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Despite recent upward trajectory, inflation across ANZ is getting closer to pre-pandemic levels

Housing driven by electricity cost puts pressure in Australia in the latest quarter

Annual CPI Growth (%)
_ Australia — CPI by Group, QTR September 2025
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Pacific consumer sentiment remains
relatively unchanged, with most consumers
still feeling worse off

Consumer financial position, sentiment year over year (% respondents)

ﬂ Australia

v

Higher cost of living is still close to
consumers’ hearts, while global conflict is an
uprising concern

JuIy 2025 % change from

last year
51%  51% Y
Global conflict/Escalation of crisis/War
(0)
(was #8 in 2024) 1 7 A') +1 2
43%
41% 41%
Increasing food prices 3
(was #1in 2024) - )
33Y%
Increased housing costs + 1
J
+3
15% 139, Economic downturn 6% -1
12% o /
Rising interest rates 0
(was #4 in 2024) 5% -4 y
Mid-2022 Jan. 2023 Mid-2023 Jan. 2024 Mid-2024 Jan. 2025 Mid-2025
-o-\\orse off —@—Better off
Source: NIQ 2025 Consumer Outlook survey. Question: What is your biggest concern over the next 6 months? Please select one only
N I Q Source: NIQ 2025 Mid-Year Consumer Outlook, Pacific, vs. previous studies. Q: Compared to a year ago, is your and What is your second biggest concern over the next 6 moths? Please select 1.only. Numbers are the totals of both questions 5

household better off or worse off financially?



Rising FMCG prices continue to affect
everyday essentials

Price per Unit % change

Total FMCG excl Fresh : +2.3%

@Australia

Inflation
Heat

Map

Fresh Deli,

Frozen Food \
+2.0% Conf. & Snacks
+2.9%
Meat and

. Fresh/ Seafood*
(T Perishable
+3.1%

Health &

Beauty
T /2
Checkout )
Alcohol
\

. > +2.5% Higher than average

. 1.5 -2.5% Average

< 1.5% Below average

Despite of that, Units picked up across
most departments in Australia

Unit % change

Total FMCG excl Fresh: +2.7%

@Australia

Chilled

+4.4%

Frozen Food
+2.9%

\

Ambient

Health &

Beauty
+5.1%

Conf. & Snacks Chilled
Beverages
+3.8% +4.8%

Fresh/
Perishable | Household

Fresh Deli,
Meat and

Seafood*

+5.0%

Pet Food
-3.2% /

Food* +0.9%

Volumetric

Heat Map

N\ Checkout ) Alcohol

-3.8%

. Volume Growth . Volume Decline

NIQ

Source: NIQ Australia, Price per Volume % Growth vs YA — Latest 52 weeks ending 05/10/2025
*Price Chg % expressed in Price/Volume



The 2025 economic divide

Consumers sentiment in Australia looks more positive

. Thrivers:
Saved money and feel more
financially secure

Unchanged:
Not impacted and continue
to spend the same

I cautious:
Not impacted financially
but are cautious with spending

B Rebounders:
Experienced income or job loss but now
feel they are back on track

. Strugglers:
Have suffered financial

Mid-2022 Mid-2023 Mid-2024 Mid-2025 insecurity and continue to do so
today

Source: NIQ 2025 Consumer Outlook survey vs. 2022, 2023, and 2024 Mid-Year Consumer Outlook studies (excludes China). Q: Which of
the following best describes how current events of the last few years have impacted your overall household financial situation?




Higher spending expectations with Fresh and Dairy, and less with Snacks, Confectionary and
Liquor evidence Health & Wellness priorities

Spending intentions for the next 12 months
Net change in spending (pt. change)

Spending intentions for the next 12 months
Net change in spending (pt. change)

Utilities 38%

Rent / mortgage 25% Fresh Produce 15%
Groceries and household items 23% Dairy 1%
Insurance (non-medical) 23%
Transport costs Fresh Meat
Health care Dry/canned grocery products

Paying off debt
Education for yourself or your kids / childcare Frozen foods

Saving / Investments ext 12 months? Home essentials

In home entertainment -15%
Holidays — international -16% Health & wellness
Socializing (gatherings for family/friends) -19% Pet products
Salon beauty / grooming -20%
Holidays — domestic -21% Baby products
Small domestic appliances -21% Beverages - nonalcoholic
Home improvements / décor -22%
Holiday celebrations / special occasions -22% In-store prepared meals and/or meal kits

Large domestic appliances -24% Personal and beauty care
Food delivery/ takeaways -27%
Clothing / Apparel 27%
Electronics/Technology 27%
Out of home entertainment -30%

Out of home dining / eating  =31%

Alcoholic Beverages =22%

Snacks and confectionery -23%




Australian shoppers are still chasing value — but some behaviors are changing, with
more scrutiny on basket costs . Australia

change
vs. 2024

44 t +1

40 t +3
T

36 ‘ 1
35 t iy

Switch to a lower-priced brand

Buy whatever brand is on promotion

Monitor the cost of my overall basket of goods

Stocking up or buying in bulk when my preferred brand goes
on sale or promotion

Shop at stores with loyalty points / use loyalty points to
manage spend

FTE@ & = )y

Stop buying certain products to focus just on essentials 34
-
Decide to purchase private label / store brands QIE 28 t +1
Shop more often at discount/value/lower-priced stores ' 27 ‘ -1
Substitute or trade-out for a lower priced alternative (for @ 24 ‘ -2
example: A different cut of meat)
Buy larger sizes to get a better price per amount of product I _ 24 t +7

Source: NIQ 2025 Consumer Outlook survey




Other than product quality, Australians value reviews, ethical labour and community impact @

Australia
0 20 40 60 80 100

Product quality and consistency

Recommendations or reviews from people | do not know
personally

Ethical labor and sourcing practices
Community involvement and social impact

Product sourced from (or made in) my home country

Recommendations or reviews from people | know
personally

Customer service and responsiveness
Transparent business practices

of global consumers Diversity and inclusion in branding
say that trusting the

brand they’re buying
from is very or
somewhat important.

Environmental sustainability

m High influence  ®Moderate influence  ®No influence

Source: NIQ 2025 Consumer Outlook survey
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As inflation persists, grocery momentum is sustained through more shoppers and more
frequent trips, despite declining basket sizes and lower per-trip spending

Value Growth vs YA Volume Growth vs YA Average Price per Volume vs YA

+6.1% +4.6% +1.4%

Val Growth vs 2YA: +11.9% Vol Growth vs 2YA: +10.0% Price Change vs 2YA: +1.7%

Buying Households Average Trips Average Spend per Trip Volume (eq) per Trip

6.7% 0.7%

41%
4.5% ‘ \
2.2%

-1.0%

-2.1%

Source: NielsenlQ Homescan™ | 52 weeks to 05/10/2025 vs Year Ago (YA) & 2YA
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In the latest quarter, more shoppers are shopping around in 4
and more retailers

% of Buying Households shopped at

40%
379%38%
0 —_—
14%14% 430, 14%14% 157
of shoppers shop in 3+ retailers, 49, 5% 49,
up +2.0pts vs YA . .
1 Retailer 2 Retailers 3 Retailers 4 Retailers 5+ Retailers
m Quarter 2YA Quarter YA m Latest Quarter

Source: NielsenlQ Homescan™ | 13 weeks to 05/10/2025 vs Year Ago (YA) & 2YA




Online is dominant among larger shopping trips ($120+), while Discounters B&M performance
peaks among $60-$80 trips

Woolworths Online represents more than half of Online share among $120+ trips

Share of Value - Channels
8.8%
9.7%

13.3%

Basket Share of Value - Online

8.8%
9.9%

3.4%

2.4%

1.7%

| 1.2% |
)
[ 20 0
-GN 1= I 2.5%
Less than $40 $40-$60 Basket  $60-$80 Basket  $80-$120 Basket $120+ Basket Less than  $40-$60 $60-$80  $80-$120 $120+
Basket $40 Basket Basket Basket Basket Basket
®m Mainstream Grocery B&M m Discount Grocery B&M m Other Grocery B&M _
Pharmacy B&M = A/O B&M = Online E Coles mWoolworths = Amazon ®Bunnings = All Other

NIQ 14



Discounters (B&M) and Online channels repre=lg R [1ETg=Ia ol M e {oTo-TaVAVE 1K1 [-1oF
outperforming the market and driving growth

Value Share of Trade & Pt Change vs YA Value Growth by Channel

11.9%
Total Outlets FWL

Supermarkets (B&M) [ ] 56%

KR
ﬁ' Discounters (B&M) -WI 21.8%
Pharmacy (B&M) 5.5%
7 Pharmacy (B&M) 5.9%

0.0pt vs YA

| 40.3%

onine - | 5%

12.7%

[J2va HYA

Supermarkets (B&M)
-1.3pts vs YA

Supermarkets: Woolworths + Coles (Brick & Mortar only)

Discounters: ALDI, Costco, Chemist Warehouse (Brick & Mortar only)

Pharmacy: All other pharmacies except Chemist Warehouse (Brick & Mortar only)
Online: All online platforms

All Other Brick & Mortar: IGA Group, other independents, specialty (e.g. butcher, bakery, greengrocer, Asian grocers) Source: NielsenlQ Homescan™ | 52 weeks to 05/10/2025 vs Year Ago (YA) & 2YA
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Fresh categories have become more important [[gRe[f\l [ Rub-1g Gl [de) A Mu oI gy ET1 "X [I[-R (o]
higher prices and shopper expansion

% Category Contribution to FMCG Val Growth & Drivers vs YA (Top 10)

1 Fresh Meat -
2 Fresh Fruit |
3 Fresh Deli e
4 Fresh Vegetables _
5 Eggs "
6 Softdrinks - | |
Chocolate Confectionery ]
Total Bakery I.
Coffee B
Yoghurts L B

Buying HH = Avg Trips m Units Per Trip = Price Per Unit

Source: NielsenlQ Homescan™ | 52 weeks to 05/10/2025 vs Year Ago (YA)
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10.0%

Online channel contributes 711%
of total FMCG sales in Volume,
with +13% volume growth vs YA

2YA YA

Source: NielsenlQ Homescan™ | 52 weeks to 05/10/2025 vs Year Ago (YA)

NIQ [€]3
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In the latest 52 weeks,

63%

Aus Households are cross-shopping in
both Online and Brick & Mortar, up
+3.8pts vs YA

2X

Avg $ spend per trip Online ($109) vs
Brick & Mortar ($51)

64%

of Online growth is driven by new
shoppers and increased spend
amongst existing shoppers

18



v 1 9)°4 n .
Fresh categories are key drivers of accelerated ngp.grbyﬂ pnmérlly f.{,?eled’ ""‘"‘ q..b": -
a larger shopper base and higher prices /'Q 0 7 A R ,h-._. . |

% Category Contributed to Online FMCG Val Growth & Drivers vs YA (Top 5)

: < 2 v
2 6% Fresh Frul .- b ‘.‘ \ ¥ & “pr s N Food Delivery
Fresh Deli I -| 4 i
‘ Your order
3 } has been delvered .
4 Frosn vegetaies | 1 ~al I
Softdrinks .- :
- w
. :\ .'- ‘
R ’ g i
on 0 i o
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3 :. . - -
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BuyingHH  ®mAvg Trips  mUnits Per Trip  ®Price Per Unit

Source: NielsenlQ Homescan™ | 52 weeks to 05/10/2025 vs Year Ago (YA)
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As a result, the gap between FMCG and Fresh Meat
Online Share is narrowing

Online Value Share

10.8%

8.5%
6.6%
6.7%
5.8%
5.5%
3YA 2YA YA MAT
=—FMCG Fresh Meat e==Fresh Beef e===Fresh Lamb

NIQ [€3



Costco and Butcher have the highest value growth in Fresh Meat followed by Coles

Costco accounts for half

Share of Value of Other SM value,

Butchers account for 2/3 Fresh Meat | Value % Chg YA Butcher growth 9.5%
of Non SM value 2219,
. (o]

Costco growth 28.5%

7.4% 8.5% 10.3%
4.8% 4.3%
45— ] - I -
[ ]
-4.5%
Total Outlets  Woolworths Group  Coles Group ALDI IGA Group Other SM Non-SM
Share of Volume
Fresh Meat |[KG % Chg YA
13.4%
6.4%
3.2% 3.2% 2.8% o
4% 1 L — 0%

-10.2%
Total Outlets  Woolworths Group  Coles Group ALDI IGA Group Other SM Non-SM

Source: NIQ Homescan, AUS, MAT to 05/10/2025
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= to drive growth

Basket sizes are
shrinking as
Aussies shop

around

Fresh Categories %
are key drivers of &=
FMCG growth
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Fresh and Processed (Deli) Meat driving growth and gaining share in the latest MAT
This trend is also visible in total FMCG where Fresh Meat, Deli as well as Fresh Produce are the key contributors to FMCG

growth

8.6
5.4

8.2
3.8

10.8
10.1

7.7
71

2.8
21

$19.3B

$12.8B

$4.6B

$1.2B

$655M

Category size

Growth Drivers

Fresh & Processed growth is driven by
higher Frequency and Spend per visit

Frozen Meat grew in all metrics while
Canned Meat gained new buyers, but
lost frequency and spend per visit

Demographics

Largest Meat demographics (Senior
Couples, Independent Singles;
Oceania, Eur/Am) contribute less than
their share to growth, while smaller
groups over-index in driving growth

NIQ

35
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While Meat growth is driven by higher spend from U3 ilil R\l M
switching Value from Frozen and Canned Meat, but [[eX[s[¢ | (ol 3 {eTel-T11- c M/
Processed meat (Deli) is gaining from all other Meat categories

at is.also gaining
N &

Shifting gains and losses, Value, AUS, MAT to 05/10/2025, relative to T. Meat*

Frozen Meat
& Seafood

Fresh Meat
& Seafood , «

_ Processed
Meat

A

All other

Canned
Meat & fish

S 3
rice) as well as canned fish L CRSAIT, Salmon and Sardines :

ffﬁ MLA datasets i'

NIQ




Convenience Meal solution growth is driven by Chilled ready Meals — the only Meal category
that gained share this year

Convenience Meal Solution performance

Food Box / Meal Kits are highly
. . 2.4 oo
T. Convenience meal solutions 48 568 over-promoted, gaining more buyers and
volume, but declining in value and losing share

-10.2

Food box/Meal kits 16.3 $908M

Packaged Salads 3.0 = ‘ i

d 3.8 $997M . v

[ ' o £

Frozen Meal and Snack 3460 $1.7B o . "
Ambient and canned meals 2
-5.2 $314M
Chilled ready meals . 10.1 $1.78
Other Meal Solut 0.4
er Meal Solutions 0.0 $413M
Value vs YA (% Change) KG vs YA (% Change) Category size

NIQ



Chilled Ready Meals grew in all metrics

Packaged salads attracted more buyers, while Frozen Meals & Snacks grew due to
higher spend per visit

Penetration vs YA Frequency vs YA Spend per visit vs YA
T. Convenience meal
solutions 04 I - 0.2 0.02
Food box/Meal kits I o1 [ -16.49 |G
Packaged Salads B os o3 [ | 0.08

Frozen Meal and Snack 0.0 -0.2 - I 0.31

Ambient and canned meals -1.1 - -0.3 _ ‘ 0.08

[ Chilled ready meals o4 B o | 052

Other Meal Solutions -1.1 [ o1 | | 0.05

N I Q Source: NIQ Homescan, T. FMCG dataset, AUS, MAT to 05/10/2025. Note: definitions and segmentation might differ from MLA datasets
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' Ethnic Australians

17%

of buyers
who account for

50%

of Value Growth in
Meat

45%
of Value Growth in
Conyenience Meals



Fresh Meat & Convenience still Ethnic groups

Deli driving on the rise via play big role on
growth Chilled Meals growth

N ' Sonfidential and proprietary
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Lamb & Beef
Presentation tomorrow

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC . All Rights Reserved .



Beef retains value share strength while lamb showing positive
signs of value recovery but still slower than other proteins
hence share softened

%
+7.4%
Fresh Meat e 37.7% D
-— —— 35.8% 35.7% 36.4%
29.2% .
07 7% o 28.5%
26.3% 26.4% o —
@ o=
3.1% 3.0% 3.2% 3.3% 3.3%
RN, ——G— ——

NIQ GFK % Value vs YA Source: NielsenlQ Homescan



Value holds up for beef and lamb as consumers still willing to pay more despite the increase in
price

% Aus households buying How often do they buy How much kg per trip Price per kg

N N 2 N
23x 1l.2kg S17

Per yr

$ \ 2 ¢ 1T

Source: NielsenlQ Homescan 52wks to 05 Oct 2025



Thank you

NielsenlQ
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