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Pillars of Al-Powered Transformation of Commerce

Hyper-
Personalized
Ecosystem
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Path to
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NIQ

Al is disrupting
your world.

2 o
o O

Soon, it will
underpin every
decision in )
commerce.
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Consumer has become fluid across intents and touchpoints... NIQ

3 Al
5 agents } ' _
' live |

Q) commerce }w

Focus on consumer 7 =~ —
moments & Slgnals ; \y,/{ @ fulfillment}v----*--~>-~-'--
not channels
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Al Is Becoming the Connective Tissue for Commerce NIQ

+ Al Assistant ® Online

.

+
' a ¢ Your shopping copilot
‘0 l 7 What's a good natural makeup
z ' ‘ ﬁ . ® ‘ compact for everyday use?
-.\\ ..... /_,-” i "'/:
R AN T AN i Here are top picks based on
Demand signals from behavior. v AI Real-time intent and timing to z::r;r;:erences, reviews,
search and prefences. s« & . : match the moment
e 4 . S 7
\ . COMMERCE g 3 S e e e N J / ; Natural Powder Compact
= « INTELLIGENCE il $24.00
" _— \ *kkkk 48 (12K)

o
----- 1 Lightweight, buildable coverage
% ) with a natural finish.

! . ° - |

2 A Clean For All Cruelty
LN 4 l O Ingredients ‘% Skin Types 23 Free
Y %) () () (a4
[

Is it suitable for sensitive skin?

| . N p— ’ B EST.DELIVERY

~© Reviews Social Content Trends
Location, channels and availability L Recommendations, social —
across every touchpoint _ _ proof, content and trends y
Speed expectations and fulfillment that tip the scale AskamAtig..

that meet (or exceed) them

;k/?i Connected insights @ Smarter experiences /ﬂﬁ Faster fulfilment that More loyalty that
n

from every signal at every moment delights compounds
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From Search to Purchase Delegation: Agentic Al is transforming shopping behaviour

[
PC ERA

4

Q

SEARCH
PARADIGM

» PageRank
» Keyword matching
p Static pages

PPC advertising
Search marketing

1990s-2010

L ———

\

2.\ AGENTIC WORKFLOWS

e-a
S

The focus has shifted from generative
Al that simply answers questions to Al
that acts as a digital co-worker, taking
action across tools.

e —

( MOBILE ERA

/

J

RECOMMENDATION
PARADIGM

» Recommender systems
emerging since the 1990s

» Behavioral analysis

» Personalization

Feed advertising
Attention economy

2010-2025

——

AGENTIC ERA

ACTION
PARADIGM
@ Multi-agent systems

@ Al orchestration
@ Agent protocols

Agent attention
Service competition

2025 ONWARD

Agentic Era: from "support" to "execution"

\ AUTONOMOUS TASKS

human intervention

Al is now capable of planning and
executing multi-step tasks, such as
creating a website, running ads, and
analyzing data, without constant

———————

\

2

| @) chatePT

Q Help me find custom ceremic travel mug .

Q ?earch . W
O f\nal'yze <
Evaluatng options for quainty, price & revieas
@ Compare Opl?ons A ) o

@ Summarize Insights

-7 ake Action /

THE CREATIVE LOOP

Tools are converging, allowing users to
move from ideation to output in a single
interface (e.g., using Al to handle
research, design, and coding).

e
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A new way people discover and decide

From keywords to
conversations A @

e ——

— Search Engine Optlm“Zailon e S — G.. eraﬁve Engine Optimization —

Step 1 Search with a keyword Step 2 Choose from search results Step 1 Ask an initial Step 2 Ask follow-up Step 3 Get curated
== SR & R ' St question questions recommendations
/
@
{ j { [ol=——- MI { ¢ ’ { ﬁ
© a=m . l l

n " Pl S o -
Share of Choose from Rankings Brands- €ompete ' * Share f  Answer follow-up Al selects & Brands become
Search search results  drive visibilty for position Conversat\On - questlons recommends trusted sources

4 New Metrics for a New Era R

Today Tomorrow Future/The next
ﬁ |”'l . ﬁ @
W II Share of Shelf Share of Conversation _ Share of Trust
Share of Search - Share of Recommendation S~

. J
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How towinin a
world where AI
changes
everything?

NIQ



For Brands & Retailers:

The goals are the same.
The opportunity has skyrocketed.

Drive revenue Create efficiency

Accelerate decisions, grow faster Shorten cycles, expand capacity
$1.5 trillion
u u
$4 trillion | s
98%
Global B2C revenue could be orchestrated by 24%

Al agents by 2030

Transform
Relevant workflows and value

projected global corporate Al spending in 2026

allocation to Al by retail and CPG companies in 2025

enterprise ClOs reporting increased board
pressure to demonstrate measurable ROI

acknowledge their roles are at risk if Al does not
deliver business gains within two years

© 2026 Nielsen Consumer LLC. All Rights Reserved. 12



We have
the IP to fuel
your Al experience
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The data layer

The breadth and depth of NIQ data cannot
be recreated by Al

Store Content & Datasets Consumer Content & Datasets

Retail measurement across the global commerce footprint Who buys what, and why - projected to population truth

countries retailers spend covered  records / week

B NiQ

panelists countries

DATA FACTORY

Rich Product Content Additional Attribution

Product reference data, normalized and — Specialized datasets for innovation, pricing,
enriched at scale \ incrementality, digital shelf & others

product items total attributes products reviews countries

© 2026 Nielsen Consumer LLC. All Rights Reserved.



The context layer

Harmonization and integration

Only 7% of enterprises say their data is completely ready for Al-adoption

3,600+ retailers

28,000 Al models

NIQ makes it match
and unifies it into a
single picture.

+80% of items auto-coded

13 languages

| 90+ countries
177,000,000 products

Every week.

Harvard Business Review Analytic Services Study with Cloudera, March 2026

2026 Nielsen Consumer LLC. All Rights Reserved. 15



The semantic layer

Creating a shared language
between data and LLMs

Imagine a user types a question asking about “breakfast
cereal.”

O

Right now, if the word “breakfast” isn’t directly in the product sandwich
name, Al cannot pull the right products that fall under
“breakfast cereal.”

A semantic layer encodes core definitions and mappings of Q
adjacent and related terms, essentially giving the Al a Ak facy
translation guide between natural language and the data. Q

cereal

O

milk

<::> flour
butter <::>

jam

eggs

O

bread

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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The semantic layer

NIQ has built a semantic layer tuned to the
industry

Applications can access taxonomy, metadata, and data model in a single catalog without reference to human SMEs for
interpreting end-user natural language questions into executable queries

Digital Shelf &

&> Client Agent
Discover & API & Activate
Content & Semantic |
. &P Ask Arthur
Omnichannel 8 Layer |
Consumer 8 MCP lilieny
" External 8 @ Digital Shelf

External &

© 2026 Nielsen Consumer LLC. All Rights Reserved. 17



The semantic layer

Al alone is not enough. NIQ Data remains essential.

Al analysis

Prego occupies the premium mainstream tier — priced above private
label but below ultra-premium brands like Rao's. Owned by Campbell's,
the brand has implemented multiple rounds of price increases since
2022, prioritizing revenue growth over unit volume. Standard 24 oz jar
retails at $3.00-54.50 depending on retailer and region.

Ultra-Premium (Rao's, Victoria)
Prego
Mid-Tier (Classico, Bertolli)

Private Label / Value

Al analysis

Prego at $3.10 sits 11% below the category average ($3.49). It's not cheap
enough to compete with Hunt's ($1.55) on value...and not premium
enough to compete with Rao's ($6.75) on quality perception.

Rao's commands a 2.2x price premium over Prego — and is growing
faster. Both brands are owned by Campbell's, creating an internal
portfolio tension

Hunt's

Barilla

Ragu

Prego

Cat. Avg
Newman's Own
Rao’'s

Bertolli

© 2026 Nielsen Consumer LLC. All Rights Reserved. 18



Al is disrupting your world...

Retailers

q_
s| P
=_
(7]
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NIQ
Only NIQ delivers

the IP and infrastructure to fuel your Al journey!

(o I+ ]
Retailers

<> Optiq Br ridge

CARSNCE ™ NIQ Dlgltﬁ N

NIQ Price & Promo Optjmizer
with Analytics Al

NIQ BASES Al Product Developer

“Opliq

0

Brands







NIQ Solutions

We'’ve built Al applications to transform

your workflows

Everyday insights Growth Strategy

Right insight, right moment Accessible, dynamic, engaging

Al Chat for Segmentation

m Optiq Bridge Panel Survey Modernization

Price & Promotion Digital Shelf
Sharper pricing, real-time promotion No purchase missed on digital
platforms

Price & Promo Optimizer with Analytics Al
Search Optimizer = Content Advisor

Shelf Architect + Precision Areas

Brand & Media

Breakthrough measurement powered by
agentic Al, smarter continuous
optimization, stronger ROI/ROAS

Cadence Audience & Personalization
S —

Innovation & Renovation

More winning innovations, faster to
market

Al Product Developer

© 2026 Nielsen Consumer LLC. All Rights Reserved. 22



Everyday insights

NIQ : Frictionless access to NIQ data NIQ

Optiq enables faster decisions, more efficient data access, and greater flexibility to build with NIQ data

Chat + Mobile

Answers inside the NIQ
experience

Ask questions, explore
insights, and act on trusted
NIQ intelligence in Discover
and on the go.

Broader access to NIQ
intelligence across commercial,
insights, and leadership teams

——

Bridge

Live NIQ data in your preferred
LLM

Connect NIQ data with Al tools, 3
parties, and into environments your
teams already use

Continuously current data, faster
workflows, and governed access without
replacing existing channels

f

Al usage rights

Freedom to build and experiment

Use licensed NIQ data in Al-enabled
workflows, analytics, automation, and
internal applications

More clarity, more flexibility, and fewer
gray areas around Al usage

© 2026 Nielsen Consumer LLC. All Rights Reserved. 23



OPTIQ MOBILE

Access on the go

Mobile access to Optiq insights on your smartphone

All of Optig’s chat capabilities included
Tied to your entitlements and views of the world

Connected to your account for cross-screen efficiency

Everyday insights

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Everyday insights

NIQ

OPTIQ BRIDGE

Bridge: live NIQ data in Al tools

NIQ as an official connector to leading frontier model platforms

NIQ data Claude —[ ChatGPT H Gemini H Copilot }
—ee—————
Right data Right time Efficiency :‘:grk RUSEShie

Quality NIQ data through a single
connection.

Live connection with automatic
updates and restatement
handling.

g

Replace manual pulls with
governed, Al-powered workflows.

Trusted NIQ intelligence inside
daily tools.

— —*———-—— —_ —_— - SR~

Bridge adds a new access path. It does not remove existing ways to access NIQ data.
S = —

© 2026 Nielsen Consumer LLC. All Rights Reserved. 25



NIQ

"
N

NIQ

Optiqg Bridge

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

NIQ Intelligence in
Your Workflow

The bridge between

NIQ Intelligence and the world's
leading Al platforms.
Seamlessly access trusted
insights, visualizations, and
presentations without leaving
your workflow.

Claude

Microsoft Copilot
ChatGPT

Gemini

Everyday insights

DEMO

¥ Afternoon, Tim

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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NIQ Solutions

We'’ve built Al applications to transform
your workflows

Everyday insights

Right insight, right moment

Optiq Optig Bridge

Price & Promotion

Sharper pricing, real-time promotion
Price & Promo Optimizer with Analytics Al

Shelf Architect + Precision Areas

Growth Strategy
Accessible, dynamic, engaging
Al Chat for Segmentation

Panel Survey Modernization

Digital Shelf

No purchase missed on digital

platforms

Search Optimizer | Content Advisor

Brand & Media

Breakthrough measurement powered by
agentic Al, smarter continuous
optimization, stronger ROI/ROAS

Cadence Audience & Personalization

Innovation & Renovation

More winning innovations, faster to
market

Al Product Developer

© 2026 Nielsen Consumer LLC. All Rights Reserved. 28



In the Age of Al, Digital Shelf Execution Determines Who Wins NIQ

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

Es)

20\

Q@ meive

Not only enough to understand agent LLMs but brands need to be extremely

Decision good at Digital Shelf execution to win

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



Digital Shelf with Al in ACTION

& Out of stock

Product Categories/Brands List of products Retailers Periods

C‘,) NATIONAL VIEW

My out of stock rate @ My out of stock products @

13.6% -2.6\ 55.5 164N

B View list B View list

Key facts

My out of stock rate decreased this period, mainly due to these
retailers.

Drmax CZ

At these top retailers, my rate decreased the most in these categories
and/or sub- categories and segments.

My products with increasing OOS o
46.8

B View list

cz CZECHREPUBLIC v ® Q ®

My products with decreasing O0S o

17

B View list

Rohlik

© 2026 Nielsen Consumer LLC. All Rights Reserved.




NIQ Solutions

We'’ve built Al applications to transform
your workflows

Everyday insights

Right insight, right moment

Optiq Optig Bridge

Price & Promaotion
Sharper pricing, real-time promotion

Price & Promo Optimizer with Analytics Al

Shelf Architect + Precision Areas

Growth Strategy
Accessible, dynamic, engaging
Al Chat for Segmentation

Panel Survey Modernization

Digital Shelf

No purchase missed on digital
platforms

Search Optimizer = Content Advisor

Brand & Media

Breakthrough measurement powered by
agentic Al, smarter continuous
optimization, stronger ROI/ROAS

Cadence Audience & Personalization

Innovation & Renovation

More winning innovations, faster to
market

Al Product Developer

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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From strategy to tactics, Price & Promo Optimizer with NIQ
Analytics Al provides a holistic approach to profitable growth

Where to play How to win What to action

@@ Portfolio Strategy

, Price and Promo
@k development

learning and insights

» Optimize brand pricing

» Define competitive price points

» Assess pricing structure across pack
types

Promo evaluation and
trade optimization

» Assess current trade terms
» Set PPG list prices
* Plan retailer-specific execution

Estimate Price Promoted Group (PPG)
growth potential

Identify mix improvement

Define action plan for mix shift
Structure pack type pricing strategy

Customer account
planning

» Align RGM strategies to key customer
objectives

» Customize trade terms

* Tailor pricing and mix to retailer
dynamics

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 32




The three pillars of Al across Price & Promo Optimizer
Al is integrated across every stage of the process

Smarter Models Connected Data Intuitive Software

~ NIQData
‘Ui lake SRS

N I Q © 2026 Nielsen Consumer LLC. All Rights Reserved. 33




NIQ Solutions

We'’ve built Al applications to transform
your workflows

Everyday insights

Right insight, right moment

Optiq Optig Bridge

Price & Promotion
Sharper pricing, real-time promotion

Price & Promo Optimizer with Analytics Al

Shelf Architect + Precision Areas

Growth Strategy
Accessible, dynamic, engaging
Al Chat for Segmentation

Panel Survey Modernization

Digital Shelf

No purchase missed on digital
platforms

Search Optimizer = Content Advisor

Brand & Media

Breakthrough measurement powered by

agentic Al, smarter continuous
optimization, stronger ROI/ROAS

Audience & Personalization

Innovation & Renovation

More winning innovations, faster to
market

Al Product Developer

© 2026 Nielsen Consumer LLC. All Rights Reserved. 34



Marketing doesn't need another tool.

It needs

CADENCE.

The rhythm of better decisions.

NIQ

NIQ

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Cadence

Compound Al: four layers,
jointly optimized.

Data Knowledge
Connected, synced, Institutional memory and

harmonized continuously domain context every
across every source. component reads from.
Modeling Agents
Fit-for-purpose statistical lg' Autonomous
models, calibrated and orchestration that ties the
benchmarked. loop together and acts.

INSIDE Cadence

19+ specialist agents.
250+ tools.
One conductor.

NIQ

Complexity behind the scenes. Clarity at every decision.

© 2026 Nielsen Consumer LLC. All Rights Reserve
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WHAT CADENCE PRODUCES

The Full View™,

Every business driver — marketing and non-marketing — connected in one measurement frame.

WHY IT MATTERS
Marketing rarely fails alone. What changes when Cadence runs.

The Full View ™ reveals what actually moved the business —

grounded in NIQ's world-class global data assets.
10 25-40% 60-80%

Pricing Promotions Media Faster time to insight Improvement in ROAS Lower cost-to-measure
SpOI‘ISOI‘Ship Brand Sales Quarterly model refresh — Continuous reallocation Replace 5-15 measurement
weekly recalibration. across channels and geos. tools with one OS.
Supply Chain Financial Macroeconomic

Optimize ROI across channels, geographies, and time — from one frame.

THE FULL VIEW™

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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One platform. Six connected systems.

THE E2E AGENTIC OPERATING SYSTEM

A dynamically choreographed socio-technical system for marketing ROL.

1]l @ & i 32 $

MyCadence CadenceOS Cadencel(Q Cadencel O CadenceAl Cadence KM
Your Command Center. Bl that never sleeps. Purpose-built Intelligence. Production Systems Go. Al @ your Fingertips. Your collective brain.
projects, reports, strategy Signals - Outcomes - Portfolio, Commerce, connect, sync, model, agents, MCPs, knowledge Insights, Playbooks, Academy,
tools, team collaboration. optimization -> activation. Content, and beyond. metadata, and data-out. graphs and governance. and shared knowledge.

Continuously running, always learning. Where data, intelligence, agents, knowledge and people move in rhythm.

-

ROl Intelligence | Faster - Deeper - Cheaper

Yira
A @ | © 2026 Nielsen Consumer LLC. All Rights Reserved. 38
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Usage and adoption

NIQ partners with leaders across the
industry to integrate our assets

NIQ Global, omnichannel, proprietary data Al-ready data and industry expertise

Orchestration i Google Al B¢ Microsoft

Distribution/Application ANTHROP\C i Google Al @OpenAI

Al infrastructure @ B® Microsoft
databricks

Proprietary semantic data and industry expertise foundational to Al value creation ] |Q

Granular, unified, and harmonized data Permissioned and governed data

© 2026 Nielsen Consumer LLC. All Rights Reserve
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The price of light is less than
the cost of darkness.

&

-Arthur C.Nielsen

NielsenlQ
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Navigating the Future of E-Commerce
in EEMAI
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Global FMCG
value growth
stepped down to

+2.1% in MAT
Q2’26

FMCG Market Dynamics

MAT YA MATTY Q3 2024 Q42024 Q12025 Q22025 Q32025 Q42025 Q12026 Q2 2026

2.8% 2.9% 2.6%

2.4°/o 2.5% 2.1 % 2.5% 2_2%

1.7%

(-0.4% | —p-—-—.

%Price growth = %\/olume growth —e—%Value growth

Pace of FMCG value growth stepped down globally in Q2°26,
due to volume decline.

Source: NielsenlQ data up to Q2 2026
Notes: AR,BR, MX, CR, PE,EC,CO not included; Morocco and Egypt included from QBN Q3 22 release; data includes Oman, Qatar and Kuwait from Q4 23 release (monthly categories only); including Algeria from Q1'24
release; Russia is no longer included in QBN reports from QBN Q2'24; CL not included from Q2'25.
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E-Commerce is

the fastest growing
channel,
increasing +14.9

in the MAT Q2’26

Global FMCG channel value performance

%Growth MAT TY vs MAT YA and quarterly %growth

Supermarkets

Convenience

Drug

Traditional Trade

Discounters

eCommerce

Channel Definitions
Convenience: DFV, Kiosk, Gas Stations
Drug: Perfumery, Pharmacy

Source! : NielsenlQ RMS FMCG data up to Q2 2026
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Ecommerce remains a key growth engine across regions

%Growth MAT TY vs MAT YA

1.02% North America

Grocery 1 1.1%
Convenience -1.0% |
Drug -4.3%

Discounters B 45%
{eCommerce ____ NEN7.0%!
Cash & Carry B 3.1%

5.6% Latin America
Grocery B 5.7%
Drug B 5.5%
Traditional Trade B 3%
On Premise  -0.1% |

Source: NielsenlQ RMS FMCG data up to Q2 2026

Grocery B 2.5%
Convenience § 09%
Drug B 37%
Traditional Trade -3.55l
Discounters B 16%
 eCommerce . | B,

14.6 % widdie East & Africa

Grocery
Convenience
Drug

Traditional Trade

______________________________________________

On Premise

Bl 13.8%
M 7.1%
B 4.7%
l 12.1%

4.4 % Eastern Europe

Grocery
Convenience
Drug

Traditional Trade
Discounters

-0.3%

B 5.4%

B s.2%

1.12% Asia Pacific & China

Grocery -0.6%|
Convenience
Drug

Traditional Trade -2.0%

Discounters

1 2.1%
B 3.4%

I 5057 | -oscounters M 4.8%

On Premise

B 10.1%

NIQ
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internet users who buy something online each week.
Weekly online purchases (%)

Tiirkiye, India and

= e
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NIQ

Source: We Are Social Digital Oct'2025



Whereas, Tirkiye, KSA, India and UAE rank in Top 10 countries, in terms of
the percentage of internet users who buy groceries online each week

Weekly online grocery purchases (%)
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EEMEA Countries Account for All Top Growing E-Com Markets Globally

Top Performing Bottom Performing
Value Growth, % (MAT Q2’26 vs LY) Value Growth, % (MAT Q2’26 vs LY)

: - 0
South Korea 1.9%
Netherlands - 4.0%
Belgium I 6.7%
France I 6.7%
0
uae [ 26.4% Sweden I 7%
Czechia _ 21.8% Slovenia _ 7.6%

Source: NielsenlQ RMS FMCG data up to Q2 2026
Note: Jordan and Greece (4 retailers) eCommerce inclusion, China Ecommerce product enhancement and inclusion of Ecommerce pure players in KSA and UAE from Q1'25 edition; E-com expanded from 9 to 12 retailers in CZ, incl. additional categories UA and 2 new retailers in GR from Q1°26. ECommerce including Latvia and Lithuania
from Q2'26 edition.
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EEMEA Ecommerce FMCG Market Country Growth Rates

Ecom growth has been consistently double digit across EEMEA and in most of the cases growing x3-x4 times more than country average

Ecom Total Country
Value Growth, % (MAT Q2’26 vs. LY) Value Growth, % (MAT Q2’26 vs. LY)

+62.0%

+56.7%

+26.4%
+21.8%

+16.4% +16.6%

+14.1%

o
5.8% 3.99,

-1.0%
Turkiye Egypt India UAE KSA Greece Romania Hungary Czechia

Source: NielsenlQ RMS FMCG data

NIQ 48



E-Commerce Value Share in Total FMCG by Country — YTD Q2’2026

Share of Online in Total FMCG value sales (%)

i 14% | 9% 7% 3% [2% | %2
24 /o UAE Turkiye | KSA Czechia | India Poland | Egypt Romania | Hungary
USA 16% metros
8%

Chile
F e
3% “'. o ;
Mexico 5 ""'J
h @ . ,
Argentina
2% “
Brazil
w
13%
Columbia Australia

43%

China

42%
South Korea

9%

Japan

UK

14%

France

10%

Germany

7%

Spain

NIQ
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E-Commerce Shares in EEMEA

259% 44%
Small Home
Appliances

Source: NielsenlQ Retail & E-CommefCe Panels (India excluded)

- .\
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UAE and Tiirkiye are progressing fast forward towards Phase 3

Africa

Lata}'n ">

Eg){pt Czechia

o 9.
@

Greece

KSA

E.Europe .

UAE

WEU

|
|
|
| ‘ Japan
|

c————

R

South
Korea

China

Phase 1: Low eComm <2% Phase 2: Mid eComm 2%-10%

Infrastructure,
(Internet, Payment,
Logistics)

e~

Profitability, How to do
differentiation

‘o |

Phase 3: High eComm 10% - 40%
How to provide Omni-channel
experience

\ 4

Phase 4: Dominant eComm share 40%+
Full Integration between Online and Offline
— Omni. How to get Loyalty

How to increase Time & Wallet share

u
o= All products,

ExE services

NIQ
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E-Commerce Share Reached Above Average Levels for Non-Food Categories

E-Commerce* value share % MAT Q2’2026 vs LY
UAE (14%) TURKIYE (9%) KSA (8%) INDIA (15%**)
Ecom Weight .
I; 3 BABY CARE - 30.2% PET CARE PETCARE 40.8% BABY CARE 28.5%

In ri PAPER 0 PERSONAL o C °

d USt es by PRODUCTS . 25.1% CARE - 25.1% BABY CARE . 18.5% PEEig:AL 17.8%

Market
HOME CARE 22.3% BABY CARE 19.7% PAPER 16.6%
9 /0 170 PRODUCTS HOME CARE 16.6%

EGYPT (3%) CZECHIA (6%) GREECE (4%) HUNGARY (2%) ROMANIA (2%)

PAPER PERSONAL
- 6.6% PETCARE I 10.7% HOME CARE . 4.7% PRODUCTS - 4.8% CARE I3_7%
HOME CARE . 4.3% HOME CARE I 10.4% DAIRY . 4.0% gixg . 4.0% HOME CARE I 3.5%

Source: NielsenlQ Retail & E-Commerce Panels
*within reportable categories
**India data is shown within Metros for better representation of Ecom L4L comparisons
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On the other hand, fastest growing industries are mostly Food categories as
Ecom deliveries are becoming more convenient, quick and smart

Top 3 fastest growing E-com Industries Value Change (%)

MAT Q2°2026 vs. LY

UAE (+26%) TURKIYE (+56%) KSA (+57%) INDIA (+42%)*

Top 3 Fastest AMBIENT
. SNACKING +34.3% PETCARE +63.7% FOOD +69.4% BABY CARE +74.0%
Growing
Industries in Ao | - +31.6% | TRaoNAb - +62.7% DAIRY . +66.1% SNACKING +52.7%
Ecom
FROZEN FOOD +27.3% SNACKING +59.6% BEVERAGES . +64.4% DAIRY +51.7%

EGYPT (+62%) CZECHIA (+22%) GREECE (+16%) HUNGARY (+14%) ROMANIA (+17%)

DAIRY . +73.0% AT . +27.0% SNACKING . +22.1% SNACKING . +23.6% PETCARE .27.9%
PERSONAL FROZEN
CARE . +69.4% DAIRY . +21.9% FOOD . +20.4% BEVERAGES . +20.2% SNACIKING l+24_4%

Source: NielsenlQ E-Com Panel
* India data is shown within Metros for better representation of Ecom L4L comparisons

NIQ 55




AME E-Commerce growth of below top categories has been driving higher growth

Value Growth of Online in MAT Q226 vs LY

UAE (+26%) -

ICE COFFEE
ENERGY/SPORT DRI.
COFFEE

+37.7%
+29.8%

+29.4%

CANDIES +39.39%

SALTY SNACKS
CHOCOLATE

+37.4%
+37.0%

FLOUR +45.8%

BOUILLON +42.0%

YOGHURT +41.3%

H
3
S
w
+
T
-2
3
=
<

+43.3%

HAIR COLOR
HAIR REMOVER +28.8%

sanitary NAPKIN I +26.2%
DIAPERS [ +17.5%

BABY PRODUCT [l +15.1%
INFANT FORMULAR [ll| +9.4%

INSECTICIDES

BATTERIES
DISINFECTANT

+58.0%

+33.2%
+31.3%

PERSONAL
HOME CARE BABY CARE CARE

Source: NielsenlQ RMS

TURKIYE (+56%) C* KSA (+57%)

ICE TEA
TURKISH COFFEE
ICE COFFEE

+86.0% SPORT DRINKS
CARDIALS

POWDER SOFT DRINK

+103.8%

+67.3% +99.0%

+58.7% +83.2%

INDIA (+42%)

SOFT DRINK
COFFEE
TEA

+61.8%

+51.6%
+34.6%

NOODLE +73.4% [ EGGS +145.3% ] MILK FOODS +87.8%
MUSTARD +71.5% CONTAINERED FISH +122.2% SUGAR SUBSTITUTES +79.1%
+70.7% +109.0% +52.8%
BUTTER STARCH PURE GHEE
FRAGRANCE RUBS/BALMS +136.3% HAIR DYE
+68.3% B o5 +62.6%
SKIN CARE HAIR COLORING +90-5% SKIN CREAMS
+66.8% _ +89.0% +54.5%
SHAMPOO WIPES HAIR CONDITIONER

FEEDING BOTTLE &
PACIFIER
INFANT FORMULA

BABY WIPES

92.1% BABY JUICE +66.6%

BABY BISCUIT
BABY FOOD WET

+61.6%

+26.4% +57.3%

+62.8% +134.1%

INSECTICIDES INSECTICIDES
FABRIC CONDITIONER +57.4% AR caRe I +77.9%
BLEACH +48.8% FURNITURE POLISH _ +65.1%

+50.3%

BABY OIL
BABY FOOD

+25.5%

+62.5%
SHOE POLISH

DRAIN CLEANER
GLASS CLEANERS

+49.5%
+32.6%

NIQ
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EE E-Commerce growth of below top categories has been driving higher growth

Value Growth of Online in MAT Q226 vs LY

CZECHIA (+22%)

TEA

corree [l +o05%

SPARKLING FRUIT DRI. - +39.6%

+98.2%

POPCORN POPPED +74.3%

SPREADS
CANDIES SPECIAL

+74.2%

+55.5%

RTD DINNER +113.5%

+99.7%

FOOD

FRUIT BASED DESSRT

CONTAINERED MEAT +96.0%

5
S
2
w
+
T
9
3
g
<

+109.4%

STRECTH MARK TREAT
HAIR TREATMENT
FACE WASH

+105.7%

+91.8%

DIAPERS
BABY CREAM [ +36.0%
INFANT FORMULAR [l +15.6%

INSECTICIDES TRAPS

SHOE INSOLES
LAUNDRY
ACCESSORIES

+80.4%

+68.0%

+62.4%

PERSONAL
HOME CARE BABY CARE CARE

Source: NielsenlQ RMS

Q

+117.7%

ENERGY SPORT DRINK
PRO. MILK DRINK
ICE TEA

+35.1%
+33.9%
+32.6%

CHOCOLATE BITES +61.2%

CANDIES
SNACKS

+36.0%

+30.9%

FROZEN PIZZA +57.3%

FROZEN FRUIT
PLANT BASE YOGHURT

+45.7%
+35.9%

HAIR TREATMENT +44.1%

FOOT HYGIENE
HAIR STYLING

+40.5%

+37.3%

+16.2%

BABY FOOD DRY
BABY WIPES

BABY OIL

+10.9%
I +4.7%

+43.2%

FLOOR CARE

GLOVES RUBBER
FLOOR MOP BUCKET

+40.2%
+39.2%

HUNGARY (+14%)

ROMANIA (+17%) | I

ENERGY DRINKS
KEFIR
MINERAL WATER

+66.3%

+45.1%

+35.0%

CROISSANT

TOFFEE +44.4%

RICE/OAT CAKES

+40.0%
MEAT CHILLED +57.9%
RTE DINNERS
FROZEN MEAT

+56.7%
+55.3%

+54.7%

SYTLING AIDS
VITAMINS & MINERALS
BLADES

+39.3%

+37.1%

BABY FOOD MUESLI I +12.3%
BABY CEREALS [ +10.0%
BABY FOOD PUREE Il *3:8%

+66.3%

TABLE NAPKINS
DISINFECTANT
LAUNDRY
BAKING PAPER

+55.3%
+38.6%

+69.7%

GREECE (+16%) L=

SOFT DRINK 5%
GREEK COFFEE

FILTER COFFEE

+29.1%

+22.9%

+32.2%

CANDIES

CHOCOLATE +28.3%

NUTS BUTTER +27.9%

RTE MEALS +41.2%

HALVAS
EGGS

+30.5%
+30.2%

+30.5%
SUN CARE

FOOT CARE
ELASTIC GLOVES

+29.3%

+26.9%

+21.7%

BABY DETERGENTS
INFANT MILK
BABY WIPES

+18.8%

+13.3%

+26.6%
OVEN CLEANERS

WIPES & DUSTERS
FLOOR CARE

+26.0%

+22.3%

NiIQ
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EEMEAI Omni-Shopper:
Agentic Al and beyond

NIQ



EEMEA has not only been growing faster but also having more frequent visits vs
global average to explore and discover new products online led mainly by GenZ

This is a strong indicator of conversion. AME & India leading the way while EE is catching up

General Population / GenZ

GLOBAL - Daily Adoption

13% 1 21%

shop for grocery or household items

30% / 37% a few times a week

30% / 29% a few times a month

10% / 5% never

.

(" [T

Discovered new products daily while using digital platforms to

f

Source: NIQ Consumer Outlook Guide to 2026

EEMEA - Daily Adoption AME Sfidia Tt

o o % I30% . €at;
17 /0 l 24 /0 6% /13% = .‘"ﬁi’w:
Discovered new products daily while using digital platforms to ]

shop for grocery or household items

33% / 36% a few times a week
(40% / 41% AME & India, 20% / 25% EE)

28% |/ 26% a few times a month
(26% / 22% AME & India, 33% / 35% EE)

7% | 5% never
(3% / 3% AME & India, 14% / 10% EE)

NIQ

Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved.
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Al 2> GenAl - Agentic Al is rewriting discovery and search

-

How comfortable are you with a
digital shopping platform making
product suggestions / purchase
decisions for you?

Product Suggestions

AME&I EE
58% 72% 40%
\_ J

Purchase Decisions

N\

AMES&! EE
40% 55% 20%
\_ J

J

Source: NIQ Consumer Outlook Guide to 2026

s

| fi it helpful wh il
ind it helpful when a retailer

@¢ ) suggests products to me base on
N my previous purchases or
preferences

' AMES&| EE
65% 77% 52%
B >

g

Interested in using tools Artificial
Intelligence for household
shopping in the future

AME&I
65%
/ 73%

p
5@23‘3’
/

51%
Ge

nz/62%

/ 47%

«Would you be interested in using tools (e.g. : Virtual Assitants, Smart Carts ) powered

by Artificial Intelligence (Al) to help manage your household shopping in the future?»

Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved.
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India standing out in Agentic Al Deployment Opportunity in EEMEAI
Another high opportunity country Turkiye has room to grow in last phase

A > ARG A

99 % Of Respondents
93 93 93
+15 e M\ N\ 87
pts U U/ J 4_{3
e
71 +47
—o—India 58 pts
@8- Turkiye 95 48
—o—Global 40
—<US 34 32
+15 pts +28 pts +35 pts +42 pts +47 pts
Shoppers are more like to Shoppers more likely to find Will be comfortable Would be interested in With a digital
buy if the retailer made it value in personalized with a digital shopping using tools powered by shopping platform
easy on their website / recommendations based platform making Al to help manage their making purchase
app to compare key on past purchases and product suggestions household shopping in decisions for them
product attributes preferences the future

Q Y A 1 2]

Source: NIQ Consumer Outlook Guide to 2026

Compared to
globe, shoppers
in the region
(especially in
India) show a
strongly greater
affinity for
benefiting from
Agentic Al-
driven offers
from both
retailers &
brands.

N ]
\\ | | ]

| -

- - >

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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Hundreds of options, Itis being analyzed for you Selected especially for you.
W|  it's hard to decide. (AI Your tastes, habits and preferences 2 suggestions are ready.
: are being examined

The price O
suitable produc

Popular
products were
reviewed.

&

Your budget
has been
reviewed.

X

| ' O

O Q

Your basket is ready
() cowaspers QO Yoo

Your Your likes
preferences have been
were analyzed. / matched.

|

1 So many options Al scans for you... (3) 2 personalized
Many products, unlimited choices Finding ” Weidentify the most suitable products for W recommendations for you
the right choice is difficult you from thousands of products. Al selected these products specifically
for you from hundreds of options.
60

Making the right choice is very easy

with artificial intelligence.



What is the most important reztlelgRielae slelo X1 [a[o BB o] =19 o e

Affordable/Lower Price
#1 amongst all

@ AME&I EE

28% 22% 39%

Healthier/Natural Options
#2 amongst all

i AME& EE
15% 19% 14%

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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The new expectations are driving a new reality: tale of two consumers NIQ

The consumer market is no longer organized
around a single “average” shopper.

Across generations, income groups, and markets, consumers
are increasingly switching between two mindsets:

Willing to pay more for Actively seeking savings,
products that deliver clear promotions, and private label

value alternatives

Driven by performance, Quick to trade down when
wellness, convenience, differentiation is unclear
trust, and relevance

The same consumer may trade up in one category and trade down
in another, making traditional demographic segmentation less
predictive than behavior and perceived value.

NielsenlQ | i WORLD DATA LAB 6o



Polarized consumer situation is more vocal in Middle East and Turkiye as mainstream
brands are bleeding in Ecom while India market is growing towards Premium

Affluent consumer
group is expected to
growth by +20M in

KSA Ecom Price UAE Ecom Price EGY Ecom Price TUR Ecom Price IND Ecom Price | 4 yey |ndia cities
Tier of Brands Tier of Brands Tier of Brands Tier of Brands Tier of Brands | , o/ next 10 years
(4 out of 10 from
Indja)
$$$
Premium
players
Mainstream
Value
players MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT
Q224 Q225 Q226 Q224 Q225 Q226 Q224 Q225 Q226 Q224 Q225 Q226 Q224 Q225 Q226
$
mLow mMid = High mlLow mMid = High mlLow mMid = High mlLow ®mMid =High mlLow ®mMid = High

AR
Il
A 4

N I Q Source: NIQ RMS Data Ending Jun'26 63

Low: Brands with 0-80% price index to their respective category. Mid: Brands with 80-120% price index to their respective category. High: Brands with 120+% price index to their respective category




While Eastern European markets are not yet showing this trend. As per the evolution of Ecom,
we expect those markets to polarize in next 5 years whereas Czechia leading the way

HUN Ecom Price CZE Ecom Price GRE Ecom Price ROM Ecom Price
Tier of Brands Tier of Brands Tier of Brands Tier of Brands

$$%

Premium
players

Mainstream

Value MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT MAT
players Q224 Q225 Q226 Q224 Q225 Q226 Q224 Q225 Q226 Q224 Q225 Q226

$ mlow ®mMid =High mlLow mMid = High mlLow mMid = High mlow mMid = High

- > = O

N I Q Source: NIQ RMS Data Ending Jun'26 65

Low: Brands with 0-80% price index to their respective category. Mid: Brands with 80-120% price index to their respective category. High: Brands with 120+% price index to their respective category




Here are the key actions CPG leaders can take today to shore up their
Omni/Ecom strategy in EEMEA:

1

Champion
Omnichannel
internally

Omni-Commerce is the
future growth engine of
your business by testing,
measuring, and optimizing
strategies. We expect E-
Com will continue to grow
double digit in EEMEAI
until it reaches to T&D
levels.

2

Expand your
categories scale to
broader industries

Despite Personal Care and
Home Care categories have
higher online shares today,
Food & Beverage industries
are driving the growth faster,
thanks to improved &
convenient delivery methods
and rise of Q-Com.

3

Prioritize EEMEA
Al strategy, focus
on Agentic Al

EEMEAI shoppers have a
stronger affinity&adoption
to Al and Agentic Al offers
by industry, led by India.
GenZ is the frontier to this
adoption across the region.
Set your market strategy
around Al powered search
environment and Agentic Al
offers.

4

Adopt new
commercial rule of
‘“two consumers”

The future belongs to
brands that serve both
consumer mindsets, not two
separate consumer groups.
A dual-track innovation
strategy that works on both
premiumization and value is
essential to drive both
growth and profitability.

NIQ
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INDIA COMMERCE 2026 » o o o

The Future of Commerce:

From Distribution to Agentic Commerce

How Convenience, Innovation and Al aé'e I;'\’es;haping; Shopper Decisions '

Kanaka Bhagwat
Head of Ecommerce
& Omni India

° L v - K .
o 3 - - » »
o . > - » .
o - B > . .
o . - N . .
- - . - » »
© - . = > » »
. . . . . » . »
- . - L 0 - » .
. L o - - - L -
- . - - - - L -
- e - L - - L
- . L * - .
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INDIA

India’s Digital Ecosystem is scaling rapidly, outpacing global E-commerce growth by ~2.5X

@ Global E-commerce Market (USS$ trillion) [ M IndialE-commerce Market (US$ billion)

18% cacr

0
7 /0 CAGR 12.6
s
6.7% - - 9.0
6.7
49 53 58 64
2021 2022 2023 2024 2025E 2030F 2035F

Source: eMarketer, Statista, Industry forecasts

Digital-to-Commerce Funnel

Reach (67%
Internet users penetration) 958M :
| ~65%
Oo Discove }
ry
(Y Social media users 600M :
| ~80%
] |
D Readiness 480M Y
Digital commerce users J |
| ~T1%
] |
ﬁ Actual Shoppers 374Mm| ¥
E-commerce shoppers J

.0+ 138M digitally transacting consumers

“@® remain an opportunity for deeper e-commerce adoption.

21%
67 84 102 125 151
2021 2022 2023 2024 2025E

Source: IBEF, Forbes, Industry forecasts

_--"Y a5

2030F

m ~2.5X

2035F

J India growing

faster than
global e-commerce

A
India's Digital Ecosystem at a Glance
UPI Transactions Q-commerce Dark Stores
229B 6,925+
(+33% A) Total Network
~10,000+
Tech & Durables Online
FMCG E-comm share sensor sha(e
o }
7% 28%
All India U+R )
All India U+R
.

NIQ
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4 in 5 E-commerce shoppers buy FMCG + Beauty, making it the largest contributor to online value

. Delta . .
E-commerce Shopper Penetration | , Units & Value Contri.%
Q2’26 vs. Q425

Ontheb lLE-
On the base of all E-comm (L9M) n the base of all E-comm

Unit Cont.%  Value Cont.%

FMCG + Beauty 80%

= FMCG + Beauty

Fashion & Fashion o
Accessories 50%
m Fashion & Accessories
Home & Kitchen 47% a = Others
Others 42% ® Home & Kitchen

Electronics » Electronics & Accessories
Accessories and +2%

Appliances

® Mobiles

Mobiles I 3%

Digital Purchases || All India Urban || LOM'Jun’26

NIQ o0




\ A
Digital Shopper concentration fuels FMCG E-commerce Salience B

India's FMCG e-commerce opportunity is increasingly concentrated in urban centers
%
1970
FMCG+Beauty O /
16%

' E-commerce

salience 6 % 1 O %

_—

.
*FMCG 72 Categories | MAT June 2026 l l l
[
ﬁ: + T ENN LN
i mp : m m
Omni U+R Omni Urban All India Metro 8 Metros
Total Population (Mn) 1400 Mn 550 Mn 160 Mn 121 Mn
Total E-com Shopper (Mn) 374 Mn 230 Mn 134 Mn 85 Mn
E-comm Shopper proportion % 8 % O 0/
Tier wise 7 (1)
Note: Data of TT & MT is projected while E-comm is only Co-op data. Caveats in EMS data
All India Urban*.* includes E-comm ie. TT(Qrban)+MT+E-co.mm metros + e-POS data from co-operating retailers (marketplaces, majority of Q-coms and grocery dot coms)
All India Metro ie. 52 metros aggregate with 1Mn+ population » Value information is End Consumer Price (net of discounts)
8 metros includes Ahmedabad, Bangalore, Chennai, Hyderabad, Delhi NCR, - No estimation for non co-op retailers

Kolkata, Mumbai, Pune

N IQ Source: NIQ RMS, NIQ’s E-commerce Measurement Solution (EMS) 70



7 in 10 Metro FMCG Shoppers use Q-commerce, driving 85% of E-commerce Value

FMCG + BEAUTY

All India Metro

Q- Comm Value Share

On the base of E-comm FMCG

Q- Comm Shopper AOV Q- Comm Shopper U/C

&1

Q- Comm Shopper
Penetration

On the base of Metro FMCG Average Order Value

Units per customer

e 4O

+15% gr. 5X compared to Non- Q Comm
1.5X compared to Non- Q Comm 0.6X compared to Non- Q Comm

N I Q *Q2'26 vs Q4’25 Digital Purchases || All India Metro (52 metros) || LOM'Jun’26

© 2026 Nielsen Consumer LLC. All Rights Reserved.



Instant & Late Night Shopping: Gen Z is defining the New

Cultural Transformation ]
Convenience Culture

Quick-commerce is 10PM - 2AM window
evolving beyond gaining importance

Grocery. on Quick-comm
driven by Impulse
(Chocolates, Ice-cream),
Beauty, Fashion &
Electronics.

No. of orders (by Gen Z) are increasing for

Electronics & Appliances

Home & Kitchen

...and Younger Gen Z (18-24 Years) driving these trends

Source: NIQ Digital Purchase

N I Q Confidential and proprietary © 2026 Nielsen Consumer LLC. All Rights Reserved. 73




Quick-comm emerges as a key channel for Personal Care & Beauty and OTC driven by
significant shopper penetration gains i

) Q
57% -

Val Gr. Val Gr. m Q-Comm
Value Indexed Indexed Shopper Shopper
Contribution%  to FMCG to FMCG Penetration  pgatration

) . (On the base -
E-comm Q-comm Metro FMICG) increase

FMCG Gr. 40%

Personal care &
Beauty

Staples

21% mh 1.4X 1.1X 97%
Habit Forming 19% E 93%
Home care 11% E 1% +9%
4% mp 1.3X 1.1X 63% +8%
EMS: MAT Jun’26: Digital Purchases; 52 Metros; LOM Jun'26 | Shopper penefration delta- Q425 vs. Q226

NIQ
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Beauty and Convenience categories dominate the Digital Growth Landscape, While Snacks

INDIA

and Chocolates Present the Next Wave of Opportunity

1 Lesser Online Cont. + High Online growth

68.0

SOFT DRINKS

40%)
40%

18.0

QOnline Growth (FMCG

Digital Selective Plays )

Lesser Online Cont. + Lesser Online growth

Online Contribution to Omni (FMCG 16%)

l Digital Growth Opportunities 1

ENEERSSSeseses—— . _ _ . -

High Online Cont. + High Online growth

Digital Growth Powerhouses

f

CHOCOLA

E-comm
Growth

Other high growth
Categories

Indian Sweets
VMS

Frozen Foods

BREAK‘?EALS
_ _ 35.0 LIQUID‘OAPS 400

WASHING
OWDERS/LI
QuIDsS

—

High Online Cont. + lesser Online growth

v

Personal c. & Beauty Staples

N I Q 20 Categories representing ~80% of FMCG Value

Habit Forming

Home Care
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Trends driving growth in E-commerce

Health & Nutrition

Problem Solving

Functional

Convenience

Sustainable
Choices

Innovative
Formats

© 2026 Nielsen Consumer LLC. All Rights Reserved.




Trends in Innovation

From Traditional Biscuits to Protein
Bars

Cereal Bars

Health & Nutrition

Delivering Targeted Hair Care in
Easy-to-Use Pack Formats

Hair Serum 30ml Convenient Pack

Channel el —— Prgf::vlvon
Contr.% Brands
launch

Online 11% +3% 64 31%
Offline 1% +0.3% 35 5%

INDIA

Capturing lighter beverage trend with a

soft drink
Zero sSugar Drink
Proportion
Val No of
i
Online 17% +4% 10 3%
Offline 1.4% - 10 1%

Addressing Time-Pressed Skincare needs
with Mask-Based Formats

Sheet Mask/Peel Of:Ma

Proportion Proportion
Ollt Of home Channel Val No. of of new Channel Val , No. of of new
> Contr.% Brands launch Contr.% Brands launch
experience
p Online 18% +13% 47 15% Online 5% +0.7% 19%
Offline 0.1% - 12 4% Offline 3% +0.1% 42 21%
NIQ -




AI-Powered : :
Al expands Discovery beyond just Preferred Brands

Discovery

Usage of min_imum one Al tool Used Al to discover &
to shop within the past month compare brands / products
Against 42% US Against 52% US

MILLENIAL GEN X

73% 70% 56%

Market- 8 Base Metros

Source: NielsenlQ Al Survey India; n=350

NIQ




AI Shopper

Product Recommendations top Al Shopping Use Cases

Engagement

Al engagement by category
INDIA

Clothing, shoes

Baby & Kids
& Accessories

39% Shopping

0
38% Product list

recommendations

36% Product

35% shopping
assistant

Top Al platforms
used
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Al Recommendations are Challenging traditional Brand Loyalty

Brands have an opportunity to capture new shoppers

Most shoppers are willing to consider a new-to-them/ non-preferred brand when Al recommends it.

29% 620 9%

Stick to their Consider Al-recommended brands but Switch to
preferred brands make their own decision Al-recommended
brands
69%
L . 50% 46% 41%
Top Criteria to switch to
Al-recommended brands
Higher ratings Lower in price Free / faster shipping Sustainable brand

Al Era Journey: Al Discovery — Trust & Product over Brand — Agentic Commerce

Market- 8 Base Metros
Source: NielsenlQ Al Survey India; n=350
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Winning in Next
Era of Commerce
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From Distribution to Agentic Commerce :

Yesterday: Win Distribution Today: Win Convenience Tomorrow: Win AI Recommendation
Be present in stores Be present where consumers want Be recommended before the consumer even
instant fulfillment. searches

To remain discoverable, chosen and trusted in the next era of commerce, brands must:

Build for Use E-Commerce as

Win ..
: : : timize for Al- trengthen product
omnichannel convenience-led an Innovation Op e R S e:[ g te' p ‘i’d
; 1 o . 1SCOove r 121
availability missions Launchpad ry ust signals
Be available across all Design products and packs Accelerate trial and scale Ensure products are Ratings, reviews, value
digital touchpoints for Q-comm occasions winning innovations visible and signals and product

recommended by Al superiority

The future belongs to brands that are available everywhere, built for convenience, discovered by Al, and
chosen on the strength of their products.
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