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Market Outlook




=1 week ~2 weeks

Total usage of baby formula for child aged 0-7 years

183 - 365 Cans/per child

The total amount spent on baby formula for a baby's growth cycle
(the average price is calculated by AUD35 pc)

AUD $6,405 - $12,775
RMB ¥30,744 - ¥61,320

According to data released by The National Bureau of Statistics of China,
10.62 million people will be born in China in 2021. Based on the number of
newborns, the demand for baby formula in 2021 will be

19-38 Billion cans




Market Value Overview
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China's Maternal and Infant Market
Value

e By December 2021, the size of China's maternal
and Infant Market was 4.9 trillion RMB, with a
year-on-year growth rate of 19.5%.

e In 2021, the number and amount of financing
events in the maternal and Infant industry
reached a record high in recent years, with the
total amount of financing reaching 6.88 billion
RMB.

e Cross-border maternal and infant products
are an important growth point of online
maternal and infant products.

Source: iiMedia Research
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Consumer Demographics
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Consumer Demographics

Other

18.0%

Offline

9.0%

Purchase Channel

Online

73.0%

According to QuestMobile's Brand Marketing
Insights report for Maternal and Child Industry
2021, the average maternal and infants product
demographic spends more than 40 hours per
month on content platforms, far more than
shopping and vertical channels.

Among them, mother-baby APP is the main source
for consumers to obtain professional parenting
knowledge and carry out community
communication. The combination of "content and
e-commerce" has combined to guide the
purchasing decisions of the new generation of
parents.




1. Inrecent years, while the number of newborns shrinks, the dividend of the two-child and three-child
policy is gradually released. Such families have become a new driving force for the growth of the
maternal and infant market. Besides, in the first half of 2021, China imported 105,091.5 tons of
infant formula. Export quantity is 3,109.3 tons. Therefore, the maternal and infant market is still
expanding, and the consumption scale of the maternal and infant industry and important cross-
border platforms will continue to grow steadily.

1. According to CBNData's "Tmall International Mother and Infant Market Report", in recent years, the
birth rate of newborns continues to decline, the number of children aged 3-6 is increasing, so the
market demand is increasing. In the future, the brand should focus on child-related products such as
student formula which can become the main promotion products.
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91% of the new generation of mothers are not
bound by traditional parenting concepts, and
strive to be scientific and precise in infant care
products, special formula and other aspects.

According to CBNData, about 80% of pregnant
women have bought or plan to buy special
formula, with high whey protein content and anti-
constipation effect as their main demands.
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Paid Media Overvi
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Let the Catalysis Begin
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