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Consumption fluctuated before full speed recovery for most countries
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Promising growth in early 2023 with increased government support and consumer
confidence

& Consumer Confident Index

Expected China Economic 0
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Household income

expectation better than 48%
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o=| Policy Support

China Critical
‘ Industries and O/ Expand domestic demand: Promotes the recovery of traditional industries,
!. Restaurant/Catering + ° o promotes online and offline integration, and creates new consumption scenarios
Sales GrOWt_h (2023 Stable opening-up: Optimizes business environment and supports development
vs 2022 Sp“ng of emergent channel such as e-commerce and overseas import
Festival)

Improve security: Creates a safe and secured consumption environment and
promotes consumption supply
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As pandemic control released, 2023 Chinese New Year consumer market surged

Spending & travel rebounded FMCG products return to growth in the main
remarkably in CNY offline markets during CNY
2023 Chinese New Year Sales
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Chinese consumers are cautiously optimistic

@ What is your biggest + second biggest concern over the next 6 months ?

16% 47% 20% 29% 11% 21%
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Uncertainties

Source: NielsenlQ Jan 2023 Consumer Outlook Survey
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Wellness, Health & Sustainability increasingly important among Chinese consumers

35% 32%

. Which of the following areas will be more . .
Q ' Wing W' Financial /

important to you over the next 12 months? Physical | |
Wellness job security
NIQ 2023
China Consumer
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Financial Security 39204

Saving for
unforeseeable

Mental & Physical  {,, e
Wellness

29%

Mental
wellness

Moved down
from third to fourth place
vs. 2022

Moved up
from fourth to third place
vs. 2022
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Changing Landscape
& Consumption
Scenarios




efficiency to consumer engagement
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Public domain

Customer Multi-platform marketing
attraction & Wechat Mini APP
CUStom.er Identity target consumer
conversion via advanced analytics

Building Community

Retention &
& Membership

repurchase

\

Reward Word of
Mouth to attract new
customers

\/

Share &
expand

© 2023 Nielsen Consumer LLC. All Rights Reserved.



Online: Internal integration & external cooperation to expand serving area & provide

instant service
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Reboot low-tier market

EXte nt to City -Tier FMCG Sales Growth (vs. 2019)
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E-commerce stimulates +5%
. 1
agricultural development ] In rural grocery stores (vs. 2019)
2022.Q1-Q3
Online sales of agricultural products +8.8% 1
Compared to full year of 2021: +7.3% “
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“The Last Mile"

2022.06, Government set:
69 County-level logistics centers

[] 65000 Village-level convenience stores
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$0 opening fee and supply chain support
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Supply chain modernization and changing consumer demand jointly reshape offline

FMCG retail trade

Hypermarket

Supermarket

Minimarket

CvVs

Self-service

o Grocery
Traditional

Trade

Non-self-
service Grocery

« Mobile Internet technology innovation
+ Supply chain upgrade

Su pply  Logistics services empowerment

Scale advantage
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Modernization
Supply chain upgrade

Demand : Shopping convenience demand
» Product quality, value for money

« The pursuit of Shopping Experience rises
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Capture the future opportunities of Channel "Transformation™ and "Modernization“ led by
the FMCG retailers

Modern Trade Store number, GR% ‘21vs19 Traditional Trade Store number, GR% ‘21vs19

Channel Independent Supermarket Small quantity, high growth rate Small Grocery

Types* Large quantity, low growth rate
Chain Modern Trade 150K, +14% 1M, +8%

Future Opportunities

Sub-type Chain Modern Trade Modernizing Independent Trade

Key word Transformation Modernization

Drivers 1. Leverage 020 to provide proximity and convenience 1. Better and diversified assortment
2. Strong supply chain enabled fresh goods and price advantage 2. Shopping Experience & Facilities upgrade
3. Strong Central management on shopper experience 3. Digital payment

4. Longtime service (16h+) to provide proximity 4. Better Supply Chain and OOS management
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Modernizing Independent Trade concentrated in coastal and populous provinces, faster
growth in western provinces...overall Brick & Mortar development pointers

Hebei, Shandong, Henan,
Sichuan, Guangdong

rank top 5 provinces in store numbers,

Sy

account for 43% store numbers in total

| Store number modernizing independent trade.
Importance: >10%

. Store number
Importance: 5%-10%

h e e s Guizhou, Yunnan, Jiangxi,

j ‘ b O oo Shandong, Guangxi
* L. rank tOP 5 store number growth province
.
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In-store upgrades to create new consumption scenarios & new shopping experience

Supermarket Specialization Supermarket Scene Store Lifestyle shop
One-stop H Product 188 Scenario 4 .
shopping & experience i experience m Lifestyle guide

Brand zones Super-Category zones Lifestyle display

Metaverse & omni-channel
integration
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Virtual shopping immersion blends in real world experience

* Taobao created a meta-city in Double 11 * JingDong 7x24 hours Al anchor

3D virtual shopping scene brings new Different styles Al anchors host livestreaming
experience to shoppers and after-sales service
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Overseas examples in creating exceptional shopping experience

Interactive experiences

* Virtual shelves

» Exploratory shopping experience

* Retail + entertainment

* 1 million consumers visited Omega Mart
(US) in 1st year

Virtual scenes

. Construct famous movie scenes + Sell
peripheral goods

. Engaging consumers with emotional
connections

. Netflix Holiday House, Squid Game physical

store, first love café (Korea/Japan)

Pick - Buy

* InFarm provides shopping and harvesting
experience inside supermarkets

* Partners with retailers e.g. Metro, Casino, Auchan,
Aldi in Europe

* Installed nearly 300 farms in 150 stores in
Germany, Switzerland and France
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2023 outlook for recovery in China retail market

Positive outlook
Strong rebound in early 2023
with increased government
support, consumers are
cautiously optimistic

A4y 3

Consumption
Recovery

Interoperability W vy
Online-offline integration &

interoperability critical to

reboot growth...from

operation efficiency to

consumer engagement
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Transformation &

Modernization

Reboot lower-tier cities via
trade modernization &
transformation

Scenarios & Traffic
Create new shopping
experience and guide
consumer demand through
new applications of
technology & concepts
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