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FTHolA MEEE RTD AY o e 77 234 gt {7t 54.2%= 718 Bol
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F7kshe FA0Ih o) RTD Aw] Algo] Wadh 9t ARAH $F tha gl

Latte 50.0 51.0 52.0 53.0 53.5 54.2
Regular 38.5 37.5 36.0 35.0 34.0 32.5
Mocha 6.7 6.8 6.9 7.0 7.1 7.2
Others 4.8 4.7 5.1 5.0 5.4 6.1
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[Table #3] &= RTD A3 AxQAE dujzk A& F0]

Company
Nestlé 39.6 49.3 54.1 56.4 58.1
Beijing Huiyuan — - - 14.2 12.6
President Enterprises 8.2 7.7 6.6 6.0 5.2
Kirin 5.2 4.2 3.8 3.6 3.2
Want Want Holdings 4.1 3.3 2.9 2.5 2.1
Coca—Cola - - - - 1.9
Ting Hsin - - - - 1.0
Pokka Four Seas Suzhou 1.4 1.1 0.9 0.8 0.7
Wei Chuan 0.5 0.4 0.4 0.4 0.4
Hangzhou Wahaha 1.9 1.4 1.0 0.7 0.3
Starbucks 1.4 1.1 1.0 1.0 -
Jiangsu Mocca 2.0 1.5 1.3 0.3 -
Shanghai Suntory—Maling 22.0 17.5 15.2 - -
Others 13.7 12.4 12.8 14.0 14.6
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aey, S50 RTD AFAIGE, 2004978 47 3+ AAF=7F AE 7 A 23
i vlE o) vlagbe ek AbEe] o] 2l o] A vk A EE A glen, 2015 A A
A% o] 5 ALstat AFHFE 1025 Hole HAsE gle AAolth
201659 el 7|02 vEHZF Al 58.5%5 ARt ole Al Al
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[Table #4] 5= RTD Ay BA=H FvjsF HAFS Fo]

Company 2012 : q 20143 20154
Nescafé Nestlé 49.3 54.1 56.4 58.1
Suntory Rich Latte Beijing Huiyuan - - 14.2 12.6
AHA President Enterprise 7.7 6.6 6.0 5.2
Kirin Fire Kirin 4.2 3.8 3.6 3.2
Mr Bond Coffee Want Want 3.3 2.9 2.5 2.1
Georgia Coca—Cola - - - 1.9
Starbucks Ting Hsin - - - 1.0
Pokka Pokka Four Seas 1.1 0.9 0.8 0.7
Bernachon Wei Chuan 0.4 0.4 0.4 0.4
U-Yo Hangzhou Wahaha 1.4 1.0 0.7 0.3
Starbucks Starbucks 1.1 1.0 1.0 -
Mocca Jiangsu Mocca 1.5 1.3 0.3 -
Suntory Rich Suntory —Maling 17.5 15.2 - -
Others Others 12.4 12.8 14.0 14.6
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1. = RTD Ay IAF&
D A S&E(HE 1271)
20159 5= TGI(Target Group Index) A} A¥bol] w2, ko] H - 12714 o]
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Instant Non—inst. RTD
EASID, ) coffee coffee coffee the above
Total 95,583 3B 9.7 10.1 63.9
Male 48,079 31.5 9.8 9.9 64.0
Gender
Female 47,504 31.6 9.6 10.3 63.8
15-19 6,519 21.6 4.5 4.8 76.6
20—24 12,671 40.9 12.1 13.3 53.5
25—29 12,469 41.9 15.8 16.6 49.8
30—34 10,969 39.1 14.0 15.4 53.9
fige 35—39 11,817 39.0 12.9 14.2 55.3
40—44 10,443 35.8 9.9 10.5 59.6
45—49 9,294 27.5 7.2 6.0 69.7
50+ 21,401 13.4 3.2 2.3 85.2
M1519 3,328 21.4 4.4 4.7 76.9
M2024 6,327 41.3 12.6 13.0 53.3
M2529 6,063 41.1 14.9 15.8 50.6
M3034 5,582 37.2 13.9 14.9 55.4
M3539 6,011 39.7 12.8 14.2 55.4
M4044 5,310 35.3 10.4 11.0 59.7
Gender M4549 4,734 27.2 7.1 B2 70.4
M50+ 10,724 14.1 3.6 2.3 84.6
X F1519 3,191 21.9 4.7 4.9 76.2
. F2024 6,344 | 40.5 11.6 13.6 53.7
F2529 6,406 42.8 16.8 174 48.9
F3034 5,387 41.2 14.1 15.8 52.3
F3539 5,806 38.3 13.1 14.2 55.2
F4044 5,133 36.4 9.3 10.0 59.4
F4549 4,560 27.8 7.3 7.0 69.0
F50+ 10,677 12.7 2.9 2.3 85.9

Source : CNRS(China National Resident Survey) TGI 2015 Data
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°] RTD 719 5882 14.4%= AA Fa dr] oF 40% o1, 21e]ar 14d(Tierl)
EAI7F ¢l Northwest ¥ Northeast A9 tH] oF 2—-3u)] =2 Z1 o2 YERT o]
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L
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[Table #7] A7-SASHY Sl m& A¥ 88 _AFAS  [D91 : %]
Instant Non—inst. RTD Non of
GBI, coffee coffee coffee the above
Total 95,583 B 9.7 10.1 63.9
North 17,985 33.8 8.4 9.6 62.4
Northeast 8,937 31.9 7.3 7.2 64.6
Northwest 7,102 32.3 7.3 5.4 63.7
Area?) East 24,118 38.9 15.1 14.4 54.8
South 14,579 24.2 8.8 9.6 70.7
Southwest 12,985 24.1 6.8 7.3 73.3
Central 9,877 32.8 8.3 10.0 63.1

Source : CNRS(China National Resident Survey) TGI 2015 Data

2) CNRS TGI® 7t Aread T=Al& TGI 2/iAts #Fx [HA]
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S A A o] Ao Hig avle ALFEd w52 AAAAE 23 vk
g g Ak Y, AFAS, WYHNGE 2F AR SOl wet 7 4] A
& Group B E 7Y &5 & Ao]E Btk AY 10% 2RAES 72.6%% A
1d o]l AY & Aol 2lon, 53] RTD A A& & 2L A thv] oF 3
Hj 7} 3ok o W3] S5k Al A RTD #¥]+= High—End A28 Abol] B}l #o] w7} =

[Table #8] ATFE A EAo W& Ay 85 A5+ (99 @ %]

Instant Non—inst. RTD Non of

(BASE, 5 coffee coffee coffee the above
Total 95,583 S1.B 9.7 10.1 63.9
Topl0% 9,658 62.6 29.4 29.8 27.4
SEL Next 20% 19,116 45.4 15.2 17.0 47.0
Level®) | Next 30% 28,675 31.6 8.1 8.7 64.0
Next 40% 38,234 16.2 3.1 2.5 82.1

Source : CNRS(China National Resident Survey) TGI 2015 Data
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[Table #9] RTD A o] &A= HAHE QAL 9 o]§ Hl=d)  [v9] @ %]

Base:RTD Coffee User P12M Brand Brand of coffee  Brand of coffee

(N=9,491) awareness ever drunk most often drank
Nescafe 76.0 59.7 43.1
Starbucks 73.3 44.2 17.9
Maxwell House 46.7 21.4 7.0
Mocca 42.9 15.7 4.4
Uni—president 40.5 17.2 2.7
Blue Mountain 40.3 12.2 3.1
Starbucks Frappuccino 33.4 14.8 2.6
Aha 25.4 9.4 2.3
Moka Doro 22.3 3.6 0.6
Suntory 21.2 7.6 1.8
Colombia 20.3 4.1 0.9
Bernachon 15.5 6.3 1.1
Want Want 14.5 3.8 0.9
Super 13.1 3.0 0.7
McCafé 12.6 4.9 0.8
Lotto 10.8 2.0 0.2
Kirin 10.8 2.3 0.2
Bond Coffee 10.2 2.5 0.3
Pokka 10.0 2.6 0.4
Goldroast 9.4 2.5 0.7
Lisun 8.7 2.1 0.5
T™W 7.7 1.8 0.4
Lavazza 7.3 1.6 0.3
Hougu 5.5 1.1 0.2
Mr.Brown 4.0 1.0 0.1
Xiaoli Coffee 0.4 0.2 0.1
Xing Long 0.1 0.1 0.0
Don't know / Others 1.2 9.0 6.7

Source : CNRS(China National Resident Survey) TGI 2015 Data

4) [Table #4]o AAE BA=E= 2% Typed AT 4 glornz iAol 9 Ia
(BHE A% 7]& ke 44E)
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4) RTD 79 o]&at52] 719 o]& W= £4

[Table #10] Avol g% /A% [a9] : %]

Once 4-6 2=3 2=3 Once
Base:RTD Coffee User P12M or times times times  or less
(N=9,491) more per F p per per
per day week 7 month month
Total 9,491 6.6 9.9 20.8 15.6 24.3 22.8
Gender Male 4,600 5.2 11.0 21.9 16.1 23.2 22.6
Female 4,891 8.1 8.6 19.8 15.2 25.3 23.0
15-19 296 3.2 3.2 11.6 22.3 28.0 31.7
20—24 1,650 4.4 10.2 21.2 13.0 26.2 24.9
25—-29 2,176 6.6 10.3 21.2 15.8 22.9 23.3
30—34 1,689 8.1 11.2 22.5 13.9 22.1 22.2
Age a5 5 1,664 | 8.0 9.8 | 231 | 131 | 238 | 222
40—44 1,068 8.9 9.9 22.0 16.0 22.5 20.7
45—49 519 7.6 9.8 18.4 19.0 25.7 19.4
50+ 429 3.3 7.2 11.4 31.1 30.1 17.0
M1519 152 2.7 3.5 12.8 22.0 25.8 33.2
M2024 785 3.7 13.7 20.6 12.6 23.2 26.2
M2529 1,008 5.7 9.5 21.5 19.0 23.2 21.1
M3034 820 5.6 13.5 23.3 14.4 21.3 22.0
M3539 832 5.4 10.4 25.8 13.4 24.2 20.8
M4044 558 7.2 10.2 23.3 16.0 214 22.1
Gender M4549 230 7.6 10.7 22.7 19.4 22.9 16.7
M50+ 215 2.9 7.9 13.4 25.9 29.8 20.1
X F1519 144 3.6 3.0 10.4 22.6 30.2 30.2
Age F2024 865 5.2 6.7 21.9 13.4 29.3 23.6
F2529 1,168 7.3 11.0 20.9 12.7 22.6 25.4
F3034 869 10.8 8.8 21.6 13.4 23.0 22.4
F3539 832 10.9 9.1 20.1 12.8 23.3 23.8
F4044 510 11.0 9.6 20.5 16.1 23.8 19.1
F4549 289 7.6 9.0 14.8 18.7 28.1 21.7
F50+ 214 3.7 6.5 9.3 36.4 30.4 13.8

-,

%3 RTD A9 o] 8459 Aul o] 4(52.9%)& A5l 18] o4} A¥ S &gah=
Ao ekt s e @3 AZve T2 3 A AY AEL ofH71A
A AMAFOR A2 FUAThL Wl olge Aow wuHd,
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%
B A43E BoFa Yt S8 o1425294 Targetol A 718 =4 debgton ¢
3l A9 Heavy Userv= HA 30t7F B 54 S BolFrh dFL
ANE &gats G 38.1%= JA(36.4%)H Tt B &

[o
£
rO

41.8%, 3539417} 40.9% = 7}4 =9k}

ole} &2 Ayt duldow FAd el AF T AY AFel dg o] FaL, =
sl o} 2744 High—End TargetE9l 7M7h2 =2 A A& 3274 A Ad ol wp&
25T Aol A3k Aolgk #ukst 4= )
2. 8 A& = RTD AY AFES

2—1. ¥7 (Beijing) RTD A¥ Al &4

1 AY 8F (H 1271Y) _5 7 (Beijing)

[Chart #7] AY F3E 85 (H 1271€ o) _E7 (Beijing)

Ever drunk coffeein P12M _ Beijing

=l
12 I=:-=‘-
Imstant Mon-ins@nt HTD Hon of the
tofiee coffes coffee dbave

Source : CNRS(China National Resident Survey) TGI 2015 Data
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AN H 1270 ol 13] o] AT E vyl AH[R= 9F 49.0%2 Y EFSE
Instant Coffee?] &8E0] 44.0% = 7F4 2oron, 1 HE RTD Coffee(13.7%) <}
Non—instant Coffee(12.5%)7} ©]1t}.

T A 2nAF dib], BE A FE) 58E°] o 30% Ax w2 AoR UE

2) I sASA S e Ay 58F 4 574 (Beijing)

[Table #11] QIFEASAE EAl & Ay &5 _A/AH (99 : %]

Instant Non—inst. RTD Non of
(BASE, %) coffee coffee coffee the above
Total 5,069 44.0 12.5 13.7 51.0
Male 2,576 41.2 11.6 12.6 53.7
Gender
Female 2,493 47.0 13.4 14.8 48.2
15-19 256 45.6 3.5 5.9 53.7
20—24 677 58.4 16.3 21.3 34.9
25—29 772 50.4 18.0 17.6 41.7
Age 30—34 623 54.7 21.4 21.4 36.8
35—39 549 59.1 17.6 194 35.1
40—44 522 55.1 17.8 21.1 36.9
45-49 505 42.1 8.3 5.9 54.7
50+ 1,165 12.2 1.0 1.1 87.4
M1519 132 40.2 1.5 6.1 59.9
M2024 336 54.8 14.0 17.3 40.2
M2529 402 48.5 17.4 17.4 42.8
M3034 312 50.6 21.8 19.9 38.5
M3539 288 54.2 13.2 15.3 42.0
M4044 264 50.4 17.4 21.2 39.4
Gender M4549 264 37.1 7.2 5.3 60.2
M50+ 578 12.1 1.6 1.6 87.4
X F1519 124 51.6 5.7 5.7 46.8
Age F2024 341 | 62.2 18.8 25.5 29.3
F2529 370 52.4 18.7 17.8 40.5
F3034 311 59.2 20.9 23.2 35.1
F3539 261 64.8 22.6 24.1 27.2
F4044 258 60.5 18.2 20.9 34.1
F4549 241 47.7 9.5 6.6 48.6
F50+ 587 12.3 0.3 0.7 87.3
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3) RTD A o]&A=9 HAE oAx % o] H:H= _E7(Beijing)

579 RTD A¥ o] A5 A A¥ HAE QA L= Starbucks”t 1915 A4 .

76
w3k A4 23 A ] StarbucksE o] &3] E A¥E B o Jeho F

o] 452 21.8%% Nescafe(43.2%)<] Ank
AA S= A di¥], F4 4 Colombia®] <l

Ebt WA Uni—president®] #| 3%+ v] % wHA veRyECh
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[Table #12] RTD #A¥ o] &}59 HAE A%

[ %]

Base:RTD Coffee User P12M Brand Brand of coffee  Brand of coffee
(N=690) awareness ever drunk most often drank
Starbucks 78.7 52.9 21.8
Nescafe 76.5 62.5 43.2

Maxwell House 48.9 24.2 5.3
Mocca 47.8 18.4 4.7
Blue Mountain 42.7 15.6 3.7
Starbucks Frappuccino 42.5 17.8 5.1
Uni—president 36.3 15.3 3.8
Colombia 28.8 5.0 1.5
Aha 26.0 7.1 0.5
Suntory 23.6 6.6 2.0
McCafe 15.9 5.9 0.8
Moka Doro 14.0 2.5 0.0
Want Want 13.6 2.8 0.6
Lotto 12.4 1.7 0.2
Kirin 12.3 1.9 0.0
Bond Coffee 11.0 2.7 0.0
Bernachon 10.8 4.3 0.1
Goldroast 9.0 3.5 1.1
Lavazza 8.2 1.5 0.3
Lisun 8.2 2.0 0.3
Super 7.6 3.2 0.3
Pokka 7.4 2.2 0.3

T™W 6.4 1.0 0.3
Hougu 6.3 0.4 0.0
Mr.Brown 0.0 0.0 0.0
Xiaoli Coffee 0.0 0.0 0.0
Xing Long 0.0 0.0 0.0
Don't know / Others 0.9 6.1 4.2

Source : CNRS(China National Resident Survey) TGI 2015 Data

4) RTD AH o]&AE59 AH o]& Wl

57 RTD Ay o] &5 F 57.9%

- o
T

=
=T

5) [Table #7]°] AAE BA=E AF Types EAT
(BHE A% 7]& ke 44E)
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Aow et Ao A5 4-63) o4 A9S o] fa FAo WFol ¢
o

S EAS Holn, F AA] A tH] 20 Heavy UserEo| vl % @ A

Once 4-6 2—3 Onc — Once
Base:RTD Coffee User P12M or times times re times  or less
(N=690) more per per - per per

per day  week week ‘ month month

Total 690 9.1 12.9 22.0 14.0 19.0 23.1

Male 321 9.9 14.1 19.9 16.2 17.3 22.7

Gender

Female 369 8.5 11.7 23.9 12.0 20.6 23.4

15-19 15 20.1 6.5 13.0 20.1 20.1 20.1

20—24 145 11.1 17.6 18.5 11.0 23.5 18.3

25—29 136 5.8 11.9 22.8 14.6 23.7 21.2

A 30—34 134 11.3 15.0 20.1 16.5 13.4 23.7

ge

35—39 107 8.4 5.6 27.1 9.4 21.5 28.0

40—44 110 6.3 11.3 25.1 12.7 16.2 28.4

45—49 30 13.4 16.4 26.8 16.7 0.0 26.7

50+ 13 0.0 7.7 15.5 53.6 7.8 15.5

Source : CNRS(China National Resident Survey) TGI 2015 Data

2—2. A3l (Shanghai) RTD #AY A& A

1) AY &85 (H 1271Y) _A3l(Shanghai)

el A H 1270 ol 13] o] AT E vkl v Ab= OF 54.4% 2 YEFRTE A
%= A Instant Coffee?] &8E°] 48.5%= 7I =%om, 71 FHE Non—instant
Coffee(21.6%)%}F RTD Coffee(18.6%)7F oAt} HA T=rA1% div] oF 18.3% 7} =2
A FEES B3, BE A FPdA HuA & SE&EES B0 539
Non—instant Coffee &8 3 o] MA A7 div] 28] ©]/(21.6%) 2= e} RTD

Coffee(18.6%)5 <t A5 WAL o= Zall A9 798 83 Faol Wt
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oA T AA A D 57 O] ‘Coffee Bar'e] &HH]&o] =4 YERY,
E4 A Non—instant CoffeeE A e 7]3]7} A4 oz we 3174 o)

e Aol wdd At S4E 4 Uk,

[Chart #8] 79 &3 8% (AT 12701€ o) _*al(Shanghai)

Ever drunk coffee in P12M_Shanghai

ﬁ 1-:i ] I
Instant MNon-instant Mon of the
coffae cofies coffee abowe

Source : CNRS(China National Resident Survey) TGI 2015 Data
2) ATEAGS 5S40 Be An &85 #4 _4) (Shanghai)

el E BE A FHA oo 8F°] ¥ Ao w yEt 53] RTD C
1d ol 283 ofAdo] 20.2%= S A A tin] oF 26 =5

2E S AA AE 2 549 49 RTD AH F4

Targeto] 2544474 2 wkets]= Ao H]8)], Aafoll & 45494 SEEE 17.0%% ]

WA We odw Targetd &M Q= AS o4 4 gtk
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[Table #14] ATEAEH EA W AY S85F _A/A"E [d9) %]

Instant Non—inst. RTD Non of
EASID,EL) coffee coffee coffee the above
Total 5,161 48.5 21.6 18.6 45.6
Male 2,609 47.3 21.4 17.1 46.6
Gender
Female 2,552 49.9 21.7 20.2 44.5
15—-19 233 28.3 154 11.6 70.8
20—24 572 47.2 20.8 20.8 45.5
25—29 725 55.9 30.3 28.7 31.4
Age 30—34 587 52.6 25.9 27.4 37.0
35—39 526 59.5 27.8 22.8 32.4
40—44 486 62.6 25.1 23.9 29.3
45—49 497 52.6 22.9 17.0 44.1
50+ 1,635 38.3 13.5 8.1 61.3
M1519 120 25.8 10.8 7.5 74.2
M2024 288 44.1 22.6 20.5 46.5
M2529 358 55.6 25.1 24.3 33.5
M3034 300 48.3 23.7 26.7 38.7
M3539 270 58.5 28.5 23.0 35.6
M4044 252 57.9 26.2 24.2 32.1
Gender M4549 250 50.0 22.4 15.2 47.6
X M50+ 771 40.0 15.9 6.6 59.2
F1519 113 31.0 20.4 15.9 67.3
Age F2024 284 | 50.4 19.0 21.1 44.4
F2529 367 56.1 35.7 338.2 29.2
F3034 287 57.1 28.2 28.2 35.2
F3539 256 60.6 27.0 22.7 28.9
F4044 234 68.0 23.9 23.5 26.1
F4549 247 55.5 23.5 19.0 40.1
F50+ 764 36.5 11.0 9.7 63.5

Source : CNRS(China National Resident Survey) TGI 2015 Data

3) RTD Ay o]&A=59 B oA%x W o] HA:M= A+ (Shanghai)

37 o] Bk s BAEEe] QA5 3 JATE Fee) 2AARNA SHAES

O3 6.42711¢] BAEE A2 5ta 9= Aoz e or, ol =3 AA(5.847)]) 2

57(5.9671) R oF 0.57] ¥ @2 BA=E Hota dxsta Ak
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[Table #15] RTD A3 o] &AE9] HAE QA% B o] HAHT6) [+ @ %]

Base:RTD Coffee User P12M Brand Brand of coffee  Brand of coffee
(N=963) awareness ever drunk most often drank
Nescafe 81.5 61.8 47.0
Starbucks 79.9 46.2 18.5

Maxwell House 62.5 16.4 4.6
Suntory 45.4 21.2 3.2
Mocca 42.6 16.5 3.3

Uni—president 39.8 16.7 2.1
Starbucks Frappuccino 36.3 22.3 4.4
Blue Mountain 34.2 10.2 1.9
Moka Doro 33.0 3.1 0.2
Aha 30.4 11.7 2.3
Bernachon 29.6 16.7 4.0
Super 21.4 2.8 1.5
McCafé 18.9 8.4 1.1
Colombia 18.6 3.6 0.5
Kirin 16.5 4.0 0.3
Lotto 11.8 1.3 0.4
Bond Coffee 7.1 1.8 0.3
Want Want 6.8 1.8 0.3
Pokka 6.0 1.5 0.4
Lisun 5.1 0.8 0.0
Lavazza 4.2 1.9 0.6
Goldroast 3.6 1.5 0.1
T™W 3.3 0.6 0.0
Hougu 3.1 1.2 0.0
Xiaoli Coffee 0.1 0.1 0.0
Mr.Brown 0.0 0.0 0.0
Xing Long 0.0 0.0 0.0
Don't know / Others 0.4 5.7 2.9

Source : CNRS(China National Resident Survey) TGI 2015 Data

daflell M= Nescafew 7Hd de] &4 Ay Bll=olz, 714 @Wol o] &5 e
BA=A} 80%7F B AFEE©] NescafeE &l glo, Akl 71742 47%2] A
HE0] NescafeE: F= o] &3hthal F et Starbucks®] 4-¢ Bt A tin] ¥ a3

6) [Table #7]o] AAE BH== AE] Typed SAE - floemz
(B= A% 7] Wk 44)

:ol:A
1%
o
1o
Ho
lo
i)
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4319 RTD A9 o] §45S thpeh A3 733} vA=S Foha YiAw, 7

~33] o] #3]Z v}

>
o

B4 = w2 @A Heavy User7F @2 oW, B X9 tiH] =2 35~444

Ad oA dFdol] 2—-33] o] AYZE miAltta 3k H]Eo] 50% o] xHA|

Once 2=3 One 2=3 Once
Base:RTD Coffee User P12M or times times c€ times  or less
(N=963) more per p per per
week ‘ month month
Total 963 8.2 7.7 18.7 26.6 25.4 13.4
Male 447 5.7 9.2 22.0 25.7 25.2 12.4
Gender
Female 516 10.4 6.3 15.8 27.4 25.6 14.4
15-19 27 0.0 0.0 0.0 63.1 29.6 7.4
20—24 119 2.5 4.2 16.8 28.6 26.8 21.1
25—-29 209 8.0 8.7 24.0 23.0 23.6 12.7
A 30—34 161 11.7 8.8 23.0 11.8 24.8 19.9
ge
35—39 120 10.7 14.1 27.0 12.5 24.2 11.6
40—-44 116 16.3 10.4 27.6 17.2 14.6 13.8
45—49 85 11.7 8.4 10.6 40.2 20.1 9.1
50+ 126 0.0 1.6 0.8 52.9 41.5 3.2

Source : CNRS(China National Resident Survey) TGI 2015 Data
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V. &= RTD AN An|R 549 o5 (1)

1. A9 #3

D AS 524 e AFEALE 54

3
B>

[Table #17]1 A &

QR

VS|
ax

ECES EEIOEES

[ %]

Instant Non—inst.
coffee coffee
Male 51.7 51.7 52.2 50.8
Gender

Female 48.3 48.3 47.9 49.2

15-19 8.1 5.6 3.8 3.9

20—24 16.2 21.1 20.2 21.4

25—29 12.9 17.1 21.0 21.2

30—34 10.9 13.5 15.7 16.6

Age

35—39 11.3 14.0 15.0 15.9

40—44 10.4 11.8 10.6 10.9

45—49 9.1 7.9 6.7 5.5

50+ 21.0 9.0 7.0 4.8

M1519 4.2 2.8 1.9 1.9

M2024 8.3 10.9 10.8 10.7

M2529 6.6 8.7 10.2 10.4

M3034 5.7 6.7 8.2 8.4

M3539 6.0 7.5 7.8 8.4

M4044 5.5 6.2 5.9 6.0

M4549 4.8 4.2 3.5 2.5

Gender
X M50+ 10.6 4.7 3.9 2.4
F1519 3.9 2.7 1.9 1.9
Age

F2024 7.9 10.2 9.4 10.7

F2529 6.2 8.5 10.8 10.8

F3034 5.2 6.8 7.6 8.2

F3539 5.3 6.5 7.2 7.5

F4044 4.9 5.7 4.7 4.9

F4549 4.3 3.8 3.2 3.0

F50+ 10.4 4.2 3.1 2.4

Source : CNRS(China National Resident Survey) TGI 2015 Data
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ZT= AA A&v|AF Oiv], RTD A3 AH|RE2 A3} 20~39419] HlFo] =2 A
o % Uehgth A/ Axs Awrw Ad =2 AuR b $1120~444),
ARF20~39AM1 2] H]Fo] FHdoez A YeERw e RTD #A3 2] Targeto] 43

B[R A 25 B FEA ZxE] e 545 Bola

2) As FA 2vlge] JPE

S AlolA AT E AHlEe AFEES A A AH[ A o]
ZHjxpel Ao 7 YElytth RTD 73 ¢] AH] A5 Non—instant coffee AP AE
FARE ST Holn, YHF 15,000918F o)/de] TS A) vFo] HA T
) zpe] oF o), 22]31 SEL Level 49] 10%<] H]Z-& oF 3o o] 23 Aoz v}e}
t}. St = g2 A T Ao A RTD & Non—instant coffee= 3% o] 2}7]| Bt}
i+ High—End &H[AIA Bol=7F 52 AEQ Aoz vhotet)

r
b

Jn
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;
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[Table #18] A% F3H An|xte] &4F _ Income & SEL level  [99] @ %]

Instant Non—inst. RTD
coffee coffee coffee
RMB —5,000 10.9 7.0 4.5 4.5
Average RMB 5,000~7,000 15.9 10.7 6.1 6.5
Monthly RMB 7,000~10,000 27.6 25.1 19.0 20.6
HH RMB 10,000~15,000 25.8 28.9 31.1 30.2
Income RMB 15,000~20,000 9.9 14.4 17.8 17.6
RMB 20,000+ 8.3 12.9 20.9 19.9
Topl0% 10.0 19.9 30.3 29.7
SEL Next 20% 20.5 29.4 31.9 34.3
Level Next 30% 30.5 30.6 25.5 26.3
Next 40% 39.0 20.1 12.3 9.7

Source : CNRS(China National Resident Survey) TGI 2015 Data

_29_



A5 9 QBT HUAOD £ T30 AT 2HAES IR AL e
F2 Foish 202 etk 53] NabA3 hYriE o §Fo] For], AEUL
D

A AH|ARe] Bl&E A T B[k oF 2u)d]

[Table #19] #

>

tE EESEEPNIEERIEEE I EE I S

Instant  Non—inst. RTD

EEED 6 Al total coffee coffee coffee
Hypermarket 92.8 96.3 95.2 96.0
Convenience Store 59.1 62.3 64.5 64.7
Purchase Department Store 32.8 34.6 42.0 41.8
O(;h?g:i / Wholesale market/Farm product market 76.5 76.7 74.7 75.9
groceries Personal care shops 5.4 5.4 7.5 7.8
Internet 17.4 25.9 33.7 35.5
Others 13.1 8.1 6.0 5.7

Source : CNRS(China National Resident Survey) TGI 2015 Data

2. F8 A Ay 7FE 2HA A v

2—1. 54 (Beijing) ¥ @2 LM 54 £4
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el mFo] wa, He anAel Ao LhE,
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[Table #20] ¥ (Beijing) A3 33 2n)|zle] ATEA A B4 A/A8 [99:9]

Base : 27 (Beijing) Instant Non—inst. RTD
coffee coffee coffee

Male 51.6 48.3 47.9 47.5

Gender

Female 48.4 51.7 52.1 52.5

15—-19 6.2 6.5 1.7 2.7

20—24 16.1 21.4 21.1 25.1

25—29 15.0 17.2 21.7 19.3

30—34 11.4 14.1 19.5 17.8

Age

35—39 10.2 13.7 14.4 14.5

40—44 9.5 11.9 13.6 14.7

45—49 9.4 9.0 6.3 4.1

50+ 22.2 6.2 1.7 1.8

M1519 3.3 3.0 0.4 1.5

M2024 8.3 10.3 9.3 10.5

M2529 7.7 8.5 10.7 9.8

M3034 5.9 6.8 10.4 8.6

M3539 5.4 6.7 5.7 6.1

M4044 5.1 5.8 7.1 7.9

M4549 5.0 4.2 2.9 1.9

Gender
X M50+ 11.0 3.0 1.4 1.3
F1519 3.0 3.5 1.3 1.2
Age

F2024 7.8 11.0 11.8 14.6

F2529 7.3 8.7 11.0 9.6

F3034 5.4 7.3 9.1 9.2

F3539 4.8 7.1 8.7 8.5

F4044 4.4 6.1 6.5 6.8

F4549 4.4 4.8 3.4 2.2

F50+ 11.2 3.2 0.3 0.6

Source : CNRS(China National Resident Survey) TGI 2015 Data
2) B (Beijing) AY &3 An|Ae A5-F

57 A=Y e T A8 HiS A3lske otk €34 15,0009
Qb oo A4S AH|AF HlFo] T A AB|AEY] 2v]E deth o] H g HA A=
A9 2o ALdrE 54 AnAke] "z @4 dolA e Ao ® YERT
RTD #A¥]2] A2H|AHE-2 Non—instant coffee 2B RS} FAFSE AS4FS Hol=

d), 53] YH 3 20,0009 o] 4] wAaEAIe} 8, AFA G, nIYHNLE A o
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- 5ol Wkt % SEL Level®] Topl0% aM[#bE2] HlFo] FEAA £

[Table #21] ¥7 (Beijing) A¥] 3 Av|#ke] A& _ Income & SEL level [©$]:%]

Base @ 7 (Beijing) Icnc;sftfaenet Nir;f_fien:t'
RMB —5,000 3.5 3.7 1.1 1.9
Average | RMB 5,000~7,000 5.9 3.8 2.7 3.7
Monthly RMB 7,000~10,000 22.0 15.6 12.6 11.6
HH RMB 10,000~15,000 29.1 30.6 27.5 27.6
Income RMB 15,000~20,000 20.1 21.9 21.8 21.3
RMB 20,000+ 18.8 23.9 34.3 33.5
Topl0% 10.5 16.9 34.6 33.1
SEL Next 20% 33.1 39.9 42.0 40.7
Level Next 30% 36.7 34.1 20.2 22.3
Next 40% 19.6 9.1 3.3 3.9

Source : CNRS(China National Resident Survey) TGI 2015 Data

3) 57 (Beijing) 73 &8 2n[A}e] ZAH] FE)

Aol w2 H74 9 avAta vas) e Ay aujabse WEbH Y JHYE S

1 Fo| A% RTD A AH|AELS W38l - 1} Personal Care Shope] o] &8o] 7
28| Z} G4t oin] oF 2w, 1E]a QJIEYIS E3 Fulgo] 7MY =2 534S Holal 9l
=
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[Table #22] &7 (Beijing) A¥ 3 4B|x}e] v _ A& Fulaid [49:%]

Instant Non—inst. RTD

Base : &7 (Beijing)

coffee coffee coffee
Hypermarket 95.9 98.1 97.2 97.0
Convenience Store 55.1 52.8 61.8 64.7
Purchase Department Store 19.9 25.1 42.3 40.2
channel
Wholesale market/Farm product market 65.9 69.7 59.9 65.3
of foods/
. Personal care shops 3.9 5.2 8.3 7.4
groceries
Internet 25.6 34.6 46.1 47.5
Others 3.8 1.6 2.2 1.3

Source : CNRS(China National Resident Survey) TGI 2015 Data

2—2. A3 (Shanghai) RTD A AH|R EA &4

Ao A AulAEL BATE B TE ATEASE 54wl 44
AU AHEE RTD ANE Aslshat: o85e el vFo] 2 vebdet. &
M OES AV RY, BE AS FY04 25044 AYF mFo] JrpHow
454 o144 AP F7HA
Al el RTD A e 1e} o s, Zela Exe Al 2]
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[Table #23] %3l (Shanghai) A3

@ anlAe] AFEASA 54 4/

[91:%]

Instant Non—inst. RTD
: A) &l ¢ g ]
'8l (Shanghai) coffee coffee coffee
Male 51.8 50.5 51.5 47.7
Gender
Female 48.2 495 48.5 52.3
15—-19 5.3 3.1 3.8 3.3
20—24 13.2 12.8 12.7 14.7
25—29 13.6 15.7 19.2 21.0
30—34 11.0 11.9 13.2 16.2
Age
35—39 9.7 11.9 12.5 11.9
40—44 9.3 12.0 10.8 11.9
45—49 9.2 9.9 9.7 8.4
50+ 28.7 22.7 18.0 12.6
M1519 2.8 1.5 1.4 1.1
M2024 6.7 6.1 7.0 7.4
M2529 6.9 8.0 8.1 9.1
M3034 5.7 5.7 6.3 8.2
M3539 5.2 6.2 6.8 6.4
M4044 4.9 5.9 6.0 6.4
M4549 4.9 5.0 5.1 4.0
Gender
X M50+ 14.7 12.1 10.9 5.2
F1519 2.6 1.6 2.4 2.2
Age
F2024 6.5 6.7 5.7 7.3
F2529 6.7 7.7 11.1 12.0
F3034 5.3 6.2 6.9 8.0
F3539 4.6 5.7 5.7 5.6
F4044 4.3 6.1 4.8 5.5
F4549 4.3 4.9 4.7 4.4
F50+ 14.0 10.6 7.2 7.3

Source : CNRS(China National Resident Survey) TGI 2015 Data

2) 33l (Shanghai) A¥ F3H 2njzte] AgeF
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[Table #24] *all(Shanghai) A3 £33 AH|#ke] &4 _ Income & SEL level [©$]:%]

. 23] (Shanghai) Inst-ant Non—inst. RTD
coffee coffee coffee

RMB —5,000 2.7 1.8 1.1 1.2

Average RMB 5,000~7,000 5.0 3.5 2.1 1.1
Monthly RMB 7,000~10,000 21.8 19.3 18.0 22.1
HH RMB 10,000~15,000 35.6 35.8 33.7 29.1
Income RMB 15,000~20,000 20.3 23.0 21.9 21.0
RMB 20,000+ 14.2 16.2 23.1 25.2

Topl0% 12.5 17.1 23.9 26.6

SEL Next 20% 21.6 23.8 25.2 S8
Level Next 30% 29.4 29.3 30.1 28.4
Next 40% 36.5 29.9 20.8 121

Source : CNRS(China National Resident Survey) TGI 2015 Data

3) A8l (Shanghai) #1¥] &3 28|29 AH] 3 E)
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[Table #25] J3ll(Shanghai) A3 3 AR} Av|dE] _ A58 oAl [49):%]

Instant Non—inst. RTD

Base : 243l (Shanghai)

coffee coffee coffee

Hypermarket 96.4 98.6 97.2 96.7

Purchase Convenience Store 71.6 75.1 72.3 64.9
channel Department Store 16.9 18.1 18.9 23.6
of foods/ Wholesale market/Farm product market 84.9 85.8 83.5 79.1
) Personal care shops 3.1 3.8 4.8 5.8
Broceres Internet 24.3 29.7 35.9 44.2
Others 6.2 3.9 3.1 4.3

Source : CNRS(China National Resident Survey) TGI 2015 Data
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3. %4 A4l RTD 7% &ul 54 #)a

S A 2 HA I gEe] RTD A¥ ABAES] EA4S A2 fAFSE X SHAAE
7}

[Table #26] RTD A3 &nAe] =8 AE QIS 54 /1% [99:%]

57 (Beijing) A+3ll (Shanghai)
Male 50.8 47.5 47.7
Gender

Female 49.2 52.5 52.3

15-19 3.9 2.7 3.3

20—24 21.4 25.1 14.7

25—29 21.2 19.3 21.0

30—34 16.6 17.8 16.2

Age

35—39 15.9 14.5 11.9

40—44 10.9 14.7 11.9

45—49 5.5 4.1 8.4

50+ 4.8 1.8 12.6

M1519 1.9 1.5 1.1

M2024 10.7 10.5 7.4

M2529 10.4 9.8 9.1

M3034 8.4 8.6 8.2

M3539 8.4 6.1 6.4

M4044 6.0 7.9 6.4

M4549 2.5 1.9 4.0

Gender
5 M50+ 2.4 1.3 5.2
F1519 1.9 1.2 2.2
Age

F2024 10.7 14.6 7.3

F2529 10.8 9.6 12.0

F3034 8.2 9.2 8.0

F3539 7.5 8.5 5.6

F4044 4.9 6.8 5.5

F4549 3.0 2.2 4.4

F50+ 2.4 0.6 7.3

Source : CNRS(China National Resident Survey) TGI 2015 Data
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3) RTD Ay &ujzke] F2 A 4n] Y

[Table #27] RTD Ad] A¥|AF] =8 APE An|dE] _ 2S5 FiRld [99:%]

B RTD Coffee 2] %} China Total NG ol
se - f A H| X “hi
48€ OLEE lina Lota (Beijing) (Shanghai)
Hypermarket 96.0 97.0 96.7
Convenience Store 64.7 64.7 64.9
Purchase Department Store 41.8 40.2 23.6
channel
Wholesale market/Farm product market 75.9 65.3 79.1
of foods/
. Personal care shops 7.8 7.4 5.8
groceries
Internet 35.5 47.5 44.2
Others 5.7 1.3 4.3

Source : CNRS(China National Resident Survey) TGI 2015 Data
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2010 o] A& o w AY 58§ FEol T8k FAE Holal 9o, 20154
%= TGI(Target Group Index) ZA} A3}l W2 F= 20|22 36.1%7)F < 14
ojel] A E &g Aol A= Ao R FotHrh AF] FiH HEE JIXHE A7
+8&E°] 31.5%% 7H¢ =L, 7L 515 RTD #9(10.1%) 9k 57195 (Non—instant)
7} 9.7% = FE Q3L ) W3] JIZHE A Al 57 7HE AR 20134 9]
T JAXHE A¥e] 5852 st FA4¢ v, RTD AH e dFAF = 3

dlo

2015 7] F=F RTD A3 dufde A7F 669 5,490%F 912H(1x 1,20099%)) &
2 A3 o] oF 25.1%9 A3 Aow FAE olx 2010 vl F 206.7%
A4 Aow T A9 A Wl e 53] A7 7HatE Ao ® YEtwtth S
RTD A3 &M% &5 57 olith 1 7to=A A Ao oifsal
20173 F=+ RTD A3 A& 999 3,180 $Jot7kx] st Aow Avksm, 2015
ARE 20203704 AFF 18.8% e nAFAE B Hoz s gl

= A3 A% 2 RTD A3 9] A Target 20~30d] AH 50 Ao = FotHT),
EAAR AL Fo AGA AFel tigh Anle e vl B ARAAE
ZE3 Qlth= Aot} e, AFA Y, vy HAGE AF o5 Tl wet R 4719

&4F Group(SEL) = A $&E & abo]& Btk A& 49 10% 4]
A9 72.6%% FHL 19 ol AY &8 dPo] o, 53] RTD AY A+ =&
ALt o] oF 3ul7k &gk S Al th2 A Sl A e RTD A
A olet7| Brk= High—End &R[A Al #ole7b Hohal & 5

o
o

&
[
)

T A7 2 s RTD A9)e) 4HAE W3 24T A5, T Ao 7 %)
Aol QITEASE BA F Aol tha BAHAW, B Fol = AL F A9
A5 2 485 Aok RTD A3 Avlo] o)z wedsla glrks Holth &5

ki

R AZgEFol BF 2 H4AM = RTD 719 9] Heavy User Hl 5 o] djs o=

_49_



o]

o]y} Light User H]%

i

H

2

RTD A3 A7l

r

4] HFo] e RTD AT 2ulAe] 54 4, TV o] &

, e A ddbd © = High—End Targetoll Al &%

<

Z
@i

J

J
e

e
e

=g

< Rk

kS

0|

=
=

Mo

I

6]3—

ol M=

A7

A vl HFE W Rew T

) .
55

Pk

1=
=

il

H

g

s

—_
file)

]

2 ekt

Nfo

s A9

ATt

HA %

PN
T

High—End &H|A= #4249

] o]
b B S

v ¢} Target "i-5- #il &

)

e

=
=

= A4 QA

[N

_50_



g EA

[831] CNRS TGI _ Area

B s e o
Sewrg Bejrg S Ganghor Wik lestar | Uung
Hadie  Tagir Raghes Dede Nawghe Manew W .ﬂv
Odfin  Bear  Menjng Dogpan Deghou Yain | Kinigg -
Cusgchn Sesuang Fabos  Hidos Oungsha Cuoeguig Yiochsan | .
fster Qrgho Neght | fhin | W | Cegh b | { @
Tpar  Sados  Jergee Nescharg Geiyang
Rocig Wedhoe Dwcgiyg Lamrg
Hovet  Wa  Dorgstan g
Trghnn dove Daa
Welsi Cawydos ke
Weby lrba
Nartrg

_51_

Quarches
Stacerg
Yathes




SEL Level

['E32] CNRS TGI

CNRS _ SEL level

Chinese SEL was co-established by CTR and TGI based on TGI's advanced theoretical models and CTR's

insightful understanding of local market.

SEL is 2 harmonised approach to socio-economic classification for analyzing media and product consumption
behaviours. It could 2also be used to compare across TGl Global markets.

Different from the previous simple classification method which is only based on income level, SEL classifies
population into four groups according to 12 index like social influence, economic and consumption level.

Variables
1. College Education
2 Residential Area
3. Personal vehicle ownership
4. Desktop ownership
5. Laptop ownership
6. Washer ownership
7. Digital camera ownership
8. Cell phone ownership
9. Credit card ownership
10. Airplane ride
11. High-end TV ownership
12. Sterilized cupboard ownership
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