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Doubendou
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O Doubendou Deepened Brand Educafion and Expanded Fans Group through Innovative

Marketing

108, EASSHRARFITHBEME, BIMEIEE. HEKOLEMIM., /NIBFME, Bik
EERELNHITEDNMW , HAEXBERESEMEER k. BInEER, SXRERET K
ESRERTMGEEEEEERFENES, SMmhEAE, TR LET,

In October, Doubendou partnered with cosmetic brand KANS to launch campaigns via
Weibo Topics, Tic Tok short videos, Xiaohongshu arficles and Bilibili advertisements, and
recorded robust sales in Tmall and Tic Tok. Through the cooperation, Doubendou efficiently
expanded consumer groups, especially white-collars and middle-class moms, deepened
brand education and enhanced fans retention rate,
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On the other hand, Doubendou confinued to strengthen brand image on e-commerce
channel. This month, Doubendou launched an independent online store within Trmall supermar-

ket to distinguish its products from others. Thanks 1o the premium brand image, this online store
delivered superior exposure and conversion rate.,
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Hi-tiger
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O Hi-figer Strengthened lis Professional Energy Drink Image through Comprehensive Marketing

Strategy
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Hi-tiger sponsored "A Couple's Journey”, a TV series recorded a Chinese couple’s exciting
adventures to extreme destinations on kEarth. Beloved by audiences, the 1V series have recorded
over 2 billion hits since launch. Through partnering with the TV series and providing professional
energy supplements to these explorers, Hi-tiger delivered a positive and inclusive adventurism
sprit, and further enhanced its brand image.
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Hi-tiger also strengthened consumer engagement by actively sponsoring nafionwide and
regional sports events. Hi-tiger continued to sponsor national 3x3 Golden Basketball League and
promote events in 29 cities across the country, through which it attracted great attention from
younger generations. This month, Hi-tiger expanded sponsorship and cooperated with cycling
event "Tour around Panyang Lake”, which will cover 11 cities in southern regions through
three-month races. By leveraging on comprehensive sponsoring strategy, Hi-tiger will further
enhance its differentiated brand position.
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New Products
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O Haochidian Diversified Product Matrix and Meibeichen Launched Mid-shelf Life Bread fo

Capture Market Opportunities
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In October, Haochidian launched wafer biscuits "Veekin”, which covers three trendy flavors
including chocolate, hazelnut and salty cheese. With delicate packaging, tfasty texture and zero
trans-fat ingredients, the new products provide healthier snacking choices for consumers. In

addition, Haochidian upgraded Landy Castle cookies with premium and smaller size packaging
to cater to younger generations” demand for high quality products.
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Mid-shelf life bread market expanded rapidly with strong growth momentum since 2020.
Meibeichen strategically entered this market to capture market opportunity by launching 14 bulk
products and 12 single-unit products. The new products cover several product categories such
as toast, bun and cake, and will diversify Meibeichen’s portfolio with extensive SKUs and afford-
able and tasty offerings.
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The mid-shelf life bread has longer expiration date than short-shelf life bread and thus
enables more flexible delivery, while it also maintains the fresh taste like short-shelf life bread.
Therefore, the new product will further expand Meibeichen’s consumer group and channel
coverage, especially the grocery stores. Meibeicnen will continue 1o leverage on mulii-category

operation and nationwide layout to drive growth and enhance profitability, with an aim tfo
puilding a prominent bakery brand nationwide.
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