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Today’s Agenda

Retail Landscape reimagined

Rising Online Channels

Offline channel remains relevant

How to win within wider categories
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As the market evolves, various touch
points have been present to influence

consumers purchase decision
throughout their shopping journey.

© 2026 Nielsen Consumer LLC. All Rights Reserved.



Health & Beauty Overall Datapoints - Update

H&B

ataglance |ReliV/

Total Store Value Sales Value Sales Growth vs Last Year

£17.7bnj +4.4%

Price Per Sales Unit % Chg YA

Occasions per Buyer Value per Occasion

6 0 (-2% Last Year) £ 6 | 9 (+2.7% Last Year)

NIQ



THE EVOLVED PATH TO PURCHASE MEANS

digital will influence
more sales than not

b

Search engines

Reviews

Al chatbots
Third party
apps

Online adverts Social media

NIQ



Shift to more digital influence and research

® 9% 9
Y Y X

@
-

@
-

6in10

FMCG shoppers use online whilst
shopping in a physical store

NIQ



Social media influence drives purchases to
be fulfilled online

When purchasing a health & beauty product after seeing it
advertised on social media, where did you buy it?

e

Directly from social =
media
From another online Shopplng journey iS

retailer

reshaped by digital
| touchpoints, and the
In a physical store journey iS

Other

Source: NIQ Homescan Survey | March 26 | Q: When you have bought a health and beauty product after seeing it
advertised on social media platform or social commerce site (e.g., TikTok, Instagram, Facebook marketplace, etc.), where
did you buy it from?

NIQ
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Online channel is driving Health and
Beauty market growth and it also

becomes fragmented. Understanding
what role each channel is playing for
your brands is key for success.

© 2026 Nielsen Consumer LLC. All Rights Reserved.
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The online market is increasingly fragmented, impacting all categories
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Traditional
Online

Traditional Online



Online is growing strong in Beauty and Personal Care while OTC has room to grow in online
Online is no longer emerging channel — it has become the mainstream channel especially for Beauty and Personal Care

Online Market Share vs YA

mYA mTY

NUTRITION

+7.0%
-1.3%

59.060.3
52 3 53.8
457 47 .2
36.6 385 362 449
II II i Tl
COSMETICS HAIR CARE HAIR REMOVAL SKIN CARE TOTAL HEALTH ORAL CARE SEXUAL BABY PAPER
& BEAUTY WELLNESS HYGIENE

+5.5% +10.0% +6.0% +16.7% +11.3% +11.2% -29% +2.8% +6.5% +17.6%

-0.1% +3.5% -0.3% +3.1% +0.7% +21% +2.7% -2.9% -2.0% -0.2%

NIQ

NIQ Omnisales provides the industry’s broadest available
coverage, blending instore sales with e-commerce



TikTok Shop is cementing its position as a key online retailer this year

TikTok Shop Share of Online Value by Category
Latest 12 months vs YA EXAMPLES OF SUCCESS
Medicube pink collagen gel mask
Total Ecom excl c \\ More sales went through TikTok
Services .y | T than through Amazon

Beauty & Personal
Care

Free Soul brand

%= Greens
-
TikTok accounts for 50% of their 8
online value sales =
Healthcare z
= 32.9% of Gen X online spend
Homecare 3-970 P

TikTok Shop is not just driven by younger shoppers

NIQ



Almost 1/4 of online shoppers have bought Health and Beauty on TikTok Shop in the last year

The rising e-retailer has the second highest penetration of the online shopper base

VS 2 years ago...

16:38 &

o 4G @
{Q toilet paper rolls ® ' ',t,P

() orders [ Messages £} Startselling 2 Creator

6 SUPERBRANDDAY | Halara [TRE B ¢
Up to 60% Off i
i ©

Average frequency has almost doubled

3.9 - 6.2

Today's deals (NERTRNE

< |18 150 &y

£11.25 £49.99 £4.35 £9.99

A (g Average annual spend on the platform has almost doubled

OFFERS

L'oréa| Parls | ;7‘;1";4 - £ 6 8 £ 1 2 4
it 2981 ,‘.\

TikTok Shop has become a key part of shoppers’ repertoire

17.6% — 25.2%

B Enjoy 5 vouchers up to £69 off Claim B

e @ ® 2

Shop

NIQ



RAPID DELIVERY

9%

of FMCG
ecommerce

2022: Only 9% had
used for groceries

2026: 33% of HHs
used for groceries

Food and beverages drive channel usage, but there remains
growth potential in non-food categories

Rapid Delivery Share of Value Online by Category

20% Think like it’s a
core channel

Consider as a growth channel
with gifting development &

Tobacco  Alcoholic Food Non-
Beverages alcoholic
Beverages

increased presence
1.5% 1.4% 0
-° -° 1.2%  g79
Home Care Healthcare Pet Beauty
Personal
Care

NielsenlQ



Shift to a stronger desire for convenience with growing trips and spend on
rapid delivery

Shopper KPI | Rapid Delivery | Latest 12 Months

- Frequency N\ - Avg Spend N\

12.6 £371

+2.0 +£80
\_ J Y,

Younger consumers are expecting more...
so are you prepared to meet these growing needs? =

NIQ



Rapid Delivery delivers incremental value in certain categories where unpredictability and
urgency drives the purchase in Healthcare while channel substitution is still expected

High Urgency

Value % Chg YA | Healthcare
High Incrementality Moderate Incrementality e e |
1 16.0% '
Pain Relief Travel Health 133% I
Kids Medicine First Aid R :
Cold & Flu Sleeping Aids l I
Allergy | ;
Stomach Remedies 5.9% ! !
> | :
High Plannability 01 : :
Mixed Influence Channel Substitution P ! |
I I
Sports Nutrient Vitamins : ;
Protein Drinks Supplement : l
Joint Health Total Market Total Offline Total Online ; Rapid :
Women’s Wellness | Delivery !
I I

Source: NIQ Omnisales Healthcare Latest 52 Weeks WE 05.09.26

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



Consumers are becoming more accustomed but convenience is not limited to fast delivery
to quicker delivery

Same Day Delivery Share of Orders | Total Ecommerce > Subscriptions

1/3 of Gen Z and Millennials have at least
7.8% one grocery product subscription

P Scheduling orders

96% of UK shoppers say being able to
schedule for a specific day and time would
influence them to purchase more from a
platform

P Assisted shopping

98% find it helpful when retailers suggest
products to them based on previous
purchases and preferences — over % of
Gen Z and Millennials agree

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



Example:

N Wilkinson Sword Hydro 3 Men's Razor Handle, Blade
B Refill, 1 Pack

aDaDED—

WILKINSON

@SWORD@
SKIN HY rION

3 Blade Face or Body Razors for Men, Dual Lubrication, Hydrating Gel
Formula, Great Shavers for Wash Bags or Holidays

Visit the Wilkinson Sword Store

4.3 Jede ke dodr v (80)

Amazon's Choice

Wilkinson Hydro is
outgrowing Male
Disposable Razors

100+ bought in past month

£60 (£3.20 / count)

£6-48 £0.00 with a Gift Card if approved for The Amazon Barclaycard.
Representative 28.9% APR variable. Credit broker: Amazon EU S.ARL. Lender:

Barclays. T&Cs apply.
Voucher: Save 15%:Voucher applies to Subscribe & Save purchase
° option only. Shop items> | Terms S N
Seg J 1 J ] t J 1 1 , ‘ ! Save 5% on any 4 qualifying items> | Terms \
Brand Wilkinson Sword
C Number of 3
ayer generais ts
Unit count 2 count

° Special feature  Moisturizing Strip
(+206.9% vS +O.5%), wlth Number of items 1
About this item

e UNBELIEVABLY HYDRATING: Hydro 3 men's razors feature our
unique moisturizing(1) gel formula designed to help protect
against skin irritation(1) and keep skin moisturized for up to two
hours after shaving

subscription offers
embedding the brand
into shoppers’
regular grocery

Subscribe & Save "=

£EL,76 (£2.88 / count)

£304.03K
in Value Growth in
baSketS Pure Player dispatched by Amazon over
Generalists £35
Additional Subscription-Based ,  Shipper/ Amazon
Offer / Seller

FREE delivery Saturday, 12
September on orders

V_/

<____—’




Chinese platforms have won UK consumers shown by their significant online penetration

22% of early shoppers bought from
Joybuy again

7 weeks after launch vs latest 7 weeks

Joybuy’s share of wallet is at 10%

. . Penetration remains below 1% of the
4 online shopper base so trial and repeat
will be crucial to see the impact

b 9%

NielsenlQ



Al in commerce is not niche — it’'s welcomed by many consumers, especially younger shoppers

% of respondents who would be interested in using Al tools to help manage their household shopping in the future

0
69% 66%
38%
29%
11%
Total UK Gen Z Millennials Gen X Boomers

Source: NIQ Consumer Outlook Survey | UK Respondents | October 2025

NielsenlQ



Al is poised to redefine shelf strategy
A new, even more challenging competitive environment

Q Search or ask a question & O

Physical Shelf
5 O + S KUS ff;id::)ﬁw Wes

$15.99 (s

Rufus

What cold medicine should | buy

M
¥y manus
The general Al agent

‘When choosing cold medicine, consider the specific
symptoms you need to alleviate, such as nasal
congestion, cough, sore throat, or fever. Look for
products containing active ingredients like
decongestants, antihistamines, cough
suppressants, or pain relievers tailored to your
symptoms. Prioritize medicines suitable for your
age and health condition, and follow dosage
instructions carefully, Here are some common
options for you:

 Soldin stores.
Shipping

Vieks
VapoRub, Topical Chest Rub &
Analgesic Oint...Original 176 ez

Digital Shelf

 Sokdin stores.
+/ Shipping

5 + S KUS - ﬁlwvﬂl?lh Severe y

6loz x2pack

ﬁ Mucinex Maximum Strength Cold, Flu & So

Number of visible SKUs

Which cold medicines are suitable for nighttime
use?

s Do any cold medicines contain natural
Mobile Shelf

+

i LALE Al Controlled Shelf

1-2 SKUs

Source: NIQ Digital Shelf Digital Maturity

NIQ

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



Actions to take

Winning in the right channel: Consumers value convenience: Make the Brands AI Ready:
Winning online is about understanding Faster delivery is now moving into assisted Al is shrinking consideration set, so the
the role each channel plays purchasing and automated replenishment. future battleground is visibility

* Understand how your shoppers go + Identify your products that are suitable * Audit your digital shelf readiness today
through their shopping journeys for rapid delivery or subscription * Ensure high quality of product

» Define the role of each online channel » Leverage Al assisted replenishment and information and comparison-ready
within your portfolio personalization to expand the reach content

» Identify which products are best suited » Focus on reducing friction throughout » Act with data-led approach
for different channels the shopper journey and embedding

your brand into shopper routines

NIQ 2
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Offtine remains crucial to Health &
Beauty. Understand how shoppers

engage in-store to support their
purchase journey

© 2026 Nielsen Consumer LLC. All Rights Reserved.



Reality check — should offline be your focus?

Offline still accounts for

over V2 of Health & Beauty spend

2YA

but loses YoY to online

Offline vs Online Share of FMCG Value

YA
m Offline

Online

TY

+11.3%

Its dominance does vary by category, with
some categories already seeing the switch
to online dominance

24% of categories are dominated by online sales now

Dominated by
HBPC

ONLINE SHARE OF CATEGORY

NIQ




How will the
offline channel
evolve?

ESpEC

Mission-led

NIQ



Although store repertoire remains stable, we
are gradually visiting more stores in the short
term...

Store Repertoire for Beauty & Personal Care, Rolling 12 weeks

3.4
3.3
3.3
3.2
3.2
3.1 .

3.1 haircare brands
20 whenthey

3.0
2.9

™ ™ () ()
% &V & U
& S
oD\'\ Q)\\ \Q b‘\Q
J i) v N

Source: NIQ Panel on Demand Homescan Rolling 12 weeks WE 21.02.26 | NIQ Scantrack & Homescan aligned coding
52 we 21.02.26

NIQ




Chemists/High Street remains the centre of Physical stores will still be vital to Health.
offline market in Beauty & Personal Care

Value Share of Instore Market: Beauty & Personal Care Value Share of Instore Market: Healthcare

Grocery Multiples | /6% -0.5 pts Grocery Multiples | NG /c% -1.3 pts

: Chemists/Drugstores [ R 32% +1.5 pts i Chemists/Drugstores || | NG 0% -0.4 pts
L e e e = =
Bargain Stores [l 8% -0.5pts Bargain Stores [JJli] 7% -0.6 pts
Discounters [l 7% -0.6 pts Symbol Grocers [} 5% +1.4 pts
Symbol Grocers || 1% -0.1pts Discounters [Jj 4% -0.2 pts
Other Channel [l 5% +0.1 pts i_ _ _Ojth_er- C_hz_in_ne-l _;_9_%- ) ?I-;l_l;t; N _i
O S 1

Source: NIQ Panel on Demand Homescan — Value Share of Trade - Latest 52 Weeks — W.E 05.09.26

NIQ




Holland & Barrett wins through embracing healthcare trends Holland&Barrett

As Seen On Social

hollandandbarrett &
Holland & Barrett

3,256 posts 230K followers 1,210 following

Health . Movement = Wellness Nutritious Food
@ Expert tips and advice 4 Tag us! @hollandandbarrett

® OO0 6

H&B Experts ... Loved by you... Women'’s Hea... Movement . Nutrition & Gut Health @ Trending &

 —

NIQ



Instore engagement remains constant — shoppers are shopping slightly less often offline but

continue to deliver value importance

» ’ig’\‘,‘ - i

Less trips
Higher spend
Same baskets

Stronger promo

g

Occasions per Buyer

56.6
56.0 55.4

MAT 2YA MAT YA MAT TY

Units per Occasion

2.4 2.4 2.4

MAT 2YA MAT YA MAT TY

Value per Occasion

£6.3 £6.6 £6.7

MAT 2YA MAT YA MAT TY

% Value on Deal

29.3% 28.9% 29.8%

MAT 2YA MAT YA MAT TY




Convenience stores’ additional services are a key component of the format to drive footfall

What are the main reasons for shopping at Convenience stores? | 2026

Emergency shop.

To use the additional services available in the store (e.g., Post
Office services, Click and Collect, parcel services, ability to pay _ 21%
utility bills, etc.).
To buy food to consume on the go (e.g., sandwiches, crisps, fruit,
etc.).

NIQ



Offline is evolving not declining:
Half of the category spend goes to instore,
the role evolved into mission-led journey

* Avoid treating online and offline as
competing channels. Instead, define
the role of each within the shopper
journey

» Prioritise investment behind missions
where stores offer a competitive
advantage, such as urgent needs,
discovery, reassurance and advice

Actions to take

Experience & expertise win:

Winning retailers are gaining share by

helping shoppers solve needs

Organise merchandising and activation
around shopper needs and usage
occasions

Invest in education, advice and trusted
recommendations

Create more discovery-led and solution-
based shopping experiences

“Top up” and immediacy are keys:
Mission-led categories will determine

future channel success

Design category execution around how
shoppers buy, not how products are
organised

Improve visibility and activation at key
decision points in store

Prioritise categories and occasions
where stores provide a natural
advantage.

NIQ

31



Retailers and brands need to co-ordinate instore activation across touchpoints.
The shopper journey starts online, but a strong in-store activation will continue to be a key conversion driver.

Digital discovery Retail media Purchase confidence

Retailers and brands to collaborate earlier in the journey

NIQ
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Winning starts with the shopper:
understand what moves them at each

touchpoint, then turn that insight into
smarter innovation, sharper claims
and stronger in-store action

© 2026 Nielsen Consumer LLC. All Rights Reserved.



Growing K-Beauty demand is creating new routes for brands to reach
shoppers beyond traditional beauty retailers

Amazon TikTok Shop

Scaling Demand Discovery at Scale
+ K-Beauty growing x3 faster than average beauty » K-Beauty searches +125%
+ Continued expansion of beauty ranges » K-Beauty basket values +35% higher than
skincare average

Sephora : PureSeoul
. No longer a niche trend e )
Prestige Endorsement / Building Category Authority
+ Partnered with Olive Young p Now powering a new + Overnight queue for store launches
« Expanding K-Beauty access to shoppers i = \ ecosystem of beauty retail * 2,000+ products across 60+ brand partners
Stylevana Skin Cupid
Value-Led Access Authenticity & Trust

* Large K-Beauty assortment
 Price-focused for repeat K-Beauty

* Opened London flagship store
+ Curated range of 60+ Korean beauty

shoppers brands
YesStyle Look Fantastic
Assortment Breadth \ \ Mainstream Adoption
» Broad catalogue of K-Beauty brands \\ - » K-Beauty revenue more than double YoY
» Long-tail products often unavailable in UK retail \ * 6 new K-Beauty brands launched in 2026
i

Source: TikTok Newsroom (Beauty Crush Report); Naisu Beauty; Fashion Network; TheStreet; Cosmetics Business

>4 34

NIQ



EXAMPLES OF SUCCESS :’:.\ Korean-inspired products

Acquisition Translation

Buying Korean brands or suppliers Reframing K-Beauty ideas for local consumers

_ = Rather than competing on
I_'O R E Al_ @ Dr. G I_,O R EAI_ Korean authenticity, L'Oréal
GROUPE —_— GROUPE adapts K-Beauty trends for local

consumers through the trusted
Revitalift franchise.

MY SKIN MENTOR Dr.G

O The leading Korean skincare brand was brought into the
L'Oréal Group in 2024, under the acquisition of

_ The explicit "Korean Skincare
Gowoonsesang Cosmetics Co.

Inspired" positioning allows the
brand to capture demand for
K-Beauty benefits while
leveraging existing brand
equity, distribution and
consumer trust.

O Followed the 2018 to acquire Nanda co. Ltd, the parent
company to STYLENANDA and makeup brand 3CE.

O The addition of the brand positioned their portfolio “to meet
the rising demand for K-Beauty” globally.

0 Brought Dr.G to the US market in 2025 exclusively on

Amazon L’Oreal’s Top selling product

on TikTok in Latest 12 Months

[ Control At High Cost [ Brand Power

N I Q Source: https://www.cosmeticsdesign-asia.com/Article/2021/10/13/Pilgrim-tapping-into-Korean-beauty-trends-and-making-them-accessible-to-domestic-market/ | NielsenlQ Digital Purchases India— Latest 52

weeks ending 28t Dec 2025 | L'oreal case Study Face Cleansing & Skin Conditioning and Moistruising | MAT 16.08.26 | PR Newswire | L'Oreal Groupe | Source: logos sourced from brand/retailer sites 35
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Brands that win with Social Commerce and Al focus on personalisation and trust

Wsllgard

Free”

SOUL

nutrltlon

E9OKS

W3lligard

W3ligard

Wallgard

Nutritionist-formulsted for real results

sk Over 10000 ewe

The home
of women’s

wellbeing.  EECE

Nellbeing m
icked nuts

of people using Al for
personal research

31% use it at least once a week

4,000,000+ customers & counting
< ShopAll  Shop Supplements v  Shop Bundles  Shop by Health Goal > * Rated 'Excellent’ on Trustpilot

TikTokShop

Get a FREE pack of Turmeric §
when you spend £35+

Auto-adds to basket when you spend £35+

SHOP ALL SUPPLEMENTS

MenisHealth METRO GLAMOUR WomenSHealth Mirror COSMOPOLITAN

NIQ
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N7
Al-Empowered Consumers Are Reshaping Ingredient-Led Innovation '—sIF

Informed consumers are driving demand for new active ingredients, with Pirileve leading category disruption
through innovation, clear efficacy messaging, and omnichannel visibility

Quick & Effective Symptom

Use of New ‘Ingredient’

Eye-Catchy Packaging

+ 49 0. 6% sales value growth was recorded for the Pirileve product.

Messaging
sosoffon || = Pirilieve 24Hr NO TABLET IS
a ‘:Pfrilieve Efficacy STRONGER' WITH
Heb ot =\ ACTS stated: jesmd == OCENADINE
m - 4
fexofegnadine hydrochloride . ﬂ‘- WITHIN HYD ROCH LOR' DE
Gl I 1THOUR 0 :
_ +18.1% Pirilieve provides max
fgﬁz , : in Value per strength hay fever relief for
dl ») 24 24 HOUR Buyer adults & adolescents 12+
‘W R . & Off l Use code SNEEZE15 to save 15 percent on selected hayfever relief I & & e hr RELIEF
eview er.: -
l Buy 1 get 2nd 1/2 price on selected Healthcare I + 70 o 6 %
That they do what they supposed to do. in Value peI'
emmaga_2713 Occasion
The packaging is very bright in colour and is very clear as to what ingredients
are in the product and what the dosage is.

NIQ




Win by shifting innovation and messaging toward functional benefits. +:: :

Top on-pack claims in OTC Healthcare

What'’s driving appeal among younger shoppers? What’s winning with older shoppers?

Contains
Pre-Biotic Group

Contains Muscle Health Immune System

Source of Vitamin D Antioxidants Benefits Support

+35% +11% 6% 19%

units YoY units YoY selling OTC claim penetration units YoY
Source: NielsenlQ Panel On Demand Homescan | GB - SYNDICATED QUARTERLY | INTERNAL - QUARTERLY
N I Q NIQ Product Insights unlocks measurement through
claim, certification, and ingredient product characteristics




Vitamin-led immunity growth driven by

innovative formats and convenience

“ForAdults  Top Seller under the Tmmune System

Health’ Claim
BetterYou®
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Child-focused immunity growth led by

flavour-driven NPD and omnichannel reach
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Trust-Led categories such as Hair Colour are winning through ‘Omnichannel’ journeys

How Consumers Shop Today?

Discover

Validate

Purchase

Total In-store* Total Online*

@ D +3.6% +11.9%

%
o)
Product reassurance E
w0
. . 23
Human interaction S
—
Lower perceived risk ?g
H—
Trusted retail =
environment é?
=
Immediate gratification S
g
&
R
v

Omnichannel Winning Model:

Online Discovery + Physical Reassurance on Shelf = Conversion

Value Growth*

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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Al Visibility Is Becoming a New Competitive Battleground for Brand Discovery

(
Prompt: Top 3 Hydrating & Brightening K-Beauty Serum Available I "AI Output:
in the UK * ! Rank Serum Best For |
I w Beauty of Joseon Glow Deep Serum Best combination of hydration + I
of Jose | brightening |
I b Anua Niacinamide 10% + TXA 4% Dark spots and pigmentation I
O I 1 Torriden Dive-In Serum Deep hydration and glass skin I
4 8 /O S s s s s s s - o
of consumers
state that the
0 c R &7
motivation 24 34
o o V"( ‘(}’L’(
behind buying K- L s
. AR AAgueAd
beauty sklncar’“e e O
T .
is ‘hydration LV Torriden

and skin-health
benefits

@ DVEIN Serum

Beauty of Joseon Glow Deep Serum (Rice +

Alpha-Arbutin) A
Anua Niacinamide 10% + TXA 4% Dark Spot :

Correcting Serum - - .
d Torriden Dive-In Low Molecular Hyaluronic

Acid Serum

*Recommendations may vary based on Al-identified shopper preference patterns.
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Examples of Succes in Turning ‘New’ Ingredients into Trusted Skincare
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Start #mirrorskin
with Snail Mucin

STEP1 STEP2 STEP3
© » o » o

Ready Target  Protect

Cleanse Essence Moisture

-
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Medicube COSRX Dr. Melaxin
PDRN ADVANCED SNAIL CEMENRETE (CALCIUM)
+ PDRN at the centre of the range helped drive * Snail mucin made the hero of the range: * Rapid growth: Cemenrete range is 27.7% of

brand sales to £32.16m, up 1,021.3%

Technical properties translated into
recognisable benefits: hydration, barrier
support, elasticity and glow

Makes the emerging ingredient easier for
consumers to understand

Paired with recognised actives (peptides,
collagen, niacinamide) to strengthen credibility
and broaden the proposition

Consistent, benefit-led education turns an
unfamiliar active into a trusted purchase
driver

Advanced Snail drives 38.3% of £14.36m brand
sales

Prominently communicates concentrations of
up to 96%, giving the once-unfamiliar
ingredient visibility, credibility and a clear point
of difference

Consistent messaging on hydration, soothing,
barrier support and skin renewal makes the
ingredient’s purpose easy to understand

Extensions across essences, moisturisers and
eye care build Advanced Snail into a complete
skincare routine

brand sales, growing 42,020.6%, and propelled
Dr. Melaxin to £25.77m (up 15,250.9%)

Doesn’t rely on ingredient recognition
alone: calcium is linked to specific concerns: loss
of firmness, elasticity and under-eye volume

Proposition reinforced through targeted
formats

Demand validated on TikTok Shop before
entering 196 Boots stores

Shows how brands can educate consumers,
create an emerging benefit platform and use
proven demand to unlock wider retail
distribution

NIQ
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Deodorant Is Won at the Moment of Need, Making Physical Retail the ‘important’ Channel

Where Consumers Buy?

Occasions per Buyer vs Value per Occasion

in Impulse Convenience Channels* Total Coverage Impulse Convenience Grocery Multiples
£4.50 Channels
£4.00
£3.50 O 0 O
+ 5. 6/0 + 1 o /O +5 . ; /O
£3.00
£2.50
£200 in Value Growth
£1.50
Winning Levers
£1.00
1.0
£0.50 > Checkout
Secondary Sitting -
Visibility
0.0 £0.00
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==@— Occasions per Buyer &— Value per Occasion

When Discovery meets Visibility, brands win by being present where urgent and
*Symbol Grocers top-up missions occur
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Win Haircare in different channels with different shopper missions

Different shopper mission offers opportunity for both online and offline channels

CInspire & Discovea C Treat Myself ) (Weekly Replenish> ( Need it now >

Haircare Value % Share in Personal Care

8.9%

8.6%
I0 [ i I
] I

Total Market Total Online Pure Players Total Offline

Source: NIQ Omnisales Data Latest 52 Weeks WE 08.08.26

Offline remains its importance...

9.5%

Offline
Grocery
Multiples

While Discovery and Treats are driving online...

Haircare Value % Growth

14.3%
11.7%

7.0%
3.8%

Total Market Total Online Pure Players Total Offline

Rapid Delivery

£2.0m

+207.2%

4.0%

Offline
Grocery
Multiples
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Oral Care is increasingly becoming an AI-Native Category

How shopping is changing?

SUIREED  JUWRWORES  ERUNTREES

Outcome-Based Missions Driving Growth Why Oral Care wins Online?

GMs Offline Online Beauty
Specialists .
L Auto-Replenishment &
Sensitivity: -1.6% +75.4% Subscription-Based Offers
Whitening: -0.9% +175. 6% Easy-Comparison of

Ingredients

Enamel Care: -33.9% +766.6% Wider Product Choice & I

Bundle Savings

Gum Health: -16.2% +290.7%

E W Fresh Breath: +8.8% +1,328.2%

NIQ B
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Looking
Ahead

A dedicated online strategy/focus

Ecommerce is changing the way consumers shop Health &
Beauty and is driving most of the growth in the category. Make
sure you're showing up in this space and connecting with
shoppers in order to grow.

Align strategy with consumer need

Consumer journeys are increasingly omnichannel. Winning is
not about being everywhere, but understanding which channels
best support each shopper mission, with physical retail playing a
critical role in immediacy, advice and trust.

Make brands Al ready to optimise visibility

As market evolves into online shelf and Al recommendations,
brands visibility has shrunken compared with instore shelf space.
Optimise product information and searchability with data-focused
approach would put your brands in the front of consumer’s Al usage

Future proofing is connecting with the
consumer at each point in the full
shopper journey




Please leave your feedback on today’s presentation
through the QR code — it only takes one minute!

Kevin Chen Silvia Ghosh
NIQ NIQ

Senior Insights Analyst Senior Insights Analyst

P o S o How the score is calculated:
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