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Monthly update-July to September 2021
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Doubendou
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Enhance Brand Power via Ongoing Marketing
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Doubendou achieved breakthroughs in technology by launching "Whole-bean Soymilk”,
which contains 1.5g dietary fibers every 100ml and provides more plant-based nutrition. With the

launch of new product, Doubendou further diversified its product matrix by providing five series
that offers differentiated nutrients and unigue functions.
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In ferms of brand education, Doubendou continued to sponsor popular TV performance
shows, such as in-depth infroduction and tasting by celebirities, t© enhance consumer awdare-
ness. Among all the shows, "Chinese Restaurant” ranked top to allow Doubendou to cover a
broad base of consumers. “Lu Yu Show” is a talk show that interviews celebrities and promotes

humanisfic spirit. As a household name for interview shows, "Lu Yu Show” will enhance the healthy
and trust-worthy brand image of Doubendou.
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Hi-figer
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Hi-tiger carried out campaigns during World Cup Qualifier in Asian Districts by sponsoring
leading channels in CCTV Sports and Aiqiyi. World Cup Qualifier has received enormous atten-
tion from domestic consumers and will last from September 2021 to 12022, As a result of the

campaign’s great exposures, Hi-tiger will further strengthen its brand image as a professional
energy drink brand.
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To deepen consumer engagement, Hi-figer cooperated with Sina and sponsored the
National 3X3 Golden Basketball League. Since August, the league has hosted basketball events

N major malls in 29 cities nationwide. Through these events, Hi-tiger closely interacted with
younger generafions and enhanced brand power.

=52 48 LIVE

H%ﬁn"n:

New Products
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Copico launched “Huayanxiangie” series to meet market demand for healthy food. With
unique flora tastes and original ingredients, this new product provides healthy nutrition to con-
sumers. Since launch, it has received great enthusiasm from younger generations and became
a frending topic in social media. On Weibo, topics related to "Huayanxiangie” have received
over 413K hits. On Xiaohongshu, it has accumulated over 200 related arficles after inviting
campus ambassadors fo recommend the product.
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Based on fraditional herbal drink position, Heqgizheng launched carbonated heral tea in
July to cater to consumers’ surging demand for carbonated drinks. Currently, the new product
has launched campaigns in authoritative TV channel CCTV and over ten regional TV channels
during prime time to rapidly increase product awareness. It is now sold in e-commerce channel,
modern frade channel and traditional channel nationwide. Thanks 1o its innovative tasting ana
targeted marketing strategy, carbonated herbal fea has received enfthusiastic market responses
and recorded over RMB20m revenue in two months after launch.




