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The year ahead won't be
defined by how much
consumers spend, but
by how intentionally
they spend, creating
new opportunities for
those who deliver
meaningful value.
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 Value Gets Scrutinized

* Loyalty Gets Tested
e Growth Gets Earned

 Influence Gets Automated
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« Value Gets Scrutinized

o Consumer spending is becoming more deliberate




From crisis to
complexity:

The new
consumer
reality

Wallet pressure is reshaping grocery spending

« Rising living costs, persistent inflation, economic uncertainty, and
a slowing population growth are changing how Canadians allocate
their FMCG dollars.

Consumers are becoming value-maximizers

f@W « Shoppers are increasingly intentional: trading down, shifting
i spend to value channels, embracing private label, and carefully
evaluating every purchase.

Winning requires relevance, not just price

CEIDHI] Price alone won’t win. Growth will come from earning the trip
=—— through relevance, affordability, and innovative solutions that
meet consumers where they are right now.




Consumer sentiment around their personal finances softens

Canadian consumer financial position sentiment Why Worse Off?
46% Increased costs of living
-®-\Vorse Off Economic slowdown
Job insecurity / loss
18% 18% 18% 18% Top Concerns for 2027
-®-Better Off o—eo. 15% _eo—o
44%, Rising food costs

18% Housing costs

2022 2023 2024 2025 2026 16% Economic downturn




Grocery inflation may be moderating, but consumers are still carrying years
of cumulative price increases

Canada: $100 in 2019....

132
Total FMCG $114 $122 $124 $128 513 C
$100 $104 $106 onsumers are
spending 32% more
than pre-pandemic
| for FMCG products
Inflation Rate +4% +7% B +7% +3%
Canada’s overall cost of
living (CPI) increased +24%

since 2019
2019 2020 2021 2022 2023 2024 2025 YTD

2026

N I Q Source: NielsenlQ, MarketTrack Canada Total Tracked Sales All Channels Combined, Annual Periods — YTD 39 weeks to September 26, 2026



FMCG inflation in September slows to its lowest rate in almost 2 years

[ L52 Weeks \ Canada FMCG* Inflation: The 2+ Year trend
FMCG +3.4% CPI: +3.1
Food +3.6%
4.4
Non-Food +3.1% 4.2

1.8
Food +2.2
Non-Food +3.4

Jul 24 Aug '24 Sep '24 Oct'24 Nov '24 Dec '24 Jan '25 Feb'25 Mar'25 Apr'25 May '25 Jun 25 Jul 25 Aug'25 Sep '25 Oct'25 Nov '25 Dec'25 Jan'26 Feb'26 Mar'26 Apr'26 May '26 Jun '26 Jul '26 Aug '26 Sep '26

2024 ° 2025 ® 2026

Source: NielsenlQ MarketTrack Canada All Channels Combined, Monthly Periods L52 ending September 26, 2026  *Inflation: $ % Chg. less EQ Vol % Chg
*Excludes General Merchandise.



Price pressures in meat and produce moderated in September

Department Inflation Heat Map for September ‘26

-

\_

FMCG Inflation*

Total FMCG: +2.5%

J

. > +3% Higher than average

. +1-3% Average
. <+1% Below Average

T . . . . o e o
N I Q Source: NielsenlQ MarketTrack National All Channels Combined, 5 weeks ending September 26, 2026 Excludes General Merchandise - Inflation: $ % Chg. less EQ V% {62%%.63'56“ Consumer LLG. Al Rights Reserved,



Consumers to prioritize core expenses including groceries and household items

Spending intentions for the balance of 2026 and first half of 2027 (next 12 months)

Spending less

OOH dining/eating

Clothing/Apparel

OOH entertainment

Socializing (gatherings
for family/friends)

Food delivery/
Takeaways

Holiday celebrations /
special occasions

Same as before

55%

45% 43%

40%

Health In-Home Saving/  Electronics
Care Entertainment Investments /Tech

Spending more

Groceries & 0
Household Items - 36%

Utilities 32%
Transportation 0
Costs 28%
Rent / Mortgage 25%
Insurance 0
Non-medical 19%
Paying off debt 17%

N I Q Source: NIQ 2027 Consumer Outlook survey - Canada
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Canadians are spending
more, yet consuming less

Pricing has fueled dollar
growth, but volume
remains the industry's
greatest challenge

Growth has not
disappeared, it has
shifted. Success depends
on finding where
consumers are still
expanding their baskets

NIQ
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Dollar performance continues to be fueled by inflation while volume lags

Growth Slowing in Ontario and BC

2026 YTD Volume
Growth

$ % Chg. S S National

5 Year Canadian FMCG Performance

2 +3.2
Maritimes 2 +1 +1.8

Quebec 3 0 +3.2

U.S. ‘Ontario 2 -1 +3.3 ‘
2022 2023 2024 2025 YTD'26 Man/Sask. 3 0 +2.8

Alberta 3 0 +3.0

e B ! o + @ ‘B.C. 2 1 +2.7‘

U.S. Vol: ) ) -1 0 -1

N I Q Source: NielsenlQ, MarketTrack Canada Total Tracked Sales All Channels Combined, Annual Periods YTD 39 weeks to September 26, 2026 12



Centre of store grocery departments have more pockets of growth

COS Grocery COS Non-Grocery*
$ Share
20%
$ % Chg
(0]
(Tonn % Chg) +2 ('1 /0)

$% V% $% V%
Chg Chg Chg Chg
BAKING NEEDS +9  +3 oTC +3  +1
DESSERT +6 42 HAIR CARE +1  +1
PREPARED FOODS +3 +1 BODY CARE +3 0
ALCOHOL B 0 COSMETICS  +2 -1
COLD BEVERAGES +6 0 SR 0

CONDIMENTS & SAUCES +1 0
BABY CARE +5 -2

FROZEN FOODS +2 0
SNACK M ORAL HYGIENE +5 -2
CONFECTIONERY +6 -1 HOUSEHOLD  +1 -2
HOT BEVERAGES +12 -1 PET NEEDS +1 -4
SHAVING 3 4

Perimeter
45%
+4 (0%)
$ %
Chg
FRUIT +5
REFRIG/DAIRY +4
DELI +3
VEGETABLES +2
BAKERY +2

MEAT & SEAFOOD +4

V %
Chg

+2

+1

* Excludes General Merchandise

N I Q Source: NielsenlQ, MarketTrack National All Channels Combined, 52 weeks to August 22, 2026
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Consumers aren’t leaving categories, they’re re-shaping them

Top 3 Beef Segments $32.15
52-week Price Per KG .

Inflation
$4.2 Billion Total Beef Steaks Roasts Grinds
$ % Chg. +8 +4 +5 +14
KG % Chg. 4 § 6 § 1§ 0

N I Q Source: NielsenlQ, MarketTrack National All Channels Combined, 52 weeks to August 22, 2026, Vol: Kilograms 14



Consumers
are
spending

with
purpose

Consumers are asking ‘Is it worth it?’

Today’s consumer is prioritizing:
« Stretching Every Dollar

 Maximizing Essentials
* Trading Within Categories

« Paying for Outcomes, Not Products

Consumers have become far more selective about where,
when, and how they spend. Growth belongs to brands and
retailers that help shoppers maximize value, not simply
minimize price.

Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.
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« Value Gets Scrutinized

o  Consumer spending is becoming more deliberate

Loyalty Gets Tested

o  Shoppers remain loyal only when value remains clear




Values vs. Value: Canadian shoppers are becoming more pragmatic when

deciding which products to purchase

% of Canadian Households.
o of Canadian Households The Maple Leaf Isn't Enough

U.S. Good Avoiders

| will boycott U.S.-made products

to Close the Sale

and refuse to purchase them,
$ % Vol %  Promo Vol
Canadian Loyalists 52 Week Chg Chg % Chg
| will only buy Canadian-made
alternatives and will go without if
a Canadian option isn't available. Canada +1 ) -3 v
Pragmatic Canadian UsS -2 -4 -1
Supporters
| will prefer Canadian-made
products whenever possible but Q3 2026 $ % Vol %  Promo Vol
will still buy U.S. products if Chg Chg % Chg
they remain my best option
Canada -2 -4 i 4
50/ Unchanged
(1] (1} | will continue buying U.S.-
made products as usual US '3 0 +4 A

March June December September
2025 2025 2025 2026

Source: Nielsen MarketTrack, Total Tracked Sales National All Channels —52 weeks Ending August 22, 2026 — NPI Canadian Origin and Made in the USA
N I Q »  Source: NIQ Tariff Survey on NIQ Omnishopper Panel in September 2026;
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The consumers search for value is putting retailer and brand loyalty at risk

Top 10 consumer saving strategies for FMCG

Average of 3.8

Use loyalty points 52% Saving Strategies
Compare prices more carefully 49% Per Shopper
Reduce non-essential spending 48%

46%
Stock up / buy in bulk when on.. 43%

Select lowest price option

Delay purchases until promotion
Use apps/digital tools to find deals
Shop more often at discount stores

Buy fewer items overall

Monitor overall basket cost

N I Q Source: NIQ 2026 Shopper Opinions Survey— August 2026 - Canada ©2025 Nislsenia CbRsier 56 Afl Rights Reserved. 18



Canadians have shifted the majority of spend to Discount retailers

Discount vs Conventional | Grocery + Drug + Mass | $ Market Share

Discounters winning with:
63.1 618 COoVID

Volume: 61.8% +1 (Convent -4)

56.2 558

54.6

53.4 529 5o Food: 52.1% of $ +5 (Convent +0)

52.2 51.0

- Conventional Trips”™: +5% (Convent +1)
-&-Discount
49.0
Baskets”: 30% higher ($43 vs. $33)
4.1 44.4 444 ol
High Income”: $100k+ 45% of $’s
ol YTD '26 Dollar Growth Spend +5% more vs. YA
36.9
Conventional +0 Private Label: 21.6% +5

Discount +4 (Convent 16.4% 0)

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 YTD'26

N I Source: Syndicated DB GDM2021-2017 - Presidents Report (All Channels GDM - includes Costco) | 2016-2014 - Presidents Report (GDM) |
2013-2008 - Homescan Grocery Comp YTD '26: 34 weeks ending to August 22, 2026  *L52 weeks Shopping Behaviour: *\Omnishopper Total Discount vs. Total Conventional

19



Discount retailers are forecasted to hit 55% of retail sales by 2030

Discount vs Conventional | Grocery + Drug + Mass | $ Market Share

63.1
coviD 2030
61.8 EST

56.2
55.8 54.6 54-9

-l-Conventional

-B-Discount
45.1

YTD 26 Dollar Growth

38.2
36.9 Conventional +0
. i +
U.S. Value Retailers: 41.3% +3% Discount 4

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 YTD'26 EST

2030

Discounters are
forecasted to gain
approximately 1 market
share point / year

+$1.5 Billion / year

By 2030
54.9 % of Dollars
66.7% of Volume

Same Store Sales +3%

N I Q Source: Syndicated DB GDM2021-2017 - Presidents Report (All Channels GDM - includes Costco) | 2016-2014 - Presidents Report (GDM) |

2013-2008 - Homescan Grocery Comp YTD '26: 34 weeks ending to August 22, 2026  *L52 weeks Shopping Behaviour: *\Omnishopper Total Discount vs. Total Conventional

20



Retailers have made their bet on value

=5 =T

==

Where is retail investing?
(% of 2026-2027 store openings)

. 60% Discount Grocery & Walmart | i | 7‘ j“- 5
. 15% Dollar Stores i el
. 15% Costco
. 10% Conventional & Premium
Methodology: Analysis of publicly announced 2026-2027 store expansion ' : _ —
plans reported by leading Canadian grocery and retail trade publications and i - = AT

retailer disclosures, with openings grouped by retailer and format to estimate - /
where future retail investment is being concentrated | v

NIQ B




As discount retail formats grow, Private Label will be a primary beneficiary

23.3 Growth Driven By:

h
$ Share 18.8 20.3

« Ongoing consumer need for
value and economic pressures

» Discount expansion: PL share
32% higher vs. Conventional

 Necessities: Food PL more
developed (20.4% share)

* Aging Canadians: 55+ share
index 104

e Ethnic households +6%

Vol Share m

Today 2030 Est. 2030 Est.
Conservative  Aggressive

31.2

+$6.0 - $6.9 Billion

N I Q Source: NielsenlQ, MarketTrack Canada All Channels Combined 52weeks to August 22, 2026 22



Winning isn't about matching discount on price, but owning categories where
service and expertise create value.

Conventional Dollar Share & Growth by Department

Total FMCG h.- 49.7%

Deli Meat

Home Meal Replacements
Seafood

Alcohol

Natural Cheese

Baked Desserts

Fresh Meat

Bread & Rolls -.- 50.8%

N I Q Source: NielsenlQ, MarketTrack Canada Total Tracked Sales Conventional GDM, Annual Periods 52 weeks to September 26, 2026 ) ) 23
©'2025 NielsenlQ ‘Consumer LLC."Alf Rights Reserved.



Loyalty has become conditional

Today's consumer is loyal to:

Loyalty
isn’t dead, r Value

[ ] , o .
|t S Convenience

evolving « Simplicity

e Relevance

Shift loyalty strategies from rewarding past purchases
to continuously earning future purchases through
personalized value, frictionless experiences, and
relevant solutions.

Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.
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« Value Gets Scrutinized

o Consumer spending is becoming more deliberate

* Loyalty Gets Tested

o  Shoppers remain loyal only when value remains clear

e Growth Gets Earned

o  Growth exists, it's just not tradition




Population growth is no longer the automatic growth engine

Canada’s Population Growth % Chg

3.0

2.8

38.0M 382M 39.0M 401M 413M 40.3M

2020 2021 2022 2023 2024 2025

Population Growth Slows and Stabilizes

40.2M

2026
Est

40.5M

2027
Est

1.0 1.0
——@ @
40.9M 41.3M 41.7M
2028 2029 2030
Est Est Est

By 2030

. Population increases from
roughly 40.2 million to 41.7
million. (+1.5 million)

. Average annual increase:
about 375,000 people per
year.

. Growth will be driven primarily
by immigration rather than
natural increase.

N I Q Source: Statistics Canada 2025 Estimate: Immigration + Births — Deaths

26



Consumer are shifting FMCG wallets to value-based retailer formats

Total FMCG retail channel dollar share of trade and growth

Dollars Volume

Conventional Grocery +2 0
Discount Grocery +4 +1
Mass Merch Stores +7 +92
Warehouse Clubs +11 +7
Drug Stores +1 3

Dollar Stores +9 +3

Ethnic Grocery +13 +11

N I Q Source: NielsenlQ, Omnishopper, Total Canada Tracked Sales, 52 weeks ending August 22, 2026, Mass includes Amazon Volume = Units

27



Warehouse Club’s growth is fueled by reach and trips

Warehouse Dollar Share FMCG Household Spend Metrics
Total FMCG Annual Spend $2,014
Food
+2%, | Baskets $99.37 Trips 20.3 +1%
Non-Food
Shopper Profile % of Dollar Sales
® Penetration 1-2 member 48.2% +0.9 3
Smaller
0 ﬂﬂ 80.2% 13.5M Households ¥ member ol.2% |09
<$50k 16.4% +0.7
4 Lower Income
Total FMCG Trips $50k-$100k 332%  +1.0
e >$100k 50.4% 1.7
' 6.6% of retail trips; 274.1M CEm— 138% 18  Oer
[0) H .
Food purchased on 95% of trips Ethnic 37 4% +0.3 Diverse

N I Q Source: NielsenlQ, Omnishopper, Total Canada Tracked Sales, 52 weeks ending August 22, 2026 28



Ethnic Grocery growth is being driven by an increasing shopper base

Ethnic Grocery Market Dollar Share  Ethnic Grocery Ethnic Households Share of Wallet

Total FMCG

Food

Growing Shopper Base Top 5 Departments Based on Dollar Sales
@ $ Share $ Chg V Chg
08l 5.8 million households +3% Total EMCG 31% 413 +11
Accounting for 34.7% of all households : :
Perishable Food 5.2% +13  +10
_ _ Dry Grocery 4.4% +10 +10
1in 3 Shoppers are Non-Ethnic
Frozen Food 4.1% +15 +14
@%3 68% of shoppers are ethnic Confect & Snacks 1.5%  +10  +8
32% of shoppers are non-ethnic Beverages 1.3%  +17 +13

N I Q Source: NielsenlQ, Omnishopper, Total Canada Tracked Sales, 52 weeks ending August 22, 2026



Online momentum continues, now 11.3% share of wallet in FMCG

Online share of wallet Online share stronger among non-food departments

$ OA) Of % Chg.
EMCG Baby Care +13
Cosmetics & Fragrances +20
$1 8 1B Health Care +21
Personal Grooming & Hygiene +17
Pet Food +13
Home Care +16
Online Beverages (non alcohol) +22

accounts for
35% of FMCG Confectionery & Snacks Development +24
opportunity

grow Frozen Food categories +24
Perishable Food _ +25

Penetration 71.4% +4.3 pts

N I Q Source: NielsenlQ, Omnishiopper, Total Canada Tracked Sales, Latest 52 weeks ending September 26, 2026



Online is forecasted to hit 15% share by 2030 — an additional +$10.2 billion!

Online Dollar Share Forecast for FMCG

Actual 15.0
14.1

10.5

+$10.2B next 5 years

TODAY
11.3
2025 2026 2027 2028 2029 2030
$ Gains +$1.7B +$1.8B +$2.0B +$2.2B +$2.4B

N I Q Source: NielsenlQ, Omnishiopper, Total Canada Tracked Sales, Latest 52 weeks ending Septemer 26, 2026, Forecast based on 5:1 growth ratio



Growth gets earned

GrOWth Consumers rewards brands that deliver:
fOIIOWS « Meaningful Differentiation
relevance « Occasion Expansion

e Permission to Premiumize

« Relevance in the Moment

Consumer demand hasn't disappeared, but it has become
harder to capture. Growth increasingly comes from
creating incremental value, solving unmet needs, and
delivering experiences worth paying for.

Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.
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Influence Gets Automated

o Your next shopper may not be human




Al is entering the shopping conversation

Sources influencing Canadian purchase discovery

Family or friends

Search engines 59%

Retailer recommendations

Content or influencers

Al recommendations

I|||!

34%

report Al purchase
influence (Global 55%)

Discovery is
changing before
the shopper
reaches the shelf.

N IQ Source: NIQ 2026 Consumer Outlook, Canada. Purchase influence reported sometimes, often or always.
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Al usage in Canada continues to rise across all demographics

7 34(%) of Canadians used Al apps or tools in the past 30 days, +14 pts from 2024

m 2024 m 2025 m 2026

34
26

20

Total Gen Z Millennials Gen X Boomers

2 yr Pt
Chg +14 +14 +11 +18 +9

N I Q NIQ Consumer Life Global 2024-2026 O4 (Canada filter) S LLG. All Rights Reserved 35



The first 2 questions when using Al are: “Can | save money and how?”

Top 3 motivations for using Al

Save money

Make better
shopping
decisions

Save time and/
or effort

Top 3 tasks when using Al

Find deals/
discounts/ promo
codes

Compare prices
across stores

Compare prices
across
brands/products

N IQ Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.
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Al tools are most
often used to shop
for Home Appliances,
and Electronics
products, while
adoption is relatively
less for Groceries

Canadians using Al to shop for...

Home Appliances

Electronics & Tech Products
Sports, Fitness & Recreation
Automotive & Vehicles

Baby & Kids

Toys, Games, & Entertainment
Home, Furniture & Décor
Beauty, Health & Personal Care
Office, School & Craft Supplies
Pet Supplies

Groceries

Clothing, Shoes & Accessories

58%
55%
52%
91%
49%
47%
47%
43%
37%
35%
35%
35%

Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.



Visibility becomes part of your availability.

The new path to consideration and purchase

3 g
X
4 Physical Shelf
% 50+ SKUs
S
S
o
<Q
g Digital Shelf
2 5+ SKUs
Mobile Shelf
4+ SKUs

Al will reduce product choices from 50 to 2

Will you make
the shortlist?

e,
worenaT o pan re Ve L ored % your
Ty Prae e b sl e Yo e
o nd Nt Condition, and ulow dosage
atractem onrhully. Here 09 2T e eEmon
e Ax you

-

= Masimes Mamsmas Vreagih Cobd P & S

Al Controlled Shelf
1-2 SKUs

Digital Maturity

NIQ
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A practical place to start

Grocery retailers

Accurate online prices and stock.

Simple meal ideas with a clear
cost per serving / person.

Easy help and substitution

approval.

Manufacturers

Complete product information.

Clear reasons to choose the
product beyond price.

Consistent facts across
retailer sites.

A joint first step: Test five real shopper

questions about your products.

NIQ

39



Consumers are adopting Al

Today's consumer is looking for:

Decisions
are being « Guided Choices
delegated « Instant Confidence

* Personalized Outcomes

* Frictionless Discovery

The path to purchase is shifting from consumer-led
discovery to Al-assisted decision-making. Brands and
retailers must evolve from simply being found to being
recommended.

Source: NIQ Future of Shopping in Canada, September 2026, Canadian Al shopping study. Reported motivations.




The data is clear;
pressure hasn’t stopped
demand, it’s sharpened it.

The question now isn't whether
consumers will spend, but
who earns their attention,
trust, and wallet.

NIQ
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 Value Gets Scrutinized

Consumer spending is becoming more deliberate

Loyalty Gets Tested

Shoppers remain loyal only when value remains clear

« Growth Gets Earned

Growth exists, it's just not tradition

Influence Gets Automated

Your next shopper may not be human




Thank You!

For more information about NIQ’s research
solutions, please connect with us.

Carman.Allison@NielsenlQ.com

© 2026 Nielsen Consumer LLC. All Rights Reserved.

Scan to receive a copy
of this presentation

Confidential and proprietary
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