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China FMCG market accelerates driven by premiumization; Personal Care outperforms.
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a CTR service in China
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Facial Skin Care and Makeup keeps strong growth with massive potentials.
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20N ZEREmIERTEN , TEERKIVA
20s females are the key group in cosmetics market; lower tiers show prospective growth driven by the young.
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Looking into a growingly complicated China market
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KKANTAR WO 'RLDPANEL o CTR service in China
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HRmEZERAEEIR | AR FERORZMERE. HigiE/EST
Consumers start to purchase all year round; social EC triggers shopping and breaks the barrier for Iow tiers.
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Consumers’ knowledge accumulates, they pursue more professmnal treatment and advanced products.
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Consumers are adding more brands into basket; shopping across brand nationalities and price tiers are usual.
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Challenges and opportunities co-exist for both emerging and big brands
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BLERMRYTA FFEMRSE
Increasing sophistication Loving to try
A | | 4
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Trigger consumers
everywhere using
multiple touchpoints

KANTAR a CTR service in China
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EC facilitate growth of emerging brands and unleash lower-tier market for big brands.
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Always-on shopping | | 4 Loving to try
I \i7a
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Trigger consumers Drive needs
everywhere using in sophisticated routine and
multiple touchpoints usage occasions

KANTAR a CTR service in China
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Enrich usage occasions and fill up the blank in fragmental

UL THER
Urban lifestyle
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Facial Makeup
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IKANTAR

a CTR service in China
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Perfect skin condition in social
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Easy to carry in trips

Different products for different
makeup
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Always-on shopping Increasing sophistication |
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Trigger consumers Drive needs
everywhere using in sophisticated routine and Deliver value
multiple touchpoints usage occasions with unique product benefit

and brand positioning

KANTAR a CTR service in China
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Incorporate scientifically-convincing ingredients and forge unique brand image
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