Quality-Price Leapfrogging: Embarking on a New Frontier

NIQ ki #H@Em

Chlna FMCG Private Labels: The Journey to Value Elevation
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Chinese consumer has evolved from cautious conservation towards rational & emotional reorientation; 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

V EEEBEIER M R

hesm  MHESHE
20224 20254

56% _ SRR REE  MREEREE _ 54%
45%- _ . |eememveme sammmEREE | j- 47%
38%-‘_ | BIAKET, CRIT R IAEERTE ) . 35%

2 . L BIAKEE, i .

MREEEEE—E  NSReREtE - 35%

N IQ kR 2022-20232EABHEHWIEBSIRE, 2024-20252EALZEHENEEBRE



FithEmRIE T, SEMmES PmPIEEAEMEIMERI, AassHsikShEE

With smart merchandising, retailer and manufacturer brands are reshaping collaboration to power long-term growth
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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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Targeting emotional resonance: Balancing function and emotion to sync with dual-track consumer values
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Leverage market trends to seize growth opportunities in private brand's quality and pricing
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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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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

v EitHE, EBEEEEmER. Mgk

Leverage market trends to seize growth opportunities in private brand's quality and pricing
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