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Irish respondents ‘ across 13 markets

in 2025, in 198 categories
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Willingness to spend is declining




Overall Satisfaction Over Time - Main Retailers, All Categories
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Overall Satisfaction Over Time — Comparing Main Retailers, All Categories
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Selected Metrics — 12 months to June 2025, Main Retailers
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Instore Examples of Triggering “Buy Because | Feel Like It”
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v’ “Made to uplift”
v Productin context

¥

A Shopper

' Inteligence
-r3umsed I see, e



, /3

...by understanding how the shopper is feeling
(burnt out, apathetic, fatigued)... how can we help?
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