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Foreword

The outbreak of COVID-19 during the Spring Festival of
2020 has raged all over China, and severely affected
industries covering retail, food and beverage, tourism,
hospitality, catering etc. The impact of this epidemic is even
wider than SARS in 2003. Given changes in consumer
behaviors and perceptions, how will the market structure be
affected? As a result, how do brands act to respond?

In context of this, Ipsos has launched series of
‘Research on Consumers in the Outbreak," analyzing the
conceptual changes of the public from a macro perspective,
and probes into the impact of the epidemic on various
industries.
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Research Method

Part 1. Public Opinion on COVID-19 Part 2: Impact of COVID-19 on Consumers
® Duration 2020.2.14~2020.2.16 ® Duration 2020.2.14~2020.2.16
® Method Online survey ® Method Online survey
® Samplesize 1512 £, ® Samplesize 1104
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Under the outbreak:
Public Reaction

The whole nation is concerned about the epidemic.
Besides watching TV, people actively involve themselves in public welfare.

® WeChat is the first choice for people to follow the epidemic information, followed by TV and news
apps.

P 94% respondents believe that the epidemic is a threat to the health. Top 3 what they worrying is the
time required to control the epidemic, the possibility for them to be infected, and the shortage of
medical supplies (masks, protective clothing, disinfectants, etc.) among medical staffs. They also try
all they can to protect themselves.

® Despite the serious epidemic, most people say they are basically satisfied with life, except for the
restrictions on travelling and entertainments. When at home, they are mainly engaged in leisure and
entertainments, more online activities than usual.

® All the respondents are doing something for the prevention and control of the epidemic, and 49%
have participated in at least one epidemic-related donation or volunteer activity.
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Each Chinese people concern the development of epidemic.
WeChat is the most used channel for the information, followed by TV and

news apps.

8 ()/ Much or quite concern
O the epidemic

Attention to the epidemic

N=1512

Much concerned
Quite concerned

Somewhat concerned
| 2%

Not concerned at all
0%

6 — © Ipsos | Optimism and Anxieties during COVID-19 Outbreak——Chinese Consumers in Difficult Time

Information channels to the epidemic

N=1504

WecChat official account 55%
WeChat Moments or groups YA
TV news at home 52%
Various news apps on mobile phones 51%
News website 47%
Weibo 43%
Short video / Streaming platform 30%
Search engine 26%
Broadcasting / Radio ads 19%
Online forum 17%

Community information bar 13%



94% respondents say the epidemic is a threat to health.

Most worry that it can hardly be controlled over a short period of time.

_ Biggest concern about the outbreak of COVID-19
40/ Believe COVID-19
Othreatens people’s health The epidemic hardly controllable in a short time

Get infected
N=1512 Lack of medical supplies for medical staffs
The family can be affected

Shortage of public epidemic prevention supplies
Top 5 sector practitioners most worried
about being infected

Unable to work as usual and poor performance as a result

National economy losses

Sector Proportion N May not be cured if being affected
i 0,
Wholesajgeind retall 50% 99 The child cannot go to school as usual
Real estate 49% 49
Business services 48% 285 May not get treated if being affected
Water conservancy, 46% 11 Sequelae after treatment or healing

environment and public
facilities management
Finance 45% 69

In case of forced quarantine, family members or pets may be left
unattended

Immigration restrictions lead to change of travel plans this year

Status in international trade
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For other reason, please specify

6%

23%

23%

29%

29%

27%

N=1504

41%

47%




High protection awareness of COVID-19
50% respondents have canceled their travel plans during the CNY.

Measures taken to prevent COVID-19 infection

N=1512
Wearing a mask when going out 83%
Reduce outings 7%
Wash the hands after going home 73%
Do not go to crowed places 69%

Open windows at home every day 67%
Assist and remind relatives and friends to take care of themselves and take 530¢
preventive measures according to official requirements :
Proactively cancel travel plans to prevent infection of myselff and family or

0,
inadvertently spread the virus S0

Use public transportation less 49%
Change clothes after going home o Voluntarily cancel their travel
Use alcohol or disinfectant to disinfect clothes after wearing outside 37% p | ans d u ri n g th e Sp” n g Festival
Daily disinfection with alcohol or disinfectant at home 32%
to protect themselves and
Take a bath after going home 24%
Seek medical treatment when feeling unwell 16% fami |y from bein g infected
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Although epidemic is serious, most people still say their life can be basically
satisfied. However, restrictions exist in their travel and entertainment

O Say that during the epidemic, Reasons for unmet needs of life
O above 70% of their needs of

life can be met L -
g2 w Lo s x2 ¥
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Proportion of current living needs being fulfilled el NI - . X z i
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Over 60% respondents say their main activity at home is watching TV.
Many turn to online activities, eg. watching movies, chatting, viewing short
videos, and shopping

Activities at home from the first to the twentieth day of the New Year

Watch TV

Clean the room

View movies online

Chat with friends and family over the phone or online
Watch short videos online

Shop online

Listen to music

Do exercises

Cook / Bake

Play games online

Do beauty care at home

Work online from home

E-learning

Tutor homework

Read paper books

Listen to books online

Do exercises at home through fitness apps
Online chess

Online video party

Take selfies and share them online
Online KTV

Visit the museum online

20%

18%
15%
14%
110
109

67%
57%
56%
55%
54%
52%
49%
44%
44%

38%
38%
32%
30%
27%

26% '
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Things to cheer you up at home during the
Spring Festival? (Excerpted from the network)

“It's a fine day today, so why not go to the living room for
a walk?”

“TV and TV again, and | gain enormous weight eating all
these snacks."

Extroverts can shoot the breeze with their friends and
introverts can watch TV, play games, or read books at
home. Those with hobbies can enjoy themselves right
now, and those without can pick up some. Foodies can
cook, and those fond of drinks can buy a juicer and make
some novel drinks. "



People show high enthusiasm for public welfare
A large proportion tends to choose a direct contribution

Have taken part in at least
()/ one donation or volunteer
O activity during the event

N=1512

Besides following the official requirements for protection, nearly
30% of the respondents have donated money to non-profit
organizations, provided direct volunteer services, or initiated
fundraising for the epidemic.

Even more than 10% of the respondents have made direct

donations to hospitals, indicating that the public are likely to
contribute directly.
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Volunteer activities during the outbreak

N=1512

Make donations to non-profit organizations 32%

Provide volunteer services 14%

Raise funds for the epidemic Rl

Donate directly to hospitals F¥LZ)

Other 1%




After the Outbreak

People are optimistic about their life of the second half of the year, but
hold conservative attitude towards consumption

89% respondents believe that the epidemic will only affect the economic development of the first half of the year.

But they are optimistic about the overall situation in the second half of 2020, when the economy may maintain its
growth or be the same as that in 2019.

Nearly half of the respondents worry about their salary cut and personal development, and their consumption level
will be stable, if not drop, overall in the near future.

The epidemic has also promoted changes in social values, as people now pay more attention to health and a
peaceful life. Given the inconvenience combating the epidemic by remaining within doors,

® they are now more willing to plan for future and recognize the threat of pollution, disease and other issues to
human beings;

® they manage their health in a more scientific way, and moderately rely on health products and services to
enhance their physical fitness;

® they realize the importance of private cars, try to choose low-density communities, but still prefer to work in
large cities.

Influenced by the epidemic, and besides previous health measures such as sports, diet and nutrition, consumers
will adjust their daily habits for better health.
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Nearly 90% respondents think the epidemic will affect the economic development
However, they are optimistic about the second half of the year, believing that the
economy will maintain its growth or be the same as that in 2019.

N=1498

Optimistic about the
second half of the year,
believing that the

Impact of the epidemic on China's economy

O economy will maintain Temporarily slow down, but will recover in the second half
O its g rowth or be the Same as a whole compared with the previous year

same as that in 2019

Hold it a threat to

the economic
development 6 O/O

N=1512
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Temporarily slow down, but the cumulative consumption
potential accumulated will come in the second half of the

year, and 2020 will witness growth over last year

The economy will enter a recession
Overall slight decline in 2020 compared to 2019

The economy will enter a recession
Great decline in 2020 compared to 2019

N=1498

34%

32%

21%

13%



Nearly half of respondents worry about salaries and personal development
Conservative attitudes to consumption in the near future

Worry about career development
N=1498

Increased pressure at work, and possible salary cut 47%

Difficulties in the development of the industry and personal

0,
development in such industry e

Increased difficulties of future employment 32%

Increased pressure at work, and possible layoffs 29%

Attitude to future life expenditure
N=1497

Maintain overall spending, confident in the future
Reduce overall spending to deal with future uncertainty

Increase overall spending, more ready to raise quality of life
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The epidemic has also promoted changes in social values
People now pay more attention to health and a peaceful life

Impact of the epidemic on Chinese social values
N=1498

More health-conscious

More emphasis on a peaceful life
O Say COVID-19 has affected o
O their social vaI ues More family-oriented
More respect for wildlife
N=1512
More transparency
More emphasis on social supervision

More respect for professionalism

More expectations of social equality

For others, please specify
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Influenced by the epidemic, besides previous healthy lifestyle such as

taking exercise,

diet and nutrition, consumers will also adjust their daily

habits for better health

What measures will you take in the future to improve your daily health? Take exercise
NET Diet adjustment / supplem ent . edl AR

Stress nutritional mix and regularity of the diet
Drink milk

Drink yogurt

Have more meals a day but less food at each
Diet regimen

NET Work out

Do more exercises to keep fit

Follow regular schedule

Walk more

Reduce sedentary time

NET Other

Wash the hands frequently

Stay up less

Pick up some hobbies and be peace-minded

Take a bath more often

L3

—— 33
I 05
I 21

. _______________________________________________________________________}N D%ﬁéﬂ)j

59

S 35

I 33

—— )7

I :
21 Immunit

Reqular work and reset
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45% consumers will consider resuming their travel plans when there is no new
confirmed and suspected case worldwide
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Given the inconvenience combating the epidemic by remaining within doors,
people are now more willing to plan for future and begin to recognize the threat of
pollution, diseases and other issues

People's attitude to life
N=1512

m Agree with the statement on the left
Neutral
m Agree with the statement on the right

62% 21%

| should plan well for the future 17% Life is full of uncertainties, and it 's better to seize the day

| think human beings can solve problems like pollution,
disease, etc. and we don't need to worry too much about
their impact on health

The threats of pollution, diseases, etc. to human health 57% 18% 25 6%
may increase

| want a peaceful life &L 25% 24.9% | expect for great things to happen in life

| will reduce outings 41% 25% 34.5% | don’t reduce, if not increase, the outings; it's part of life

Though medical work is noble, I do not want my child to

be a medical worker in the future 36% 38% 25.6% | want my kid to be a medical worker in the future
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Manage their health in a more scientific way, and moderately rely on health
products and services to enhance their physical fithess

People's attitude to life n=1512

= Agree with the statement on the left
Neutral
m Agree with the statement on the right

I will look for foods or medicines that will strengthen my I will not look for foods or medicines that will strengthen my

25% 23.7%

health and boost my immunity health and immunity

_ o ) | think products are OK as long as their ingredients meet the
| prefer to buy products that contain organic ingredients, 300 0 \ .
0 28% national standards; it is not necessary to pay more money on

even if they are more expensive

products containing organic ingredients
| know that a healthy diet and lifestyle are good for my
health, but it ’s hard to follow. So | tend to buy specialized 26% 24% 49.3%
health products or services to make myself healthier

I have always kept a healthy diet and lifestyle and do not need
specialized health products or services
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Realize the importance of private cars
Try to choose low-density communities, but still prefer to work in large cities

People's attitude to life  n=1512

m Agree with the statement on the left
Neutral
m Agree with the statement on the right

. . : Public transport systems are reliable, and private cars are not
Private car is a must for safe travelling JE{l/3 24% 16% [EESRNNENy

| will choose a high-density community with centralized

| will choose communities with low density and 0% 38%
management of the government

therefore low epidemic rate

| prefer to live in a big city because there are more resources

| prefer to live in a small city as life there can be easier 0% 23% i
and opportunities

and less stressful
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UNDER THE OUTBREAK:
SHOPPING

® Shopping channels:

W@ Despite the sudden epidemic, consumers’ demand for shopping in shopping malls remains. Nearly
half of the respondents expect shopping malls to provide more convenient online shopping, and
cities of various tiers are the same in this case.

W Stores are obviously affected in the epidemic, as people try to avoid “ making trouble for the
country," staying indoors during outbreak. They are less visited, while online e-commerce platforms
and lifestyle apps are more used. The impact on stores varies with cities of different tiers.

® Shopping: Increased consumption of medicine and health care, food, online services and milk /
beverages, and significant decrease in consumption of sports / apparel, offline activities, beauty products
and services

@ With the rise of health concepts, dairy products usher in new opportunities for development

@ Packaged drinks: Purchases of bottled water increase significantly, of fruit juices and vitamin drinks,
increase slightly, and of other types, decline

Alcoholic beverages are impacted greatly, facing a more severe market situation after the epidemic

Because of the epidemic, most consumers have postponed their plans to purchase consumer
electronics. A wave of purchases may appear after the epidemic.
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During the outbreak, online shopping is the most popular platform Where to buy
There is great potential for lifestyle apps, and large offline chain stores are
preferred in tier-4 and tier-5 cities

Unit: % EuSnESY %‘L::;S::g s;(i);eunitiz U SR Nationwide Tier1 Tier2 Tier3 | Tier4 Tier5
N= 1104 431 448 94 61 68
Ordinary e-commerce platforms (Tmall, JD.com, Suning.com, Gome, etc.) IS 16.3 49.7 46.4 36.2 45.9 39.7
Lifestyle apps (Meituan, Ding Dong, Freshhema, etc.) IS 338.6 42.0 40.6 319 26.2 23.5
Online platforms for shopping malls / department stores (WeChat group of mall.. I 3/ 0 311 37.1 31.9 34.4 35.3
Hypermarkets (Carrefour, Wal-Mart, etc.) I 33.1 39.0 33.7 21.3 18.0 22.1
Convenience stores / Grocery stores NN )8 5 28.1 31.9 23.4 24.6 20.6
General supermarkets NG 27 5 26.5 30.1 21.3 31.1 23.5
Shopping malls / Department stores NN 2/ 5 23.7 25 28.7 24.6 22.1
Large offline chain stores (Gome / Suning / Dixintong / Funtalk etc.) I /4.5 21.6 26.3 19.1 31.1 33.8
Ordinary retail stores (mobile phone retail, fruit retail, etc.) I 3.1 23.2 22.1 25.5 23 26.5
Social e-commerce platforms (Mocu Street, Meishuo, Xiaohongshu, etc.) I 21 .4 20.2 21.9 2585 24.6 17.6
Personal goods stores (Watsons, Mannings, etc.) I 17.0 195 15.4 12.8 18.0 16.2
Brand stores N 12.7 13.7 11.2 12.8 16.4 13.2
Operator outlets NN 9.7 8.8 9.8 7.4 115 16.2
Cross-border e-commerce [l 8.9 10.7 7.4 6.4 6.6 13.2
Wechat shops N 8.7 9.0 8.9 6.4 6.6 10.3

Note: Top3 channels in each area are marked with green font
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Under the outbreak, consumers use an average of 3 takeaway or home
delivery platforms. Each consumer has used at least one new home
delivery platform on average, and their choices get more sophisticated

Where to buy

» Consumers use an average of 3 takeaways or home delivery platforms, among which those with extensive logistics coverage and brand equity early
accumulated maintain their advantages in the fierce competition. Given consumer pursuit of quality of life and happiness, small and medium-sized brands
still show great potential, and further market segmentation is well in sight.

What takeaways or home delivery platforms have you used to Which are first used because of this
buy food from the first day of the Chinese New Year to now? 23% epidemic?

Jia-Jingdong 2 18% 18%
16%
15% 1404
ele.me 11%
0
0
10%
Tl supermart fesh 6% 6% gy
Vongh
S N\ (%) AN
Waimart sugou S LSS S S D
N N N Q ‘\ \@ N) Q 3 \@ Q
O ¥ > & @ O K @
star.ele.me s 4 & SRS
S <« P & ®
QN 0\ >

3
Fruitday 10% >

Not ever used 12%

)
2
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The epidemic has a significant impact on shopping malls / department Where to buy

stores, with over 30% saying that they go to stores much less.
Online life apps and general e-commerce platforms are adopted

® Channels of increased users Top3: Life apps (Meituan, Dingdong, Hema, etc.), ordinary e-commerce (Tmall, JD.com, etc.), convenience / grocery stores
® Channels of decreased users Top3: Shopping malls / department stores, brand stores, hypermarkets (Carrefour, Walmatrt, etc.)
Q: Are these purchasing channels used more, less than, or the same as, before?

Physical stores Online platforms

% N=1104
Online platforms of Social
Personal . . .
. General retail Large offline shopping malls / . Common e- e-commerce
Changes in using Shopping goods : ; Life apps
Hypermarket . Convenience / stores chain stores department stores . commerce platforms
frequency of product and Ordinary centers / stores ¢ . Operator (Meituan, Cross-border WeChat
Grocery Brand stores (mobile  (Gome / Suning / outlets (WeChat group of mall Dingdong, €-commerce platforms (Mogu Street, | archants
. (Tmall, Meilishuo,

service purchase (Carrefour,  gypermarket Department (Watsons, i
stores phones, Dixintong / members, WeChat

channels Walmart, etc.) .
stores Mannings, .
tc) fruits, etc.) Funtalk etc.) group of mall stores,
etc.
etc.)

Hema, etc. .
) JD.com, etc.) Xiaohongshu,
etc.)

Greatly increase . 104

Slightly increase 18.8

Same as before 17.7

Slightly decrease 20.7 21.6 20 19.2 19.1 20.1 18.6 17 11.1 14.4 14.1 15.7 13.5

Greatly decrease 29.1 23.7 27.5 24 28.4 28.4 22 155 21.6 15.3 17.4 15.3
Not use 11 7.8 12.8 18.4 8.4 17.9 12.5 16.6 19.8 13.5 10.4

Note: Top3 changes are marked with green shading
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The epidemic has greatly impact on physical stores, and the visit rates Where to buy
drop significantly in cities of all tiers
Stores of increased visits vary with tier of the city

® Hypermarkets (Carrefour, etc.) in tier-1 cities and convenience / grocery stores in tier-2 and tier-3 cities are more frequently visited

» Retail stores (like fruit retail) in tier-4 cities and ordinary supermarkets in tier-5 cities are more frequently visited

Q: Are these purchasing channels used more, less than, or the same as, before?

% N=1104 Physical stores Online platforms

. Personal General retail ) . Online platforms of shopping . .
Shopping . Large offline chain Life apps Common e-  Social e-commerce
. goods stores Convenienc stores Operat malls / department stores . Cross-
Ordinary  centers / Brand . stores (Gome / (Meituan, commerce platforms (Mogu WecChat
e A (Watsons, e/ Grocery (mobile _ o or (WeChat group of mall _ border e- . -
p Department . store Suning / Dixintong Dingdong, commerce platforms (Tmall, Street, Meilishuo,
Walmart, etc.) Mannings, stores phones, outlets members, WeChat group of !
stores . / Funtalk etc.) Hema, etc.) JD.com, etc.) Xiaohongshu, etc.)
etc.) fruits, etc.) mall stores, etc.)

Changes in using frequency of Hypermarket
product and service purchase  (Carrefour,
channels

Greatly increase N

Tier 1 9.5 5.8 3.2 10 5.3 7.4 6.5 3.2 8.1 7
Tier 2 448 . . : : 3.6 8.7 4.7 5.1 9.2 2.7
Tier 3 94 : . : : 149 K 8.5 5.3 4.3 8.5 : 4.3
Tier 4 61 9.8 4.9 9.8 6.6 11.5 115 8.2
Tier 5 68 7.4 15 7.4 7.4 2.9 7.4 2.9

Greatly decrease
Tier 1 431 23.7 22.5 26 26.9 20.2 11.1 23.9 14.4 15.3 14.2
Tier 2 448 248 324 268 35.7 335 25 17 221 15.4 19 17
Tier 3 94 255  23.4 16 17 19.1 21.3 255 17 18.1 23.4 14.9
Tier 4 61 23 21.3 19.7 16.4 19.7 13.1 19.7 115 9.8
Tier 5 68 19.1 176 19.1 20.6 20.6 14.7 17.6 11.8 16.2 17.6

Note: Top3 changes are marked with green shading
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Despite the epidemic, consumer demand for shopping, eating, etc. remain high
Nearly 50% expect shopping malls to provide more convenient online
shopping ways

® Expected shopping methods Top3: Shopping malls can provide more convenient than online shopping, shopping places be well disinfected, and online
supermarkets clearly show the time of delivery

®» Respondents from cities of all tiers call for convenient online shopping of shopping malls. Different from tier-1 and tier-2 cities, those from cities of third and further
tiers prefer to buy things directly and expect for government or community measures for more secure travel. Respondents from tier-5 cities are longing for richer
products from life apps and QR codes placed in the building for direct order

Shopping expectations during the epidemic Nationwide Tier 1 Tier 2 Tier 3 Tier 4 Tier 5
NE 1104 431 448 94 61 68
Shopping malls of;?glzr;)ocr)? rcrz](;r;lvr(re]r;ﬁrgecr)r:)llrnberzzgg’pler:g)methods (WeChat I 258 48.0 513 38.3 541 485
Shopping places well disinfected | IININEINGIGGGGGEGENENEGENEENEENEENENEGENN 2.4 43.4 45.1 31.9 45.9 30.9
Online supermarket clearly shows that one can book delivery time | R 5.7 41.3 40.6 28.7 29.5 30.9
More products in life apps [ N 3.6 425 375 31.9 31.1 38.2
Government or community adopts more secure travel measures || NI 356 37.1 34.8 35.1 295 38.2
Brands expand their channels so that one can buy products directly from them | R RRRHDEEEEEEE 35 34.1 36.4 37.2 32.8 30.9
Products can be purchased within the community | IENENREREREEEEEEN 3.5 38.5 34.4 29.8 27.9 22.1

More brand information and product promotions obtained within the T e

community 30.4 33.5 34 24.6 35.3

Scan QR code in the poster or TV in the waiting area of the elevator in the 316
residential building to place an order directly ———— 30.6 33 25.5 311 38.2
Online supermarket clearly indicates goods unavailable | RN 22 .7 234 23.2 17 31.1 14.7

Note: Top3 channels in each area are marked with green font
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Where to buy

A Summary about trends of consuming channels

Consumer expectations on ways of purchase Changes in use frequency of channels

@ Stores are obviously affected in the epidemic, as people try to

_ _ avoid "trouble for the country,” staying indoors during the event.
shopping malls remains. Nearly half of the respondents expect They are less visited, while online e-commerce platforms and
shopping malls to provide more convenient online shopping. lifestyle apps are more used.

v Top3 significant increases: Life apps (Meituan, Dingdong, Hema, etc.),

_ ] o _ ordinary e-commerce (Tmall, JD.com, etc.) and convenience / grocery
shopping methods, shopping places are well disinfected, and online stores

® Despite the sudden epidemic, consumer demand for shopping in

v Top 3 expectations: Shopping malls offer more convenient online

supermarket clearly shows that one can book delivery time v Top3 significant increases: Life apps (Meituan, Dingdong, Hema, etc.),

» Respondents, regardless of the tier of cities they are from ordinary e-commerce (Tmall, JD.com, etc.) and convenience / grocery
) ' stores

nerally wish shoppin nters to offer convenient onlin . O .

generally wish shopping centers 1o ofier convenient oniine ® Changes in visits to physical stores:

shopping channels. v" Slightly increase in hypermarkets (like Carrefour) in tier-1 cities

v’ Different from tier-1 and tier-2 cities, those from cities of third and v' Convenience / grocery stores are more visited in tier-2 and tier-3 cities

further tiers prefer to buy things directly and expect for government or v’ Retail stores (like that sell fruits) are more visited in tier-4 cities
community measures for more secure travel. Respondents from tier-5

v' Consumption frequency in ordinary supermarkets increases in tier-5
cities are longing for richer products from life apps and QR codes cities

placed in the building for direct order
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The consumption of healthcare, household food, online services and dairy
products / beverages increase. The consumption of sports / apparel, offline
activities, beauty products and services decrease dramatically.

What to buy

Consumption change by category% (Buy more%-Buy less%)

(Health care / Vaccines) Healthcare _ -
(Rice, flour, oil, seasoning / fresh / convenience food)
Home life becomes the

main theme ... (Online education / Entertainment / Medical) Online _ 19

services

(Milk, dairy products /packaged beverages / wine) Dairy
products / Beverages - 13

-3 Baby and maternal products / Pet supplies

Personal care products (beauty / personal cleaning, care
products)

-6 Tourism products

douq

Mobile phones and digital products / Autos / Real estate /

7 6% -7 luxury / financial products

have reduced outings -9 Beauty products and services

-10 Offline entertainment

-17 Sports / Apparel
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During the epidemic, rice, flour, oil, convenience foods, fresh foods,
snacks and dairy products purchases have increased, purchases of
packaged beverages rise slightly, and alcohol purchase declines

What to buy
Food

Changes in food product purchases (%) n=1104

Net purchase growth 51 46 40 38 26 15 4 -3
=Increased —
Decreased
41
57 54
®m Bought more
®m Bought the same 33 24
Bought less 25 20
11 = 34
Not bought or 9 = 14 18 23
consumed recently 7 12 8 9 12
Grain, oil and Instant food Fresh food Casual snacks  Milk and dairy Packaged drinks  Delicatessen Alcoholic
seasoning products beverage
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Consumers say they will spend more on fresh food, rice, flour,
oil, milk and dairy products in the coming year. Alcoholic
beverages may face more severe sales situation after epidemic

What to buy
Food

Changes in food product expenditures (%) n=1104

47 & > >
m Increase
m Unchanged
Decrease 29 35
Not bought o 36 32
o 28 25
14 10 14 “ 20
7 5 7 8 7 11 13
Fresh food Grain, oil and Milk and dairy Instant food Casual snacks Delicatessen  Packaged drinks Alcoholic
seasoning products beverage
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Dairy products

What to buy
Purchases of normal temperature products have increased or remained Food

unchanged. Low temperature products have more potential to increase consumption.

Changes in milk and dairy product purchases (%) n=1104
Net purchase growth
=Increased — Decreased | 23 15 10

9 6 3 3
®m Bought more I I I
17
17 19

m Bought the same 16 16
16 17
Bought less 16
14 39 a1
2 37
Not bought or 18 24 22 27 31
consumed recently
Room Room Low Lactic acid Low- Milk drinks Flavored Cheese Vegetable
temperature temperature temperature bacteria temperature milk protein
pure milk yogurt yogurt drinks fresh milk drinks
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Dairy products
Consumers in this period attach more importance to the nutrition,
taste and shelf life of dairy products

What to buy
Food

Reasons for purchasing dairy
products during the epidemic

Nutritional value (51%)

Shelf life (49%) Advertising (5%)
Product efficacy (34%) Flavor and taste (49%) Celebrity endorsements (5%)

Product quality (29%) Price (36%)

More concerned Continued attention Less concerned
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What to buy
Food

A Summary about trends of consuming dairy products

® The epidemic has little impact on milk and dairy products, and some consumers have
increased their consumption. 43% plan to increase their spending on dairy products

® Enhanced health awareness will boost the accelerated growth of dairy products. 67% say
they will improve their health through "healthy eating, balanced nutrition". Dairy is one of
the core ways to do so. Drinking milk (25%) and yogurt (21%) are deemed a significant
way to improve their health in the future.

® The demand for room temperature milk and room temperature yoghurt is still strong.
Low temperature products (low temperature yoghurt / lactic acid bacteria beverages)
have ushered in consumption opportunities

® More attention given to product connotation when one chooses a product: nutritional value
| effect, taste and flavor
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Packaged drinks
The purchase of bottled water increased the most, fruit juices and
vitamin beverages saw slightly increase, and others declined

What to buy
Food

Purchase of different types of beverages (%) N=1104

Net purchase growth =
Increased — Decreased

15 22 9 5 -6 -3 -4 -8 -7
- 23 “ 39 36 39
20 45 45 45
Hl Bought more 28 17 23 19 18 20 19
[l Bought the same 24
. o e 24 2 24 22 23
Bought less 28
g 21 17 16 14 13 13
Not bought or consumed recently - o - < o = m 0 _|
@ o = = Q ® > © P
o = o o = o ) o) 2
5 o @ 3 g o Q = =
Q = 2 = > = < s =
o s 5 o = ~ o = 23
o = 73 5 8 =1 = g -~
=, @ = = =~ ==
S - n = @
& = 5
wm —
)
a3}

34— © Ipsos | Optimism and Anxieties during COVID-19 Outbreak——Chinese Consumers in Difficult Time



The increased purchases of bottled water mainly come from
consumers aged 18-39 and consumers in Tier-1 cities

Overall

Tier 2

Tier 3

Tier 4

Tier 5

purchase growth (%) N=1104
N
Aged 18-
Aged 30-
Aged 40-

Comparison of net
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559

490

41*

What to buy
Food




The increased purchases of juice beverages mainly come from

consumers aged 18-29 consumers in tier-1 and tier-2 cities

Overall

Comparison of net
purchase growth (%)

Overall

N=1104

What to buy
Food

Tier 2

Tier 3

Tier 4

Tier 5
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431

448

94*

61*

68*

Aged 18-29

Aged 30-39

Aged 40-49

559

490

41*




What to buy
The increased purchases of vitamin beverages mainly come from
consumers in cities of tier 3 or below

Comparison of net
purchase growth (%) N<1104

_____ ooe WG e o S e
Tier 1 - 2 431 Aged 18-29 - > 559
Tier 2 - 5 448 Aged 30-39 - 6 490
Tier 3 _ 10 94+ Aged 40-49 -5 - 256
Tier 4 _ 7 61*
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The consumption of various alcoholic beverages during this
Spring Festival is lower than usual. Main reasons (especially liguo
decrease of “social occasions” and lack of “sending gifts”

What to buy
Food
r)e

Alcoholic beverages (%) Drink times

Base (Respondents

I Drink during 2020 Chinese New Year having drunk alcoholic

o e e beverages during the Beer Liquor
Drink in daily life in 2019 g. 9 . 9
Spring Festival): 599 434
Beer VIR SO
_ _ o Average drink time
Wine/Red wine /SN 70 (Chinese New Year
Liquor [ECIR SRR 75
Fruit wine

Imported wines and liquors (Whiskey / 16
Cognac / Brandy) (s ]

Pre-mix or cocktail (bottled / canned)

Apple sparkling wine / Soda sparkling B Above 10 times

e B 6-10 times
jRice wine I 3-5 times
Cocktails made on the spot 1-2 times

| don’t drink
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The epidemic has generated a negative impact on the consumption \é\ghoa;to buy
of alcoholic beverages. Due to diverse consumption scenarios, the

consumption of beer is slightly higher than red wine and liquor

Consumption of alcoholic beverages during Chinese New
Year (New Year’s eve to Lantern Festival) (%) n-=1104

Beer Wine/Red wine Liquor

Bought less or not bought at all 53 58 60

m Bought less

®m Not bought or
consumed

Beer Wine/Red wine Liquor
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What to buy
Food

Alcoholic beverages may face even more severe sales decline
after the epidemic

® While carrying on the "quality", the key also lies in how they are associated with the concept of “health”.

Changes in alcohol consumption in the coming year (%)

Alcoholic beverages Packaged drinks Casual snacks Milk and dairy products
N= 985 (Alcohol beverage consumer) 1104 (All respondents) 1104 (All respondents) 1104 (All respondents)
Cost index m 14 +8 122

(Cost increase-cost decrease-no cost)

Not bought or consumed
recently

Bought less

® Bought the same

® Bought more 14 13 T SR s
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What to buy
Food

A Summary about trends of packaged and alcoholic beverages

® Purchases of bottled water, as a necessity for living, fighting the epidemic, and returning to work during
the epidemic, have grown against the trend and prove a great opportunity for its manufacturer.

® Purchases of juice and vitamin beverages remain high due to their health attributes. Beverage
companies should seize the opportunity and adapt to the current trend, that is, gradually concert to
online channels to expand the overall share of the category.

® Carbonated, sports and energy drinks that focus on catering, sports, and work scenarios are greatly
affected by the epidemic. The consumption may continue to tighten in the short term.

® Young people are still the main consumers of packaged beverages, therefore, beverage companies
should still make them their main target in future market communication and product design.

® Alcoholic beverages may face even more severe market situation after the epidemic. While carrying on
the "quality", the key also lies in how they are associated with the concept of “health”.
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_ _ _ What to buy
Overall, the epidemic has affected most consumers' mobile phone Electronics
purchase plans. 50% will delay the purchasing

® Itis worth noting that the epidemic has stimulated mobile phone consumption to some extent, making some without purchase plan this year
also want one.

® The proportion of mobile phone purchases stimulated by the epidemic (want to buy one though no such plan before) is lower in tier-3 cities
and below than in cities of other tiers.

Impact on mobile phone purchase plans — overall and by tier of cities(%)

Delay in phone -
22
purchase plans

Negative
impact

Il There is the plan but delayed

B There is the plan and unchanged
No plan this year, but want to buy now

No plan this year, and still no now
23 19

6

9 Positive 11 13
impact
19 22 18 17
Overall Tier 1 Tier 2 Tier 3 and below
N= 1104 431 448 225
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Females are less affected than males by the epidemic in terms of purchase

delays. Females in tier-1 cities are less affected than males of the same tier
and other females in other tiers

What to buy
Electronics

Overall Tier 1 Tier 2 Tier 3 and below
N 1104 431 448 225

47 Negative 45 49 49
53 » impact 58
There is the plan but delayed
23 24 There is the plan and unchanged
21 5 No plan this year, but want to buy now
11 8 Positive 12 9 14 No plan this year, and still no now
impact 7 27

16 22 13 16 20 19 16

Male Female Male Female Male Female Male Female
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Over half of consumers' budgets for buying mobile phones
have not been affected

What to buy
Electronics

® Notably, the proportion of consumers' mobile phone budget increase is the same as that of decrease due to the epidemic
® The epidemic has caused a higher proportion of budget reductions in tier-3 cities than cities of other tiers

Impact on mobile phone purchase budgets — overall and by tier of cities (%)

B Budget reduced

B Unchanged

26 25 26 26 Budget increased
Overall Tier 1 Tier 2 Tier 3 and below
N= 890 337 367 186
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Reduced budgets caused by the epidemic are mainly found with male consumer
in cities of tier 3 and below. The proportion of women in tier-1 cities whose Electronics
purchase budgets remain unchanged is higher than males from cities of the same

tier and females from cities of other tiers

Overall Tier 1 Tier 2 Tier 3 and below
N= 890 337 367 186
H H H H B Budget reduced
B Unchanged
47 47
Budget increased
27 24 28 24 27 25 28 25
Male Female Male Female Male Female Male  Female
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The epidemic mainly leads to a reduction in the purchase budgets (current
budget lower than ¥2,499) of low-end mobile phones. Consumers with high- Electronics
end mobile phone purchase plans (current budget higher than ¥ 4,500 )

iIncrease their purchase budgets

Impact on mobile phone purchase budget (%)

B Budget reduced

B Unchanged

12 20 28 35 _
N= Budget increased
1,000-2,499 yuan 2,500-3,499 yuan 3,500-4,499 yuan Above 4,499 yuan
134 238 222 293
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Under the outbreak:
Transportation

®» Nearly 50% of the respondents stay indoors for half a month during the epidemic.
Shopping is the main reason for them going out. 22% still work during the epidemic

® During the epidemic, people travel mainly on foot or by private cars. Online hailed cars
and taxis are greatly impacted, and public transportation is seldom chosen

® Inthe future, people will still reduce the use of public transportation. Rather, more will use
private cars, which may bring a stop to the 2-year constant decline of automotive
production and sales
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Nearly 50% of the respondents stay indoors for half a month during the epidemic.
Shopping is the main reason for them going out. 22% still work during the outbreak

Have you ever been out from New
Year's Day to the 14t day of lunar
January? N=500

Shopping
Work (daily) 22
Do exercises
Work (back to work city)
Visit relatives and friends

Why did you go out? (%)

Dinner

Seek medical treatment
Study

Entertainment

Walk the pet

Travel

= f =
mnHHHHHHmI
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During the epidemic, people travel mainly by walk or by private cars. Online car-hailing
service and taxis are greatly impacted. The proportion of people using public transportation
sees dramatic decline, with only 7% choosing subways and 12% choosing buses

Main travel methods during the epidemic =500

60% 41% 12%

On foot Private car Bus

4%

Online car-hailing

N=1512
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In the future, people will still reduce the use of public transportation.
More will use private cars, which may bring a stop to the 2-year decline of

auto sales

Proportion of future changed frequencies in the mode of transport (%)

N=1104
On foot 34 29 15 9 11 M
h _—— —_— _— — _— —_— _— —_— _— —_— _— —_— _— _— _—
Electric car / Battery car / bicycle / Electric car sharing / Moped 12 20 18 15 16 18

Bicycle / Bicycle sharing 15 23 16 11 20
Online hailed car (Express / Tailored / Ride sharing, etc.) ki 11 34
Taxi / Online hailed taxi pJls] 13 15 31

F | ] | ] | ] | ] | ] | || || I || —_— || | || I ||
Private car (drive by themselves / family) 25 22 19 8
|

Subway PRSI 19 30 31
I3 7 10 18 31 31

mncrease greatly ®Increase slightly ®mSame as before ®= Decrease slightly = Decrease greatly Not use this mode
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UNDER THE OUTBREAK:
HEALTHCARE

After the epidemic, people’s awareness of protection has increased; 85% will
recommend their parents to be vaccinated in hospitals

Nearly half of the respondents are ready to recommend respiratory syncytial
virus vaccination for elderly people above 60, especially in low-tier cities
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People are more willing to recommend influenza vaccine to their parents
after the epidemic

Before the epidemic 6 5 /O After the epidemic 5 /O

Recommendation willingness, 8-10 points Recommendation willingness, 8-10 points

m T3B% (8-10 scores) ® T3B% (8-10 scores)

m Other (1-7 scores) m Other (1-7 scores)

Willingness to recommend your parents to get flu vaccination -10 points

52— © Ipsos | Optimism and Anxieties during COVID-19 Outbreak——Chinese Consumers in Difficult Time




It iIs especially true with people aged 30-39 before the epidemic
All age groups show high willingness to recommend after the epidemic

Before the epidemic (%) After the epidemic (%)
T3B % 65 63 70 ac 49 T3B % 85 85 86 85
Mean 8.0 79c 8.2 ac Mean 8.9 8.9 9.0
=10 =10
36 34 "9 "9
8 8
n7 m/
13 11
=6 6
5 5
13 14 4 m4
3 3
u .. 2 _— 2
5 1 1
Overall Aged 18-29 Aged 30-39 Aged 40-49 Overall Aged 18-29 Aged 30-39 Aged 40-49
@) (b) (©) (a) (b) (c)
N= 1104 559 490 a1 N= , 1104 259 490 4l

Note: The green digits indicate higher th
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More than half of the respondents say they have heard of respiratory
syncytial virus. Of those not heard of it, people above 40 take a larger
proportion

M Heard of it

?
R B Never heard of it

Aged 18- Aged 30- Aged 40-
29 39 49
C)) (b) O)

Base 559 490 41

40% 37% 66% ab N=1104

Note: The green digits indicate higher than

others in the 95% confidence interval
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Nearly half of the respondents are ready to recommend vaccination for
elderly people above 60, especially in low-tier cities

T3B % 87

m10
Mean 8.9
o
8
ﬁ m7
T 6
Tier 1-3 Tier 4-6 [
T1B% ,
. (@) (b) I 5 o=/ - vl
|
1
Base 973 113 { P, Reasons
1 1 "4
I I
48% 57% b : 3 : Worry about side effects or sequelae 177%
: - ) Pare_nts may not be suitable for this 69%
7 I I
3 : : High prices 20%
L

Overall N=1104

. . . ) R ' Note: The green digits indicate higher th
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