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Kantar group is inVest_ed by WPP group and Bain Capital that focuses on data,
consumer insight and consulting. Kantar has been a long-term partner with
many world-renowned enterprises to provide services.
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Provide services to 90% + bf%hg . 85% of key customers have U&A + Segmentation projects
world’s famous enterprises: .. * - cooperated with us for 20 years +. per year in China.
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TREND 1

Consumer confidence grows
the market is rebounding
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Nearly 30% of respondents still worry
about inflation, consumer altittdes™
should be continuously monitored:
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Overall moods of Chinese consumer remain stable,
with a slight YoY improvement in Q1 of 2023

2022F KQAARSEFYI—H, EREZRENEROBEEME (46%) . AT _BETHEIRAHEZE
EFENT RO, HEERMBEERENA (67%) , M=BiBF/NELESHNAEREERAE
HNFRAR (55%Vvs53%) .
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l(ANTAR Source: Kantar China Issues Barometer | Overall Mood - Positive 4



BRESZENEFENFEXIETRE, HRETHE/IMERFA
Chinese consumers are significantly less concerned about COVID 4

/

but there was a slight rebound during the Spring Festival.
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&AL, AEERETHBEE/NMELA (+11%) .
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l(ANTAR Source: Kantar China Issues Barometer | Level of anxiety about covid (1-10scale)Top3 5
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After CNY, the level of concern returned to the beginning of the year.
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G5 & E X BRI B EEE#E 2 Anxiety about inflation:
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l(ANTAR Source: Kantar China Issues Barometer | Level of anxiety around inflation (1-10scale)Top3 6
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Chinese consumers are cautiously optimistic about market, and
their confidence level slightly increased compared to last year.
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G E 2 &N A BEHE S 5L 9#E % Difficult to cover monthly spending:

Jan CNY  Mar

: : -
21% | 2% 209
WA)
| | - 20% A
i i i \v/us%
| | | 5%
22Q2 ! 22Q3 ! 22Q4 ! 23Q1

l(ANTAR Source: Kantar China Issues Barometer | % ‘It is difficult to meet monthly spending’ 7



In the first 4 weeks of 2023, overall FMGC is steadily recovering
with the increasing demands for Food & Beverage during CNY
2023FRIME, EETHEAEEARYSIKERYGEZRITART, BRRERERESD

2022 CNY: Feb 1

FMGC Sales Growth | 4 weeks in prior to 2023 Jan 27 vs. 4 weeks in prior to 2022 Feb 4 R D
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TREND 2

Consumption potential
unleashed, vacation

and entertainment
become popular
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ixiiscERRE, “HERE" & LBETY
Scope of travel destination expands,
Travel Abroad got listed on the agenda.

FREBENA, BEERBMNER "IKF" , TEEMEE, £FWH,

B EERIEMEIE What consumers want to do the most:
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l(ANTAR Source: Kantar Issue Barometer | “What consumers want to do the most?”
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Vacation and entertainment become 'essential needs,’

related consumption potential is expected to unleash continuously
2023 HEE R TE#Im%: FIE 23Q1vs. 2204

ER No.7 -17% IS
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l(ANTAR Source: Kantar China Issues Barometer | % ‘categories like to economize’
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TREND 3

s G

Consumption has not \ T N
been downgraded, ‘ \ \

and product quality
Is still valued
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HEAXRES, Hn/RSnRKAZEEN

Consumption has not been downgraded,
and the quality of products/services is highly valued.

HHEE, EHEBTnENEEERMA/RSNmAESHENLL, XH10TmENIEE2023FE3BM2022F12BNER, dJLAERIEREX
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HEELHETIE Consumers’attitude towards purchase:
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Value for money  Neutral Quality

2023 Mar

Source: Kantar China Issues Barometer |
l(ANTAR % of consider category consumption with more value for money/neutral/quality
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BmiXE "AR" &, FRERFESmER
Food and beverage need to be upgraded,

as consumers expecting higher quality.
2023F & m¥E, BEECEHBHEEZLY: 3F1ELETFHENE 23Mar vs. 22Dec
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l(ANTAR Source: Kantar China Issues Barometer | % of consider category consumption with more quality 14
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TREND 4

Consumption plans varies,
with lower tiers cities 3

emphasizing more on
‘value for money’
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HBRTMAR, EAHTHERERANREMEMNL

Consumption plans vary by city tiers,
as lower tier cities emphasize on ‘Value for money’

HIIHEE, AEES T nENEEET/RSNRRERENL, WEaENEEABRTRINER: F1TE, EEE@RIVEERELE, &

W RBIEE, MWEHERMN, METE, SEWHXNRENERBERRA, —LumYmRNER, BESTREHT.

HEEREETE Consumers’attitude towards purchase:
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Value for money  Neutral Quality
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I,(ANTAR Source: Kantar China Issues Barometer |

% of consider category consumption with more value for money/neutral/quality
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Strong brands create more shareholder value,
generate superior shareholder returns.

435 % Kantar BrandZ

Powerful Brands TOP 10 Portfolio

357% Kantar BrandZ

Strong Brands Portfolio

M/\//M 245% ssr 500
M s

124% MSCI WORLD INDEX

2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

I(ANTAR Source: Kantar BrandZ, S&P Capital IQ
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CHANGES BRING NEW OPPORTUNITIES




REREN2022, FHETAN 7RI E
With the repetitive pandemic in 2022,
New TA opportunities and scenarios emerged

%ﬁlj\%EEﬁEE and %ﬁ%ﬁaﬁﬁ

New Small-Town Youth New Silver Generation
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CAPTURE CERTAINTIES
DURING UNCERTAIN TIME
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Young Professionals VS e
in Beljing, Shanghai,
and Guangzhou

High Quality Families
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Under the pressure of inflation,

improving Perceived Val
Is the core priority of brand building.
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SUSTAINABILITY HAS BECOME MORE PROMINENT FOR BRANDS,

PARTICULARLY IN AMERICAS AND CHINA

ENUIFEAREESN AmBLAEMNER, LHED

Consumer Sustainability Perceptions
Rolling 2 year average - all brands

e
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Consumer Sustainability Perceptions by Region
Rolling 2 year average - all brands

B Supply Chain | Americas
= Environment M China
W Social W EMEA
B Employee B APAC

2015 2016 2017 2018 2019 2020 2021 2018

2019

2020

2021

I(AN TAR B R A N D Z 2 022 gl?gg;{ﬁlé%i?ﬂl_gs Source: BrandZ database 2014-2021



Different industries have different emphasis
on sustainable development
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Chinese consumers prefer local foods and products with natural ingredients.
Personal well-being is the main driver of their choices

AEFNA. &
BREXAMTENTAPES @
FERVAAEMZNRNRA

RIEFAMETNA, &,

| choose locally produced meat, fish,
fruits or vegetables because:

KBRRFEE, BAA:

44%

T 58%

32%

REFRSERARSNTAPETR, EA:

| choose personal care products with
natural ingredients because:

CkEgzy T—— 0%

mrhE - 2Bk

RERESEROAHAEUEZMENRATR, BA:
| choose household products with
less irritant chemicals because:
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l(ANTAR Data Source: Kantar, Worldpanel Division, Europanel, GfK - “Who Cares? Who Does?” 2022

Global harmonized survey of 24 countries and 99,000 respondents 26
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__ Brands with stronger Creativeness

== grow 7 times faster than normal brands

+31% +347%
1% o =
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Integrated Innovation drives Creativeness
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Companies usually focus on Product Innovation, @E WV EIHaREETREIH,
combining with some Integrated Innovation ZeHMAOHEPEIFEE
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Balance investments in innovation to build more lasting competitive advantages.
Innovation of leading brands is twice of the innovation of normal companies.
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BUILD ECOSYSTEM
BRAND
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Product Occasion Ecosystem
brand brand brand
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BRANDS BUILDING OR SHARING AN ECOSYSTEM ARE
GROWING THEIR VALUE FASTER AND MORE CONSISTENTLY

BUNHKZFESREN mhE
AR, EFRFEMSCIIMEER

Brands that have diversified into multiple categories

show faster brand value growth in 2022 And they have a better chance of above-average growth
Average % Brand Value Change (2021-2022) ™ 9% cbove average growth % declined
Single Category Moderate Diversity Higher Diversity Single Category Moderate Diversity Higher Diversity

KANTAR BRANDZ 2022 Giosat srans
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Seize new segmented
demands and categories
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Each Small Segment has e
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Kantar Growth Model can boost sustainable brand growth

» Opportunity identification with
consumer understanding & segmentation

Product/Innovation Power: Identify innovation
opportunities, improve product innovation, and focus on
creating meaningful (m) and differentiated (d) product
and service experience.

* Innovation element screening

+ Concept optimization

* Pack & price test

Product test

Content/Communication Power: Maximize 'content Content/Communication Power
power' to increase the first mention rate (S), relevance and
differentiation (M+D) among a broader audience, making it

easier to convert purchasing.

Product/Innovation Power

Experience Power: Get people who don't plan to buy
their products and get those who do plan to buy more by
optimizing touchpoints to gain a bigger share on the sales
side and providing a good and timely experience. »  Omnichannel strategy
* P2P study
Experience test

Cultural insight and sirategy

« Communication element screening
» Creative evaluation and optimization
« Campaign evaluation and optimization

* Experience management - Celebrity evaluation

Experience Power

IKANTAR
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