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Category Landscape

Current Retail Category Dynamics

Despite a challenging macro environment, Retail sales continue to grow
as consumer spending remains strong

- N )

Headwinds: Tailwinds:

* U.S. consumer sentiment is near a 3.5 year low this * Consumers continue to exhibit a propensity to spend
November as HHs increasingly worry about govt despite market headwinds; retail sales grew +5%in
policy impacts on the economy (i.e., govt shutdown, October compared to STLY3
tariffs)’ * Totalsales for the first 10 months of the year

+ [
* Impactis unequally distributed, with LR o 15 Yo

higher-income households doing better due
to the stock market and the ability to trade-
down their purchase of goods, while lower-

* E-comm sales will grow +5% and account for 17% of
total retail sales in 2025; m-commerce will account w
for more than 50% of e-comm by 2028*

income consumers are struggling
» Advertisers are expected to spend $62B :
(+10B YoY) on retail media in 2025, creating new
opportunities for data & measurement

* Retailers’ ability to plan ahead is challenged by
unknown future costs, supply chain management,

and pricing . i .
partnerships and helping grow media budgets®
* Layoffs are hitting the category hard w/ 88.7K jobs * Retail media CTV ad spend will grow 3x
cut during the first 10 months of 2025, +145% YoY? faster than retail media search®

N N

Sources: 1 Reuters U Michigan SurveysofConsumers?. Retail Dive Challenger Gray & Christmas 3. National Retail Federation 4. eMarketer5.. skai 6. eMarketer
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https://www.reuters.com/business/us-consumer-sentiment-weakens-november-government-shutdown-drags-2025-11-07/
https://www.reuters.com/business/us-consumer-sentiment-weakens-november-government-shutdown-drags-2025-11-07/
https://www.reuters.com/business/us-consumer-sentiment-weakens-november-government-shutdown-drags-2025-11-07/
https://www.retaildive.com/news/retail-industry-hardest-hit-2025-job-cuts-layoffs/804999/
https://nrf.com/media-center/press-releases/cnbc-nrf-retail-monitor-s-october-data-shows-strong-momentum-going-into-holiday-season
https://content-na1.emarketer.com/us-ecommerce-forecast-2025
https://skai.io/blog/2025-state-of-incrementality-in-retail-media/
https://content-na1.emarketer.com/retail-media-ctv-converge--transforming-digital-advertising-strategies
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Industry Marketplace Intelligence

Consumer spend

remains healthy

despite fluctuations in
confidence

Latest News

Both consumers and retailers are

creating value

through use of payment tools,
technology, and promotions

< Category Landscape
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Holiday sales are
expected to top $1T with Consumer views of their
consumers expected to personal finances have The top 10%toff Uus. Hle
spend an avg. of $890 fallen 17% and their s PLINT o nearly
. 50% of all spending;
each, the second year-ahead expectations c i i
highestamountin the for business conditions hon§umersedn shlasd
last 23 years have fallen 11% fic[casedamong |
(National Retail Federation) (Retail Dive, U Michigan Survey) high earners but steadily
fallen for other groups
(NYTimes, Moody's Analytics)
\ y |9 y € J
=
In a continued pattern
stores have put out used as practical
More than 75% of U.S. shopping aids to guide

consumers use buy now,
pay later (BNPL) services
. Shisl)

Christmas merchandise
early (Before Halloween)
and consumers start
their shopping early to
spread purchases and

score the best deals
(NYTimes)

consumers through
research and decision-
making with more speed

and confidence
(BCO)

J
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https://www.retaildive.com/news/holiday-retail-sales-surpass-1-trillion-nrf/805112/
https://www.retaildive.com/news/consumer-sentiment-slumps-3-year-low-shutdown-economy-fears-inflation-unemployment/805105/
https://www.nytimes.com/2025/10/19/business/economic-divide-spending-inflation-jobs.html
https://www.retaildive.com/news/how-consumers-will-get-through-the-holidays-this-year/804432/
https://www.nytimes.com/2025/10/19/business/economic-divide-spending-inflation-jobs.html
https://www.bcg.com/publications/2025/consumers-are-rewriting-rules-year-end-sales

Category Marketplace Spend

Retail Category Media Mix
Share of Spend

Retail | [ — - :hl:gdl
Marketplace Spend

Total retail category spend increased +1%in
Q1-Q3 2025, driven by digital media, primarily Social

Search

0,
search, retail media, and streaming S4% 52%
Short-Form Video
Platforms
Search (+49%) saw the largest YOY percent growth Streaming
Retail media investments increased +24% .
m Other Traditional
) A g "
'Streamln‘g saw an +11 /0 mcreasg, driven by a +15% 10% 10%
increase in programmatic streaming ® Linear
9% 10%
3% 30
15% 13%

Traditional /

17% /83% 16% / 84% Digital %
 —— S —

Q1-Q3 2024 Q1-Q3 2025

Source: Internal analysis using internal and external reporting sources; Retail
NBCUniversal | 5



Category Marketplace Spend

Retail Media Spend by Subcategory
$USD Billions

B Specialty Retailers

Retail '
Marketplace Media

B Home Fumishings &

Spend by Subcategory Applioncsafmpeovement

B Discount Stores

W Apparel & Accessories
Retail media investment growth was fueled

by the athletic apparel/footwear (+52%) and Online Retailers
supermarkets/convenience & general stores

(+25%) subcategories. Department Stores

B Athletic Apparel & Footwear

The specialty retailers, supermarkets,
. . o
convenience & general stores, home furnishings & 8% 9% Jewelry & Watches
appliances/improvement, and discount stores
subcategories continue to make up majority of Toys & Games

. 4% 0
retail spend. 300 448

Q1-Q3 2024 Q1-Q3 2025

Sources: SMI Core 2.0 - Retail Category
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Category Marketplace Spend

Retail Advertiser Spend Volume Growth by Top Advertiser
Q1-Q3 2024 vs. Q1-Q3 2025, $USD Millions

Signet
Jewelers,

$25

Grocery
FullBeauty | Company
Brands, (H-E-B),
$17 $17

Last Brand (Quince),
$15
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Retail
NBCU Spend

At NBCU, our Retail partners
are leaning into Peacock,

ad innovations, social, and
advanced audiences

Source: Internal spend data

peacock:

Streaming

continues to see growth as retailers align with
premium streaming content to connect with
shoppers across channels

Peacock spend increased +12% in Q1-Q3 ‘25,
driven by a +44% increase on programmatic on

Peacock
Social
investments are growing as retailers look to

align with premium content on social platforms
to reach younger, heavily engaged shoppers

Socialspend increased +62% in Q1-Q3 ‘25

NBCU Category Trends

[©]

/\

Ad Innovations

are a key focus as the category seeks to spark
curiosity, establish consumer connections, and
actively engage viewers

80% of retail clients grew ad innovation spend in
Q1-Q3 ‘25, driven by growth across pause,
curator, engagement, and spotlight ads

Advanced Audiences

are a priority as retailers look to strengthen
relationships with key shopping segments and
leverage programmatic tools for flexibility

Total programmatic spend increased +38% and
digital sports programmatic spend increased +19%

NBCUniversal | 8



Creative Showcase

An Immersive Brand Integration \
Marshalls As a featured client of the series, Marshalls was woven
into the storyline of the show and the episode. This
positioned Marshalls as a real-world brand seeking
b‘;gnd, & . on innovative ideas, reminding audiences that Marshalls
wo G brand. is a beloved destination always looking to evolve in

b‘i; \ ‘with IMMY FALLON
E MarSha\\S stylish and fresh ways forits customers. /
@ Curated Content that Drives Brand Choice
Sackto>choo e Target leveraged Peacock’s innovative ad solutions to

curate a back-to-school themed content playlist for
viewers. This approach reinforced Target’s commitmentto
peacock§ customization and kept the brand top of mind during a
critical shopping season.

How retail

brands are aligning
with NBCU premium
content & talent to

tell their
brand story

_4

Leveling Up Holiday Sales Game with a Live Game
Walmart Walmart spotlighted Black Friday Deals during the
Thanksgiving NFL game, airing a 90-second pod takeover
- ad. A QRcode directed viewers to send a text to WMT for a
peacock GUNIAY NIGHT link driving to Walmart, where they could explore and shop
Scan or text WMT to 34318 = the promoted Black Friday Deals.

Shop more Deals online NOW! /
- B4 ek | bk IR BEASRGES £
N ) 7 bk A

Aligning with Relevant Talent to
rj,mq)x Extend Brand Messaging
TJ Maxx and fashion-forward talent showed audiences
across video and socialthat they don’t need to compromise
ENEWS on amazing brands, quality items, and amazing prices to
- Maxx Your Style across any event, whether it’s attending a
work party, hosting a holiday gathering, or more /

NBCUniversal | 9



Leverage the power of NBCUniversal’s

Content & Audiences to drive impact for your

brand & business

2026 Opportunities On The Horizon For The Retail Category

< NBCU Category Opportunities

TODAY Commerce

TODAY
Commerce
Opportunities
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Join a yearlong celebration of

Billboard Latin Women in Music 28

billboard
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Pleasereach out to your NBCU sales or marketing lead for mo re information or to ch eck statu s of category availability for the oppo rtunities.
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NBCU Retail Category StrategyA ;

Adam Daniele, Cynthia Jung, Andrea Illan
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