An In-depth Exploration of China's E-commerce Sales
Campaign and Brand Power

——Q2 2025 China Online Consumer Brand Index (CBI) interpretation
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Volume & Quality Growth- Online Festival: A Catalyst for Premium Brand Growth

The National School of Development at Peking University recently released the China Consumer
Brand Index (Q2 2025). Data shows that, driven by e-commerce mega shopping
campaigns/sales campaigns (e.g., "6.18 mid-year shopping festival™) and summer
consumption peaks, the CBI continued its steady rise
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Historical data shows China's Online Consumer Brand Index (CBIl) consistently peaks during Q2 and Q4 annually,
coinciding with major shopping festivals like 6.18 mid-year shopping festival and Double 11. Consumers not only
spend more but prefer premium brands over generic products. Success in China now hinges on leveraging

these e-commerce mega shopping campaigns/sales campaigns.
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Volume & Quality Growth- Online Festival: A Catalyst for Premium Brand Growth

E-Commerce Campaign: A Catalyst for Premium Brand Growth
CBI data from the past 10 quarters shows that China's retail sector achieves quality upgrades during

major e-commerce shopping campaigns/sales campaigns (see chart below). Consumers now have
stable expectations for these shopping festivals, allowing brands to boost sales through discounts

while maintaining perceived product quality and brand image.

Quarterly hreakdown of total social retail sales, online sales and brand index changes for H1 2023-2025
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2025 E-Commerce Shopping Campaigns Rule Changes Unleash Consumption Momentum,
Driving Significant GMV Growth with Summer Categories Particularly Prominent in Q2
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The FMCG sector saw further enhanced online-led growth, with strong e-category expansion
driving overall market performance
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Category Specialization Drives Core Consumer Value — Innovative Concepts Precisely
Address Pain Points, Elevating the Entire Segment

Beauty& Skin care Top 3 Categories by YoY Online Sales Growth in Q2
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Emerging FMCG Brands Focus on Efficacy & Self-Care Across Four Major Categories,
Forging Distinct Competitive Paths

@ Off & Relax 2025 Top Emerging FMCG
Brands Ranking

Local Brands Gain Strong

Momentum & LYCOCELLE

* Domestic brands dominate the Top 50 rankings, claiming 48 spots

* Homegrown disruptors deepen consumer mindshare through education
FAN BEAUTY

* Chinese manufacturers accelerate branding efforts to meet rising demand SECRET
for labeled consumption
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» Beauty & Skincare: High brand saturation, with branding now the norm
* Home & Personal Care: Premiumization elevates quality perception
* Mother & Baby: Niche positioning fuels competition in high-potential
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* Optimized customer experience & product functionality sustain stable growth
* Personalized services boost retention & conversion among core
demegrapuits " Beauty & Skincare ' Baby  Homecare 1 Personalcare
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Elevated experiences and immersive scenarios are key to engaging high-value consumers,
making them critical to brand success

FAN BEAUTY
@ Off & Relax Al

Personal Care — Thermal
Spa-Grade Hair Care Set

Audience Profile: Women prioritizing haircare &
premium repair concepts.

ROI: 65% YoY sales growth in Q2, 300K+ units
sold, cumulative 2025 revenue exceeding ¥60M. it price

. revenue in N

Mother & Baby — Hypoallergenic
Skincare for Infants

Home Care — Perfume-Inspired
Laundry Detergent

Audience Profile: Millennial moms (born Audience Profile: Consumers seeking luxury
1990-1995) focused on scientific parenting. scent experiences and "self-care" home rituals.

ROI: 65% YoY Q2 growth, 10+ SKUs ROI: 145% YoY Q2 growth, with unit price &
surpassing ¥1M sales during 6.18 mid-year volume 10x category average.
shopping festival shopping festival.
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Strategic Audience Layering & High-ROI Brand Funnel

\ Core Circle

* Deeply understand latent needs, pain points, and unique subculture
codes.

« Communicate through value anchors aligned with this group (e.g., tech,
wellness, emotional resonance, social currency, expertise, efficiency).

Deep Definition
* Build trust via vertical KOLs, long-form content, UGC case studies, 000
and community engagement. ﬁ
* Funnel optimization:
Awareness (seeding) — Conversion (campaigns) — Private traffic
retention — Service/content binding — Repeat purchases — Viral
advocacy

Trust Building
Peripheral Circlqglij

Marketing Reach

* Precision targeting using platform tools, with real-time ROI tracking
across touchpoints.

« Omni-scenario penetration: Address contextual pain points and
psychological triggers through multi-angle content.

m NielseniQ Source: NIQ research
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