 48% of
48 A) customers feel

. the same

Retailers

Customers




... and the rate of change continues to increase

Two generations with Cultural diversity is A growing
two very different redefining who shops percentage of store
needs and how footprints are

Younger generations The racial makeup of Changmg YoY
are more diverse, major markets is shifting Re-format, closure,
digitally native, and shop rapidly, changing who ownership change,
in fundamentally shops, how they shop, re-model, etc
different ways. and where growth
comes from.
65+

Adults now
outnumber the
under 18

Consumer companies built in a time of mass production, mass distribution,
and mass marketing must recognize a shift from mass to micro

NIQ :


https://www.deloitte.com/content/dam/assets-zone3/us/en/docs/industries/consumer/2024/deloitte-buying-into-better-the-future-of-the-consumer-industry-executive-summary.pdf
https://www.deloitte.com/us/en/Industries/consumer/articles/mass-to-micro-consumer-market-shifts.html

A challenging economy creates cost savings pressure for MFGs and Retailers

Annualized % Chg vs April 2025

Consumer Price Index Energy

All Regions o
-tg‘ +4.4% vs Apr’25 +S4ptvs Mar 26

- +4.1% vs Apr'25 .b R ar 20
+3.5% vs Apr’25 +0.7 pt vs Mar ‘26 >
+0.4 pt vs Mar ‘26 ‘ YA ™
‘_—— 2 Revolving
+3.(?;% VS |\'/|Apr2,625 . Outstanding Credit
+0.6 pt vs Mar’ C
ard Debt

a3 \ $1.3 Trillion

+3.3 vs YA
+0.7% vs Prior Month

Sources: | vs. LY | Slide updated in in May 2026 (data updated monthly, through April 2026)

Food

+3.2%

+0.5 pt vs Mar ‘26

Delinquency Rate
(Q4,’25)

2.9%
-0.05 pts vs YA
-0.1 vs Prior Quarter
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https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm
https://www.bls.gov/regions/new-england/northeast.htm
https://www.bls.gov/regions/west/west.htm
https://www.bls.gov/regions/midwest/midwest.htm
https://www.bls.gov/regions/southeast/south.htm
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm
https://www.bls.gov/charts/consumer-price-index/consumer-price-index-by-category.htm

Localization isn’t cliche,
it delivers

Companies save 3x of every
dollar invested in

NIQ

55% higher

purchase / conversion
rate if the brand
communicates relevant
/ personalized value

+4.9% Projected

CPG growth through 2029
is driven by regionalized
consumer centric
strategies

Reduce re-work costs

from 30 '400/0

Improve conversion by
1.5% for every
1% gain

in localization accuracy




What’s at stake?

Failing to meet

shopper expectations

Losing out to
the competition

When local shoppers encounter
assortments that don'’t reflect their
needs, missions, or routines you
see a reduction in relevance,
satisfaction, and conversion.

Irrelevant assortments =
Missed demand & lost trips

If competitors localize faster, they
will win shelf space, loyalty, and
incremental demand.

Faster, more localized players
win the shelf

Organizations that rely on
averages move slower, spread
resources too thin, and struggle to
scale what works—while others
operationalize precision.

NIQ



Let's see localization in
action




Meet Fabian!
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12 FL 0Z (355 mL)
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What else does Fabian buy when he buys "HAPPY”?

é ) .
Bottled Water -3 , \ @ TeRAK KGN
324 index = "= B “; ﬁ ,
1.5M common trips
N\ e ™
Potato Chips
234 index
556k common trips
é )
S /
Home Chef
168 index
300k common trips
- J N
Ground beef
127 index v | %’ZMILK
277k common trips » .. MDB
S /)
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B . LIME SPARK

B ©  NATURALLY REFRESHING

SPARKLING SODA
12 FL 0Z (355 mL)

B

Full sugar offering

(1%)

penetration

ZERO sugar offering

+2X

penetration

HH Penetration

25%
0,
22% 0 21%
20 /0 0
205 \ 19 A)/
15%
4/22/2023 4/20/2024 4/19/2025 4/18/2026
52 weeks ending
HH Penetration
1.0%
0.7%
o)
0.5% 0.3%
0.0%
4/22/2023 4/20/2024 4/19/2025 4/18/2026

52 weeks ending




What localized markets over index with Fabian?

Top 8 Markets

« Salt Lake City, UT
* Fort Defiance, AZ
 Red Rock, NM

* Alvardo, TX

» EIk River, MN
 Goshen, IN

« Carrollton, KY

« Canton, OH

NIQ



Localize our efforts to maximize HAPPY! Zero Sugar in a market...

Scramon
-+ Lehman Find address or place Q
@
=
i Hadeton
Paterson ¥
Q Parsippeny
New York
Q Elizabeth
Edison
Long Sranch
‘isburg
Lancaster
Toms River
Baltimore
lembia
Annapolis
l sA
S
—— ' e
— L 88
Salisbury VRS
California
Demand Index: w150+ wes  120-149 e 100-119 - 0-99

Total Volume per 100 HHs
21.02

Attributes Driving Consumption (O

Spectra LifeStyle

Housenold Income

Age and Presence of Children
Household Composition

Housing Tenure

BehaviorScape ©

7Bdnwor$m Plus 15 W il
Row Dimension =
Younger Families
Older Families
Evolving Adults
Mature Singles

Mature Couples

Total $ per 100 HHs
$13.04

al

Aftluent Living
76

92

95

106

99

Buy Rate Total $ per 100 Buyers Price per Unit
109
No Children 108
Children Under 6 only 14 109
. 79
Children 6 - 17 only 72
52
ChildrenUnder6and 6-17 59
¢ T Striving City & Surrou... : =Mid Downscale Rural ... T Total
107 67 80
66 62 79
93 93
89
97 107

NIQ
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Localize to store level for...

New distribution... Lﬁ—\j

@ Bakersfield

<
Q
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Palms
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b5 Dese;
% :
Ocednside
i Escondido
San Diego

Esni, HERE, Gammin, USGS, EPA. NPS | Esn, HERE, NPS Powered by Esrni
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High
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Share defense...
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= &
a
e Bakersfiold
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City
Barstow
Lancaster
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Victorville
Santa ( » Santa
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A
N
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San 5%
Jemand Index: = 150+ 120-149 == 100-119 = 0-99
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Precision Solutions

Industry first solution combining
RMS and consumer sourced data
to localize precise areas with
consumer metrics




From

NEW PRECISIONE ] o]RUap (0] {S

« Antiquated (on the tech side) and disparate UX  Integration of Precision Areas, Spectra, and T&L data into
experience via Precision Solutions

« Lowest level of legacy offering were the 2,200 Precision  Ability to unlock Precision Areas detail
Areas and therefore sometimes difficult to action AND instant Al driven analysis of the 2200 areas

 RMS (Precision Areas) and CPS (Spectra) assets were New modules that sourced
completely disparate and confused clients data into a singular view. This enables quick understanding
and a greater level of precision in actions/investments.

« To test market events, it required a significant amount of
pre-planning with long deliveries and high per project that can enable postmortem Test & Learn
cost { ) at scale, very fast, and a credit

model to improve . This includes
competitive testing as well.

New Al driven predictive features to be included for scenario
optimizing

N I Q © 2024 Nielsen Consumer LLC. All Rights Reserved.




Know what Fabian best responds to before you execute...

+2% on HAPPY! On average

during Seattle FC home games
(14%) on HAPPY! during
President's Day weekend

(4%) on HAPPY! during the
Mackinac regatta weekend

+16% on HAPPY! During the
Superbowl

+12% on HAPPY! During the '
Memorial Day weekend . |
. ; % NATURALLY REFRESHING °

/,.

/

(2%) on HAPPY! during Coachella

I\
.‘

SPARKLIN
12 FL 0Z (3

+33% on HAPPY! During the last 2
weeks of March / spring break

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



Streamline the
experimentation
process

Any localized promotions or
targeted campaigns can be
tested to:

Understand the effectiveness
of your strategy

Gain cost efficiencies and
streamline testing time

Access results within hours

NIQ Precision Solutions Test&Leamn  Analyzemydata~  Findmystuff  Discover more tools v

(@ HiPiyush & v

Vancguyer

®
9

Frangisco
=

LoSTangeles

Bogots

Welcome, Piyush

All Events Favorites

@ Aisle Display in Chicago x Retailer A

Uplift

114 + $3.26K

Stores 2.46%

02/01/2025-02/28/2025 | Nielsen Global Completed

Functional Beverages: Brand C
Uplift

Stores _x% $'243 .93"(

03/01/2023-05/31/2023 | Nielsen Global Completed

Functional Beverages: Brand F

Uplift

10l ¥ 4.2.50m

Stores -15.95%

06/01/2024-07/31/2024 | Nielsen Global Completed

Functional Beverages: Brand |

Uplift

386 ¥ 4157

Stores -431%

06/01/2023-06/30/2023 | Nielsen Global Completed

@ Functional Beverages: Brand A

Uplift

59 4

Stores 0.27%

$60.65K
12/01/2023-12/31/2023 | Niisen Giobal Compieted

Functional Beverages: Brand D
Uplift

4+ ¢32.01K

Stores 4.70%

12/04/2023-12/31/2023 | Nielsen Global Completed

Functional Beverages: Brand G

Uplift

10l ¥ 4.2.50M

Stores -15.95%

06/01/2024-07/31/2024 | Niglsen Global Compisted

Functional Beverages: Brand J

Uplift

59 4+ $60.65K

Stores 0.27%

12/01/2023-12/31/2023 | Nielsen Global Completed

Evaluate Past Event

@ Functional Beverages: Brand B

Uplift

655 | 4

Stores 2.04%

$21.96K

09/30/2024-10/27/2024 | Nielsen Global Completed

Functional Beverages: Brand E
Uplift

80 ‘2"% $119.42

Stores

03/02/2023-03/20/2023 | Nielsen Global Completed

Functional Beverages: Brand H

Uplift

173 4+ $17.53

Stores 0.75%
12/01/2023-12/31/2023 | Nielsen Global Completed

Functional Beverages: Brand K

Uplift

203 @, $21.67K

Stores

08/01/2023-06/30/2023 | Nielsen Global Completed
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Building localized execution at shelf is critical to success; however there are headwinds

...................................................
“““““
S ‘e

K
o
o

Ongoing Pressures *

N I Q Source: FMI “The Evolving Grocery Experience” Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved. 20



Proving the ROl of a recommended
action, with confidence and clarity

How are NIQ I
clients leveraging &
assortment -
insights to win . i
with customers? |

Speaking to an array of customer
needs, while simultaneously
promoting precise solutions
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From strategy... |

|

!

: ’1(
4 | audf "’

Where to
play

Item Portfolio

incrementality optimization

Retail
opportunity

store-level
recommendations

Develop
category-first
narratives

Leverage

the latest accuracy
data

Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved.
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Move beyond just looking at velocity to measuring incrementality
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1
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! - S—— —— |
- | e e ] 3
_ | === = 1l
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Relying On Velocity Rankings Could Put Your Portfolio At Risk
Incrementality helps uncover opportunities to protect and expand distribution

i i : : ing ic: '
Ranking Metric: Velocity Ranking ($ / MMM ACV) Ranking Metric: NIQ Assortment Incrementality

Manufacturer: Emerging Brand in Candy Category

Manufacturer: Emerging Brand in Candy Category

Retailer: Target Retailer: Target

} (27% of MFR volume By incorporating
incrementality you can:

1 item

— Prove the incremental value that your
products contribute to the category

Protect slower turning niche products
by proving their incrementality
contribution

1)
L (43% of MFR volume) Uncover opportunities to target
13 items competitive fast turning products that
are cannibalistic to the set

NIQ 24



Market level
Assortment is a
lead-in to Store
Assortment

Channel and Banner Strategy
should inform the way
Manufacturers Plan for
Clusters and Stores

Channel
Planning

Banner
Planning

Cluster
Planning

Store
Planning

Shelf Architect

Store
Assortment

25



Assortment

LU
L
-
L
N
=
14
o
14
o

tion

imiza
made easy

opt

Enhance your
assortment and
space management

Q
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Shift from selling recommendations to shaping category decisions unique to each store
Insights and recommendations that reflect how each store truly operates, not market averages

NIQ’s Approach to Store Level Provides:

22 Shelf Architect

 Localized Recommendations for ALL Stores

« Executability driven by...
Welcome to Shelf Architect

Explore Market level for insights and opportunities or dive into the Store level for
localized and executable recommendations.

- Clustered Competitive Sets
- Account-Specific Category Definitions

- Configurable Recommendation Weights

. ) . Market level Store level é
- Dynamic Rule & Guardrail Creation

Identify Marke men Receive tailored Assortment:
recommendations at the store level that

- Comprehensive Exception Reporting e ocalzecmerch g ans

Open >

« Store-Specific Forecasting
« POG Automation Compatibility
 Trusted models underlying Recommendation

+ Streamlined Set-up Process

NIQ 27



Store Level Assortment helps to identify local needs that could be overlooked at Retailer Level
Meijer Optimization Comparison — Market Level vs Store Level

Meijer Store: 184715746
Royal Oak, Mi

Meijer Store: 804800841
Cleveland, OH

Meijer Store: 1152392083
Clarkston, Ml

Market Level Recommendation

Expand Brand 1

Decrease Brand 2

Decrease Brand 3

Decrease Brand 2

Expand Brand 4

/OCOOO

Decrease Brand 5

Store Level Recommendation

Expand Brand 2

Decrease Brand 1

Expand Brand 2

Decrease Brand 3

Maintain Brand 5

/

/OCOOOC

Decrease Brand 4

/

By using Store Level Optimizations these 3 stores improve

MFR X sales by 19% on average per store

NIQ

28



Where does
market-level
decision
making break
down?

\ = Sl
. . . 9 ‘ ‘
: “"x
\\

r-ﬁ Stores that “look ! Teams lack a clear Assortments

similar” serve very way to prioritize worked in theory
different which stores matter but
shoppers most underperformed

locally .

'

-

. |
a &

1 l
L Ultimately, market-level decisions mask
store-level opportunity

Cd

]



How can localization fuel
your next phase of growth?

Precision Solutions

Store Level Assortment



Let us help you operationalize Localization

From opportunity identification to shelf execution

-

Precision Solutions

* |dentify high-value store clusters based
on demand, shoppers, and
performance

« Rank stores by true growth potential,
not just size or sales

 Create a shared view of priority
locations across insights, sales, and
category teams

o

~

-

Store Level Assortment

* Translate insights into store-specific
assortments

 Balance retailer constraints with
manufacturer growth goals

* Deliver shelf-ready, planogram-compatible
outputs

\_

)

NIQ
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Companies that shift to localized execution can
expect 3:1 improvement from:

¢ & D

Marketing Trade-spend Speed to
efficiency effectiveness activation




/

“The first one to hyper
localize wins”

\




For more on localization....

Join our upcoming webinar

Not all Markets Snack Alike:
Find Your Next Local Growth
Opportunity

September 9 at 1:30 pm Eastern

Scan to register

NIQ



Thank You

Questions about
localization?

Contact us!

NIQ

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