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[ b P T REHIEEREHTIEE%
Eﬂtt@lg I*ELEE APAC Market OMNI Value% Growth
mERERIKE
APAC OMNI GROWTH%

+4.0%

2023 _EFXILE2022 FH4EF YTD

+4.3%

RENEEE230637E12206 MAT

FhE
Korea
EEI MAT: +0.9%
Thailand YTD: +0.0%

MAT: +10.5%
YTD: +8.1%

e
Vietnam
MAT: +15.6%
Mainland YTD: +5.4%

MAT: +0.9%
TD: +1.9%
ENE E[ e

India Philippines
MAT: +9.8% MAT: +15.0%
YTD: +11.2% YTD: +16.1%

FRERtRIEHZEon
REED
+ 4. 2 % 23Q2 vs 22Q2

FMCG of China Mainland deliver
positive recovery, +4.2% in 2023 Q2 vs
YA

SR

Malaysia i

MAT: +8.9% .
YTD: +8.7% Singapore
MAT: +0.1%

EPE el YTD: +0.7%
Indonesia BAFITE
UAE D20 Australia -
V1D +2.5% MAT: +7.3% =

YTD: +8.4% ew Zealand

MAT: +5.4%

gm@ YTD: +9.2%

Myanmar
MAT: +67.6%
TD: +50.2%

NIQ 100 ek praosemami=20s

Data Source: NIQ Retail Measurement Services, updated till 2306
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China economy is rebounding, but still need time for reform

TKitXERIEEREES (19F8N=EHELE100%)
APAC Household expenditure Index (Base:19Q4)
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+6.3% vs +4.5%

GDPIERER 23Q2 vs 23Q1
GDP growth%

84.5% vs 66.6%

IHERXJLRSTIIKTIMASR 23Q2 vs 23Q1
Consumption contribution

+8.2% vs +5.8%

ARHZERTELTUERE 23H1 vs 23Q1
Total retail of consumption goods growth%
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Retail landscape and FMCG dynamics thrived within uncertainties

BRBISTTH

Diversified Demand

|
N\ % T

HEE R KEZTTURE: B
&, BFE, M™ME, MM, &
R, A%,

Booming varieties of consumer
demand in the new era:
Convenient, Health, Value for
money, Personalization, Quality
and Experience.

NIQ 100

© 2023 Nielsen Consumer LLC. All Rights Reserved.

LRIV SEGE
Digital Activation

BEszT. ATAR. =itE.
HRERRIREAZENEER
B, I EEInREe.
E-pos, Al, Cloud computing,
and Social Media further drive
the OMNI channel

integration and digital
activation.

B IR fEHHAY 5

Channel Transformation

A

N AR R —SIRARER, F
KRR, (EIEHESESIREZR

&, BREMSIIENE—.

Supply chain development further
enhance efficiency and lower cost,

stores could target consumers

precisely with efficient interaction

among brands, channel and
customers

N 24

iHse e %L

Consumer Centric

© IBBEDERKIEHEILE
Precise target for differentiated demand

- BEMUEE, RIEFE, BEEE
Digital enablement and growth engine activation

- EFHEUNNHZEK, BREHIIEKIE~R
Re-evaluate Lower tier demands with new RTM strategies

e ESAYeIF

Product Ecological innovation

o EMAFFHFEEREIH T Innovation for future
- REEHEAILIF T Content marketing
- BEARTREARRENESNEN

Product innovation on channel positioning

WESERNIEE

Operation Differentiation

- INERFEHREIRE TR
Neighborhood stores booming enhance the
penetration efficiency
* O20EXmNMHAEE AR B
020 empowered store coverage expansion
© SRS PRI

Price and Cost balance 5
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Offline small format stores drove the recovery, online market shifted to interest-based EC
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Half of FMCG categories are still growing, but more from “Buy right” instead of “Buy more”
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2023 is the new baseline
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Consumer stratification with consumption behaviors diversified
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NIQ 10O

61%

FESZIHEINAEI2023
FRFEWNCBFE

XILUEE, S0%MIZinERTM
FSINNBRrIFEE, 37T%HEHFAR

vS. 52% WAFL

FEEIR: B/RFRIQ 2023 REiHZE
[A%EaE: FJ2023FFK,

IRASHR
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38%HIZIIE R AF2
FEEERRTT, 24%F

HEiRTT
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X, TBE2019EHAIER119%,
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$15%
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“Live at this moment 1” Mixed with rational
consumptioA“as a base

? SEERRYISEEM{E Dopamine shopping:
YOLO (You Only Live Once), ek T,
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Consumer stratification and consumption diversification are further demonstrated
iHEEEFTLIRTIIRRSE
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Health and fresh groceries are general needs, while self rewarding and pleasures limit

53%HIHEINEERTE  39%MTENBESSE  40%MH MEE  32%M—UBEAEIER  26%aiRamERymE
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iHEAmIETL:

=k HUANRBERER KR ER/RXDSEHESD
OOH consumption and self rewarding triggered growth of Personal
Care/Beverage/Liquor and Snack industries

REREEEHESIIEIE YTD202306 vs YTD202206

3, g5 \ 3
2 Y " <

+ 1 ® 9 VS +0.1 +6.9 vs +4.9 +6.9 vs-3.2 +0.3 vs-1.3
A AP ST BEF

v 3%

RigmEREHESTTKEE
OMNI FMCG Sales value growth

YTD 2306 vs YID 2206 @ /\!

-1.2 vs-5.8 -0.1 vs +2.2 -4.9 vs +2.7 -10.5 vs —4.2
ZL Bl aniTIL RERIE{TI ERRAKRITI 5227
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Polarized consumptlon across FMCG markets reqdlres the clear prlcmg strategy co .
- diversified consumption needs \- s s

| CREBHRAAMERATE 2022-2023 YD
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10 BER
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V-3
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2022 2023 »
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Chlnese‘@nsuﬁers C &stantly adapt thebshopw\g habits and preferences based on financial situation
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How to price up wisely and successfully?

$ sk RtHEREZEIILT?
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The New Lower Tier and new penetration strategies




TEHigRIKRIH, iHERHRISERERE
Lower tier market is leading the FMCG rebound, and keep releasing the consumption power

HEEA FEEREEAFINREE, REENENRK/VFERHENIESEREE

FMCG Value Size (RMB bn), City Tier Importance & Growth Contribution by City Tier
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Re-evaluate rural market to boost domestic demand, further explore its potential value
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ineE EikEE

To own the big picture of consumption expenditure in different city tiers
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Traffic flows keep the, FMCG pot b0|I|ng and trigger new opportunities
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Leadlng FMCG channel Iandscape evolut|on to capture future growth
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FMCG channel evolution opportunities for the next decade
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CMT with centralised and scale advantages to activate OMNI channels
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YR TIBERIE AN AIMIEES, RRERERELL
MIT on its path to modern trades, with huge opportunies for
further penetration and expansion
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MIT revealed white space for further penetration
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Prioritize 8 provinces to grow business in MIT
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hESHFERER CHINA RETAIL PRODUCT STRATEGY
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ER#FIQERESEEFR, BIESEHAlkE, R RM&ERLNTHHEHR
CONTINUOUS INNOVATION TRACKING THE MARKET, PROVIDE TRUE VIEW
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LEVERAGE POS BIG DATA TO CAPTURE NEW INSIGHTS FOR OFFLINE INDEPENDENT STORES
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CASE STUDY FOR MEGA PANEL
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CUSTOMIZED STORE CLUSTER MONITORING
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CASE STUDY FOR MEGA PANEL ON SPARKLING CATEGORY
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MYECOM PLATFORM TO PROVIDE MORE GRANULARITIES, CUSTOMIZATION AND ANALYTICS
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There are significant differences between traditional e-commerce and interest e-commerce in consumers' minds
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The driving force of FMCG category growth is different. Brands need to capture category characteristics and
platform attributes to seize the opportunity
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Return to rational consumption through suitable

packaging and prices
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Traditional e-com item efficiency decline while Interest e-com item effigi
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Livestream content diversification to attract traffic, stimulate purchase intent and conversion
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Matching the brand obbjective via flexible tactics combinations

Brand stage goal
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Leveraging new opportunities for online channel growth
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Common Characteristics of Corporate Transformation in the Diversified Consumer Market: Upgrading and
Optimization with Production Factors as the Core.
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The New Face of Chinese Entrepreneurs: Exploring Change and Embracing Transformation Proactively.

"IRFFIERRRYRENSEIAW, RERAIFEESRMIRNFRP,. EIEEARE, i
IV RIGHRIER. FRNRRINIGLLELSEANZ, ERFA~EMeUFE, ERE5ME,
MEREEX, REISHENT “TAX" .

— 3L FEREATREEI TIER

"MRBIATENPERILHE—TA, BEEE—1TBRIE, REHkBRk. E958
5. BEFL. BEXCRERM,

—— AL EPFREERE MR TUER

N I Q /IOO © 2023 Nielsen Consumer LLC . All Rights Reserved 5



RXIIAYEUER,
BENABHREBAMNESIZK...... [y =ty g b N g

...especially under challenging environments.
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‘Sustained resilient’ total shareholder returns (TSR)," index (2007 = 100)
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Innovation is the prerequisite for achieving breakthrough growth.
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Innovation is the prerequisite for achieving breakthrough growth.
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However, to achieve success in innovation, one must overcome numerous obhstacles.
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Behind innovation, there needs to be a clear purpose, targeted strategies, and sufficient allocation of
resources.
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Deep exploration - reducing cannibalization among product lines.
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More consumption scenarios will occur
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il

FSEEZHIES:, "L 32%

FALEGJUMESTIE 25%
F2BPIMNEIETR 22% 7=

HEskiR: BRFHFIQ IFNESTERIIESHFT (n=2200, 12N EMNESIX,
EIEER) , 2023438

ERESHERNG%EE, FRMUINESZRERR

The transformation of lifestyles and consciousness brings new
opportunities. BB A

_HRIR IR
=& — Ak HRRE
(ERRE
INSRBE - -
ST %ﬁi;;;f RIEIRR R
168iZHIER
e 2 : REWNEIRmE
SEY L -l 2022:5.2019
(RPIMB ; ' £ ;ﬁma

hiz{3E

MIEE i+ 18%
ERTE7HE

5L <HA

NIQ 100



EREZHEENMENSHERNIARIR, CIFAFEITH "BRIARSE"
Domestic consumers are more actively exploring new dietary habits. Innovation needs to break into the
"healthy eating mindset."
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|dentify the underlying driving interests for different scenarios and construct a relevant "interest ladder."
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In 2023, mainland consumers show a strong
willingness to "get out and explore."
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In non-food innovations, consumers seek efficacy while expecting a combination of technology and

natural ingredients. -
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“Sustainable development” not only enhances brand image but also provides consumers with an
additional purchasing motivation.
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The trend of "sustainable" products has already spread across different
categories abroad.
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Embracing artificial intelligence technology to enhance the

consumer experience.
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Empowering consumers to directly participate in co-creation with the brand through artificial
Intelligence technology, resulting in brand innovation image and social media benefits.
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NIQ BASES - Providing you with consumer-driven innovation solutions.
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