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Quality-Price Leapfrogging: Embarking on a New Frontier
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China FMCG Private Labels: The Journey to Value Elevation
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Chinese consumer has evolved from cautious conservation towards rational & emotional reorientation

ViHEEY B RilsSIAR AR

Consumer financial position, sentiment year over year (% respondents)
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Consumer top concerns in the next 6 months (% respondents who agree)
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Declining out-of-nome and appearance spending weakens offine momentum; Wallet intentions on inner fulfillment reinforce the shift into self-

relevance value in China consumption engine

V HEREEEAZAEZETFERE Consumers' strategies to manage spending
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Reflected in FMCG purchases, Chinese consumers demand both functionality and emotional appeal. The dual delivery of value for quality-price
ratio and emotional resonance will define future FMCG trends.
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In the selection of private label products, Chinese consumers are shifting from low-price appeal to value-driven pursuit. The journey of quality-

price elevation for private labels has officially commenced
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China's private labels are rising rapidly in scale, and the price gap with national brands is gradually narrowing
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W Private label growth strategles differ by category. Categories that previously relied on volume growth shlfts toward premiumization and
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Four Elements'Driving Private Label Evolution

S | Og  eUsRES|

Emotional Resonance Innovative Appeal
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By utilizing quality segmentation as a strategic tool, retailers can establish a supply chain that delivers superior quality at competitive prices
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Targeting emotional resonance: Balancing function and emotion to sync with dual-track consumer values
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Championing brand building as the guiding principle to establish a new model of retailer-supplier collaboration and accumulate momentum for
sustainable growth
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Quality-Price Leapfrogging: Embarking on a New Frontier

REREBBmENERZ

China FMCG Private Labels: The Journey to Value Elevation
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Leveraging Quality Segmentation to Match Quality-Price Upgrades
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Targeting Emotional Resonance to Align with Dual-Track Consumption Values
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Grounded in Deepened Innovation Capabilities to Build Competitive Barriers
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Guided by Brand Building to Accumulate Momentum for Sustainable Growth
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