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HELLO!

The replacement of China's one child policy with the two child policy in 2015 gave a push to the
maternity and infant care (MIC) market. Economists are also starting discussions about a possible
three child policy to deal with China's aging population.

According to the National Bureau of Statistics, in 2019, there were 14.65 million babies born in
China and sales in the maternity and infant care sector are expected to grow in the next 5-10
years so ChoZan has created this report to help marketers get the latest insights about moms
and dads as modern Chinese consumers.

Ashley Galina Dudarenok

Founder, Alarice and ChoZan, LinkedIn Top Voice

Follow my LinkedIn for daily China insights Sign up to my bi-weekly China Digest

https://chozan.co/

u @ https://alarice.com.hk/

https://ashleydudarenok.com/
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The growth of the maternity and infant care (MIC) sector is
mainly fuelled by the Post-90s generation, who prefer to buy

products online.

Post-90s super moms account for /0% of sales in this
product category, according to data from JD.com. They've
become a major market force, preferring trendy products

while being less price-sensitive.

In 2019, revenue in the MIC market reached 2.9 trillion RMB.

Photo: /BEIEMERHFRAE]
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CONSUMER INSIGHTS

SUPER MOMS - MIC MARKET GROWTH

MIC MARKET SIZE AND YoY GROWTH RATE, 2020 MAY

.~ Market size (Trillions, RMB)

2.6
The market for maternity and infant care (MIC) 2.3
products is expected to maintain steady growth
and reach approximately 3.91 trillion RMB in 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023
revenue by the end of 2020.
Forecast
43%

~ YoY Growth Rate

2014 2015 2016 2017 2018 2019 2020 2021 2022 2023

Forecast
Source: CBNData, 2020 Maternal and Child Industry White Paper
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CONSUMER INSIGHTS

MIC APP USER PORTRAIT

GENDER DISTRIBUTION

‘ CITY TIER DISTRIBUTION EDUCATIONAL BACKGROUND

80% 20%

AGE DISTRIBUTION

@ Tier 1 cities © New Tier 1 cities @® Undergraduate © College

20-24 25-30 31-35 36-40 , 5 V.. .
years old years old years old years old @ Tier 2 cities Lower-tier cities @ High School PhD

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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CONSUMER INSIGHTS

SUPER MOMS - CITY DISTRIBUTION

POST-85s AND POST-95s MOTHERS BY CITY TIER

I Post-85s Mothers
Post-95s Mothers

As a result of lower costs of living in lower tier
cities and a recent switch to the more lenient two
child policy, there are more mothers and more
young mothers in lower tier cities.

Source: CBNData, 85s & 95s Mothers Report
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EXPERT BITES

Q: WHAT ARE SUPER MOMS AND DADS FOCUSING ON IN
2020/21?

China’s super moms and dads are realizing after lockdown that their g !

children’s social skills are really lacking, so the parents are now focused on

introducing real life sKkills to their children. 3
é

JERRY CLODE

Founder of The Solution

9
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CONSUMER INSIGHTS

SUPER MOMS AND DADS: INTRODUCTION

Interesting Facts Shopping attitudes and behaviors What are they interested in buying?

Parents with children aged 0-12 are the main group of Expenditures on children account for a huge proportion of 1) Children's clothing

mobile internet users, with 300 million active users family incomes. Most families spend 1,000-5,000 RMB on 2) Nutritious food and supplements
online. According to QuestMobile, in April, the average children monthly. Expenditures on daily necessities and 3) Educational products

monthly time spent on the internet by parents with kids education is almost the same. 4) High-tech wearable devices
aged 0-12 rose 13.1% YoY. 5) Fitness related products

Parents with kids aged 0-12 purchase children's products

Similar to the overall structure of internet users, more mainly through e-commerce. Word-of-mouth and quality
than half of parents with kids aged 0-12 live in Tier 3 assurance are the essential factors for purchase decisions
cities and below. Most of these parents were born in In children's products.

the 1980s and 1990s.
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CONSUMER INSIGHTS

SUPER MOMS: KEY FACTS ABOUT AFFLUENT MOTHERS

6Affluent mothers in China live by eEducation and betterment is eFor the right investment in their

the word of mouth they read in
trusted WeChat groups. They're
keen to be in a WeChat group with
their social peers. There's usually a
a leader who makes
recommendations based on what
celebrities are doing.

everything. Everything is upgrading
and looking for a way to display the
elite standing of oneself and one's
child/children. This creates a
reason to make luxury purchases.

child’s experience, there's no limit
for affluent Chinese parents. No
price is too great if it will deliver a
truly elite, WeChat post-worthy
moment for their child.
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CONSUMER INSIGHTS

SUPER MOMS: EMERGING DEMOGRAPHICS

China is approaching a boom of Millennial mamas or, in their own M I LLE N N IAL MAMAS

words, Spicy Moms(#R¥E) or Hot Mamas. These terms don't have

the sexual connotations that their English translations do and are
more about mothers who don't conform to traditional norms or feel ‘
obligated to give up their hobbies, interests or fashion sense just ‘

because they're mothers. They're the new generation of Post-90s
moms.

To understand this new demographic of affluent, modern Chinese
parents, luxury brands need to understand the size of the social
shift. Imagine the difference in parenting in the West between the
1950s and the 1970s. We're talking about the first generation of
parents that are asking new questions about parenthood, rather
than simply accepting what was done before.
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CONSUMER INSIGHTS

SUPER MOMS: PRIORITY ORIENTED

They are less sensitive about price,
and more concerned about product
safety and quality.

They turn to other Millennial moms, rather
than their own parents, for parenting advice.

They feel entitled to self-care and self-love.
They see investment in premium brands as a
necessity for themselves and their kids.
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CONSUMER INSIGHTS

SUPER MOMS - INCOME

POST-85s AND POST-95s MOTHERS' MONTHLY INCOME

54%

38.4%
36.3%

While Post-85s mothers have higher incomes, Post-95s

. . . B Post-85s Mothers
mothers are catching up in some income brackets.

B Post-95s Mothers

(0)
1.2% 0.8% 02% 0.1%

<3k RMB 3-5k RMB 5-10k RMB 10-20k RMB >20k RMB

Source: CBNData, 85s & 95s Mothers Report
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CONSUMER INSIGHTS

SUPER MOMS: SPENDING PREFERENCES

Chinese women's choice of spending for the coming year can e broken down into four key areas according to Nielsen China:

0000

54% 46% 44% 46%

VACATION/ HIKING CHILDREN’S RECREATION ACTIVITIES SELF-IMPROVEMENT
EDUCATION

Chinese women have begun to place value on autonomy, ego, and confidence. Brands should focus marketing resources on these labels
INn order to successfully captivate female consumers.

Source: Nielsen China
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CONSUMER INSIGHTS

SUPER MOMS: CHILDCARE

POST-85s AND POST-95s MOTHERS ARE USUALLY IN CHARGE OF CHILDCARE

54%

Younger generations are willing to work harder, and
are less likely to ask elders for help with childcare.

B Post-85s Families
B Post-95s Families

1.9% 2.5%

0.8% 1.4%

Mother Father

Elders

Babysitter Others

Source: CBNData, 85s & 95s Mothers Report
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CONSUMER INSIGHTS

SUPER MOMS: POST-90'S MUMS

Positive consumption attitudes and strong spending power among
parents have consolidated the firm position of the MIC market. RO dulnlEier Aulubielss e ERMINS LIS A ol
According to Myguancha, from 2018 July to 2019 June, more than 80% of
consumers in the MIC market were Post-80s and Post-90s parents.
The same pattern appeared in Douyin's statistics - 37% of maternal and child
product consumers are from the Post-80s generation while more than 61%
are from the Post-90s group.

21%

@ Conservative

| | | B £y S
The consumption attitudes of these groups is much more positive than the 20% : NZE;;F

last generation, due to their exposure to China’s economic reforms and
opening-up.

29%
Overall, more than 69% of these mothers spend up to 30% of family income ’

on products for themselves as mothers or their children.

Source: CBNData, 2020 Maternal and Child Industry White Paper
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CONSUMER INSIGHTS

SUPER MOMS: MATERNITY AND INFANT CARE PRODUCTS

CHILD POPULATION GROWTH TRENDS IN

MIC MARKET PENETRATION GROWTH RATE BIRTH POPULATION AND RATE IN CHINA THE NEXT 5 YEARS
BY CITY TIER (2013-2019)
0-4
15%
13% YEARS OLD
20% 12.19% 12:4% 1219~ ‘12"4% e
0 1,846 i 10.3%
1640 1.687 1655 [ 1,758 |
5-9
YEARS OLD
10-14
Tier 2 or above Tier 3 or below 2013 2014 2015 2016 2017 2018 2019
YEARS OLD

B 2018 W 2019 B Birth population Birth rate

Source: CBNData, 2020 Maternal and Child Industry White Paper
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CONSUMER INSIGHTS

SUPER DADS: THE NEW DAD

THE “NEW DAD”

TRENDY

PURSUES TRENDS FOR SELF-IMPROVEMENT
OR BECAUSE OF ENVIRONMENTAL INFLUENCES

TASTE

PAYS ATTENTION TO PRODUCT QUALITY,
MORE SOPHISTICATED TASTES

YOUNGER

BECOMING YOUNGER ON AVERAGE,
MOSTLY 25-40

Source: iiMedia, 2020 China's “New Manny” Consumption Behavior and Trend Analysis Report
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CONSUMER INSIGHTS

SUPER DADS: NEW DAD PREFERENCES

FOUR MAJOR AREAS OF NEW DAD EXPENSES IN 2020
(MORE THAN 400 RMB MONTHLY)

According to data from iiMedia Research, in addition to parenting (’
and children's products, new dads tend to invest in men's clothing,

personal care items, as well as sports and fitness products. 52_6 0/0 38_ 7 0/0

BABY PRODUCTS MENSWEAR
O

Respondents spent more than 400 RMB per month on
accessories and personal care items. In addition to parenting, they
seem keen to maintain their appearance and quality of life.

34.7% 31.9%

PERSONAL CARE SPORTS AND
THE GYM

Source: iiMedia, 2020 China's “New Manny” Consumption Behavior and Trend Analysis Report
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CONSUMER INSIGHTS

SUPER DADS: NEW DAD PURCHASES

Unlike the traditionally solemn, stereotyped image of fathers
from the older generation in the 50s and 60s, Post-80s and
Post-90s new dads have a different character and new
consumption concepts.

Source: iiMedia, 2020 China's “New Manny” Consumption Behavior and Trend Analysis Report

E : info@chozan.co W : www.chozan.co W : www.alarice.com.hk 23

NEW DAD CONSUMPTION FREQUENCY BY CATEGORY ( 2020)

73.7%

58.8%
54.6%

46.9%

)
42.8% 40.7%

Parenting Spousal Loan or Own Investments Social
Expenses Expenses Rent expenses Expenses


mailto:info@chozan.co
https://www.iimedia.cn/c400/72184.html

ALARICE CHGZFIN

CONSUMER INSIGHTS

SUPER DADS: DADS BUYING INFANT PRODUCTS

Data shows that dads making purchases of baby products grew from 2016 to
2019. Diaper brand Daddy Baby had income reaching 573 million RMB in 2019.
Experts believe that there's huge potential for the domestic infant product market,
as well as increasing consumption power and more new dads buying diapers,

Influencing and motivating the market.

PROFIT GROWTH RATE FOR DADDY BABY BRAND DIAPERS
(2016-2019)

57.1%
32%

_49 9% Net Profit

=93.5%

2016 2017 2018 2019

Source: iiMedia, 2020 China's “New Manny” Consumption Behavior and Trend Analysis Report
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DADDY BABY REVENUE (2016-2019)

573

B Revenue (in Millions RMB)

2016 2017 2018 2019
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. SUMMARY

KEY CHARACTERISTICS OF FUN DADS IN THEIR LATE 30s TO MID-40s

L CULTURE ORIENTED SCARCITY ORIENTED
S CONSUMPTION CONSUMPTION

Clear individual attitudes.
Not easily influenced.
Passionate about
self-exploration.

More concerned about cultural Prefers exclusive or limited-
value than material value. edition, creative, foreign

merchandise.

KEY CHARACTERISTICS OF SMALL-TOWN MOMS

PREMIUM

CONSUMER ANXIOUS CONSUMER

SOCIAL CONSUMER

Worries about their child's
growth but is also concerned
about their own appearance.

Must let the world know what
she just bought.

Willing to overpay just to
ensure authenticity and
wide variety.

Source: Ashley’s Report, 2020 China Cross-border Consumer Report
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EXPERT BITES

Q: HOW DO YOU SEE SUPER-DADS IN 2020/21?

China’s super moms and dads in 2020 are both very involved in the child-
raising process. JD Super hosted a Super Dads Festival sales event which
featured selected parenting and baby products for 9.9 RMB, live-streaming

with famous celeb dads, and dedicated dad shopping and gaming activities.

ELLA KIDRON

Global Corporate Affairs,
JD.com
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EXPERT BITES

Q: WHAT’S YOUR FAVOURITE CONSUMER GROUP IN CHINA
IN 20207?

| love young connoisseurs. They come in many forms but I'm especially keen
on the “New Milk Dads.” They're digital natives, extremely curious and
open-minded, sensitive to trends and they put as much importance on
their children as they do their own health and wellbeing. They're self-trained
experts in all that they consume and join communities of like minds. They

power category leadership positions for more than half of the brands we
manage.

JOSH GARDNER
CEO KUNG FU DATA
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SOCIAL MEDIA
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. SOCIAL MEDIA INSIGHTS

MAJOR MIC MARKET PLATFORMS IN CHINA (2020)

VERTICAL MEDIA NON-VERTICAL MEDIA NEW MEDIA

COMPREHENSIVE

ECOMMERCE

COMMUNITY

EARLY EDUCATION

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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. SOCIAL MEDIA INSIGHTS

POST-85s AND POST-95s MOTHERS TOP 4 INFORMATION CHANNELS

Post-85s and Post-95s mothers value apps, independent
research and recommendations from friends the most.
Post-95s mothers rely a bit more on apps while Post-85s
mothers trust their own independent research to a slightly
greater degree.

" Post-85s Mothers
" Post-95s Mothers

Mom apps Independent research Sharing from friends Mom influencers

SOURCE: CBNDATA, 85S & 95S MOTHERS REPORT
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SOCIAL MEDIA INSIGHTS

MIC consumers mainly use WeChat and apps for mothers and parents to share
information, mainly maternity questions and pregnancy experiences. 64% of 2020 MIC CONSUMERS SOCIAL SHARING BEHAVIOUR
MIC consumers share information.

2020 SOCIAL CHANNELS FOR MIC CONSUMERS 0 O/
79% 64%

WeChat 79%
ASK PREGNANCY PREGNANCY
Mother and Baby Apps 76% QUESTIONS AND EXPERIENCE
GET ADVICE SHARING
Social Media
Offline sharing 60 0/ 5 ? 0/
Short Video Apps 0 O
SHARING FEELINGS "SHARENTING"

Weibo

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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. SOCIAL MEDIA INSIGHTS

The kind of information that MIC consumers are looking for falls into 3 main groups and other smaller sub-groups as follows.

Maternal and child health and hygiene knowledge

Expert opinions and explanations

Pregnancy related knowledge PREGNANCY RELATED
Maternity and child care related policies and news EXPERT CONTENT
Online parenting education courses
Pospartum recovery information
. Food services for pregnant women
PARENTING
Parent and child video/audio games SERVICES AND
Local pregnancy information INFORMATION

Relaxing parenting and child care content

Recommendations for parenting/children's products

Parenting education

SELF-EDUCATION
AND LEISURE

Experience sharing from other families
Work skills
Beauty

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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. SOCIAL MEDIA INSIGHTS

MAIN REASON FOR USING MATERNITY APPS 2020

Social sharing and interaction

Most mothers use apps to stay in contact Receive maternity related information
with friends and other moms and to
receive maternity related information. To use pregnancy and parenting tools

Record child's/children's growth

Shopping

Early education, informtion about courses

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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. SOCIAL MEDIA INSIGHTS

MOST POPULAR FORMATS FOR INFORMATION GATHERING

63%

Mothers prefer articles with images and short videos
when they're gathering information and doing research.

Articles Short videos Long videos Audio Livestreaming
with images

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research
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SOCIAL MEDIA INSIGHTS

There's a high degree of similarity in terms of video platform preferences with Douyin and Kuaishou on top for both

Post-85s and Post-95s mothers.

POST-85s MOTHERS TOP 10 VIDEO VIEWING PLATFORMS

Douyin Short Videos

Kuaishou

lqiyi

Tencent Videos

Ixigua

Kuaishou Speed.

Huoshan

Youku

Weishi

Haokan

Douyin Short Videos

38.6% Kuaishou

36.9% lgiyi

24.8% Tencent Videos

MangoTV

Youku

Kuaishou Speed.

Bilibili

Ixigua

Yingshidaquan

Source: CBNData, 85s & 95s Mothers Report
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POST-95s MOTHERS TOP 10 VIDEO VIEWING PLATFORMS

41.3%
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SOCIAL MEDIA INSIGHTS

Chinese mothers are heavy internet users. The average daily internet usage time for Post-85s and Post-95s mothers is higher than average.

AVERAGE DAILY INTERNET USAGE TIME FOR POST-85s AND POST-95s MOTHERS (IN HOURS)

- Entire network
- Post-95s mothers
- Post-85s mothers

4 Hours

Mar Apr May June July Aug Sept Oct Nov Dec Jan Feb Mar
2019 2020

Source: CBNData, 85s & 95s Mothers Report
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SOCIAL MEDIA INSIGHTS

NUMBER OF APPS USED PER DAY

| | | | 0-3
Maternity and infant care consumers are most active online between 6

and 9pm. The average usage time for apps is 48 minutes and the average 4-6

numloer of apps used per day is 4.6. 210

More than 10 [&F

MIC CONSUMER ONLINE ACTIVITY RATES BY TIME OF DAY

AMOUNT OF TIME SPENT ON APPS PER DAY

60%

1-10 minutes |82

21% 10-30 minutes

0
2 / 30 minutes to 1 hour

00:00- 06:00- 09:00- 12:00- 14:00- 18:00- 21:00-
06:00 09:00 12:00 14:00 18:00 21:00 00:00 1-2 hours

Source: iResearch Maternity and Infant Care Product Marketing 2020
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SOCIAL MEDIA INSIGHTS

Maternity and infant care consumers are big fans of online videos. In the first half of 2020, MIC users maintained strong interest in online videos with
their average daily viewing time being higher than average.

MATERNITY/INFANT CARE ONLINE VIDEO PLATFORM USAGE STATISTICS FROM JAN-JUN 2020

39%

2020.1 2020.2 2020.3 2020.4 2020.5 2020.6 2020.1 2020.2 2020.3 2020.4 2020.5 2020.6

" Number of devices per month (Millions) B Daily usage per user (minutes)
= YoY Growth rate

Source: iResearch Maternity and Infant Care Product Marketing 2020
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SOCIAL MEDIA:

KUAISHOU
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. KUAISHOU INSIGHTS

In 2020, Kuaishou became a popular as a platform for MIC communities.

f 200% 75 MILLION

NUMBER OF MOTHER AND BABY VIDEOS
ON KUAISHOU (MAR-AUG 2020)

2 115%

25 MILLION
NUMBER OF MOTHER AND BABY LIVESTREAMS KUAISHOU MOTHERS

ON KUAISHOU (JAN-AUG 2020)

Source: CBNData, 2020 Kuaishou Maternal and Children Report
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. KUAISHOU INSIGHTS

MIC users on Kuaishou can be divided into the following categories:

TRADITIONAL HUSTLING CITY SMALL TOWN SECOND CHILD CITY DADS
MOTHERS MOMS MOTHERS MOTHERS
o . -
93% of Kuaishou Have strong Mothers from small cities Have parenting Willing to record their
maternal and child consumption power. buy the most Kuaishou experience, more child and parenting
products buyers are Their per capita purchase maternal and baby accurate with their experiences more.
female. price is relatively high. products. purchasing decisions. Fathers from big cities are
more active.

Source: CBNData, 2020 Kuaishou Maternal and Children Report
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. KUAISHOU INSIGHTS

KUAISHOU'S MIC MARKETING MODEL 2020
TRAFFIC + CONTENT SHORT VIDEO +
COMBINATION LIVESTREAMING RS

HORT VIDEO PROMOTION NLINE E-COMMERCE
C?DI\CI)-I;I)EFT CREATORS SHO O PROMOTIONS O CcO C

............................................................ Y e ! 2 oNDARY  KUAISHOU SHOPSE . YOUZAN SHOPS
BGC : | CELEBRITIES PROMOTION VIEWING eeSross \ 7 AR B et C A
| = EXTERNAL LINKS '
. bec i Mew LIVESTREAMING
PUGC KOL
UGC E E KOC E E 5 KOLS E E .y KOCS E ; ........................... E ; BROMOTION
P : T R : EPHYSICAL STORE : '  ExHIBITION

Source: iResearch Maternity and Infant Care Product Marketing 2020
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. KUAISHOU INSIGHTS

From January to August mother and balby product orders have grown 5 fold.

. PARENTAND -

- KINDERGARTEN:  CHILD -
: I : CONDITIONS :PERFORMANCE *
O : CHILDCARE = s :
: . PARENTS/  : ppRENTSAND - 5 :

CHILDREN | CHILDREN : CUTE BABIES : ESHARENTINGE PARENTING

INCREASE IN THE NUMBER OF .............. e SURROUNDINGS;PERFORMANCEE
MIC PRODUCTS ORDERED ; KIDS REGN : E Y~
ON KUAISHOU (JAN-AUG 2020) isonas: T KIDS SONGS
« FOURTH-TIER CITIES POST-00s LIKE VIDEOS WITH e POST-00s LIKE WATCHING VIDEOS WITH
CUTE BABIES TWINS
« NEW FIRST-TIER CITY POST-90s HAVE HIGH SHORT « POST-90s LIKE WATCHING VIDEOS ABOUT
VIDEO PLAYBACK RATES KINDERGARTEN

* THIRD-TIER CITY POST-80s ARE THE CREATORS OF « POST-80s ARE MAINLY LIVE BROADCASTERS
MOST PARENT / CHILD RELATED VIDEOS

« THIRD AND FOURTH-TIER CITY POST-60s AND 70s
HAVE HIGHER SHORT VIDEO PLAYBACK RATES
THAN YOUNG PEOPLE

Source: CBNData, 2020 Kuaishou Maternal and Children Report
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EXPERT BITES

Q: HOW CAN MARKETERS CONNECT WITH CHINESE MOMS
AND DADS TO PROMOTE BABY PRODUCTS?

Use professionally generated content and cooperate with KOCs to
recommend high-quailty products. Chinese moms and dads trust advice
from experts, professional institutes and experienced consumers. Create
diversified consumption scenarios to connect with consumers, arouse
iInterest and build brand awareness. For example, 3D interactive
technology can be used to display products, so that consumers can
simulate the experience of using the products online. Telling a story that
clearly presents a product’s unigue selling points, and impart useful
knowleage through short videos. They're an indispensable channel for this
kind of product information. And build private communities on Chinese
social media platforms to manage consumer relationships.

STELLA ZHANG

Social Media Marketing Manager at
Alarice and ChoZan
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SOCIAL MEDIA:

DOUYIN
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. DOUYIN INSIGHTS

DOUYIN MIC CONSUMERS CONSUMPTION ATTITUDES 2020

50% 29% 21%

Standard: They try to satisfy their Positive: They're willing to Conservative: They buy goods
own and their family spend money on all kinds of for themselves and family
members' needs products for themselves and members based on price and
family members necessity

Source: CBNData, 2020 Maternal and Child Industry White Paper
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. DOUYIN INSIGHTS

Douyin is the favourite short video platform of MIC consumers.

DOUYIN MIC CONSUMERS BY CITY TIER (2020) DOUYIN MIC CONSUMERS BY AGE DISTRIBUTION (2020)

Super first-tier cities*
32.6%
28.8%

First-tier cities

Second-tier cities

16.9%

Third-tier cities

12.6%
9.1%

B 3

18-23 24-30 31-40 41-49 50 and more

Fourth-tier cities

Fifth-tier cities

* Beijing, Shanghai, Guangzhou and Shenzhen

Source: CBNData, 2020 Maternal and Child Industry White Paper
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. DOUYIN INSIGHTS

A large proportion of MIC users on Douyin are preparing for a second child and paying great attention to their nutrition.

DOUYIN MOTHER DISTRIBUTION RATIO OF MOTHERS PAYING ATTENTION TO
THEIR NUTRITION

52% 27%

HAVE 1 OR EXPECTING HAVE 2 BABIES

1ST BABY
ARE EXPECTING OR PREPARING FOR
PREPARING FOR 2ND PREGNANCY & Preparing for Second Pregnancy
BABY * Preparing for First Pregnancy

Source: CBNData, 2020 Maternal and Child Industry White Paper
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. DOUYIN INSIGHTS

In recent years, the number of full time mothers and mothers with higher educational attainment on the platform has grown significantly.

MIC USERS ON DOUYIN HOW DOUYIN MIC USERS USUALLY RECEIVE INFORMATION
40% WeChat/Weibo Official Accounts
(0)
35 A) Professional Books
Internet Searches (Baidu etc)
Advice from Relatives / Friends
Mom Apps
Short Video Platforms (Douyin etc)
9%

Mom Communities/ WeChat Groups
Urban Full-time Moms with Dads Families QtilineiCGoLrses

moms working higher with one

moms education child

Source: CBNData, 2020 Maternal and Child Industry White Paper
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EXPERT BITES

Q: WHAT ARE SOME MARKETING TIPS FOR BRANDS
TARGETING SUPER MOMS AND DADS?

Due to the epidemic, parents are paying more attention than ever to
orand reputation and quality when buying products. They're also paying a
ot of attention to cleaning and disinfection products.

Most parents are seeing to the basic education needs of their children
pefore they go to kindergarten so educational and developmental
features should lbe emphasized.

Douyin is their favorite short video platform. Livestreaming and KOL

KEVIN Yl recommendations are promotional formats they’re used to by now.

China Market Research at
Alarice and ChoZan
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E-COMMERCE INSIGHTS

Maternity and infant care consumers use the following e-commerce apps and platforms most often.

= W J.A & )
KBRS | Voo = RN N0 [ BaC st
. ol =% B Vip.com eyl

"“ﬁ kw ©
’ Py 3 redbab ! s
@@O ’—’7@»‘.“95(5:’?2 @'ﬁ?ﬂlﬂ?q S leﬁ 7|rﬂa'<lL'~'JJ£
EZE1EN 2 =
DADDYLAB

Source: CBNData, 2020 Maternal and Child Industry White Paper
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. E-COMMERCE INSIGHTS

CHINA’S MIC E-COMMERCE INDUSTRY MARKET SIZE (2013-2020)

E-commerce for China's MIC market is growing fast and is
expected to reach 872.37 billion RMB by 2020. iiMedia 114%
analysts believe that the shift to a two child policy, an
Increase in per capita disposable income, more sophisticated
consumption choices and an influx of younger consumers,
the maternity and infant care sector still has considerable
development potential. The online e-commerce business will
be the core focus for this sector.

98.5%

" Market Scale (Billions)
— Growth rate %

86

27.
17.
B

2013 2014 2015 2016 2017 2018 2019 2020E

Source: iiMedia, Chinese Materal and Child Industry in May-June 2020
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. E-COMMERCE INSIGHTS

DOUYIN MIC CONSUMER PURCHASING CHANNELS

i 5% 73%
| N " Total users (Millions)
05 \N ~= Percentage of total users
E-commerce, online and mobile purchasing
channels are by far the top preferences for »
super moms, followed by physical stores. 15
10

E-commerce Offline MIC stores Offline WeChat shops Overseas shops MIC brand Mini
malls and daigous e-commerce  program shops

Source: CBNData, 2020 Maternal and Child Industry White Paper
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E-COMMERCE INSIGHTS

Post-95s mothers prefer international products and fresh food e-commerce as opposed to Post-85s mothers who prefer MIC
e-commerce retailers and sharing platforms.

POST-85s MOTHERS E-COMMERCE PREFERENCES POST-95s MOTHERS E-COMMERCE PREFERENCES

Maternity and infant e-commerce

Cross-border e-commerce

Sharing platforms

Maternity and infant e-commerce 203

WeChat shops

Fresh food e-commerce 151

Cross-border e-commerce WeChat shops

Brand e-commerce Sharing platforms

Shopping assistants and KOCs

Shopping assistants and KOCs 11

Fresh food e-commerce 125 Brand e-commerce

Online shopping 124 Online shopping

Group buying platforms Group buying platforms

Source: CBNData, 85s & 95s Mothers Report
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. E-COMMERCE INSIGHTS

MOST TRUSTED SOURCES OF INFORMATION AND RECOMMENDATIONS

In addition to advertising, word of mouth
marketing and recommendations are among
the most important sources of information
for making purchasing decisions. More than
50% of consumers have high expectations
for products recommended by experts,
KOLs and online communities.

Online Experts Community KOLs Relatives Doctors Themselves Livestreamers
and Friends

Source: iResearch, 2020 Chinalnternet Maternal and Child New Generation Research



mailto:info@chozan.co
https://www.iresearch.com.cn/Detail/report?id=3631&isfree=0

ALARICE CHOZAN . .
_ _ E : info@chozan.co W : www.chozan.co W : www.alarice.com.hk
BY ASHLEY DUDARENOK BY ASHLEY DUDARENOK

. E-COMMERCE INSIGHTS

OVERALL GROWTH IN BABY FOOD SALES TMALL GLOBAL MIC PRODUCT ORDER GROWTH BY AGE MAT2020

+64%

+121% +47%

ORGANIC PRODUCTS NON-ORGANIC
PRODUCTS

TMALL GLOBAL BABY FOOD SALES AND GROWTH
MAT 2020

M Consumption
= Growth

Rice Teething Puree Drinks Noodles Meat floss Pre-80s Post-80s Post-85s Post-90s Post-95s
porridge snhacks

Source: CBNData, 2020 Maternal and Child Industry White Paper
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E-COMMERCE INSIGHTS

SALES GROWTH FOR THE 9 MOST POPULAR MIC CATEGORIES

In 2019, children’s shoes, clothing, toys 27.51%
' o

can puzzles are the fastest growing 25 48y0 24.48% 24.86%

categories of MIC products. The total

volume of sales for all categories 17.16% 16.85%

combined reached 538.8 billion RMB. 14.4% 14.43%
10.38%
Cots / beds Children's Toys / puzzles Strollers and Baby food Developmental Diapers Infant care items Pregnancy-related
shoes and clothing carriers training tools products

Source: CBNData, 2020 Maternal and Child Industry White Paper
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. E-COMMERCE INSIGHTS

THE TOP 5 MOBILE SHOPPING APPS FOR PARENTS
OF CHILDREN AGED 0-12 (APRIL 2020)

55.4% of parents of kids between 0-12 age buy MIC goods
online. They find it easier to compare prices and product
features this way.

Pinduoduo Mobile Taobao JD Xianyu VIP shop

Source: Questmobile
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E-COMMERCE INSIGHTS

YoY GROWTH IN MATERNAL HEALTH PRODUCTS ON TMALL
(618 SHOPPING FESTIVAL 2020)

For 618 in 2020, online sales of maternal health products on Tmall
iIncreased significantly. Among them, sales of maternal nutrition products
iIncreased by 206% year-on-year, and sales of folic acid increased by
97%. Analysts at iimedia believe that the development of cross-border
e-commerce and logistics has made it easier to buy maternal health care
products online. Factors such as travel restrictions and offline store
closures during the epidemic have further promoted the online transition
of this market. They also suggest health awareness and pregnant
women's desire to consume health care products such as
pregnancy supplements, foods designed for pregnant women and folic
acid, will continue to grow.

Post natal Maternal Folic acid Ovulation
nutrition nutrition prediction kits
products products

Source: iiMedia, Chinese Materal and Child Industry in July-August 2020
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EXPERT BITES

Q: HOW CAN BRANDS SUCCEED ON TMALL GLOBAL IN
2020-21?

By prioritising super moms. They're a group that's willing to pay premium
prices for efficient products, such as 300 RMB (44 USD) for baby
shampoo. They care for themselves, as well as the rest of the family.

CHLOE GONCALVES

Senior Business Development Manager
at Tmall Global - Alibaba group
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I OUR CHINA MARKETING SOLUTIONS

ALARICE

BY ASHLEY DUDARENOK

@ MARKETING RESEARCH AND STRATEGY

Our China marketing research and strategy
team gives you a detailed framework that will
allow you to start and grow your business in
mainland China.

@ SOCIAL MEDIA MARKETING

We help you to localize messages,
strengthen your brand image and reach out
to target audiences through Chinese social
media.

@ INFLUENCER MARKETING AND CAMPAIGNS

We help you to establish goal-specific social
media marketing campaigns and fruitful
collaborations with Chinese KOLs and
influencers.

63

CHOZAN

BY ASHLEY DUDARENOK

@ CORPORATE TRAINING

We can increase your expertise on the Chinese market,
Chinese consumers and Chinese social media with tailor-
made masterclasses that put your team at the forefront. We
do this by running courses that you can join from anywhere
in the world and creating corporate training programs for
your team.

CORPORATE CHINA MARKETING CIRCLE

A private community on WhatsApp / WeChat that delivers
the most relevant, up to the minute information, much of
which can’t be easily found online or in English. Join us if
you’re looking for curated insights, trends, strategies and
case studies.

KEYNOTE SPEECHES

Our founder, Ashley, is a well-known speaker and can
deliver keynotes full of energy, insight and inspiration

that will transform your event, motivate and help you

achieve your goal.

@ EXPERT CALLS

The fastest way to get your specific, urgent China
marketing questions answered. Speak with Ashley or
her team if you’re under time pressure and need to
get on the right track fast.

ONLINE COURSES

An 8-module masterclass available to anyone with
an internet connection to get them up to speed on
China’s market, its modern consumers and
Chinese social media marketing and selling.

BOOKS AND MARKETING GUIDES

The most comprehensive books on the market about
China’s e-commerce landscape, Chinese social media
influencers and New Retail. You can also buy our highly
detailed WeChat and Weibo guidebooks to gain
confidence with China’s two most powerful social made

apps.
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B WHY WORK WITH US

Always on top of China’s
digital hot topics

This is essential to providing the latest insights.
You'll discover how different parts of China’s

digital landscape work separately and together.

We have an unmatched ecosystem.

Our team has years of experience
with project execution

We have hands-on Chinese digital marketing
execution experience and insights. Our
strategies are based on real life situations in
the market and on the platforms.

We provide tailor- made
corporate trainings

We can give your whole team the big
picture, vision, clarity and motivation to unify
them on your China strategy. We customize
the training lbased on your industry and the

outcomes desired.
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B REPORT AUTHORS

ASHLEY DUDARENOK

Founder of Alarice and ChoZan

China marketing expert, serial
entrepreneur, professional speaker,
bestselling author, viogger, podcaster
and media contributor with 15 years in
Greater China.

Connect via ashley@chozan.co
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NATALIA DRACHUK

Marketing Director

China watcher and marketing expert
with 5 years of experience. Develops
global marketing strategies, content,
insights and social media plans for
Alarice and ChoZan.

Connect via natalia@chozan.co

JACQUELINE CHAN

Project Director

Chinese content guru and project
management master with over 5 years
of experience. Responsible for major
marketing projects, content creation,
consultation and trainings.

Connect via jacqueline@alarice.com.hk

STEPHANIE WONG

Graphic Designer

Design guru that made this report not only
insighttul, but also pretty. Stephanie has
been developing visual concepts for digital
marketing and social media for the past 3
years.

Connect via stephanie@alarice.com.hk
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I CONTACT US

(2

www.alarice.com.hk ashley@alarice.com.hk t: +852 3563 7723 10 /F, IUKI Tower,

www.chozan.co natalia@alarice.com.hk No.5 O‘Brien Road,
jacqueline@alarice.com.hk Wanchai, Hong Kong
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