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As Chind’s first room-temperature plant-based yogurt, Flogurt's sales accelerated rapidly
since its launch online. Plant-based yogurt has great growth potential as a pioneer to lead
healthy diet and fashion frend.
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Currently, Flogurt is focused on consumer education and has implemented a comprehen-
sive consumer-oriented branding strategy. For example, it carried out consumer education on
Xiachongshu and Tmall; launched advertisements on popular TV shows and performance shows
fo enhance branding. Flogurt is ready for nationwide expansion through a wide-range of
consumer coverage and marketing exposure,
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Flogurt has launched product release events and focused on penefration in modern
channels, Product distribution and in-store presentation are carried out as scheduled.
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d E-commerce Sales and Enlarged Fan Community
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Thanks to multi-layered marketing, Doubendou enjoyed exponential online sales.
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In the first quarter, Doubendou continued the monthly cooperation with leading KOLs,
through which it enlarged sales and promoted cooperation with mid-tier KOLs.,
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In term of branding, Doubendou strengthened its premium brand image and expanded fan
community by leveraging on strong resources of brand ambassador Mr. Yuan Wang.

Doubendou cooperated with KOLs on Xiaohongshu, and achieved over 48.89 million expo-
sures, 1.61 million consumer interactions and a 3.29% hit ratio for the first quarter.
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Doubendou also enlarged fan community by using innovafive approaches. In March,
Doubendou cooperated with a well-known cosmetics brand on Tmall, and captured tfargeted
consumers from cosmetic brands and enhanced brand power effectively.
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New Products
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Background
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With the rising awareness of healthy
ifestyle and increasing demand for

functional water, soda water market
Nas expanaea rapialy,
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Excessive sugar intake has been
an increasing concern for consums-
ers. As a result, sugar-free product

market has entered info a significant
growth stage.
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Competi We launched alkaline soda water We launched sugar-free herbal
tiveness and offered three popular flavors 1o tea which is calorie-free and fat-free
capture the market opportunity. 1o cater for demand for new type of
Currently, the product is sold in  herbal tea.
modern channels and fradifional

channels.




