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Despite economic resilience, challenges remain

Global
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Market
disruptions

China’s Slowing

economy global growth

N IQ GFK Source: October 2023 World Economic Outlook, Foreword. _ . © 2024 Nielsen Consumer LLC. All Rights Reserved.
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https://www.imf.org/en/Publications/WEO/Issues/2023/10/10/world-economic-outlook-october-2023

Global divergences — most growth expected from emerging economies
USA & China forecast for 2024 revised upwards while Euro, LATAM and MEA downgraded

IMF Real GDP growth rates & projections (%)
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https://www.imf.org/en/Publications/WEO/Issues/2023/10/10/world-economic-outlook-october-2023
https://www.imf.org/en/Publications/WEO/Issues/2024/01/30/world-economic-outlook-update-january-2024

Turnaround with growth for the first two months of 2024

Sales Value USD (NSP) in % / growth rate YoY in % | B2C Retailer Market | Year To Date: Jan - Mar 2024
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GfK’s Innovation Framework for Tech & Durables
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N I Gfl( Source: Conceptualized by market experts of Global Strategic Insights Team @GfK. This is conceptualized by looking at some of the key categories across all key TCG and H&L sectors. How.is it different from trends and themes: Tl}ere will
Q some level of overlap as some trend manifest as drivers of innovation. But innovation is at a more basic level at an execution or implementation level versus a trend which is more broad



Impact and
opportunities

for the smart
home market
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Home appliances market has seen multiple major pushes of smart appliances
Resulting in every fourth dollar spent on connected appliances

Global (ex. North America) | Home Appliances (MDA/SDA) | Share % and growth rate +/-% of smart appliances
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Digital smart categories matured earlier than smart appliances
Share of smart is quite high due to over skewing of Televisions and Audio categories

Global (ex. North America) | Digital Categories* | Share % and growth rate +/-% of smart appliances
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N IQ Grl( AHS Excl. Home Theater, Soundbar/base, PTV, Headphones & Mobile Headsets, Bluetooth Speakers



Smart Home adoption is facing a deceleration in-line with market deceleration
However smart features and connectivity features are still one of the best levers for product
premiumization if the product has the right use cases especially for home appliances

EU7 | Sales Value USD % | Jan-Mar 24 vs PY
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Consumers’ ask for
simplification and
convenience resonates with
smart appliance promises
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Who Is my
consumer and
the relevance

of key
usecase

How to create a
consumer pull
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Who is the ,,buyer” of smart product?
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Relevant use cases are key to achieve mass market adoption
EU14 countries | Sales Units % | Jan-Dec 2023
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N IQ Gr K Source: GfK Market Intelligence | Sales Tracking, Period Jan-Dec 2023 | Smart Connect is based on App and Voice control and only includes diagnostics for MDA categories | CountriesinEU14



Smart use case is key to enable consumer pull

Most important product features during purchase (~30.000 interviews) | Q3 2023
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Source: gfknewron Consumer | Countries: Belgium, Brazil, France, Germany, Great Britain, India, Italy, Japan, Netherlands, Russian Federation, Spain | Washing machines; most

N IQ (@130€  important product features when purchasing a product



Smart use case is key to enable consumer pull

Most important product features during purchase (~30.000 interviews) | Q3 2023
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creating pull while key decision
criteria is energy efficiency, but smart
can be a differentiator
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use case creates pull

Robots’ use case highly enabled by
smart functionalities pull is created
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Source: gfknewron Consumer | Countries: Belgium, Brazil, France, Germany, Great Britain, India, Italy, Japan, Netherlands, Russian Federation, Spain | Washing machines; most
important product features when purchasing a product



What can you already do with your Smart TV that creates this consumer pull?

Q¢4 END CALL

N IQ GrK Source: Synthesized by market experts based on opinions and discussions



What are the conveniences offered by smart speakers?
Our studies shows most common usage is to remotely control televisions, lighting and power sources
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N IQ GrK Bluetooth is RPG Bluetooth Speaker, Smart Plug and button share is calculated on total smart communication devices *Smart Speaker owners most commonly use their device control their' Smart TV 'drd SmartLighting

and Smart Plugs Tech UK Connected Home Report. **Smart Home Monitor 2022 NL smart plug and button share is calculated on smart comm devices total



Barriers to smart home adoption N L7

...lead by price, privacy and security concerns, but lack of understanding also prominent Z1S

PRICE APATHY

0 | think the cost to purchase | don’t know enough 4 2 O/
5 7 /O products in this category would about this category O

be too high

Barriers

O | don't believe this technology 2 8 0/
4 6 A) | would be concerned could meet my needs / 0

about personal privacy expectations

PRIVACY INFRASTRUCTURE

Smart Home Monitor 2022 Netherlands: BO5: Suppose you are planning to buy one or more Smart Home solutions. Which criteria will influence your choice?

N I . TechUK Connected Home Report 2022:Base: DO7. Please use the scale provided to show how much you think each statement applies to smart home technology. Base: All respondents: 1001 in 2022, 1000, 2021
Q Measure. Control. Act : Smart Home Dynamics 2023-NF



Criterion / benefits sought while buying smart home products N\ LZ
2[NS

COMPATIBILITY PERSONALIZATION

It will be fun to own 3 9 %

0 It's important that it works with
O other devices in the home

Benefits

O It would make It can help make my household 450/
O more energy efficient O

my life easier

CONVENIENCE SAVINGS

Smart Home Monitor 2022 Netherlands: BO5: Suppose you are planning to buy one or more Smart Home solutions. Which criteria will influence your choice?

TechUK Connected Home Report 2022:Base: D07. Please use the scale provided to show how much you think each statement applies to smart home technology. Base: All respondents: 1001 in 2022, 1000, 2021
N IQ GrK Measure. Control. Act : Smart Home Dynamics 2023-NF



Adoption of new technology in audio providing improved use cases
While Bluetooth needed about 6 years to reach 20% of revenues,
Al Speaker clearly gained quicker but then developed rather linear

GfK Panelmarket | AHS excl. Home Theater + Mini/Bluetooth Speaker with Bluetooth and/or Operating Al | Sales Value USD%
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' ' ' ' ' ' ' ' ' ' ' ' *AHS excl. HT only
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N IQ GrK Source: Market Intelligence Sales Tracking Category: AHS excl. Home Theater + MB with Bluetooth, MBS with Operating Al Period:2007-2023 Sales Value USD



Impact and
opportunities
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market

I AloT opportunities?
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Are consumers aware of Al in Tech and Durables categories?
Germany consumer survey

,Have you ever heard about the following?*

% respondents

40
33
26
21 : . .

TV with onboard Al functionality Al laptop PC Small Domestic Appliances with Major Domestic Appliances with None of these
Al functionality Al functionality
Source: GfK eBus survey — Germany, 2024 CW11, n=1011
N IQ GFK Small Domestic Applicances: vacuum cleaners, espresso machines, food preparations, dental care, ... © 2024 Nielsen Consumer LLC. All Rights Reserved.
Major Domestic Appliances: refrigerators, washing machines, disch washers, ...



Further development of smart home
Integrating Al opens more opportunities

Predictive maintenance

. . Personalization, object
' alerts in case of degrading

recognition & routine setting

. performance

) Connected Appliances & Productivity and assistance
! Support SettingAlenabled o---_- S §F N1 0 ° Using Al can mimic virtual
) routines for remote assistant and using voice control

integrated smart
home products

controlling of products to manage smart product

N Enhanced safety and Better sustainability with
- security feature in case of T Y ° optimized energy and
R edge scenarios resource usage

N IQ GFK Source: Synthesized by market experts based on opinions and discussions © 2024 Nielsen Consumer LLC. All Rights Reserved.



Barriers for (Gen) Al adoption

HARDWARE LEGISLATION

#supplychainrisk #premium

#highend_chips #legislation #trust #bias

Barriers to Al

adoption in
appliances

#reemium_vs_paid #businessmodel

: #networkconnectivity #bandwidth
#smartportfolio

#technicalskills

BUSINESS MODEL
& SOFTWARE INFRASTRUCTURE

N IQ GFK Source: Based on market expertise based opinion © 2024 Nielsen Consumer LLC. All Rights Reserved.
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Generative Al is here, and executives expect it to have an enormous impact on
business, but most say they are unprepared for immediate adoption.

How big is the market for Al in retail? > 31bn in 2028

Optimization

Increase of profits and optimization of
processes, for example by providing

support for smart staffing,
management of inventory and

optimization of product offerings.

Potential benefits of Al

Sustainability Customer Experience Insights

Al enables further success for Enriched customer experiences with  Support to create actionable insights.
sustainability initiatives. Being used  improved personalization or This might be done by creating

for forecasting, Al can improve recommendations and better loyalty demand forecasts, optimizing pricing
inventory planning and thus reduce programs. strategies or tackling supply chain

waste.

issues by integrating Al.

NIQ

Here's how artificial intelligence can benefit the retail sector | World Economic Forum (weforum.org); Amid Uncertainty, Al Gives Retailers a Path to Resilience (bcg.com);

KPMG Generative Al Survey



https://www.weforum.org/agenda/2023/01/here-s-how-artificial-intelligence-benefit-retail-sector-davos2023/
https://www.bcg.com/publications/2023/improving-resilience-with-the-use-of-ai-in-retail
https://info.kpmg.us/news-perspectives/technology-innovation/kpmg-generative-ai-2023.html

Demand Forecasting seen as most beneficial followed by personalization
Benefits for retailers with strategic focus on Al and ML

482 respondents will strategically focus on Artificial Intelligence (Al) and Machine Learning (ML) in the next 2-3 years

Expected benefits of Al and ML:

Product discovery and personalization (for consumers) _ 70% - #2 benefit thanks to strong endorsement in APAC.
Optimization of logistics _ 66%
@m META partners, value these benefits more than
Automation of inventory management _ 66% global average.

Base: T2 only if T1 “Artificial Intelligence and Machine Learning® has a high strategic focus (rated 4 or 5), Total n = 482

T2: Which benefits do you think Al and Machine Learning will provide for your business in the next 2-3 years? [Multiple choice]
N IQ Grl( GfK Retail (R)evolution 2023



Summary

Incremental Innovation: Smart portfolio is slowly but steadily expanding there's a critical need to iteratively innovate, learn consumers
needs and offer products that stand out in features and connectivity to capture this growing market.

Convenience & Savings: Consumers prefer products that simplify their routines, saves resources and money. To succeed, brands must
focus on ease of use and integration capabilities that enhance daily life, emphasizing convenience in marketing strategies.

Utilizing Al and its impact: Al poses challenges like cost and privacy concerns, but it also offers unique personalization and efficiency
improvements. Brands need to balance the cost and technology challenges, possibly adopting tiered product features for different
market segments.

Regional Variance: Varied economic conditions influence consumer spending on tech globally. Understanding regional economic trends
can help tailor products and marketing campaigns to specific markets, optimizing sales strategies.

Outlook & Benefits: Advancements in Al and |oT are paving the way for more sophisticated smart home products. Offering innovative
AloT products along with applications that offer control and integration, enhances brand reputation and consumer loyalty.

00000

N IQ GrK Source: Synthesized based on various sources in the deck © 2024 Nielsen Consumer LLC. All Rights Reserved



Thank you !

Nevin Francis
Director, Global Strategic Insights Team

13/05/2024
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