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TRACKING A NEW PATH TO GROWTH IN CHINA




POLICY, REGULATION AND FORGE MAJURE CHALLENGE CHINA’S GROWTH AMBITIONS




WITH DISTINCT IMPLICATIONS FOR MARKETERS

COST & COMPLEXITY

LESS SHORT-TERM GAIN

FOGUS ON MARKETING ROl




LOOKING TO NEW BATTLEGROUNDS TO SEGURE GROWTH FOUNDATIONS

CONSUMERS

PUBLICIS 4



GEN Z ARE NOT LIKE ANY CHINESE GENERATION BEFORE THEM

CONSCIOUS BUILDING THEIR CONNECTED BUT MANAGING
CONTRIBUTERS BRAND DISCONNECTED ANXIETY

93% 99% 40% 91%

want to contribute highlight their often feel facing emotional
to society unique personality lonely health problems
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SEEKING RECOGNITION
AND GREATIVE DISCOVERY

&

51% 53%

prefer brands have are willing to choose
personalized products brands that provide
customized services
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GROWING BRANDS WITH GHINA’S GEN 2

n ENABLE COMMUNITY n DELIVER DIVERSITY AND UNIQUENESS ﬂ BUILD A PLAYFUL BRAND

Culturecss:

Chinese style

-

PUBLICIS 7



LOWER TIER CITIES ARE ALREADY A GROWTH ENGINE

MORE WEALTHY MORE MODERN

% of upper aspirant and mass Coffee brands such as Starbucks
affluent households expand in low tier cities
== Tier 182 18 Starbucks in Huzhou (tier 3)
10 Starbucks in Quzhou (tier 4)
——Tier 384 CAGR 2 Starbucks in Panzhihua (tier 5)

23%

38%
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LOWER TIER CITIES RECLASSIFIED

Openness

PUBLICIS

POPULATION DISTRIBUTION
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HOW ARE BRANDS APPROACHING THEM?

@ IND.124 SHARABLE

EXPERIENCE
“I am an arts & culture
enthusiast”
CULTURAL @ IND.121
CAPITAL

“I actively search for
products recommended
by internet celebrities”
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“I prefer to buy from
well-known brands
and retailers”

NEW RETAIL
PARTNERSHIPS

UNMISSABLE
ECOMMERCE

\9 75%

“l am price-conscious
and await the best deals”



TRACKING NEW PATHS TO GROWTH, UNLOCKED THROUGH...
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POWERED BY PUBLICIS

BRAND.RADAR

Built for China, Brand Radar clusters social
conversations and content with Natural
Language Processing (NLP) to surface
insights and trends

PACE.PANEL

PACE is Publicis’ proprietary platform that
provides consumer media, brand, behavioral
and lifestyle insights for over 290 cities in
China, which covers over 94,000 samples
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YANGTZE. 2.0

Powered by big data, Yangtze 2.0 is an end-
to-end insights and activation platform
created for lower tier audiences and provides
a unified and single view of China’s lower tier
city consumers,.covering 375 markets.
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