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Amazon drives retail growth today
Amazon is the primary beneficiary of ongoing channel shifts

Sales performance by Channel L52 Weeks

Channel Value Share

.Grocery Store 27.1% -1.0%
.Mass-Merch 21.9% -0.2%

25%
.Amazon 20.0% +1.8%

Warehouse Club 10.2% Flat 20%
.Convenience/Gas 3.5% -0.1% 15%
.Dollar Store 3.4% Flat

10%
.Home Improvement 3.1% -0.1%
.Department Store 2.3% +0.1% 5%
.Drug Store 21% -0.2% 0%
.Remaining Outlets 1.6% -0.2%
.Beauty Supply 1.5% 0.1% %
.Pet Store 1.2% -0.1% -10%
.Coop/Farm/Feed 0.9% Flat 5%
.Liquor Store 0.7% -0.1%
.Military Stores 0.3% Flat -20%

-10%

Value and Units Performance vs YA
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1P vs. 3P Sales Share

® Amazon 1P ® Amazon 3P

If you aren't measuring 3P, you're
missing the majority of Amazon

NIQ

Amazon is a majority 3P platform
3P growth is outpacing 1P across nearly every major department

Amazon Sales Performance by Department
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What is Amazon 3P?

Amazon's third-party marketplace is critical to driving its overall commerce business

The Amazon Flywheel
Lower Cost ~ Lower
Structure Prices
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Selection
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More G th Shopper
Sellers UORY .
Experience

More Traffic

Third-party sellers are a key component
of Amazon’s business model

Amazon 1P (Vendor Central)

« Amazon purchases inventory wholesale from the brand and resells it
directly to consumers.

« Amazon controls retail pricing and inventory replenishment,

» Brand sells products to Amazon via purchase orders (POs).

« Brand and Amazon negotiate vendor terms through process called Annual
Vendor Negotiations (AVNSs).

Amazon 3P (Seller Central)

« Brand sells directly to consumers through Amazon's marketplace; Amazon
takes a commission on every sale (% dependent on category).

» Brand retains control over pricing, promotions, assortment, and inventory
levels.

» Greater operational responsibility, including inventory management,
content, advertising, and customer service (unless using Fulfillment by
Amazon - FBA).

* Products appear as "Sold by [Seller Name]" (and may be shipped by
Amazon if using FBA).
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For brands, selecting the optimal Amazon operating model requires tradeoffs across
economics, operations, and retail relationships
The benefits of a hybrid strategy often come at the expense of increased organizational complexity and potential friction with

Amazon retail teams

1P (Vendor Central) 3P (Seller Central) Hybrid Model (Selling both 1P and 3P)

Margin Structure

Pricing Control
Cash Flow

Inventory Risk

Wholesale economics; Amazon captures retail
margin

Amazon sets retail price
Typically 60-90 day payment terms

Amazon owns inventory after purchase

Brand captures retail margin less marketplace/FBA
fees

Brand controls retail pricing and promotions
Approximately 14-day payment cycle

Brand owns inventory risk

Optimize economics by ASIN (SKU)

Selective control of pricing across portfolio
Blended payment cycle

Shared depending on assortment strategy

Operational Complexity

Inventory Control

Large Promotions & Events

Operations

Prime Eligibility

New Product Launches

Lowest

Amazon determines PO quantities and replenishment

Amazon may under-order ahead of major events

Automatic Prime eligibility

Amazon may notinitially order inventory or may order
conservatively

Highest
Brand controls inventory levels and replenishment

Brand can preload inventory and support promo
demand directly

Requires FBA or Seller Fulfilled Prime certification

Launch immediately with brand-funded inventory

Highest overall due to channel coordination

Reduces stockout risk while maintaining retail
presence

3P serves as a safety valve when demand exceeds
Amazon forecasts

Prime coverage achievable across both models

Launchin 3P, migrate to 1P as demand is proven

Access Requirements

Vendor Negotiations

Advertising & Retail Programs

Invite-only
Subject to annual trade-term negotiations

Strongest access to Amazon retail ecosystem and
vendor programs

Open to nearly all brands

No vendor negotiations

Strong ad access

Requires capabilitiesin both

Reduced dependence on Amazon negotiations
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The influence of Amazon 3P in Health & Beauty

Total Amazon 3P
Health & Beauty

2 O % Of a” Total Amazon $47 Billion

Health & Beauty

Health & BeaUty $71 Billion
Total Omni

purchases are Health & Beauty
made on $233 Billion

Amazon 3P
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Amazon 3P drives the majority of Amazon sales across several key HBC categories
3P is also growing faster than 1P across many key categories

HBC Super Categories, Amazon L52 Week Share of Sales, 3P vs. 1P
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37%
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Grooming Care)
HBC Super Categories, Amazon L52 Week Sales Growth, 3P vs. 1P
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Amazon 3P generally remains price-competitive with Amazon 1P and store-based channels on

an equivalized basis
For brands it is important to understand pricing dynamics of 3P versus 1P and store-based channels

Super Category Avg. EQ Price - L52 Weeks
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3P now plays an important role in the eCom distribution evolution for many brands

Many brands follow a common eCommerce evolution: DTC — Amazon 3P — Amazon 1P

Anonymous Beauty Brand — Monthly eCom $ Sales, DTC and Amazon
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Amazon 3P often serves as the first point of emergence for new trends and innovation

Whether evaluating high level segment trends within a category, or diving deep on a particular trending ingredient, Amazon 3P is
where much of the innovation appears first

Basic Shampoo Segments - L52 Week Amazon Sales Growth 3P vs.
1P

m 3P Growth

2 1P Growth

Amazon $ Sales

—3P —1P

Basic Shampoo w/ Rosemary Ingredient Claim - Monthly
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Unable to track emerging brands or innovation from competition

. Blind to exclusive Amazon 3P competitors

. Unable spot emerging trends (e.g., ingredients, styles, etc.)

The risk of not tracking
Amazon 1P and 3P

=

‘ Unable to tell a complete story about growth drivers on Amazon

No Total Amazon perspective to bring to other retailer partners
(e.g., Walmart, Target, etc.)

- ...And risk losing share or missing out on growth opportunities

NIQ 1



Don 2 T ri S k getting In today’s fast-paced beauty

market, the price of incomplete

leﬁ behind measurement is high

Fail to anticipate; slow to react to new trends
Fall behind competitors with deeper eCommerce insights

Underestimate fast-growing competitors and emerging retailers

Misallocate investiments; lose share in highest-growth areas
Aligned to unstable, untrustworthy data




What if you could...

Fill the gap in your Health & Beauty Care understanding on Amazon, by expanding your 1P & 3P visibility

BE
um
EBx0
View Amazon 1P & 3P Align ASINs to UPCs, Unlock Sales, Share, View customized
data alongside unlocking full NIQ Price, and Temporary Amazon reports
brick-and-mortar data product attribution for Price Reduction for aligned to how you
for a total view of the Amazon 1P & 3P Amazon 1P & 3P receive your data today

Health & BeaUty Care i.e., Product size, Scent, Reusability,
ind UStry Organic Claim, Application Method

...NOW you can, only with NIQ.

NIQ 13




Thank you!
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