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A ZEEXE? A AEME?

Why Gen X? Why now?




EEXIHL?

Who i1s Gen\" ?

HEE19658E 319804
141Z Born between 1965
1.4 billion and 1980

LRI TE452605 27
Currently aged 45-60

XHCEHABRIERER T H R =51t

Currently navigating the globe

NielsenlQ

A WORLD DATA LAB



IHEEXTH?
Who is Gen X?

XHACLAE 7 F5tR a5

Gen Xers pride independence —
raised as latchkey kids by
working parents

SEMREARETMTV, EiZES2
ARy

Youth witnessed the rise of MTV,
grunge culture, and personal
computing

NielsenlQ

A WORLD DATA LAB

NIQ



X IR IABRYHZESES]. ..

Gen Xers have the spending power now ...

(N7£2025%F,
In 2025 alone,

XtHURI R BGHEETITISIE

Gen X will spend an estimated

NielsenlQ (USD) trillion globally & \,

A WORLD DATA LAB

Source: World Data Lab



- HEERFRR IR

. and for the foreseeable future

Z2033£E,
XHEHAHEERAIZHISVESMN, &l
Gen X will be the per-capita spending leader
globally through 2033, surpassing

NielsenlQ (USD) trillion globally

A WORLD DATA LAB

Source: World Data Lab




20255, Xitt
gﬁéﬁkn

In 2025, Gen X
makes up

of the global
population ...

LRI EIA L (2025)
Population by generation (2025)

2.5B
2.0B
2.0B 1.8B
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L 1.08B
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0.1B
0.0B
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(1946-1964) (1965-1980) (1981-1996) (1997-2012) (2013-2024) (2025-2038)

e e 0 WEER s
I T T | Apnaitit | Betattift
FEZIL

Newly born

NielsenlQ

60-78 44-59 28-43 12-27 1-11

A WORLD DATA LAB



Xt B2021FRESLIXEESZH, HISITEE20334F
Gen X has led global consumer spending since 2021,
and will continue to do so until 2033

. EX{ECGiE o

S5k
EEe . 7

/
Y

B 1) | E—{t|Boomers: 1946—1964

-

/

o

B it Gen X: 1965-1980

orld spending by generation

[ 2033 | »
... but Gen sior / |
: B =) Millennials: 1981-1996
XerS daCCoU nt | 4 ZtHX| Gen Z: 1997-2012
fO r = $5T - o~ mm Alphatt{{] Alpha: 2013-2024
of the ///
world’s
. 2000 2010 2020 2030 204( 2050
spending
powe r. Source: World Data Lab m
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S/, XHUEPRER

Today, Gen X dominates in China and most of Europe

XRIMAERST X

FENZHZESTHYISREZERHS (2025)

Most dominant generation per country by consumer spending (2025)

NielsenlQ

A WORLD DATA LAB

iF o1 S

B 22 Li#—|Boomers: 19461964
B xitft| Gen X: 1965-1980
B F&—1t| Millennials: 1981-1996
I zittft] Gen Z: 19972012

[l Alphatttf{]| Alpha: 2013-2024

© 2025 Nielsen Consumer LLC. All Rights Reserved.
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KiFiE%E:
AU SRR
(2025)

Generational
spending:

A tale of two
worlds (2025)

NielsenlQ

A WORLD DATA LAB

EWAEZR

High-income countries

4
SRR EZR

Low- and middle-income countries

$12.5T
$10.4T $10.3T

$10.0T

$7.5T

$5.0T

Total spending

Boomers Gen X Millennials GenZ  Alpha

Nominal USD

$12.5T
$10.0T

$7.5T

5.5T
$5.0T $4.9T 3 $4.9T

Total spending

$2.5T

Boomers Gen X Millennials GenZ Alpha

Nominal USD

11



IRENXIHCiHZE R O E =

What drives Gen X

consumption?







=Bgi&—{{ The sandwich generation
XIS R RRAEZERZE: 2025-2030

Fastest-growing categories for Gen X: 2025-2030 2025EXIHE  XHHESS

HiFiE  SFISgKE
Size of Gen 2025-2030%F

XHH BRI BLEEE " AORATIE Ty
ﬁﬁlﬁ)ﬁﬁl%ﬂ%%}’i?ﬁﬁ FIRENRMEIEFAIRIN  Elder & Dependent Care  $82B 8.2%

Gen Xers’ spend on Elder & PIMARMIRiRes  Outdoor Recreation Durables* $60B 6.8%

Dependent Care and Education have
clearly positioned them as “caretaker
consumers.”

xHEIH Household Tools** $30B 6.2%
- EEGH. R, R, A, RER. DT, RIUHRISS. SREAHE. BREE,
NielsenlQ EFNTE ESTE. BT, [JRY. NUETRES,

*Includes planes, boats, kayaks, canoes, hot air balloons, horses, windsurfing, golf carts, scuba equipment, etc.
i WORLD DATA LAB **Includes hand tools, gardening tools, ladders, door fittings, small electronic accessories

Source: World Data Lab
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=Bgi&—{{ The sandwich generation

A=A “MUSER" | XHCHXEERVUESE2HITEIEbESMA, BBER—INE
As the “CFO” of 3 generations, much of Gen X’s wealth is spent on others as planned,
sometimes on a whim

| am able to spend freely

1 1 % Fea] LA B HsZECHZ

BTN I E— R

440/0 | live comfortably and am able to

buy things just because | want them

NielsenlQ

A WORLD DATA LAB
© 2025 Nielsen Consumer LLC. All Rights Reserved.




Xt : FHEE. MWES5SSEH Gen X: Pioneers, influencers, and pragmatists
[E5:T=A0EZETTH Noteworthy consumer behaviors

=2 564% Digital pioneers EHE2200E Tech influencers S3SESLEZR Pragmatic buyers
. {S{EFL Trusts reviews - BEESHRERHmATRWRER - EEmESEW, JF "HEmAL”
- BitEREWYE Often set the household tech agenda Want quality and clarity over “flash”
First omnichannel shoppers . RBHERIRES
- (EREFEMYERIETIRE G E(E Highly brand loyalty
Earned branded trust in channels like email
NielseniQ

A WORLD DATA LAB



Xit{: S4E

EHIRLEE TR Gen X: Multi-dimensional, mature consumers
)= R A E B NIEEIEIUR AT

They often set the standard for what modern lifestyle and consumption looks like

BE—I%
Home ownership

< \‘:. , ¢ »
q4 = i
?v" 4 Ql-’_ »e
'
J b 4 9.

HEAPOHBILG

Educational parenting

IEZURIFRAE

Formal employment

NielsenlQ

A

Brand aspiration
XtHAEEEERE, FENEHTERA T SMAYEZERRIE RS mERIRE

Gen X tends to be brand-trusting and loyal to status-building purchases

WORLD DATA LAB

17



M m R A 2 ms XL CRIBER?

So, which categories are best

positioned to win with Gen X?




o B X ISR MR
Categories best positioned to win with Gen X

XHREGTHER R EEHIFRS
RIEAS, (EIESEERISZEHF
%2, FEZmNEETRIHES
A9#% = AR — R AN
=KEZEMRL..

Gen X may not be the wealthiest
generation (in terms of total il n
assets), but they dominate in daily Ran2FBERINH

discretionary spending and Food &

represent the greatest consumer Non-alcoholic

ROI in multi category purchases— Beverages e

especially across three major Alcohol

categories ... =01
NielsenlQ Beauty

A WORLD DATA LAB



Rm33EERIXHE

Food & Non-alcoholic Beverages



FEAF, XA
BmSIEERIRE
ThIZHRASIEIRE
ERIHI1.265,

The Gen X Food &
NAB market will
grow to 1.2x its
current size in the
next five years.

NielsenlQ

A WORLD DATA LAB

$4000B rﬁ & NAB

Total Food

$3000B

$2000B

Food

$1000B

$0B
2000 2010 2020 2030 2040

21



£EXHRmSIAFERIREmEZHIEK
Gen X Food & NAB categories spending growth, global

mAIBRKRESFIIEIKE: 2025-20304F
Categories growth and CAGR: 2025-2030

=

ro— e —
D

$82.2B $46.88Y $105.1B

(4.2%) (4.1% 3.5%) (4.4%)

. 2025-2030 growth m

NielsenlQ

A WORLD DATA LAB

© 2025 Nielsen Consumer LLC. All Rights Reserved. 22






FEALE, Xﬁ

1_tEIJI@ Ellzk*—-r s
b et S = =] e
HIRRY1.245, etk
$2008B i
The Gen X
Alcohol market
will grow to |
1.2x its current W Spirts
size in the next
five years. o
$0B
2000 2010 2020 2030 2040
NielseniQ

A WORLD DATA LAB



SEXERmEZ IR
Gen X Alcohol categories spending growth globally

mAIBRRESFIINFIKE: 2025-2030F
Categories growth and CAGR: 2025-2030

= 3

Beer

$12.2B $10.9B
(3.6%) (3.9%)

@ 20252030 growth

NielsenlQ

A WORLD DATA LAB

Nominal USD

served. 25






FERE, X
KEvEW T
g EHR
HMRREY1.3(5,

The Gen X
Beauty market
will grow to
1.3x its current
size in the next
five years.

NielsenlQ

A WORLD DATA LAB

$500B Total
uty
market
$400B
Beauty
Services
$300B
$200B
Beauty
$1008 Products
$0B

2000 2010 2020 2030 2040

Nominal USD

© 2025 Nielsen Consumer LLC. All Rights Reserved
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SEXIHUEMAmETHIEK
Gen X Beauty categories spending growth globally

mAIBRRESFIINFIKE: 2025-2030F
Categories growth and CAGR: 2025-2030

s

$48.9B

(5.2%)

Nominal USD

. 2025-2030 growth

NielsenlQ

A WORLD DATA LAB

© 2025 Nielsen Consumer LLC. All Rights Reserved. 28



mliEEHEERANXER

Key takeaways for manufacturers and retailers




Xt IR HIMEY) RGNS SRS

Gen X’s preferred shopping channels continue to evolve

| J APPLE
w CHATGPT 510N PRO
ﬂ-;
ONLINE SOCIAL EC
AXF10£Fm0 10£ER1 3£FHY
Over 10 years 10 years 3 years

e TR+ L
In-store only In-store + Online .m chan




X HIREMIIR RS YIiBER
Win Gen X: Be where they shop

AXHANBIARA ML —mAUER S

Design for how Gen X shops, not just location

N mhE IR ERIRHE . TR0
Key to build loyalty: Understanding how they shop

ERETIKE, TEMSTIRE, S EMBCERSS

Omnichannel pioneers, blend in-store, online and delivery

SRR, iRl

Data driven, Optimal shopping experience

NielsenlQ

A WORLD DATA LAB

© 2025 Nielsen Consumer LLC. All Rights Reserved. 31



miSXE(t: WEEHES IS

Win Gen X: Let data lead the way

Xt FHAFER R —IR—HREREX
BE

Gen X is not a monolith, nuance
matters

XHTEEARNIX. EFFMEFOAEN
Ex

Gen X spans cultures, economies and life
stages

ERIXTHIBRAT IR SFAREHUTEAA
[5]

Behavior in developed markets looks
nothing as in merging

HEAEBECTEINmRSXHS, BEKITE
libfuRYEiE, PARMRMEXIRSTUN 22 Im ]
AYMSSEREE B o

To INetsedQobally, you need localized

A d%%H'LaB reflects haw regional realities
shape what they buy—and why

32



migXIEC: mSMiIaYEBiRk
Win Gen X: Earn their loyalty

AREEHRXIERREIESHTA

Let data uncover what Gen X really values

XtHAFHAKE, BftISRES

Gen X isn't loud—but they're loyal
(NEFRIHHERENEE I IRE A
Not enough to assume habits based on age
or responsibility

WK SRS S ST ISEFFRY R E M —LAR

BE. ERIEMSFRETAMMIEMEBIIAESES iR
Data must illuminate where they’re actually spending

and how trust, convenience, and omnichannel behaviors
show up in their purchasing behaviors

NielsenlQ

A

WORLD DATA LAB

33



2EFIERSSEMRIRIT S

Global manufacturer and retailer actions

y 2

HSER9%stEe Manufacturer actions

HEHEIAERE. RBRISKEMEFIIEERIVF U miER
Consider new formats and claims geared toward caregiving,
longevity, and convenience in products

Collagen
Protein

ALY 4

BERFAFS Retailer actions

LBERE., BhARIR A= miNiRSEIENL
RERIF. PIMARFIRAIRZEXEIE KM,
FIEEESFEEINEREERERING.

Position products and services as time savers and enablers of
care.

Depend Care, Outdoor Recreation, Tools are key growth
categories.

Deliver omnichannel experiences build trust and convenience.
NielsenlQ

A WORLD DATA LAB



ERER X REE

Factors influence Gen X in China




SMicIZE T IRIIREF AR A

Collective Memory as foundation to know generations

MAURICE HALBWACHS L
ON COLLECTIVE MEIEAORY % = wi JI‘

. S AR A b\, | E‘Y 4
Maurice HalbwaChS ON COLLBCTIVE MENMORA

1877-1945 linl BN - NarIces
||EEAA A A ! )
FRIEMIZ{ZIE IS oM RAED i

The founder of collective memory theory

LEWIS A. COSER

B R—FEMt 2170 ISR SENEEHR (IRE. Rk, ER.
Kix. ~8) #BEENNANEMRCIZ, SDARIZHT/AFEEZ00

Memory is a collective social behavior, and real social organizations
or groups (such as families, clans, nations, ethnic groups, or
companies and institutions) all have corresponding collective memories

n[C B N T U R ¥ L | B 0 A B Vg

FARNMOWEN LN AAs AL "o,
CENTURY PURLISHING GROUP OF SHANOHAL | =5

NIQ



RE X HUREREHEN: Z2FFE. £5RE

Retrospective for Gen X: large families, low birth rates

L 1965-1980
1971~1984 SFRISE: 45-60%
< > Current age 45-60

HEHR (0-6%)

Birth Period aged 0-6
s ||| || |11
BYARHA (7-10%)

Growth Period aged 7-10

BREEHIE
nd baby Boom

BEREESIE
3 baby Boom

N

R e EREBSIE

Family Planning Policy 4th baby Boom

F-REEEIE TETK
t
1st baby Boom slowing down and

lengthening
=FBEARE
3 Years of Natural Disasters
iﬁeﬁ' 49 54 59 64 69 74 79 84 89 94 99 4 9 14 19

NIQ Source: RIBAFF IR



FRE X tHCTEMERAZR

tH&EHE (0-6%)
Birth Period Aged 0-6
1970 - 1985

HIKHH

Major events in Gen X formative years

FXI<HR (7-10%)
Growth Period Aged 7-10
1977 - 1992

BXFRHR (11-18%)

Mature Period Aged 11-18
1981 - 1996

1980 REFLZHERAN (IBIHE)

1981

NIQ

ERMEMROE.BfEFIEEDK

The one-child policy is introduced

Traditional and family values
promoted

FHEFFIS XML
BRAKE, YEFERRARMREN

1%t special economic zones established

Material desires was promoted,
material abundance became
definition of success

urce: 1 | =L

1984

1986

RBAST "IN ERENEE’
RHEMIME ST MRS RS

“‘computer literacy to start with children.”

Tech is part of lives since childhood

"FREBH" FESIEEZE
BigiiERiEHR ZERVAEFRLIR

The student movement for democracy,
and emergence of various of thought
Political enthusiasm quickly faded,
and seeking wealth became the
consensus

1990

1990

hE S AE S L [5FBIBMASE
BTSSR TR, RN E"

China's first high-intelligence pc is born,
modeled after IBM's 486

Introduce Western standards,
imitating technological products

FREFE—"NnternetfBBSIK A B LR LE
BRPLERRLZIE NS HI R “HEAE"

The first BBS on Internet in China born

Copying the successful experience
of the West, the winner is king

38



RE X R ERFEZEE

Gen X values and motivation towards Food

Food & Non-alcoholic
Beverages

NIQ

HERH{EWR

Food Value

HEEEEIE

Food Anxiety

Mzt

Purchase
Motivation

BEmilas
Food Opportunity

SLENEMEER, KERRTIFE, SR5E

Pragmatism and Value Pursuit; Family Health Keeper; Efficiency and Convenience

"RERFIIAN" B BOZFEARBYHDZERNE. FWEFRRIK. SREEAREBANE
BEBHRRERE: HURAMRELR, BEBNZEKIES, S8 A 8RS
"Health gatekeeper" anxiety: Worried about children and the elderly insufficient intake of nutrients
Own physical decline anxiety: due to digestive system sensitivity, dare to drink ordinary milk

FHRE: AERAKE—AATEARBEEFERIL. TREIEINE A m, BITRESRE
BEXRIIN: ERMRAZR, SKEXEEBCHFSPMRINEm, K "TRFER" B
Guardian Motivation: Find a basic nutritional product for the whole family

Self-care motivation: products care for their middle-aged bodies and achieve "guilt-free" consumption

"REERIERHBRAEE" | A2ENiz0ER, RSA2BB-EREH, BEFXRMAKR, BEZHHE.
—RMRRR T 2R ARVIRIDEFERERRR, RAHPE(E 7 b IARREAFIBE R

"TERE” HERMHE: A2BHINORSEESINER, RAERRER, MR RERA
ARG, Se=LaH "WERSERN BNMEWN
"The definitive solution to a healthy family diet": A2 fresh milk is easier to digest. It solves the comfort
problem of drinking milk for the whole family at one time
"Seamless upgrade“ consumption experience: The taste of A2 fresh milk is the same as that of ordinary
milk. With a simple replacement, it can silently upgrade the health experience of the whole family

39



FRE X U ESRHENR N EZEE

Gen X values and motivation towards Alcohol

IXEn{E
Alcohol Value

IR

Alcohol Anxiety

s
HiES Purchase
Alcohol Motivation

E**nﬁltt\
Alcohol Opportunity

NIQ

TERESEE, BX RENER | dtRXPEERESEE, MEBHLEENmME

Focus on quality & heritage; value decency and respect when social; appreciate brands with history

- BMAfRE: FTEEKIZARHET, BERERECHMmMIR. MBIt Sti
- BIEERE: EXBEETRIGRRBROME (WE{2. H13) marRERTIRENE

* ldentity anxiety: the need to accurately display one's taste, achievements and social status without publicity
* Experience anxiety: the pursuit of emotional value brought by consumption rather than purely functional

- ATEHL:  IBEBES AR DR R EEAIRERIAR
- BED: TEEBSERIERERMN, tliE—MRE. RISHSE

* Recognition Motivation: Desire to have one's own efforts and tastes for success recognized by peers
* Bonding Motivation: Create a harmonious atmosphere at business banquets or reunions of old friends

- "B : SEFXOENTESRIRMT, G "R, EMXXER" SRR T
AZPHISADTEIAFNIEEE AN ERR

- REEINEFER: XO (Extra Old) BEHRERIAKA-FRINRER, 2ETGen X'HESH, TIpE
BR" AZERMERRR, SHIRIEaRHRE LRI

+ "Hard currency": Martell XO, as the benchmark in cognac, conveys "tasteful and attention to this
gathering", and efficiently solves the problem of identity confirmation and choice cost in social interaction

+ Carrying the sense of time story: XO (Extra Old) means that the wine has been aged for decades,
which is in line with the "sense of life stage® of Gen X*, and deeply resonates with their life course

40



FIXIXIEAT, RITAEEIZENImREIR?
- E/RFFIQm B I<iEE

To Gen X, what could contribute to brand growth?
With NIQ Growth Architect




THREZTES, REEN, ZTrENaE
Only by knowing consumers and positioning accurately can communicate effectively
FREXHECEHBFI AEESSE Typical Gen X segments in China

(tRE) Consumption is to solve the
practical problems of families

BEMEARE
HEEMAGEBR. INEH

© — OD¥Z 38 A3 =7

: IRIERT The Cirle-Value Identfir

S BRI CEZE. [T > c N .

= TS, g aETes (FSTHT) .onsump ion |§ oin egrg e into speC|.|c
C:> T} #0 oy i ' circles, consolidate relations and obtain
:g 12 The Nostalgic Sentinel identity recognition i
E JrH_{_I]]\I +.v Consumption is a way to fight against the §ﬁ$@1@§}%
q=) B (g, ?J@EE» im.p.etuo.sity of modernity and return to the SUEn B e gt A e
2 original intention A ETS |
= The Self-Balancing Seeker
§ Consumption is a way to balance
Iy ?J_LE)ZE%["‘]% (Z1EM1E) traditional social roles and self-
0P _ ) NN dentty
@ g 0 = Eo, mm s
s S fsr—xwo+ s The Professionalism Advocate

LE - HBEN TEHRRREERISCERG) «UIWE Bk ) Rational, critical consumption, worship of

?é ‘ @, JJIE:_F,J\IJ_I "ingenuity”, typical "parameter party"

= The Pragmatic Patriarch

XK EE Family B¥; Self
N IQ urce: 1 |EE Ezfﬂ%ﬁ] Driver Orientation



IO i B
NI T EEE
Growth starts with

your consumer, so should
your growth strateqgy

BIEATALL, LEEAIRIIRISE—
EERNITEERBRIEINKE.
“The #1 thing that has made us
successful by far was our obsessive-
compulsive focus on the consumer”

AR Z=H, WE#elig A Jeff Bezos

NIQ

|
b
g
|4

\




NIQ

JEINFRIQ Gz
NIQ Growth Architect

ERLAEZEE I OHRER
71, BREEEENEEES
MR IKIEKHYBISE
Unlock consumer-centric insight
to illuminate your clear pathway

to high-yield sales today and
expansive growth tomorrow

44



SKIBNEE RIRSHIRLR SKGHFK, TRERIAFKRIEFN

Picking the lowest hanging fruit today Watering today to ensure prolific tomorrow

HERETRIGHAER ATz AOEE M LA IR ISHRSEE R
Sales activation to bring short-term Building broad mental availability to secure
[=] outcomes long-term outcomes
SCI EFPIEKENEERM

FPERHS, —%EF/—E%ILHH
—m% ' 73
E’ﬂ?&%%@'@@ﬁ

Realizing your full growth
potential requires two
strategies, one that focuses on
short term outcomes and
another that builds slowly over
fime, think of it like this...

o/

[E/RFRIQap kg =B n] LA ES By SCI o et
NIQ Growth Architect delivers both

NIQ 45



MoriEZEmisy, SEIE

FHSHAIRR

Segmenting the consumer landscape to unlock both short and long-term growth

M7 iHZRmlay
Segmenting the
consumer landscape

EEHEEERMY, &iE B RIHE RS
E%E"J |X?EIJU Bringing targeted activation strategy

Embrace consumer
diversity and uncover
the differences that
matter

« £ SiE#E Clarity of focus
- = B4R Deep

understanding of high-yield
targets

. $SHAE Short-term growth

NIQ

SRR
Integrating
segments

KEF—RE I,
ENEEE(INER

Find commonalities that
unite segments, whilst
respecting their
differences

BE] IZHIGKRS 5=
Bringing your broad-based strategy
- AI¥AEME Scalability

- [ 7Z3Ef#% Broad understanding
across many

 <HAEIK Long-term growth

46



et FEHAFHSE
e )

Segment

D RME, BFEEREEIR
K2

Look below the surface
and uncover the hidden
pathways to growth

NIQ

ke
Select

WMHIERERE, NIET
KRz, NARKEEEM
Make the right choices,
that pay off now and lay
foundation for the future

J184< Architect short and long-term growth

e
Secure

ARRREZEETRIME,
iR =P B

Bring value to diverse
consumers to keep high-
yield coming back for more

MaRE

Scale

Tz BiRZINRREEE,
TEINARAZSFANASIE K
Grow your brand beyond
core target to increase
reach and future growth

47



5B AEF Segmentation Science

©
-
9
=
o
c

NIQ

AO&RHE

' Demographics

EEE

Affluence

HEERR
Lifestyle

KB AERR
OCEAN Model

soMEe 0 |

 Category & Brands

ind space

| IhEEMBREEK
Functional/Emotional Needs

fERsE
Usage Ha_bitl | J

| EAE R

v

M5y AB¥

Segment

L X K X |
MANN

| Campaign Mix

- ZEFANRE

- NIEHD TR

- ETEERTEHTHEY
» Consider all variables

= No pre plan segment

= Based on differentiated

variables

48



HAZXARE, ZaeI5iRakESR RIER

Pick the fit segments to ensure the right strategic development

HHETUHERISIRASR, EXEAY
I RKEEENMTH TS

Make strategic evidence-based
decisions to invest where it matters
most for your growth.

AV SRR BB ESRGERTS RS
SRS | DFFSRTAS HRYES D, X
RRECRImERNS 1Mo
Business relevant KPIs assess the
attractiveness of a segment and
evaluate the effort, it will take

your brand to attract the segment.

NIQ

&7 Opportunity potential

NS
Opportunity Potential

BEETEN SN AN ENER,
THEZE NS

Assess the opportunity each segment
offers by uncovering what drives value

K Size
UEIEEEEY FTe kSRR AR

Selecting segments increase brand’s reach

H4%iE 7 Premium potential

RS mEEY AR, St
Selecting segments in line with your brand
ambitions of becoming a premium brand vs.
choice driven (mass) brand

A& Outlook

1GiHEHE EIREIESNIQEE HEIRHA
BHEES, R MR IRARIERE
Ensuring future of your brand by combining
consumer KPIs with market trends derived
from NIQ proprietary sales data

EJ19 %S

Cost to attract

LRSS, (RERIEXI N AEFHY
xiE

Evaluate the effort, it will

take to attract the segment

mhBtEYI{PER Relative brand share

TG ERERAD TR PRIEMIAR ST
EUESINES]

Understanding your current footprint within the
segment and the gap to your top competitor

SREE Competitor intensity
IHERFNESE5ENS

Assessing the competitive environment and
the spread of players that need to be navigated

mhEHELE Brand fit

B EmhAEREM D hizFR Ko ERBREE
Reviewing how well your brand is associated
to meet the needs of a segment

I3 a2 Cost to attract

© 2025 Nielsen Consumer LLC. All Rights Reserved. 49



SRhEE ISR —ESRE Growth Architect unifies strategy
BAMRBEEREE, FEEILURESEBInES], SuBTBSHERRGIEMERGE, ISEISEWSHIZ N UEiE KA F— ks

We offer you the flexibility to tailor to your specific objectives or to harmonize the approach by combining use cases for a unifying

strategy relevant for multiple areas of your business.

= antik i
Product
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Activate targeted growth
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Craft the ultimate product positioning that serves
consumers' needs and adds value to their lives.
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Secure long-term growth
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Build an irresistible brand that appeals to both current
and new consumers.
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Portfolio
Strategy
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Maximize growth across portfolio
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Achieve growth by adding up pockets of demand
across your products, each with a distinct,
differentiated targeted positioning.

IXENZZ 5% pkIN
Drive sales at the point of purchase
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Decode the shopper, channel and mission landscape
for a retail strategy that drives success in-store and
online.
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