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Foreword: Uncovering Growth Opportunities Amid Complexity in the FMCG Market

Recently, the National School of Development at Peking University released the “China Online Consumer Brand Index (CBI) (2023-2025)”, which,
leveraging extensive consumption data from the Taobao platform, systematically outlines for the first time a panoramic view of brand development
across different regions in China. Combined with the latest retail research data from NielsenlQ (NIQ), the findings show that despite current
economic conditions, the Chinese consumer market continues to demonstrate resilience in high-quality development. In Q1 2025, total
sales across all channels grew by 2.0%, with online channel growth standing out particularly.
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In addition, the Consumer Brand Index shows significant quarter-on-quarter growth in Q2 and Q4, highlighting the strong promotional

effect of major e-commerce events such as ‘6.18 Shopping Festival” and the “11.11 Global Shopping Festival’ on brand
consumption. This underscores the critical importance of seizing major online promotional windows for brand operations.
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Foreword: Uncovering Growth Opportunities Amid Complexity in the FMCG Market

Sustained Growth in Online Physical Goods Retail: E-commerce Platforms as Critical Growth Channels

As a pivotal link connecting both ends of supply and demand, e-commerce platforms are reshaping consumer scenarios, stimulating
the launch of new products and driving category expansion across industries. The real-time, accelerated market feedback is
propelling brands to shift from “low-price competition” to “value-driven growth”, helping unlock new category growth potential.
The high growth rate in online physical retail clearly reflects this trend (see chart below).
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Today’s FMCG market is increasingly shaped by emerging consumer values: wellness, self-expression, and
personalized experience are penetrating consumption motives. This marks a shift from price-driven demand to multi-
dimensional value pursuit. From purely “value-for-money” to brand-centric consumption, this transformation not only signifies
consumer upgrading, but also reflects a reconstruction of supply-demand relationships in the market—Consumers now
seek not just price and function, but demand higher standards of quality, experience, and brand value.
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Macroeconomic growth has remained moderate over the past two years, with continued
policy support for consumer spending in 2025.

Quarterly Year-on-Year Growth Rates of GDP and Total Retail Sales
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Under macro-level consumption stimulus, the FMCG market continues to expand steadily,

with consumer sentiment rebounding to a more positive outlook.
Consumer Economic Conditions and Future-
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Emotional Value and Consumer Experience Drive Consumption Upgrade, with Multiple

Factors Supporting Brand Premiumization and Value Creation

%\ Optimized Packaging
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Products Aligned with Refinement and Health Trends Demonstrate Higher Online Sales Efficiency
within Vertical Categories
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FMCG Sales Show Steady Recovery; E-commerce Channels Drive Overall Industry Growth,
with Peak Seasons Remaining Key Acceleration Points
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E-commerce sales maintain strong growth momentum, with online brands actively seizing digital
opportunities to activate new category growth drivers.
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Tmall: The Core Platform for New Product Launches and
New Product - Explosive Growth

Launches Are the’ g+
Primary Growth Driver
for FMCG on E- High Growth in New Products:

Merchants on Tmall have shown strong new product sales performance and potential. Indicators

commerce P I atfo FMms such as new product sales growth rate and share of total sales reveal clear momentum across
major categories, with Tmall driving continued sales breakthroughs.

Category Relaunch Focus:
A significant number of new products across key categories have been launched on Tmall,
highlighting the platform’s enhanced role in innovation and first-launch recognition by brands.
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Summary of Three Key Online Consumption Growth Pathways: Fulfilling Functional Value,
Sustaining Product Innovation, and Shaping Conceptual Trends
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