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V iHEFEECEEIN (% SnEiae)

Consumer top concerns in the next 6 months (% respondents who agree)

Increasing food prices BmiNs Lok

Economic downturn ?éiﬁ'_lzﬁ'

Global conflict / crisis BZI_T}EF?%/ﬁWL

Self / Family welfare / happiness BB Kk FREEF/FaR
Increasing utility bills N:=ENESJE2 00O

Job security T {E{RFE

Global warming / climate change =EKEX i /I 0]

Increased housing costs 'E}%EEZKJL%

threat of variants J’T‘Iﬁ'fﬁ_

Ability to provide basics for family (RIEREEA/EIREES

Health threats {&ER|0]&X

% 2 EEHEZ 25K, Ranking changes vs ¥24: @) Ekup @) 15Frat @ TFEbown A R 3

Y A HHEKIR: BRRHFIQR026FHEHEERE, BMIR: 2025878 ME20245F7H; H#AE=1EN6192/4 1100
Source: NIQ consumer outlook guide to 2026, July 2025 survey data vs. July 2024; = Sample size = APAC 6192/CN1100

© 2026 Nielsen Consumer LLC. AllRights Reserved.



IMERRELMEZTHEDNGEAR, H5/EREEFRZEIRARIPEIEZEIRNDERBEEMEAR
Declining out-of-home and appearance spending weakens offline momentum; Wallet intentions on inner fulfillment reinforce the
shift into self-relevance value in China consumption engine

Vv HESERAZINEEREE

Consumers' strategies to manage spending

wwSpending less Eﬁﬁ%Spending more |77

=K APAC = thfE CN ® oK APAC F[E CN
36% e —— ;o
7 HIMZIRERE MNFLHE .
30% Out of home dining / eating Self-education or for kids 43%
32% o ine D 30°
° B T L.
30% Food delivery/ takeaways Saving / Investments 40%
34% - = D 2537
FPINER ErriRE
28% Out of home entertainment Health care 38%
33% : o D 21°
: ﬁ PR BRI LNy
24% k Clothing / Apparel Holidays — domestic travel 34%
30° N D 31
% @ IR AFIEEER o
24% Salon beauty / grooming (K. BB, BAS. ERERAEAS) 33

Utilities (electricity/water)

N I Q IR BRFFIQ 20265 FEEHEREE, EMATE: 2025575 Jdth202457 B; 1 AE=1K6192/5E 1100

Source: NIQ consumer outlook guide to 2026, July 2025 survey data vs. July 2024; Sample size = APAC 6192/CN1100



“BfS" RAREHENHREDD: REGRSRE, EREERYS, (PIlaEk)3ig

“Worth It” as the new China consumption power: driven by safety/quality, health and convenient oriented, enjoyment experience

Vv HEAWIHERERESENEEZER v BR

Attributes with which consumers willing to pay more Implications

I K APAC f[E CN
v ETLOKIO 53% 64% BUELEES RN EE
;;E;HZBE‘-“ ., Create connection with lifestyle and
i Enhance experience +14%, vs Y24 +25%, vs Y24 emotional appeal

K APAC f[E CN K APAC FE CN

IREHEEUIAFIREINGME

0 Y
vmm 04%  T7%, 60% 74% MESILIE
B . 1§E Communicate clearly what is the
Ll +20% % Yeg i Make it easier +15%,vs Y24  +17%, vs Y24 benefits and added value
RN NN NN RN EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEENEEEEENEEEEEEEEEEEEEEEEEEEEEEEEE @ oy A oo A evosuyeys OO A o 'Y e e e e L L L T e LT EL LT e TR EEET LD
IFK APAC E CN s
69 81 R RTISIERY Ml /918
' ERELTIRE 0 0 SR AN (SIS
Fz nn;té*mﬁiﬁlxﬁ Provide ver;/l'ab/e quality and
: Safety/ quality assurances  +19%, vs Y24 +26%, vs Y24 communication to deliver credibility
e e e e E e E e e E e R E R R e e R R E R EA R ERA T ERA e EA N RA T EAN R R NN RN EEAEERRETeRareRanErnnnrs PRI e Y e

026 Nielsen Consumer LLC. All Rights Reserved. 5

N I Q HiEskiR: BRFRIQ 2026 FhEHZERE, WEIRRTE: 2025578 Xt2024%F7H; HAE=1X6192/FE1100

Source: NIQ consumer outlook guide to 2026, July 2025 survey data vs. July 2024; Sample size = APAC 6192/CN1100
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Convenient Store

ébﬁk Global +1.%
K apac +2%

FREEFIIER SR, AO

China CVS growth stays resilient,
potential for next growth
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Mt THRREIREER

Growth Rate Difference CVS-Rest Of offline Market

) u | — - — . —
SRFEIEMY
®
™

+ SEEEPHL

0 5 10

25eFHETIRE +2%
FY25 Value growt vs. YA

17 HEE EREE

Proximity retail remains potential

ST THREGEMENS

while the evolving population structure sets the

CN mainland

%@F‘f’ﬂTﬁéﬁd\ smaller households
EPFE%‘@’%H:ME& aging population
EIETETR faster life pace

FEETHL @fﬁVN

FREZEBCN HK
FIESG
® chE&ECN TW
15 20 25 30 35 40

HiEkRR: BRARIQ TEMIERN

Source: NIQ retail measurement

{ERIETHIARE cvs Value Share
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SRS TR ‘ﬁ*uNz' 23
China convenience store relnventlon go '

@e CO’NSI Q
destination that provides prompt fulfillment of worth-driven needs and emotional val
Q N I s ﬁ*ﬁﬁzy N I Q
Instant gratification: want now, get now
' v

I : LRI

Always-on companion

ellence C €
) as;c in-st

Llfestyle ec > : ife ) st/nati‘on

@ at food to

6% : RIBH4852 BIFTEINE

My lifestyle front door w/ inspiration ties

HEER: FERER QhEERIEEEESRE, 20255XE20205F,; S23LEE

Source: NIQ China convenience store shopper trend report, Y2025 vs Y2020; desk research



HaIENRERNSEZOEIRFE RS EMNEEH—Z XIERSERIZ [RNHE

Store expansion remains the name of the game Rising O20 retail extends reach for traditional retailers

M I 1B “tERt

256 TIEILE +5% vs TEERT +12% :

Extensive to intensive expansion: Y25 +5% vs +12% 5YA / \
fEFINSIEH 240

O020EVVARSS

V {ERIIEREHXIEER EFE2586H
CVS store opening/closure change, MAT 2506
CVS offer 24-hour
020 service

IREE RFEE RFEE%

%Store opening  %Store closure  %Net opening A

KERiE h P 07%
Top10 cities ;EE’JEE

IS y

w Enhance store-level f)‘ C % .
FET S ] hm 2 6% operating quality & efficiency >
Top11~50 cities Egﬁiﬂ .
{&FU 5/ EhoiE

NNk Use CVS fast delivery
1 more often

6509%
BHEPER
AT

Pay more for
faster delivery

=T

H\E w i
Others ; .ﬂ)\ﬁ%[un
Strategize market entry
W HEE BT AMEE2556 B HEmM66 M SIS AV EER . I~
O e e e SUBSOR: [/RAFIQ 20267 AEIEE R, JHETI: 202567 RILL202467; 7 HEABR=TAG192/HE 1100
! .. .. KR . TBZNFR £l , VA 18] Y ;! = MION Ed
SRR R/RRRIQUITE, EROtE, SFENERE e ’ -
S0u Cit rity, x, China enience store Source: NIQ consumer outlook guide to 2026, July 2025 survey data vs. July 2024; Sample size = APAC 6192/CN1100
" I Q Confidential and proprietary ©2026 Nielsen Consumer LLC. All Rights Reserved.
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020 unlocks convenience retailers’® ability of 24/7 and multi-scenario consumption vitality

5
"BERYIEZ"

To “anytime consumption”

siEFrE, BME, 5L
SX=UZE “BPRIARE"

Buy now, Get now
Always-On

1/ \E% ﬁﬁ n

From ° PrOX|m ty consumption”
RSURR

Accessible but

limited:in store =

| Vo, ol ol

Hgl‘aj%;; Timf extension
22 FRETG

Afternoon tea

+40%

2024 F+—REFERIXFIIPERIEE

Snacks & Beverages Takeaway Delivery
YoY growth Y24 National Day

MRER

Late-Night Bites

+18%

HEETE20mEI4mIBIRINSE
(255E1-48)

Consumers placed takeaway orders
between 8 PM and 4 AM (Jan - Apr Y25)

BPEIE E RIS RIS XRIZNSI R IHERD

%ET’{
FTAILIX

Seasons of Celebration

F1Q QY

RRMRERIEIO- S RIIEER EF=E
WTERERLL
0-5AM coffee & burger orders
(YoY during UEFA Euro)

—

Erita

Wellness on the go

+r1007%

T—K(RERE), AERIEFEEIS
HPSEEFLEIRIE
Delivery from CVS to hotels during the
National Day YoY growth

N I HIERIR: (T4 XTEERW X NIQ 20258 BELITERIBZF T SR EER) | ZLHAR
Source: {ELE x Taobao flash shopping x NIQ 2025 020 Insights into New Consumption Scenarios) ; Desk research




CECHEFARRSIEERZIOFTR, BIZNMEWIEIS

Reframe value propositions by balancing core emotional and rational needs

5 8 S IR E RIS S S K

Categories drive CVS per store growth in China

7 F& I.E 22 Emotional demands

RERRKIEEITISRERER, FREESER
EEINS S0

Transforming into multi-functional spaces for emotional connection, focusing on

\ ' health needs and emotional resonance.

F njn % HgE?‘ﬁ ; 2 FRIEEESR Rational demands

Reshape Assortment Strategy IB=RRAVEMTERERG R

ElBmEFRERIEE, HBRENEE

| Vi . Value-for-money solutions tailored to specific scenarios;
‘ o Strategize private label development tactics to.meet diverse quality-for-value

kR BRERIQTERE, KETEENEHEREEMERIT8SBIIRBRENBIHERN, EMERNF25F9A

Source: NIQ retail measurement data; Per store performance of those categories contributing accumulated top 85% value importance in China convenience store channel, data update to MAT Sept, 2025

NIQ




MERZCEHERSEINS, [@FIEHKER “UgE+isR" BIREIRIPRE P

Shaping CVS as the new “functional + emotional” proximity destination fueling by health, enjoyment to identity resonance

V hE(SEFIIEEREEETIEIE China CVS per store sales YOY growth
1@§Bﬁ$§ Buy health anytime EDH?I’J‘%E Delight Now Eﬁ]-%-;jéﬂ% Identity resonance

%ﬁgﬁHigh fiber E_&ﬁnnSuperfood %ﬁmmﬁ N gﬁiﬁﬂ new style gé;le 'I.E"'E IE"'A IE“K"'?‘iﬁe'I.E

NS Economic, acceSS|bIe personalized and socially engaged
P L ‘ A
R , E“za BRI | TRER R s
a L|qU|d sal? ‘ > Tea beer » V : (BRR5CL) Ice-cup
+151.5% SRR/ Mini size whiskey ERE KN EZERE
special style ice-cream +345.6% 42% XEZ

+42.3% CVS shopper claimed spend more

iEiESZ ERRILS RS SIRERIEIFR

Prioritize health ingredients with high acceptance Innovations that spark curiosity and exploration

IR AR MRIERG 3 SR TR,

Provide dally |Ight Supplementation solutions Lifesty]e_driven ritual experience

Evolvmg to higher frequency scenarios

< .
B fiRfE . WCIEB -~ Y SR — R EREE e LT ] FHTNES

BTN Abtk*:l' ; S(fj}ﬁjizzzo\;/r;:l)e @ ﬁﬁ;ﬁ Instant turkey noodles Shredded snack cheese
Electrolyte\s orts dnnks function drm Wine with disposable glass +100.7% +75.3%
' +1Mt\ +8134 +153.6% =
l AR QISES BRI
. Ready-to-eat creations: interesting mixes + Mukbang + immersive experiences

-

NI kR BRARIQEELIREN, FEENE, SRR RSEF2559R;

Source: NIQ retail measurement data, China convenience store data update to MAT Sept 2025



VAEMELIIMIZSARER, ESmNEE=EE

Provide value-for-quality options responding to emerging scenario-based consumptions

V thEEFIIEERIEEETRIN China CVS per store sales performance
TN EE RN E IR & INIELT = I IS TINIE

Healthy beverages booming driven by increasing demand on water alternatives E ‘ Slightly tipsy enjoyment accelerates the growth of large-pack alcohol
o

%*:.’L’T\*#&??EK §E§E EE?@’ET\«TE%E%W spend more on alcohol

Sugar-free & Chinese new style healthy RTD beverage
+12.6% +7.5% = .%7]<§ 25% +9pts
ltem count growth Value growth ZiHEAEECA

Healthy drinks agreed respondent%
played as water alternative

MISLE A AELASKISERIERIRNT

larger pack size for better price

20% +2pts
ZihE AR flagreed

qﬁl’fﬂ%ﬂ?j@ (2900m|) Large-pack beer
+48% +20.6%

sku value

X EEWGIAF, FEEGILE

HEERIZ (T e et

Seeing growth in the food categories to accompany alcohol

Large-pack strengthen value-for-money perception
Slightly tipsy

%’E}’(’%i’ﬁ*@% (2900m|) Large-pack sugar-free tea enjoyment ééi}.‘ﬂi}%]ﬂ;‘k%%@ﬁ (PI <1 OO) Economic seasoning snacks

+48% +20.6% 86
Item count growth Value growth NRISEL vs FRSEEUK
Pl vs category total

+13% +13.6% 5X

Item count growth Value growth IS vs GRS
Growth rate vs category

NI kR BRARIQ 2026FhEIHTBRERE, BETE: 2025578 ; BRRIQTELMERN, PEERE, HUERE: RahF25F98; 13

Source: NIQ consumer outlook guide to 2026, July 2025 survey data; NIQ retail measurement data, China convenience store data update to MAT Sept 2025



HEmELIHILLRE, BRESES "Riifms" B, $hsER4em%

Nurturing differentiated value of private label by balancing quality and cost-effectiveness

BB SER R R AIHEH “(RIRS1S S0 “MEINE" |, FIKIZIEHREISRESR

Private label fuel by improving penetration and value perception

Value-driven choices at a fair price required systematic strategy

V PEEFIESEE: 3X—FBEME % Y) HkmbEb, RETENIFY

China CVS shoppers purchase private label % in P12M Offer Value-for-money by delivering trusted quality on core function

BB mhiEiaE

__Fresh milk Private brand price index

) 5

FRZERWK category avg.

V hEEFIEBYEEE BB mE RS IR EE 3) ERESREARAE, HREEE:

TOP3 triggers for China CVS shoppers purchasing private label Offer quality-for-money by addressing advanced benefits

 EHERIH B mhitEREE
49% 40% 30% fﬁg}%‘gﬁ Privatenbrand price ﬁdex =65 Hengxian jasmine

(+2% vs Y24).--. (+14% vs Y24) (+12% vs Y24) ._-- ..__/Yo.;;,?ugar 6. 0 B 0t i tangerine
tb&ﬂﬂﬁ E-HE*% E%ﬁﬁﬁ‘a Ey}ﬂg,ﬁ% | .. }K Pucheng coix seed "‘J
Lower cost Value-for-money Better quality / 107N category avg. | /“f
than branded products y " /

NI IR BRFRIQ 2025HEEFERYEEBIRE, BRRIQSELERN, PEERE, $UERE: RahEF25998; 14

Source: NIQ 2025 China convenience store shopper trend report; NIQ retail measurement data, China convenience store data update to MAT Sept 2025



iR BSERTY, RAEENSAH, SRR

Ready-To-Eat build reassuring connections, offer advanced health proposition with nutritional benefit emphasis is the key

V REEFIEWLERREEERY

Most important shopping preference for ready-to-eat food —CN CVS shopper respondents %

420\ EHEHREEA 31(} BRI\ S TR T L
A A

EREREsTIE

Frequently check nutrition labels

REHEERTISSHKER, MiEkERPEEEERX » RESHIRk S S EFEEIGE, EiEiHTE RRERS

Communicate clearly on ingredient and nutrient information to make
consumer’s decision easier

Offer high-quality protein and complex carbohydrates to address growing
weight-management demands

L2

B ESEZIN |
VEIRC (=
V& RARTAR

Bh @ 7l
D EZbAY:
INTe&%x

= QL™ SR SS e —— - -
SRIF T RAPRRIZ T MAEFRIm REBLISIESH {EREERF TitvlRksy FEE
Emphasize fiber varieties Include super food Minimize the use of high-fat sauce higher-quality Pure natural Non-GMO
raw materials ingredients
NIQ KSR BIHQ05HEERESRIAESGS, #5524, U 15
Source: NIQ 2025 China convenience store ready-to-eat food shopper trend report, sample size-=5224; Desk research
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Decode New C nSumption‘Growth for China Convenience Retailers

XEETE Key takeaway: '.' FeZ gL The way forward:
.

EESMERCIEEE "THER" EEE. MIETSHHSEIRIS SNSRI LI 2iRfilE, =AM “"BIE.

Coverage and reach expansion remains a crucial foundation in BNE" RIMRIZESRA.

driving “proximity to me”. Strengthen competitiveness on “want now, get now”, fueling by store

expansion with operational excellence and quick commerce.

Oiﬁﬁ%‘m{ﬁiﬂt. “S5IAEX" RABIKRRENE BliRER. EMRE. HeEimm), URINLLEBmE

HERTIBEMREINRE, FHER "B . REFRAERUME, RMTKRWELEED, =SSR

Reframe value proposition with ‘relevance to me". Consumption FhigahgEg

power shifts from “functional benefits "to “self-rewarding”. Reshape assortment strategy: health, innovations and inner

fulfillment, quality-for-money private labels and ready-to eat foods
agile demand respond capability.

REFELIDCIRFREEFUNERE, M =m3Ese, &M BEFREEFETHR, REBSBIOMES, SEHEE
. — R

REIRERNEI IR S, RIS T, SEHESRREe:

Channel reinvention responding to the redefined convenience Integrate into daily lifestyle, combining them with scene experiences

proposition. Beyond selling products, evolve into proximity and services, emotional connections can be tangibly felt in store.

destination.of everyday emotional ties.

N‘( )
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