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Q1 was significantly impacted by Covid-19, while the recovery evident in Q2

Disposable Income Growth%

FMCG Value Growth%
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All purchase measures negatively affected during pandemic outbreak; Q2 recovery
was led by increases in both volume per trip and frequency

20200Q1 vs. 20190Q1 2020Q2 vs . 2019Q2
RN
Ave. Price _5 . O% 1 8 Ave. Price _2 . 7%
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IKANTAR WO RLDPAN E L Data source: Kantar Worldpanel, Household 5

A CTR SERVICE IN CHINA



Well-being, hygiene and cooking related categories continue to boom, while

sharing and social related categories still suffered

Four types of impact on categories

FMCG sales value YoY growth Continuous Booming
(FY19, Jan-May 2020, %) Boom and Stabilize
V-Shape
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Stabilize

V Shape

Soy Sauce CSD Ice-Cream

Packaged Water Instant Noodle
Frozen Food

Milk Pet Food Infant Milk Formula
Beer  Chinese Spirit

Candy Chocolate Biscuit Wine/Foreign Spirits
Juicee RTDTea Gum  Yogurt

A CTR SERVICE IN CHINA

Note: (1) Combined Jan (4 w/e Jan 25) and (4 w/e Feb 22) to minimize impact from earlier CNY in 2020 (1/25) vs. 2019 (2/4); (2) Data used 26 categories and
IKANTAR WO RLDPAN E L additional five categories for study, replaced kitchen cleanser (dish wash) with household cleanser

Source: Kantar Worldpanel; Bain analysis
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1 Holistic Health & Well-being

2 New Habits

3 Revival of OOH
vS. Back to Normal

consumptions

5 key levers to

navigate the I Value for Money

020 Services to & Lipstick Effect

4 drive new moments

‘new normal’
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Consumers pay more attention to the nutritional and immunity benefits of food

Milk Category Value Growth%

30%
20%
10%

o

10%

10%

Probiotics + Low Fat High
Calcium Milk

%o
-10%
-20%
-30%
-40%

-30%

Feb 2020

Mar 2020

Apr 2020

May 2020

Finest Protein '
Good for Kids

MEENEY -
WERR NS

Plant-based, High Protein
No Cane Sugar Added
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Age of Low/Zero Sugar is here! Enjoy the drink without a sense of guilt

New Stars: Sugar-free brings Happiness with Fitness
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a8 o248 57 = i Sugar-Free Tea Buyer Index**:

Young Single/Couple 123
HH Income >9K 127

Classic Choice: Reborn for Health with Sugar-free & Fiber

~ RRAN, 3k RIB

Purchase Reason Index

Sprite Fiber+

Penetration% 655

in first 6 months

330 378

(average of NPD Health Recommended by
in past 3 years: 1.35) Friends
KANTAR WO RLDPAN E |_ Data Source: Kantar Worldpanel, OOH Panel (Key & A cities) *MAT19P10; 0
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** Sugar-Free Tea buyer% vs. Total RTD Tea buyer%, HH Panel (National) . Young Single/Couple: HH members’ age between 18-34 y.o.



Health is not just physical and consumers are developing a more holistic view about the
well-being of themselves and the world around them

Consumers care not only the physical health,

The Values of Chinese Consumers Vs 2019
Ranking but also
1 Healthy: Maintain overall physical and mental health 80% Brand owners can communicate on these broader needs
2 Honest: Trustworthy 80%
3 Privacy: Protect personal life/data/info privacy 79% +3
4 Family: Protect the family, family first 78%
5 Truth: Be true to myself 78%
6 Environment Protection: Be grateful and protect nature 78% +3
7 Professionalism: Strong work ethic 78% +3
8 Knowledge: Know/learn in a particular field 7%
9 Independence: Rely on myself and my own resources 77%
10 Balance: Seek balance and harmony in life 76%
11 National Identity: Be loyal to the country 76% +14
12 Learning: Explore and learn new things 76%
13 Beauty: Wish myself and my life space are beautiful 75% +7
14 Enjoyment: Seek happiness and fun in life 74% +8
15 Justice: Take responsibility for their actions 74%
ICANTAR WORLDPANEL Data Source: Kantar Consulting China MONITOR 2020, Kantar Consulting Global MONITOR2019 11
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More in-home occasions stayed as consumers cautious in pre-vaccine era

Home-made is Always the Best

Total Seasonings

+10% +17%

During Peak After Peak
Feb-Mar 2020 Apr-May 2020

Cooking Skill Upgrade

Cheese/Butter
X .

+44% +60%

During Peak After Peak
Feb-Mar 2020 Apr-May 2020

e !
(—-;-
Biss /
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Joyful Gathering Moment
CSD

+6% +27%

During Peak After Peak
Feb-Mar 2020 Apr-May 2020

Self-indulgence, Enjoy Life

Ice-Cream

+45% +49%

During Peak After Peak
Feb-Mar 2020 Apr-May 2020

ICANTAR WORLDPANEL
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Data source: Kantar Worldpanel, Household Panel
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Stockpiling food and reducing non-essential shopping a more regular behaviour

Stockpiling Food, Live with the Epidemic
Feb-Mar 2020 GR% vs Apr-May 2020 GR%

Bread

+21% " +8%

Instant Noodles

+101% +22% Quick Soup Frozen Food

+59% “+51% +27% = +22%

IKANTAR WO RLDPAN E L Data source: Kantar Worldpanel, Household Panel 13
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Some habits are back as consumers aspire to resume ‘normal’ life

Return of the Normal Life
Feb-Mar 2020 GR% vs Apr-May 2020 GR%

\; ~Adult Milk Powder Cereal 3 — =4 Foreign Spirit
-14% = +19% -11% = +16% -29% = +7%
. 0/ 90"
g \’ﬁ :;@
Beer X A % |nstant Coffee R —— Chinese Pastry
+3% -9% = +4% -12% = +8%
l(ANTAR WO RLDPAN E L Data source: Kantar Worldpanel, Household Panel
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®

Out-of-Home Consumption serious impacted by the COVID-19, with

only milk, Ice-cream and CSD saw positive growth in Q2 Value GR%
o0%
40%
Out-of-Home Consumption, Key & A Cities, YTD May, 2020 vs YA 30%
20%

YTD May, 2020 I 10%
0%

Top 27 Cities I I I 11 - o
OOH F&B 20%
-30%

-22%

-40%
-00%
-60%
S \ ¥ & & @ 2 @ RN &0 N N
OO TS s @ S AR 87
O SO & & & & N <& g0 \&F
3 N % > % S
Q@& I < & ? Q,be,@ m YTD May 2020 Value GR%
N NS > @)
© O°0$ ¢ v Apr-May 2020 Value GR%
IKANTAR WO RLDPAN E L Data source: Kantar Worldpanel, Out-of-Home Panel 15
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®

Less outdoor activities yet pockets of growth witnessed

. ' - K
Morning ks ‘i 4D Tea Shop
LR 1R R
it 81 ease ring the bell| at N’

B

i ' '? Cafe
' I

yice-Cream
£ Shop

Street vendor and
night market Street
economy Vendor

Strong snacking
demands between
meals during work

>12K
HH Income

With
Friends

Urban Gen Z .
consumers Indulgence

Out-of-Home Consumptions, Key & A Cities, Apr-May 2020 vs Jan-Feb 2020, outperforming elements

ICANTAR WORLDPANEL
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Data source: Kantar Worldpanel, Out-of-Home Panel



®

Enhance the communications of growth occasions and prepare for the sparkling
beverage era

Soda beverage, next “happiness water”?
Drinking occasions in workplace
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®

More than 70% of OOH heavy buyers in 2019 still remain heavy buyers in 2020

73% of OOH heavy buyers in year

40-60% of OOH market heavy buyers
2019 still remain heavy in year 2020.

also the heavy buyers of the categories

" ”//«,}, 60%

&
Z
—
0 e Packaged
73 /O = 40% Beverage
> N
,,’3 5; \\ / Ice-Cream
74 Q) Snack
ATTTI on-  _ _ Daiy
A'ARN Premise
Bev.
IKANTAR WORLDPANEL

Data source: Kantar Worldpanel, Out-of-Home Panel 18
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How heavy buyers’ need are evolving in 2020

HEALTH WELLNESS

-

Less is More

Nature, Pure, Additive-free

Back to Outdoor
Healthy, Full and Happy Lives

g‘.\

v No Preservatives (46%) , No colourings

(32%), No Essenes(29%) v" Outdoor Sports
v" Non-GMO Ingredients (53%) v Park, Theme Park (22%)
v" No Sugar Substitutes/Sweeteners (19%) v' Book Store (22%)

Keep Fit
High Proteins, Boost Immunity

Safety

Home Delivery and Safety
v Vitamin (73%)

v’ Contactless Delivery Service (83%)
v Plant Proteins(24%)

v" Travel by Private Cars (61%)
v' Chinese Herbs (8%)

KANTAR WORLDPAN EL Data Source: Kantar Worldpanel, OOH Panel, LINK Q research 2020P4

Study Group: OOH Heavy Buyers, Option Index>105 19
A CTR SERVICE IN CHINA,



020 accounted for 4.3% of FMCG value in 2019, driven by both demand and supply

020 format is expected to thrive in multiple formats...

... driven by both demand and supply factors

Horizontal marketplace platforms,
partnering with brands / retailers

9 @

B OFr

EEAH MBS

Online & offline new retailer
platforms

Bas| | B%|  [TrRESH

Self-run 020 platforms by
traditional retailers

6:’(5!‘!'.1&‘17&. : 2 HSRM
RT-Fresh suning.com

ELZE @

5

4.3%

Value share of
FMCG sales

fulfilled by O20 in
2019

Increased importance of convenience
— Directly deliver to home with short lead-time

— Fragmented emerging needs to be fulfilled
anywhere anytime

Preference on one-stop shop

— Prefer full options both of categories and brands

Maximizing supply chain efficiency
— Set front warehouse to improve inventory turnover
— Leveraging 3" party on delivery to minimize cost

Optimizing consumer coverage and
experience
— Leverage eco-system partner to attract traffic

— Integrating full-channel data to generate insight
and maximize consumer engagement

ICANTAR WORLDPANEL
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Data Source: Kantar Worldpanel, Bain analysis, lit research
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In 2019, 57% Urban families bought FMCG via O20. On average, people are
willing to pay 40% more compared to the trip size made at stores

it

Penetration

N
57.1%

FMCG 020 Purchase Behavior

X

2019, Urban China

o X

Frequency

N
5.9

/
/
f

‘oo
Trip Spend

N—
107 RMB

76 RMB in pure offline

1

ICANTAR WORLDPANEL
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Data source: Kantar Worldpanel, Household Panel
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020 growth in F&B is faster than non-F&B due to the impact of Covid-19

FMCG

Penetration (pts) _|_3 5
N

Frequency (%) +23%

F&B

+4.5

N

+19%
N—

20Q1 vs. 19Q1

Non-F&B

ICANTAR WORLDPANEL

A CTR SERVICE IN CHINA

Data source: Kantar Worldpanel, Household Panel
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Comparing to EC, O20 is more suitable for dairy, alcohol, seasoning and liquid
beverages. More categories are enhancing their presence in 020

020 value% Index, 2019, HH Panel, National Key-D City

Total Food & Beverage Eresh Milk 265
Milk Powder 194
palry
Alcohol 68 Beer 129
101 . ..
A Chinese Spirits 118
Seasonings
116 Cooking Qil 110
Dry Grocery Spreads 121
Liquid Beverages . ﬁlﬂif“i :
- Packaged Water 113 g!’ o :
Confectonares . gyl B g | i
. 207 E-Commerce Index . . . .
Solid B
ola Beverages B 020 Index Joint Promotion with 020 Seasonal Theme Campaign
Platform for Home Stock Up
IKANTAR WO RLDPAN E |_ Data source: Kantar Worldpanel, Household Panel, & desk research 23
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Yili Danish Cheese Yogurt x ELE.ME: Tagging the Right Moment

Yili's new Danish Cheese Yogurt X Ele.me Theme Campaign
Gain More New Buyers/Ocacsions

@ | AEzt emrz wimy § @W | Azt

Hitting the pain

.
point of target | g
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group it 2% 5roa [FEE 10 _ o

22-35 year gﬁ
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Workplace consumption PHBTIONN T2 51753 &

:} e T

m |

\\ "/ 4 -

ik m:a

Customized package provide
exclusive coupons, achieve the
closed-loop traffic direction

i 2

CoED

ICANTAR WORLDPANEL

Data Source: Kantar Report
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COVID-19 accelerated shift to online and resulted in rise of value offers. Online
shopping festivals means deeper discounts to consumers.

Shift-to-online accelerated Non-premium outperformed
26 Categories Online and Offline Sales Value GR 26 Categories Premium and Non-Premium Sales
(%, 2017-2020Q1) Value GR (%, 2017-2020Q1)
37 Online 12 Premium
30 B Offline ® Non-Premium
8
7
19
3
) -
1 1 -1
-13 12 50% off
17-18 18-19 19Q1-20Q1 17-18 18-19 19Q1-20Q1

Note: (1) Offline channel market value is calculated as all channels excluding online channel; (2) Kantar Worldpanel has excluded cigarettes from total
IKANTAR WO RLDPAN E L FMCG data and has updated all category data in 2017 and adjusted online channel weight factor upper threshold for paper products to better reflect market

realities in 2019. All changes may lead to some inconsistencies with previous years‘ data 25
A CTR SERVICE IN CHINA Data Source: Kantar Worldpanel; Bain analysis



EC festivals helped to grow big brands at unprecedented level

[—— X618 | EB=R
uw 269 ZB 6B1800:00;oo-bﬂ 1523:59:59

A

DCOMAIR  noresed .65 EEAs
fTibsikisE b
DO 0 g |
*> mlj%mm 129 /0 | oo M EHEHER

- sunlng.com With in 6.18
Sales increase
in all channels

119%

618 Orders increased vs YA

[9 sze | (10 »7x

DREEHERFHNNENR (LLVUSEBR, k80

A3 698.2B

h'ﬂ 618 Festival Sales Value
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|

Emerging Chinese brands leveraging the ‘lipstick effect’ on the back of EC/Social Media

Saturnbird Coffee Zhongjie 1946 Wangbaobao

ks k]

i
e = =
OilZ Ol OF -,

e L ¢ 7R

=

BHE Wxaa

Haohuanluo Raise a Cow Genki Forest Kaixiaozao Ramen Talk

ICANTAR WORLDPANEL 27
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More than ever, F&B brands need to build a new playbook

Introduce products/services with most while

A communicate with a view on

N—

9 Capitalize and lead the development of the while appreciate the

N

' Focus on growing OOH occasions as market

= — '

= recovered — meeting the new needs of

C M Invest and build competitive advantages — make sure your brands partner with
0\2 to grow new shoppers and satisfy the fragmented consumption needs
sse  Put strong In place to promote wisely, but also make sure your new
Jr/ products capture the lipstick effect (new lifestyle/texture/story sell at a premium)

ICANTAR WORLDPANEL 28
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Q&A

Or reach me at
jason.yu@ctrchina.cn




KH®KELLER AND HECKMAN LLP

SERVING BUSINESS THROUGH LAW AND SCIENCE®

New Alternative Protein Foods: Exciting Technology,
But Don’t Overlook the Regulatory Considerations

SN EA R m: B NLIIRE, (B2 B0 6 M0

July 30, 2020

David Eftinger

Partner, Shanghai Office

ettinger@khlaw.com
Mainline: +86 21 6335-1000
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A Global Law Firm with a Scientific Advantage
%ﬂﬂ#ﬁt#}mﬁ o 14 R i 5 55 BT

San Francisco Shanghai

Washington DC Brussels

= Offices worldwide, including the following & ER T3 =
=  Washington DC office founded in 1962 A/ /A % AL T19624F
= Brussels office opened in 1992 A& FE/RIPAZET 19925k
= San Francisco office opened in 2001 [H4: 1L 7/p A= T2001
= Shanghai office opened in 2004 i 7r /= T20045E )
= Paris office opened in 2015 E2ZJp A ZET201 55 H )

= We serve clients in 26 countries I 1826/ B K 1% 1 F2 AL AR 5%

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP




KELLER AND HECKMAN LLP

LR I 55 55
CHINA

REGU LATORY
MA'ITERS' )

Existing CRMs are available on the K&H website here:
TSR ZEGURR B WX A 59 B i VA TEA L) B i -CRM s:
http://www.khlaw.com/newsletter.aspx?Area=96

We also distribute alerts on other countries in the region, referred to
as “Asia Regulatory Matters!”
AT AT HoAh B AL IX () B dt VBB IR, “ IR BE R
= ® M S
—— ]

./
4

Copyright © 2020 | www.khlaw.com eller and Heckman LLP



H

History of Plant-based Foods in China +EE#/ESHNREE KH

Vegan and vegetarian diet - deeply rooted in
ancient Chinese cuisine

AR - BRAEERTHEERERRZT

= Religious people have chosen vegan and vegetarian
diets for centuries in China

JUMEZE POk, R ESRBA LA B RS

®" Tang Dynasty (618-907 AD)- monks eating food made
from tofu (called “vegetarian meat”)

JEAR (6185 —9074F) — M Nk & S =i ( “XKW” )

= Song dynasty- vegetarian restaurants in capital that
offer Buddhist vegetarian dishes

R - BARCA BTN R, BRI EXE

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



Why Things May Be Shifting To New Alternative Protein Foods Now?
HRABREORHEMNAE - M2 RIAE? KH

FEERTEEER

# (2016)

i

* Taste — food technology improvement |
CUIEE — R R SR i Lo

= Sustainability and social impact - negative =2
environmental impact associated with meat
production -
AIFFR R AL oM — KRBT A= T e SR M BEsgm

= Government- encourage low meat consumption
BURF - HEF D 2R
= Development of CBEC platform and cold chain

logistics in China
A ] i 5 P R S v BE IR SR AT M R A R

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



The Rebirth of Plant-Based Foods in China #

ES

1]

IR dh 1 X

&

Overseas Enterprise- 2020: KFC & Starbucks Launched Plant-based Food in China
HEAN Y - 20204F: LA R B v A 4k A5 o E HE AR B

7

Omnipork and Oatly into China

Based Fried Chicken as China
Continues to Accept Vegan Food

Source: The vegconomist

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



The Rebirth of Plant-Based Foods in China B3 & 523

[ui]

Rapid Development of Domestic Enterprise in China

Ptk A A Y B R PR | S 4]

oD Chinese plant protein startup Z H E N '
clinches funding from Beyond AN
Meat backer -

March 13, 2020 Jack Ellis
Source: Vesta Source: ZHENMEAT

Starfield Food & Science Technology, a Chinese
developer of plant-based proteins, has received an
undisclosed amount of funding from US VC New Crop
Capital (NCC), its local partner Dao Foods International,
and Matrix Partners China.

Image credit: Starfield website China’s Joy Capital - an investor in on-demand coffee
chain Luckin Coffee - also joined the angel round,
according to a statement from NCC and Dao Foods.

Source: AFN (AgFunderNews)

Source: STARFIELD

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP




Cell-Based Meat is Being Taken Seriously in China
HR MR IR A P ER D 5 REY KH

Milestone- On November 18, 2019, Chinese scientists have produced 5 grams of
meat cultured from animal muscle stem cells. It is the first meat developed from
muscle stem cells in China.

HARRMARM: 201911 H18H, FERZEFRAE B EAS MR RN X2ENE
Bl Zh T4y 15 7R M & A

There are signs cell-based meat may be a reality in the Chinese marketplace.

LR R MBI IR AT HE A T3 0 AT RETE

» Chinese Experts: The research on standards and regulatory approaches regarding
cell-based meat have already started in China.

FE LK QLI U T A5 TR A AR SRVE bR e S 8 BT

» China’s Two Sessions 2020- People’s Congress Deputy Proposes to Develop Cell-
based Meat — including establishing the regulatory system for cell-cultured meat,
working on public education, etc.
2020F 4 [H P x—H N KRR VUK MM IR N, SR LM R W E A R,
TR IRHE 5

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP




Cell-based Meat vs. Plant-based Food
YIS vs. YR A

»  Public perception could be: “Real Meat” vs. “Fake Meat”
RAGNFIFTREN:  “HIKW” vs. “IBN”

»  Public acceptance: Novel Food vs. Long-established
History of Consumption

KRR ALY vs. & ARSI >0

»  Current status: Research Stage vs. Industrialization Production
PR WEFEHr B vs, oAb A7

» Technology: Food Revolution vs. Food Technology Improvement

PR BRI A vs. B EOR I GHT & JE

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



New Alternative Protein
Foods will bring
Opportunities BUT also
Challenges!

BN EE M RILE, {HIFE
FRf 419 22 Fh i !




Regulatory Considerations for New Alternative Protein Foods

XTHBHREARMHOHERENER KH

= Clearance in foreign jurisdiction(s) does not
guarantee a cleared status in China.

7 [ S LR A8 & ot R AN — e A2 P [ AT DL A

= Novel Food Ingredients are subject to new
petitions.

BB i JRRE S B R4 O HE T AT B AR IR IRAG VR R 4]
P

= Cell-based Meat: Safety Issue of Food Ingredient
ZH M5 57 A JEURHH 22 4 i) R

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



Things to Consider about New Alternative Protein Foods
RTHBBREARR - REEBUTAI KH

New food
ingredient/Food
additives

Food Labeling
and Advertising

Product
Classification

PRZEFN) S N Sk
New Alternative JURARTTIR

Protein Foods
B EE B

Production Product

- Specifications/
SIS Standard

FE PR £ P /b

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



Product specifications/standards & 3t /frik KH

" Major National Food Safety Standards applical < GB/T 30885-2014 (Plant Protein Beverage- A
to Plant-based Food Soymilk and soymilk beverage) ##E ARk SIS
Vi
B ENZEEF R E TEYEE * GB/T 31325-2014 (Plant Protein Beverage-
Walnut beverage) E#EATEHEME (F) )
* Basic Standard EA&Fr#E
_ Labeling it GB
_ FOOd Addiﬁves Q%%bu?ﬂl T;:ﬁl.-::nﬁd wf the E Er klic #;n::t

— Contaminants 1R E
— Pesticide residuals &b RGBEARERE
— Food packaging materials £ 5kt el X6 5

BOE E R FE
= Currently, there is no regulatory requirements China National GB Standard

specific to cell-based meat in China.

HAT, o E IR SCA AL T 1A M5 7 A VAR e B K .

o [ e P k)

Copyright © 2020 | www.khlaw.com Keller and Heckman LLP



Product specifications/standards & il /FriE

= |ndustry associations are working on voluntary
Group Standards

MRAT L=t IETER] 2 B IS 1 F e

* Chinese Institute of Food Science and Technology
(CIFST) published the draft standard for Plant-based — o
Meat on June 24 for comments. Z 17-'-( *IT /&

HE S EREER AR Y2 BT 20204E6 H 24 H R Al

Q) PEARHFRRYA

Chinese Institute of Food Science and Technology

PR P it AR RRHE R S, T2 AR E

* China Plant Based Foods Alliance (CPBFA) is HEE P H &
developing standard for plant-based food as well. Plant Based Neat Products

LA B im e BB BB TR R AT A B £ i O AH
F b ifE
=  Companies have formulated Enterprise Standards, e.g.,
Soy vegetarian “meat”, Soy protein product.

— el C e b AR HETE v e A A s K, B
. KRERW, KEEAM .

Q/TZECB

LE-—ERAASAREILTARE
kbR
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Food Labeling and Advertising fr&R1 &

= GB7718-2011 General Rules for the Labeling of Pre-packaged Foods
HELLO I’M
CTIEL 28 £ it B 23 1) )

= GB 28050-2011 National Standard for the Nutrition Labeling of Whole Food Plant-Based
Prepackaged Foods

(TR B e IR hn 2z im )

= SAMR- Draft Measures for Supervision and Administration of Food N Rr=A NEEGWBT#
Labeling: the term “artificial”, “imitated” or “veggie”, etc. shall be e

added in front of the product name where plants are used as raw S
materials o produce food with characteristics that are intended to R

imitate organs and tissues of other organisms.

(B R e B B <?E2|%ijﬁﬁ”> Y We, CUEPIONERRL A e
DABL HA AR AMAE . 485 HLGER RN, N EEAFRETE LA |
“Pi7 “NE” BE R A %ﬁé FEAREZ B b S U 1B 2R A4 K TR ARARETER aw
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What's the approach for labeling outside China?
Hih B K an e =2 EYE S R RE? KA

France to ban use of meat terms to
describe vegetable-based products

U < 1 E € R/ X LS

= U.S.: Legislation has been introduced in a number of states that would
prevent the use of “meat” terminology on labels for plant-based meat.

FH: WEM ORIV R MR B “ RS SEE1E.

Labeling requirements of plant-based food in other countries

_ = Australia: Concerns- labeling “Meat”, “Milk” on the plant-based food

Burger King's 'plant-based' Whopper ads are banned in may mislead consumers
Britain over claims they're misleading . . . v e
2 - BRI fHPCAEH “2R” . Ay SRR EY R R RS IR S E

REBEL = EU court: Terms like “milk” and “cheese” could not be legally used for

WHOPPER® Source: BBC News

purely plant-based products
A éur‘ er for the ' ‘gram
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"  France: Ban the use of “steak”, “sausage”, etc. to describe vegetable-
based products
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The indulgenl Rebel Whopper® consists of a juicy flame-
grilled, 100% plant-based*, sustainably sourced soy patty
topped with freshly sliced tomatoes, fresh lettuce, creamy
mayonnaise, ketchup, crunchy pickles, and sliced white onions
on a toasted sesame seed bun.

*The Rebel Whopper® is plant-based; however, it is cooked on
the same broiler as our original WHOPPER® to deliver the
same unique flame-grilled taste. Due to shared cooking
equipment it may not be suitable for vegetarians.

Source: Business Insider
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What should Enterprise Do before Marketing New Alternative Protein

Foods to China? @S #iM B REARRZA, AR ZHEHA? KH
= Key step of compliance check
t .
REDER: 4 Standard
Local B bR

Claim Practice

4 Labeling PR TSR
Food BimbRes
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Disproportionately Digital

Three-quarters of advertising spend will be digital.

Projected Digital Ad Spend, 2019-2024
Billions, RMB

121
109 !

2019 2020 2021 2022 2023 2024

mmm Digital Ad Spend —@=9% Growth

Note: eMarketer Data is Analyst Projections Only
Source: eMarketer

Projected Digital Spend As % Total Media Spend
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Consequences Compound

There is significant digital ad ‘inflation’, spread over an increasing number of platforms.

Digital Campaign Inflation in FMCG, 2016-2019 Platform Proliferation
Number of Categories, By Inflation CAGR Select Social Media and e-Commerce Platforms

o) ]J =&

CAGR <5% CAGR 5-9% CAGR 10-19% CAGR >20%

Packaged Food Beverages ®Home Care mPersonal Care

Note: Includes 48 FMCG categories, split into ‘Packaged Food’, ‘Beverages’, ‘Home Care’ and ‘Personal Care’.
Source: Ali Research; AgencyChina Research



New Ways

To Connect




Changing Ways To Connect

We’'re stretching and challenging how and where we research, compare and buy.

Merchandise Occasion
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L Ivestream

Category leaders have turned shopping into spectacles.
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Source: AgencyChina Research



What role does livestream
play in the marketing mix?



Social Commerce

Create and curate online chat groups to encourage repurchase.

< INFEIBIB

a3
B, (RSKM

BHKGHREURER :

& A
BETHBRER R IEE + %Q@o';‘r; &
&;
R 10 (37 S SES: BT 5% & aj *’
508 (1A 65 THEENKH

=] EIRMIE: HSIKEC
LIl RERSIRERGF | | |

ROZLIMKSE, TRERBILY
HEAR, KIEE!

@ Baby#L < B

[ESHE] FFEZRA AR
k&, BEIS 9 HANAR BiR!

v

v

Source: AgencyChina Research



Are additional retention efforts
enough to break ad inflation?



Collaboration Marketing

Cross-category collaborations push product marketing boundaries.

Source: AgencyChina Research.



Can cross-category marketing
be a brand equity catalyst?



agency
china &




	Keynote speech Kantar - How to navigate the new normal 0729
	panel 2 - KH- New Alternative Proteins Foods Presentation -Ettinger
	Panel 3- Michael Norris Agency China_Digital_Marketing

