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Compared with April, the overall consumer confidence has
Increased significantly, especially in first-tier cities and high-

Income groups.

Consumer Confidence %

Very confident
m Have a little confidence 90
® Not very confident
m Have no confidence at all 80

First-tier

8.2
20-Feb  20-Apr  20-Nov

50

N=785 N=405 N=406
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Consumer Confidence City-level %

Third-Tier and below

85.0 / 83.2 77.9 / 82.3
70

L 63.5 J 68.5
° 8 62.1 i3

20-Apr 20-Nov 20-Feb 20-Apr 20-Nov 20-Feb 20-Apr 20-Nov

N=457 N=512 N=1219 N=409 N=407 N=1839 N=763 N=706

Consumer Confidence Household Income%

m Have a little confidence Very confident
-
20-Feb 20-Apr Less than 12000 12000- 20000 20000-50000 More than 50000
N=5000 N=2034 N=368 N=865 N=659 N=134

Data source: GfK consumer research
Changes in economic conditions, consumer confidence
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As economic growth has picked up, consumers' worries
about inflation, domestic economic depression and
unemployment are significantly reduced.

20-Nov change

Social issues of concern to consumers % from 20-Apr %

Food Safety and Health . +7

Epidemic disease (plague) - -5

Health care and nursery o +4

N O —— 51 -10

Environmental pollution and protection e — 20 +6

Enough income 10 live N e — 19 -2

Education problem o — 15 +1

Domestic 8CoNOMIC dePreSSiON oy 15 -11

International security and stability | 15 -3

House prices (rents) have risen e — 13 +2

The appreciation and preservation of household financial assets e — |- +2

Global climate change/ global warming 12 +4

Personal information leakage ey 11 +3

Unemployment e - -7

Isolated by the international community and other countries Ly 0

Animal protection and management 5 20-Feb 0

lllegal and criminal activities increased gy - 20-Apr +1

N Bribery and Corruption ey 5 m 20-Nov +1
N=2034
N=2031

Data source: GfK consumer research ©GfK 3

What are your major social issues of concern in the next six months? Please choose up to three answers
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The expected income of high-income households will increase significantly,
which will further drive high-end consumption. They led the way in
expected increases in spending on appliances and home
furnishing/renovation.

Annual household income forecast in 2020 Areas of increasing household
Monthly household income% expenditure in the next six months
= Revenue increase 50

mmm Revenue decrease
45

= \et increase

12,000 Household appliances Home / Furniture / Decoration

47
42
40
35
30
30
25 s
20
20
15 14 14 14
10
5
Lessthan  12,000-20,000 20,000-50,000 Over 50,000 0

Below 12k  m 12k-20k  m20k-50k mOver 50k

Data source: GfK consumer research

How do you expect household income to change in 2020 compared to a year ago? In the past three months, as a result of the epidemic, how has your consumption concept and © GfK 4
brand attitude changed?
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The consumption attitude of quality and timely enjoyment is very common
among high-income groups, and the attitude of pursuing quality life is
relatively recognized by different income groups.

The epidemic affects consumption concept Personal Income%
" | feel that the most "From now on, my life must "In the future, | will pay more "After the epidemic is over, |
important thing is to have fun be more attention to timely consumption will spend more money on
and enjoy the moment." " and enjoy the present. No one the products | want and treat
knows which will come first, myself as much as possible
strongly agree + agree % strongly agree + agree % tomorrow or the unexpected." to enjoy life."
m Below 5,000
strongly agree + agree % strongly agree + agree %

= 5,000-10,000
m 10,000-20,000
20,000-50,000

83
®m Above 50,000
64 62
| II

Data source: GfK consumer research

78
74
52 5% 50 50
iII 35II

20-Feb N=5000; 20-Apr N=2034 20-Nov N=2031 In the past three months, affected by the epidemic, how has your consumption concept and brand attitude changed? Has the epidemic caused
you to think about life in a new way and change your life concept?

© GfK 5
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The market share of the high-end home appliance market continued to
Increase. Major domestic appliances, kitchen appliances, health and small
clean domestic appliances increased significantly after the epidemic.

Offline Market, Jan to Oct 2020

Changes in the proportion of High-end Sales of Home Appliances (offline market)

D (ool CICoo) \
=

1 8 F =

24.7

30

25

21.7

20

15.3 15.9

15

10

Color TV(over 10000) Stand air conditioner (over 10000) Refrigerator (over 10000) Washing machines (over 6,000 )  Kitchen appliance (over 6,000 ) Vacuum cleaner (over 5000)
2017 2018 m®2019 =2020(1-10)

Kitchen Appliance includes: Hoods, Hobs, Dishwasher, Cooking, Steam Oven
Data source: GfK Retail Monitoring Data

© GfK 6



Who are the consumers of high-end appliances?

The post-80s generation accounts for a prominent proportion

LN
N A
it
High-end
consumers

m the post-60s generation

m the post-70s generation

The majority of managers are in
high-end consumer enterprises

m Self-employed
private proprietor

Managers of large over
and medium-sized

enterprises High-end consumers Total +30% from total

47% personal monthly income
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= First-tier cities

First-tier and new first-
tier cities 61%, +15%
from total

High-end
onsumer

S

= New first-tier cities
= Second-tier cities

Third-tier cities

Mobile phone brand

W

HUAWEI
+3% from total

+13% from total

High-end home appliance users: the highest unit price of major domestic appliance that more than10,000 ; Or the users whose unit price of the highest category of small domestic

appliances is more than 5000 yuan + whose monthly household income is more than 20,000 N=458
Data source: GfK consumer research

© GfK 7
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They advocate family value, have the courage
to pursue, and enjoy exquisite life.

owledge

High-end consumers believe that:

The family is the forever harbor
% Spend more time with your family

(+5% from total )

8 5% From now on, my life must be more delicate
and high-quality (+7% from total)

All that | can think of from now on, | must try

my best to fight for and can not live up to time
(+8% from total )

6 gly Carpe diem, living in the moment is the most
1) important thing (+6% from total)
High-end home appliance users: the highest unit price of major domestic appliance that more than10,000 ; Or the users whose unit price of the highest

category of small domestic appliances is more than 5000 yuan + whose monthly household income is more than 20,000 N=458
Data source: GfK consumer research

E8 The following are some statements about the attitude towards purchasing home appliances. According to your own opinion, to what extent do
you think these statements describe you A
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High-end consumers pursue diversification & smart functions of home

appliances, value appearance design, and are willing to pay for innovative Knowledge
technologies.
High-end ' market'eonsumers" attitudes towards purchasing home appliances
“I like rich functional ‘| pay great attention to the ‘E‘:Paga';ﬂafchea;;e;;mt:tf‘lfagf:;gnwﬁgg . ‘I am curious about new and
home appliances that can intelligence and s myself and mf,)ﬁving environment.” innovative technologies, and |
meet my various needs in humanization of home am willing to pay higher prices
daily life.” appliances. Easy to operate is for home appliances that
very important.” contain new technologies or
advanced functions.”
TOP3 TOP3 TOP3 TOP3
slightly slightly slightly slightly
agree agree agree o agree
magree magree magree magree
m strongly mstrongly B m strongly m strongly
agree agree 31 agree . agree 20 29
Total High-end consumer Total High-end consumer Total High-end consumer Total High-end consumer

High-end home appliance users: the highest unit price of major domestic appliance that more than10,000 ; Or the users whose unit price of the highest category of small domestic
appliances is more than 5000 yuan + whose monthly household income is more than 20,000 N=458

Data source: GfK consumer research
Following the EB are some statements about customer’s attitude when buying home appliances. Please according to your own opinion, to what extent do you think these descriptions describe yourself 9
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The characteristics of high-end brands in consumers' minds are
derived from design, brand, process, technology, etc. Telling a
good brand story is especially important for high-end consumers.

Characteristics of high-end products

m High-end consumers Total

38 37 37 35
32

28
25
Artistic design Unique brand Sophisticated craft High technology Brand connotation Recommended by International Personalized
concept and accumulation professionals big name customization

High-end home appliance users: the highest unit price of major domestic appliance that more than10,000 ; Or the users whose unit price of the highest category of small domestic
appliances is more than 5000 yuan + whose monthly household income is more than 20,000 N=458
Data source: GfK consumer research

13-Jan-21 © GfK 10
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Consumers' perceptions of major international brands tend to be high-
end, while some domestic brands have successfully established a high-
end image in consumers' minds after years of hard work.

Consumer Brand Cognition

Intelligent
! |
_ ® Innovative m
Aesthetically
| i sAmsune designed,
Leading technology
\/._ Casarte .
: SONY oo Cost-effective
High-end /= Panasonic .
L 2 l/ ]
g
o3
SIEMENS comers=
O Hisense;i@afs

Easy to use
*
Fully functional / n

\ E\ E =5 @idea

Haier
¢ N\ GREE# L

Durable  Energy-saving

*
Reliable quality

13-Jan-21 Data source: GfK consumer research © Gk 1"
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Four trends of high-end home appliance products

HOME CONTROL

Creative Intelligent

Innovation Technology Interaction

© GfK 12
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Home appliance manufacturers cater to high-end consumer groups to pay
attention to the "appearance”, high-end home appliance products artistic

flavor into the primary element.

The design of refrigerator door type is
getting richer.
Refrigerator multi-door & SBS doors
(Unit %)

B Cross four-door m Regular four-doom F + five-door

Regular five-doorm Six doors BWAmerican three-door

. Side-by-side - Side-by-side
Two-door Three-door

The panel
material of
the
refrigerator

2016 202001-10

Data source: GfK Retail Monitoring Data
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Appearance
design of
washing
. Small home
machine _
appliance

Colorful, retro
IP co-branded
design

Cylindrical
design of air
conditioning

Color TV
Painting
wall art TV
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Innovation is the source power to promote the
high-end of home appliances.

-

Home micro-climate regulator
Fresh air conditioning (air conditioning

+ fresh air + purification +
humidification+ dehumidification)

Wine & Beauty refrigerator
(Refrigerator +
Wine cabinet +
Beauty makeup preservation)

Innovative home appliances continue to 47 48
emerge

» 20
Transparent TV J
— -

Unit proportion of twin drum in washing machine
market above 10,000 CNY

Home laundry care center

Washing machine, clothes

Dryer integrated machine

34

2015 2016 2017 2018 2019 2020(1-10)

(Washing machine + tumble dryer)

Source: GfK Retail Monitoring Data




High-end products are the first to apply innovative Growth
technology, focusing on optimizing the product's essential Knowledge

functions, while providing the ultimate user experience.

Multi-dynamic system Direct drive mute motor Scroll compressor 8K

. _ B Rotary compressor .
Powerful compressor BLDC inverter motor High quality High

compressor

resolut

on

Silver ion sterilization 56° high temperature aseptic

Precise temperature control

Light High temperature

boiling wash

Mini-LED

Make-up air system Backlight
Healthy p air sy oo [
backlight

lon technology Bipolar divide mite

Vacuum technique Pasteurization

Air purification

Micro steam air wash Multipartition

Flexible temperature zone :
backlight

Clothing material

QLED

Multi-cycle identification Temperature and
. The protection Intelligent Qusr?éc::]ty control ULED
High plot ratio Intelligent USRI temperat:Jre Y
contro

Auto dosage laundry
detergent

Stop as soon as the
clothes dry

Ultra-thin large cylinder diameter

Two-heater Image quality quantum dot

Internal schema .
Without Without wind sense in all area (JolsnireYie) W Graphics chips

Integrated
The cooling optimization household

Ultra-thin insulation MEMC (dynamic compensation)

Data source: GfK research
© GfK 15



High-end products focus on smart control. Active intelligence, and fmwth
. . . . . . rom
human-computer interaction is the main development trend of intelligent Knowledge
home appliances in the future.
Smart control value portion of refrigerators, washing Intelligent =gy SMart
' i iti : washin
machines and air conditioners . refrigerator ng
2020.1-10 machine
« Automatic judgment of clothing materials, customized
75 * Recognize membership, Al voice interaction )
48 _ washing mode
« Customize meal plans and manage health data ) ) S
o _ _ « Intelligent washing and drying linkage
Mid'lOW end M|d end H|gh end Ultra'h|gh end : RemOte mon|t0r|ng Of Ingredlents ° |nte||igent automatic de"very
Val ues h are Of auto dosage | n was h | ng o Intelligent Human-Computer Interaction
2020.1-10 555 condltlonlng oven
6 H * Intelligent temperature sensing Smoke oven linkage
* Automatic adjustment Man-machine interaction
Mid-low end Mid end High end  Ultra-high end ) )
« Al voice control Intelligent screen
Value share of Al voice control in TV by price segment
2020.1-10 7=\ Intelligent
Smart TV J
N\ Sweeping Robot
72 81
voice contro + Intelligent Route Planning
Mid-low end Mid end High end  Ultra-high end » Accurate identification of obstacles
The price segment is divided according to the product unit price, the middle and low end is the unit price of 6 thousand yuan, the middle is 6-10 thousand yuan, the high end is 10-
20 thousand yuan, the super high end is more than 20 thousand yuan
Data source :GfK household appliance market retail research
© GfK 16



Brand Value - Refrigerator

90%

80%

70%

60%

50%

40%

30% .

00 ® @
o

Brand Value%

10%

0% 5%

Data source: GfK POS Brand Value Feb20-Aug20

10%

Brand Value - Refrigerator

15%
Sales Share%

20%

25%
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Bubble size: brand value local currency

30%

® AUCMA

® AUX

®BEKO
BOSCH

® CASARTE

® CHIGO

e COLMO

® ELECTROLUX

e HAIER

® HISENSE

® HOMA

® HUALING

© KONKA

® LEADER

oG
MEILING

© MIDEA

° MIJIA

® PANASONIC

® RONSHEN

© SAMSUNG

© GfK
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Brand Value - TV Bubble size: brand value local currency
80%
70%
60%
50%

TOSHIBA @
40%

30% @

20%

Brand Value%

CHANGH

L 4

10% L]

vIBAA CO@EAA
0%
0% 5% 10% 15% 20%
Sales Share%

Data source: GfK POS Brand Value Feb20-Aug20
© GfK 18



Brand Value - Washing Machine

Brand Value%

100%

o0% gy MELE

80%

COoL
70%

BOS EVERLY

60%

0,
i

40%

IQUA
30% = @ ECECTROLUX
ME@NG

20% HIS‘

10% 8 B

SKI{RORTH
0%
0%

PANASONIC

LEADER

5%

Data source: GfK POS Brand Value Feb20-Aug20

IEMENS

10%

Brand Value - Washing Machine

Sales Share%

15%

20%

Bubble size: brand value local currency

25%

30%

© GfK
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The purchasing journey of high-end consumers. from
Knowledge
‘®:Purchasing Q, Information AKey purchasing W purchase
motivation acquisition trend | factors channels
|
What wavs of purchasin The characteristics of appliances paid _
The direction needs to be | appliance)\//vill bgcome mogre . attention to Which channel to buy large home
improved in future appliance popular? _ appliances
purchases. o= High-end consumers Total 66 i S
Offline experience m Online live streaming| 32 0 50
49 Je ! 30 29
41 40 14

33 10, 9g g I 71066
I O D | LI |
= b o Ll Fl3 5 Y2 3 2 SHmel 2l
® ) S 5 e 2 323 B
Protect High-end, Whole Improve White Kitchen FPTV Health  small  Pers s 83 s¢ = g -2 o -
the health quality house space house power y kitchen onal | & g 8 g ! = ;:; S 2 z S
of the life  intelligent utilization hold house electrical care : | e 53 g 2 E o 2 3
whole experienc applia hold appliances o - & S o 5 7 5

family e nces s E— a ®

== Sl %) =

& S = )

High-end home appliance users: the highest unit price of electricity category that more than10,000 ; Or the users whose unit price of the highest category of small home appliances
is more than 5000 yuan + whose monthly household income is more than 20,000 N=458
Data source: GfK consumer research
© GfK
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High-end market consumers of major domestic appliances pay more
attention to the channel service experience. High-end market consumers of
small domestic appliances pursue higher purchasing convenience.

Factors affecting channel selections %

MDA m High-end Market Consumer
45 43
37 35 35
2
28 90 o s .
20 18 20 19
I I I I I I : I : T

A professional Online channels
Can purchase

Good after-sales Good installation ~ Complete Easy to find sales cannot satisfy . Can be
; Enough stocks with other home .
support service product models products one-to- one the product appliances customized
service experience PP
SDA

m High-end Market Consumer

31 30 29
2
6 22 25 5 21
I II II I : ) .
Can purchase

Enough stocks with other home
appliances

45
39
I I i 33 i : :
Complete  Good after-sales
product models support

Can be
customized

Good installation

Fast delivery service

Easy to buy Free delivery

High-end home appliance users: the highest unit price of major domestic appliance that more than10,000 ; Or the users whose unit price of the highest category of small domestic
appliances is more than 5000 yuan + whose monthly household income is more than 20,000 N=458
Data source: GfK consumer research

© GfK 21
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Offline is still the main channel of high-end home appliances sales, but
the market share of online high-end products is also growing. Especially
affected by the epidemic this year, the online purchase has become the

first choice of more consumers.

Choice of channel%

Sales share of refrigerators, washing machines _
and air conditioners by price segment Sales growth rate of high-end products above

2020.1-10 10,000 yuan through offline channels

m Offline mOnline

13
29 ,”_--‘\\\
45
57 !

Total 0-4,000  4,000-10,000 Over 10,000 2019 2020Q1 2020Q2 2020Q3

Source: GfK Retail Monitoring Data
© GfK 22
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High-end users focus more on whole-house intelligent experience, and the
distribution trend of high-end products in the future will be driven by
scenario-based marketing and intelligent Experience Hall.

Consider buying electricity in the future,

Consider buying small appliances in the future,
Which of the following aspects of your home life would you like to focus on?

Which of the following aspects of your home life would you like to focus on?

whole-house intelligent whole-house intelligent |

experience experience |

. : high-end and high cuality |

high-end and high i |

quality home life home life
m High-end& Ultral high-end N=652 m High-end& Ultral high-end  N=441
= Mid-end& Mid-low end N=1102 ® Mid-end& Mid-low end N=1316

Online scenario—Fased marketing 11 Offline Smart Home Experience Hall
I :

one stop purchase
Living room

) e
.r r 11 —dEtEARARIt. R, S
SC e n ar I o _o r I en ted 001 SERCRARRMLSDBERMANE, BREY —BIF | BIRERRIEIEY

Bathroom Kitchen
O ] & 5
Ol i

Bedroom Balcony

©l[O

Source: GfK research

© GfK 23
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Contact Us

Add: 11F South Tower of CP Center, No.20 Jin He East Road,
Beijing,100020,China

Tel:  +86 10-85623838

Web: www.gfk.com

Email: dannilin@gfk.com

GfK China



