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Prospecting into 2024 China FMCG Consumer Landscape
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APAC Economic Growth forecast 2024, vs Global +3.0%
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engine driving growth.
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Consumer Goods continue to recover steadily in the second half of 2023; Food Service consumption increases
rapidly and remains strong.
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Post -Covid FMCG market still in recovery comparing with 2019.
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The era of calculated spending
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Chinese consumers found their own way to balance the real society pressure and inner peace.
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Health and fresh groceries  are general needs , while self rewarding and pleasures limits.
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Chinese consumers constantly adapt their shopping habits and preferences with more complexity.
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Consumer stratification and consumption diversification are further demonstrated.
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Rebounders care more about maintaining the job security and personal wellness.
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Cautious consumers will adapt shopping behaviors to manage cost while Strugglers only focus on essentials.
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Chinese consumers
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Riding on channel landscape evolution to
capture future growth in the next decades
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Offline small format stores  drove the recovery, online market shifted to interest -based EC.
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Proximity stores contribute to the overall offline universe growth while large format stores slightly declined

2023 _vd Mi us v i V ,' 2023UU25UU1

600 r +k -

*youfe 3C UL, hww+0.4%

a 2600+ B

QO ¢ X NIQ 2023w ¢ 9 . Y 2023 UU2 Data h 110e +, +1%

h 180€ +, +1%
h 200e +, +1%

20



Zp 1 PPO YO+ N3 “4et Axr AR,

The way out for large format stores: Leverage scale advantages and increase operation efficiency.

BdADswWwxCZ o
Or* " n -10%

Mi 87+ MAZ DS

; 12,000+ m?
KT 42 Ma = WH A A

h "Q:+70K
y oM h~aw 4 200+ bl
N3t 75%+

i DY w200-1,000 5]

QY OXNIQ 2ydow p

21



MQ o T aWMIMsMi € HOH € Y= "N Yanr o 1.

020 act as a core role in integrating online and offline sales to be faster, bringing in incremental sales, upgrade
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020 act as a core role in integrating online and offline sales to be faster, bringing in incremental sales for offline

channels and in -store activation.
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The driving force of FMCG category growth is different. Brands need to capture category characteristics and

platform attributes to seize the opportunity
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Return to rational consumption through suitable
packaging and prices
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Growth beyond price
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Polarized consumptlon across FMCG markets requires the clear PPA strategy covering various consumption needs.
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Pricing up and premiumization are still the key challenges for most industries this year, while how to balance
NPD&EPD efficiency also matters.
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Consumers hold different perceptions towards industry pricing uf
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Product communication for premium positioning: Rarity, functional upgrade and experiences
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