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Channel opportunities
in a post-COVID world
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China is market with strongest economy recovery momentum and confidence
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Retail & FMCG are driving growth in China, contributing 40% of wallet of
consumer FE5IHTEmMITE T4RAVIESE, FHENIEK
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FMCG rebounded driven by online while offline recovered in latest quarter
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... and we know things are changing. Consumers are visiting more shop
types post COVID
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Using Food & Beverage as example, if all momentum remain unchanged, digital

and proximity channels would occupy 65% of the market in 2 years from now
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Reason to shop is different, product variety is triggers for both e-commerce
and new retail. Promotion & price is more important for community group buy
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020 channel saw significant growth compared to offline and online
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Covid-19 increased user engagement of purchasing in 020 channel

15 5 A P E 0202 B R M pkh 14 2 238 n

EESEIoP S

R AR u EERE

|
7

020 ‘

KRR BAFIQUHHEBSRE

N

200%

020 LSRR M 5=

<



- 020 shopper inclines to female with younger age overall, while subdivide
020 models occupy various skeleton of age levels as main shopper groups
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Consumers regard O20 as a main shopping style after Covid-19
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Store coverage expansion and promotion with coupon is competitive
edge to win market share base on analysis of consumer journey
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Besides fresh, various FMCG categories have dominated in 020
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Parts of food & beverage, maternal & child account for high growth
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TT continues its momentum to be the biggest channel among all offline

channels
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“Consumers in low tier cities maintain their shopping in grocery, and keep the same

frequency as before
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Large & ePOS grocery indicate strong potential for future, due to shopping

proximity and potential to modernize & 020
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Question recall: how to track the market landscape & trend?
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}} 020 and Social Ecom are the key
emerging with faster growth;
General Ecom PDD is of high

potential market for category X
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