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New Year Events
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Engagement to Build the Nation’ s Greatest Soymilk Image

cBHAE], EAEHEERE[ELSEDN “ARMNMERE" SIELKED,. BRE
OB XY XN EEZE, RITPENXRANER R EXNE R B RE, BHRITHES
XA elF s, A RERER. SNETFERERTZERNBHE, BRI 5| MITIL#IT
TZoMERREANER, SEREENERRARS, HHEARIREEEFENELR
BE AR 2RI, EChERE), WRRERERXRFT4.6/5, MMSEREART2.1912, BB E5A
F606R, 2ILEXFI93,

During New Year period, Doubendou co-operated with the Nation’s Greatest Treasures and
launched themed stickers. The Nation's Greatest Treasures uncovered stories on historical relics
and discussed the formation of Chinese civilization and its cultural contribution to the world, Due
to its effort on promaoting innovation out of traditional culture, it is widely beloved by Chinese
audiences. Soymilk has over two thousand-years drinking history in China, and Doubendou’s
Image as a market leager who continues 10 drive technology innovation and quality upgrading
naturally fit with the show's sprit, and therefore the sticker became popular among household

consumers and younger generafrions. During the event, the sticker received /46 thousand
usages, 219 million video hits, 6.06 million likes and 230 thousand comments.
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Also, Doubendou launched gift boxes with the Nation's Greatest Treasures to promote
consumer engagement and build a brand image as the nation’s greatest soymilk.
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O Dalivuan Co-operated with Dunhuang Museum on Branding and Gift Box Marketing,
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During Spring Festival period, Daliyuan designed and delivered 50 thousand Wechat Red
Packets with Dunhuang Museum, which has become an important way to express new year best
wishes among Chinese consumers. Daliyuan leveraged consumers’ social demands during the

festival and the "Homegrown Wave”, and combined Dunhuang murals into design 1o deepen
Daliyuan’s image as the nafion’s peloved bakery brand.
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Spring Festival period is also the peak of wholesale purchases. Daliyuan captured the market

opportunity and launched 12 festival gift boxes for popular products and innovative products 1o
lead the market frend and enhance Daliyuan’s image as the top choice of Spring Festival gifts.
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O Hi-tiger Confinued to Enhance Professional Energy Drink Image
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Hi-tiger continued to carry on branding and consumer engagement. In January, "A Couple’s
Journey” which is sponsored by Hi-tiger finished its sixth season with great popularity, recording
450 million short video hits and 50 million accumulated watches. In addifion, Hi-tiger advertised
on authorized sports channel CCTV S during the Chinese team matches on Asian Districts World
Cup Qualifier and further expanded brand exposure,
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On the other hand, Hi-tiger's sponsoring game National 3X3 Golden Basketball League pre-
sented its final in Qingdao in January. The event covered major commercial complexes in 27
cities nationwide and attracted over 5000 teams, 20000 participants and one million audi-
ences. Through continued branding and consumer engagements, Hi-tiger further strengthened
its professional energy drink image.
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E-commerce
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O E-commerce Confinued Rapid Expansion during New Year s Shopping Fesfival
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During New Year's shopping festival, E-commerce channel continued to carry on multi-di-
mensional live-broadcasting approach, established branding matrix through Key-opinion
Consumers (KOCs) and strategically co-operated with Key-opinion Leaders (KOLs) such as Jiagi
Li and celebrities such as Di Yang to expand brand reputation and fraffic. Thanks to the continu-
ally optimized operation, E-commerce channel achieved robust growth during New Year's
shopping festival with over 40% and 80% year-on-year sale growth for Tmall flagship store and
JD flagship store respectively.
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