The Silk Initiative —
Your Bridge to 4.5 Billion Asian Consumers thesilkinitiative




The Silk Initiative is an Asia-based brand
Insight, strategy, and innovation consulting
firm specializing in consumer packaged goods.
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GLOBAL REACH

F&B / Wellness / Healthcare
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THE TSI ADVANTAGE

We're uniquely
positioned

Slis one of the world's few Asia-

focused consumer goods specialists N
sitting at the intersection of insight,
strategy, innovation, and
creative development. We work with
partners across research and
development, marketing, and

Consumer packaged goods expertise, with a passion for food & beverage,
consumer healthcare and personal care

Using insight to develop brand and innovation strategies

consumer Insights. J,H Consumer research practitioners

;i -i--" On the ground in Asia-Pacific
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Building assets
from data

Whether it's about short-term brand diagnostic work or a more comprehensive brand
positioning understanding, we take a 360-degree look at the category, your consumers,

At TSI, our business is to create and competitors, and best-in-class approaches to guide brands like yours.
validate data-driven brand This provides a complete assessment of the opportunities and risks facing your brand
strategy solutions for our client's to make you feel informed and competent as a brand owner.

Asia-Pacific ambitions.
Innovate

Our proprietary innovation development and visual design approaches bring brand,
product, pack and comms platform ideas to life.

This gives your business culturally inspired, relevant solutions that will get noticed in
the market.

Scale
Our rigorous brand validation technigues help our clients understand the measurable
return on investment of their brand strategies.

This ensures you have the confidence, excitement, and motivation as a business to
5 / maximise your market potential. tsi?



NAMES TO FACES

Your partners
for growth

A combined experience of 100+ years
INn technical consumer insights,
advanced analytics, design led
thinking and innovation, and brand
strategy consulting across China,
Asia, the United States, and Australia
assures our clients achieve
exceptional results.
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Discover.
Innovate.
Scale.

TSI Framework




Discovery at TSI

In focus




DISCOVER

We take a 360-degree look at the
category, your consumers, competitors,
and best-in-class approaches to guide
brands like yours.

* Desk research & store visits

* Consumer & competitor
understanding

* Segmentation analytics

* Channel & shopper behavior analysis

« Stakeholder workshops

Getting the fundamentals

The opportunity appears to be as a disruptor brand. Following closely behind Jacob’s Creek
given spend needs to create/establish brand awareness ($95)

DISCOVER INNOVATE

“Lunchtime Health”

Our lunchtime health segment is looking for a ‘step up’ above in terms of
their yogurt experience. Thcyma look[ormhlngmor spedl 0 savour
slowly, andmaybemorrllk ly to look in imported / special stores.

They're looking for something asy[lrs and foremost, but want to slowly
enjoyhprgc options that fit in heldaMy oulnrar also

mm

-mmm— _

Competitor analysis

It became clear that there were out of home morning snacking
opportunities for Quaker in China

Channel analysis & shopper journey

Strategy workshops

SCALE
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DISCOVER INNOVATE SCALE

DISCOVER CASE STUDY

“"Where’s my
space to play?”

San Miguel Yamamura Australasia or SMYA is an
established leader in packaging and contract wine filling
in Australia and New Zealand.

SMYA approached The Silk Initiative (TSI) with the
intention of developing a branded wine offer
specifically designed for the Chinese market, aiming
at finding the ‘space’ for SMYA to play, building up the
relevant brand and identifying the right product
solution through to visual activation.

In order to do this, SMYA incorporated a new company,

named Wine Brothers, specifically targeted at this
Chinese opportunity.

10 / s




DISCOVER CASE STUDY

Gauging triggers
and awareness

The Chinese wine market is not only growing
in terms of sales volume, but is also
becoming more diversified. However, with
that we see in our research many wine
brands are standing for similar
credentials.

Through an in-depth analysis, TSI identified
overall awareness of SMYA brands among
Chinese consumers. In addition, we explored
what triggers would persuade consumers
to purchase Australian wine.
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Performance

Less important

The region s famous

Price is affordable
Modem brand

The grape type is only avalable in

a particular ragion - Fun brand

Recommended by famiyfriends

A wide range of flavoss | bottle sizes

On promotionsale

Free sampie av

adadie

Needs

Recommended by family\friends

A wide range of flavors \ bottle

The grape type is only available
in a particular region

4 '
Easy 0 prepareidrink\sione ¥ &

Fun brand

DISCOVER INNOVATE SCALE

Very important

Brand | can trust
-- Premeum

is tage maiches i‘», ‘.;’2
with other foods 4 Safety credentials ©
-
The grape type is famous for ‘-Q
Suitable for my whole famiy
& Nt has spocial favor The taste meets my famdy
mombors” flavor proference
D
j+!)
>
3
w

Product performance T2B (%)

Yellow tail ~-Jacob’s Creek —Penfolds ~-Brown Brothers

Tastes good

Free sample available Brand | can trust

On promotion\sale Premium

Taste matches with other foods
Safety credentials

The region is famous and well-
known

The grape type is famous for the
country of origin

Modern brand Easy to prepare\drink\store

Price is affordable Taste mﬁs\%? gré?:r\g%crgembers

It has special flavor Suitable for my whole family

(5 &



DISCOVER INNOVATE SCALE
DISCOVER CASE STUDY

T e st i n g c o n c e pt Concept performance T2B (%)

m Conceptl1 A m Concept2 B m Concept3 C

94 93 02393
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TSI then developed three separate
proposition directions based on target
profiling, market analysis, and competitive
benchmarking. Our concept testing
diagnostics utilizes a range of key
performance indicators in order to derive the
winning direction to take forward.
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DISCOVER CASE STUDY

Bringing data
to life

TSl used our emotional and functional
frameworks to assist in examining

competitors and really bringing data findings
to life.

Using these frameworks, we were able to
analyse other Australian wines to determine
unfulfilled emotional and functional needs
In the market and where the white space was
for a new challenger brand to play —

ultimately leading to the creation of a new
brand.

13

The opportunity appears to be as a disruptor brand. Following closely behind Jacob’s Creek

given spend needs to create/establish brand awareness (55)

This would lead us to think about targeting 2 occasion opportunities (to the right) among the

drinker profiles we have identified

Higher price

DISCOVER INNOVATE

Opportumity 42 shis would be a socondery spece to play n for
Were Deothers 1 2 more peermiuem range i3 nchiovable
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DISCOVER INNOVATE SCALE

DISCOVER CASE STUDY

L o o kl n g t o For mogigees | ghenile Mg
Your choice of foods and beverages define you as a person, and wine is no The characteristics of a good wine are what make the product what it is, but
exception. With that in mind, why does wine have to be so complex? ultimatetly, | look for the moments when | can relax and be myself.
Wine Brothers makes wine simple by delivering quality products, in a way O Wine Brothers provides delicious wine experiences, with.rich and delightful 0

that's easy for me to enjoy and understand. flavars that | just love to taste in rw‘\ﬁvm time.

That’s because Wine Brothers is produced in Australia by wine experts, with That's becauseWine Brothers prg::a'i'l'cts, imported from Australia, are

a single minded passion to produce only the worlds finest wines for both new produced by a team of flavor experts, with an emphasis on both product
users, and experienced wine enthusiasts. quality, but rich, fresh, smooth and delectable taste that | can enjoy with my

favorite moments-and my favorite foods.

Wine Brother’s from Australia - turning the complex, simple

Wine Brothers -'good wine, my way.

With the overarching proposition landed, we
worked with the client partner by
recommending concept development
directions. The goal was identifying ways to
work with consumers to actually articulate
the optimal marketing claims, benefits, = N

and reasons to believe as a brand to eIt where 8300 comny ot congRRE S

cuisine.

CO m m U n i Cate th rO U g h O Ut th e m a rketi n g m iX. Wine Brothers makes quality experiences simple by providing fine dining in a

way that doesn®t take the stage from you andyour friends.

That's because Wine Brothers, imported from Australia, are wine experts
with a focus on smooth, delicious and rich experiences that are sureto be
enjoyed by everybody.

Enjoy the moment with Wine Brothers from Australia.
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Innovation at TSI

In focus




INNOVATE

Data in, assets out

Our proprietary innovation development
and visual design approaches bring
brand, product, pack and comms
platform ideas to life.

This gives your business culturally
inspired, relevant solutions that will get
noticed in the market.

» Concept development

* Product portfolio development

» Packaging design & localisation

* Naming

* Semiotics

* Branding & visual assets

 [SIIP and licensed tools/processes
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DISCOVER INNOVATE

!!!!!!
¥ (2Zni) s knowledge, # (Hui) has the me
(=) onematically sounds | (Hulj, e
lligence. When combined, %1 % (Zhi Hui)
50 e B2 (Zni Hui), wh ns wisd T is one
he favared names acr pa beca
pec artistic. and reflec
der (good far brain) as
rrrrrrrrrr
Evos ense of wisdom od ation
an imege of a s! m oss the sky

“# (Hui) is a uncommon
character, makes me feel the
product is different, special,
meaningful, high-spirited,
attractive, and premium,
and also reminds me of
bright stars™

— Consumer

“This sounds like it can help
i i ent”

sk

Packaging design

Concept increases brand equity in the 'cool’ & ‘energetic’ spaces, but
decreases on authenticity

Brand & product naming

TSI licensed tools & processes

SCALE
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TSI NAVIGATOR - AT A GLANCE

The only specialised monthly China F&B monitor designed to help clients make
smarter commercial decisions

TSI's proprietary Navigator collects, analyses, and visualizes data monthly across multiple leading food bev categories in 8 key regions of China

Cinitiative i & 2

DEMOGRAPHICS

CATEGORY PURCHASE DRIVERS
FLAVOUR FORECASTING
PRODUCT CONCEPT LAUNCH
EVALUATION

FOOD & BEV FUTURE STATES

CATEGORIES

Carbonated drinks, dairy, savoury snacks,
confectionery, sweet snacks, functional
drinks, ice cream, beer, coffee, tea

KEY CITIES
Shanghai, Beijing, Guangzhou, Chengdu,
Harbin, Fuzhou, Xi'an, and Wuhan

17 10 CHINA PRODUCT CONCEPT EMOTIONAL/ REAL TIME ACCESS VIA DASHBOARD

LAUNCHES EVALUATED EACH FUNCTIONAL PERFORMANCE SUBSCRIPTION J[S g
MONTH MAPS



INNOVATE CASE STUDY

“How can we

succeed in Asia?"

Our client was a personal care brand aiming to
increase its share in suncare in China and Japan.

We ftirst immersed ourselves in the category, digging
out Insights via expert interviews, consumer diaries
and focus groups with our target, to understand their
habits and attitudes.

We uncovered consumers’ typical routines, beliefs
and purchase journey and identified current and
potential future trends in both markets that we could
focus on for new product development.

18
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Japanese & Chinese skin care user differences - at a glance

k)

A Am

Focus is on five key occasions — particularly face

Face UV care products, particularly for daily use, present the most lucrative opportunity

Summer - weekday

Sun during daily commute; PM 2.5 and blue
Light from screens (miner)

High SPF/PA irritate skin & cause burden,
n | lssues

Cencerns

sweating after application

Face | In the morning before work with Little re-
Application | application. Little re-application during the
day
Current Lighter degicated UV care product / skincare
| _solution(s) | preduct with SPF: umbrella: aveiding sun

Sun during daily commute on uncovered

Concerns body perts

High SPF/PA irritate skin & cause burden;
Issues don't want to spend too much money given
Lower priority
Body

In the morning before work with Little re-

Apolication e
e application

Current | Lighter dedicated UV care product: clothing
7 / | solution(s) | coverage: umbrella; nothing

Summer - weekend

Censtant sun exposure throughout the day;

having to reapply

Need highest protection available: UV care
coming off from water or sweat;
incompatibility with makeup

In the morning before going out; reapplication
throughout the day as necessary. but
reluctantly

Thicker, dedicated UV care product; hat

. umbrella

Constant sun exposure throughout the day
on uncovered bocy parts

Need highest protection available; UV care
coming off from water or sweat; don’t want
to spend too much money given lower
priority

In the moring before going out; reapplication
throughout the day every 2-3 hours

Thicker, dedicated UV care product; clothing

coverage: umbrella; avoiding sun

Winter

| Sun during daily commute; PM 2.5 and

blue light from screens (minor)

Dry skin needs more morning before
waork; no re-application moisturization

Inthe morning before work: no re-
apoplication

Skincare / cosmetic product with SPF;
nothing

tsi
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INNOVATE CASE STUDY

Guiding the
future

Based on the findings and insights from the research, T S —————

we conducted a workshop with the brand teams to e o T e o et [ll ll]

identify the key big ideas to focus on, from which we S ettt e s ® 13

created four product concepts with accompanying s o e o e B 81 ‘,‘; i 6:

packaging visualizations. : o YR SR - |

We then co-created a further 9 concepts, which we , R Pt ity o4k AL Slaiibeniti Axoat 50oLaMoNG tirgt
tested via a series of online surveys with consumers (R & I e a2

to identify those products with the greatest potential
for success across both China and Japan.

N



INNOVATE EXAMPLES

20

Smart Start

Kids today are getting smarter, but at
a cost. Pamu's CogniBriaht, with it's
patented formula, can help mitigate
the harmful effects of blue light on
young developing eyes to keep kids
seeing the world as they should.

Kjeldsens Mini Bites

Product Statement

Kjeldsens Mini Bites are pouches containing mini cookles
in a resealable pouch that are easy to share in the office or
with friends. These come in exclusively fruity flavors, or
chocolate, to provide consumers with different flavor
options.

Product: Lifted from Royal Dansk portfolio
Pack: Redesign needed

Concept writing

THE BEAUTY OF BUTTER
HHEH
55 K Hi 55 BY R =8

ARZUBRTERESHER EPNKSEHEEs
20%RAE R BEHIEE HREEERBEHET -

@ _ .
BERMTARAAES S FNRRER > URRMTE
BRIERIE o e

Communication platform development

CONCEPT TESTS

Functional concept Novelty concept
Product description ’ Product description
™  Soda Probiotic + Soda Senses +

restores digestive balance, { enables you to experience the
containing over 10 billion unigue taste bubbly soda and
friendly probiotics that enjoy aromatic vanilla

aid healthy digestion with with a burst of sweet chili.

- the same refreshing feeling.
) ; 180ml
E 250ml

/ tsiv

Product ideation

(SI”



INNOVATE EXAMPLES

Far-flung fun - Semiotics
Enjoy the authentic goodness from exotic regions

-

’a "Pered © A Design Sigrfers Format Ggrsers
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Far-flung fun: Design Mood board . |

-

CHOCOLATE COATED .
AUSTRALIAN RAISINS ;_"" \

=
o
-

Cur carthed orgaree checolite covered
ronin ave ¢ Maalthy, peactical sad fun skl
Momchbar sddzon. Keop handy in yeur purse.
1parns bag e the car for hase 1emes whan
pou e tha bidy need an e gy boenting

3 / Saalthy yach

| SPFs50 |
PA++++ |

Semiotic analysis Packaging design

We found that ' et e e
un at we were

then able to plot new (PRE) BREAKFAST OFFICE ..,
(GETTING RFADYVICHDRESRIDS TO SCHODL)

s Riss 5 St e WALK TOROM 8U5 Ok METRO A TEA BAEAR Shortlisted name 1: Zhi Hui (51% )

FLATS & BARS BITES - :

consumer needs across SR G "‘::" s Haarty beidge bt breakfust & lunch Hypar-convenient mid-morning MEANING & (Hui) is a uncommon

the morning reglacement [RGB %1 (Zni) means knowledge, # {Hui) has the meaning of character, makes me feel the

comet, and phonematically sounds like 8 (Hui}, whose product is different, special,
. > meaning is intelligence. When combined, %1% (Zhi Hui) meaningful, high-spirited,

* More nutritious & filling & 0 ’ sounds Like 4§ % (Zni Hui}, which means wisdom. It is one of attractive, and premium,
products are preferred early A T oo the most favored names across two WeChat panels because and also reminds me of
morning and lighter ones YOGURT SOUARES SOUNIES oo bo CRISHY OATMAL AR QAT MING DISCUIITS itis special and artistic. and reflects the function of this milk bright stars”

> . .‘ )
::Ioser tofflunch as satiety | “ powder (good for brain) as well — Consumer
s bl ‘ ‘ m ATTRIDUTES

» Wae think there may just be NS OIS WHOLLGRAIN MiN SAIMEAL ENLNGY YOOUN MIES ALL STAN OAIMIAL « Evoke a sense of wisdom, brightness, and aspration
an opportunlty for QU.ker WsCus SOAK 7 MAN| ST CAKI cmaey nvis 8 COH]U'QS an 'mc 0' a Shlﬂy comet across the ’,‘,
to consider placing more
i'ff}i'fniif&:&'if\i&mme. AR MU (NOUS  BTEse oo/ “This sounds like it can help

QAL FLLING St with brain development”
for breakfast believers and e ahanng sy PoRTAM — MOT SMEALY P
biscuits/bars/bites in ouUICK DGHT TLAVOR (as¥ 10 LAY 10 DOGEST NOTTOO FILUNG — Consumer
convenience channels for . o L
regular/impulse eaters o R .
CONVIMIENT
©INE S AT 11D 26 a1 I tsiv

Full pipeline development Naming
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Scale at TSI

In focus




SCALE

Sizing the opportunity

Our rigorous brand validation
techniques help our clients understand
the measurable return on investment of
their brand strategies.

This ensures you have the confidence,
excitement, and motivation as a
business to maximise your market
potential.

* Volumetric forecasting

* (Channel and segment sizing & RO
» Portfolio optimization

23

The A2MC concept can expect almost 2 million unit sales
Our first forecasting round, (expected price point of 175RMB), translates to approximately ¥300,000,000

50 < 1,671,000 unes
V327 423,000

Each model input was TY DISTRIBUTION OF SALES
on 100,000 simulations

Key inputs included:

- Trial rate (12.5%)

+ ACV % distribution (35%)

+ GAPs (0)

+ Trade Spend (10% sales)

« Assumes 200m
householids

'l

Volumetric forecasting

Levers to pull - speed and distribution are essential

Distribution capability has a
significantly impact on the
forecast, impacting the
final units sold number by

T i
Speed to market is also
key, as peak distrisution

will result in peak sales
faster.

WPI (weight purchase

intent) atso should be -
considered, as this was

calculated after reviewing
bias in the chip allocation
exercise.

3 / Isi”

Channel & segment sizing

DISCOVER INNOVATE

Pure Organic — Whole Milk UHT 800ml — no change needed

Whilst the client indicated a Price Sensittivity Meter Piot - Pure Organic Whole Milk UNT 800mi+

cutrent price pont of 32RMB, ' e —"—
we also recommend this as ‘\ [
the suggested price point. - ,4

* Accepted Price Range {
15 - 48 RMB 2 N
] . @000 ¢ oo
* Indifference Price Paint: ¢ / o hoy
30 RMB 2 RP——
¢+ Optimal Price Point: £ / N\
20 RME o Sy

Pricing analysis

Total portfolio reach flattens out after three flavours
Total y Aralysis shows signi f e Y

otal Unduplcated Roach & Froguency icantly reciuted IMErovemens a'ter the tird flavo,r & 0000, whie &
mar<et's dermand lor novelty and unigueness, this suggesis a core of up o throe favowrs, with Lp ' 2 rew flavosrs reloased over time o 20 aly

I

TURF (based on T28 purchase intent, %)

50 4 X 86
5 & - ——
&G B @ 0000 - .. e PR S ey e
7, SN ey ST g
Qe ®
T P S ——
&0
54

g @ eeesEsmma

Spioad Crayfish lan Sarbecus Saked Egg Sealood Homy Musta: oo nd Sichuan

Salt & Peppo

“J/ sk

Portfolio optimization
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SCALE CASE STUDY

DISCOVER INNOVATE

SCALE

Understanding category & consumer

We profile consumers and brands
currently used, in order to understand
more around which types of
consumers were purchasing which
types of brands.

This informed our client in terms of
which brands in the market were close
In competitors, and which brands were
seen as distinctively different from a
consumer point of view.

|

This perceptual map shows where

each brand sits based on purchase
behavior and where there may be
opportunities for each segment.

Our lunchtime health seekers may
be more loyal to Chinese players,
such as Bright Dairy, Yili, Mengniu,
but may also expenment with the
wider range of brands in the center.

Our cross trainer also experiments

with some of the wider brands, but

uses Ambpoeial Greek Yogurt and
Momchilovtsi when it comes to their

choice of Chinese power players.

Our healthy late night snacker
mainly uses the big 4 Chinese
brands, though are split between
Yili / Mengniu vs. Ambpoeial /
Momchilovtsi. Though there is a
space here, we feel this may be
dominated by Chinese players.

Drinkable Yogurt Market
Structure in China
All Segments

Market Structure - how they’re buying (Q10c)

Need a healthy
late-night snack

Opp

ortunity, but risky

viomchilonts
®
The above is an MDS biplot that shows how brands are associated with each brand attribute.

Lunchtime
health

Potential
Opportunity
(whitespace)

Crasstrainers

(SI”



SCALE CASE STUDY

We then work through different
concept solutions to ensure our
messaging is laser focused on
our consumer target, and our
oroduct Is exciting consumers
oy offering something with a key
noint of difference.

25

Landing the concept

New a2 Smart Milk™ is a modified milk powder that allows you to support the

natural development of your child with a natural, nutrient rich and balanced milk
drink that's easier to digest than regular milk.

a2 Smart Milk™ is made from all natural a2 Milk® from Australia which only

contains the rare A2 protein, and 8 essential vitamins and minerals to support
healthy growth, eye and brain function.

Add 1 scoop 1o 1 cup of water and your child will feel the difference.

a2 Smart Milk™ - happier tummies for smarter growth.

8 essertal Vade with
Zinc and iren vitamins and R

raln g0 minerals 1o
for brain and digestion

eye function support ; .
£ healthy growth Al protein

DISCOVER

INNOVATE

SCALE




SCALE CASE STUDY

Optimizing the mix

After landing brand and
product proposition, we work
across the marketing mix to
determine how to really
resonate with consumers
across pack format, design,
pricing strategy and
proposition.

|

DISCOVER INNOVATE SCALE

Nearly 2/3 mums chose the bilingual version of the pack
English text keeps the foreign, imported feel

Mums have higher trust in
foreign milk brands rather
than domestic brands,
and they believe milk from
foreign brands can offer
richer nutrition to kids.

The bilingual version
keeps the English text on
the pack, reinforcing the
notion of “imported from a
foreign brand”, as well as
have the Chinese
explanation for mums to
understand.

20 S0 Thinking of fese pechaging desgns, which |s the most appealing 10 you cvers
Basa AN resporderts, neé

Smart Nutrition | Smart Nutrition"

Pack 1 Pack 2
61% of respondents found it 39% of respondents found it
more appealing more appealing

s
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DISCOVER  INNOVATE  SCALE
SCALE CASE STUDY

Sizing the prize

| Asorgnaty present

By asking consumers their stated .

y J . The A2MC concept can expect aimost I vnit sales
QU rChase ntent pl’lce po nt' Our first forecasting round, (expected price point of 175RMB), translates to approximately¥_
purchase frequency and branc T
replaceability, and combining this ol T amm

; ' ' :Eu:ch "£el ig:Jnutsst"a‘g'es' PROBABIL TY DISTRIBUTION OF SALES
with estlmatgd market ng spe nd, canged sty o e . 0 o mliein
channel distribution capability St i i o
and intended promotional oy b S E
strategy, we can forecast the Whoriog i, O

' ' - GRPs (0 .
estlmated source of volume, size i S ‘
of prize, and units sold. S ans o ] .
10 | tsw

2 / (SI”



DISCOVER  INNOVATE  SCALE
SCALE CASE STUDY

Bringing to life

As a result of our partnership,
our client received a consumer
validated proposition, product -
design, marketing mix strategy, €v) | Smart nutrition
in addition to the commercial w88 for smart bodies
forecasting needed to present a
pusiness case internally to
make their new brand and
product portfolio a reality.

Melbourne intl. Airport.

28 / (SI”
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