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Macroeconomic Indicators
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GDP Growth CPI
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Economic Restructuring
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Internal Reform
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Set Up Xiong'an New Area,
Facilitate Beijing-Tianjin-Hebei
Regional Economic Zone
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External Open-up
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Held The First “One Belt One
Road® Summit,

FPromoting Asia-Europe Economic
Communication
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Global & China Consumer Confidence Index
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China CCI
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Components of China Consumer Confidence Index
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Job Prospects Personal Finance Willingness to Spend



chEHER RN RS IR, SEBRA RIS B

PREMIUMIZATION CONTINUES TO DRIVE CONSUMPTION GROWTH

AIB0KIRBREDPARENBELIER | 20144F5H-20184E12H
FMCG Index of Different Price Tiers for Top 30 FMCG Categories | May, 2014-Dec, 2018
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Source: Miglsen Retail Measurement Service; Bargain Price Index: Sales Value Share of products whose price index ==80among top 30 FMCG categories; Fair Price Index:
80==Price index=120; Premium Price Index: 120==Price Index; Nielsen AAC Team
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PROMOTION AND QUALITY BECAME THE DRIVING POWER TO ONLINE

SHOPPING, WHERE PREMIUM PRODUCTS COULD TAKE ADVANTAGE
FEIE S/ LA S AT LA SEiZ /=, R0 I8 A AEFEEM L L?
You could buy it through offline channel, why do you choose to buy it online?

& High R

.Rﬁ
5L
= romouaon
ES ] R R
%17 R Quaity
- o ua
Popular '-.‘_.'.' R (N .
. . N . " [ ]
{fLow ™, ‘,-" , ’.: 2013 2017
Hgut® M TT L

FilE: 2017HEERFEMEIEHE LSS
Source: Niglsen Online Shopper Study
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WHAT'S PREMIUMIZATION? FOR CHINESE CONSUMERS, QUALITY IS IMPORTANT
BUT STYLE ALSO COUNTS
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What makes a product premium to you?
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It's made with high-quality
materials or ingredients

ReE BN
It offers superior function
or performance

BRI SR
It has superior style or
design
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China Global Average
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THE 15T DIMENSION:SOLID QUALITY IS THE MOST IMPORTANT PREMIUM
MOTIVATION ESPECIALLY FOR THE 15t CITY TIER

HAMPEMRIER/N ARG~ RRBAEE, CEEAMLE~RIFHEST?

an

For FMCG/Appliance/Electronics, what factors would you pay more for? | 20
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%Who will pay more for
natural material
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%Who will pay more for
durability
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% Who will pay more for advanced
technology
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