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Ramen Talk: Filled a market gap in the instant food industry

Ramen Talk makes instant noodles that can be compared to restaurant quality noodles, it also can be called “Restaurant-level
instant noodles”.

Sales volume on Tmall flagship

_ _ store reached Austin Li featured it on live Cooperated with
Founded in Shanghai during double 11 streaming 999 Ganmaoling granules
Apr. 2017 2018 2019
Sep. 2016 Nov. 2018 Apr 2019 Feb. 2020
Completed Yao Qidi, founder of GMV reached ,
Angel round financing Ramen Talk, was listed on ranking NO.01 on Tmall list of
the instant food category
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Ramen Talk is keen on developing new flavors

o Following Ramen Talk’'s concept, “Taste of home”, the brand insists on using high quality ingredients, and is attentive to every

detail.

o In addition to the traditional recipe, Ramen Talk also provides Udon noodles and snacks. The time in between each new
product release is only a little over one month, which is much faster than traditional instant noodle brands. It brings a steady

flow of new consumers to the brand.

Product line

Customized taste for
specific district

Ramen Talk started with this series Regmg, taste

™

Udon noodles

A new type of noodles

Can be added to ramen

Keep updating and Sauerkraut Pot-roast egg Barbecued pork
expanding
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Compared with traditional instant
noodle brands, Ramen Talk
doesn't follow the old ways, it
created new taste to reach the
“Restaurant-level” products

Udon noodles are totally different
from traditional instant noodles.
Udon is usually eaten at
restaurants, so instant udon is a
new market.

Beside noodles, Ramen Talk also
tries to expand into peripheral
food which can be added into the
noodles. Ramen Talk is not only
an instant noodle brand but a
ramen meal brand.



Strategy 1: Fill the market gap between convenient and premium food (1/2)

o In recent years, China’'s instant food market has entered a new period focused on health. Non-fried instant noodles rank NO.1
among all types of instant noodle.
o From 2018 to 2020, the market size of instant noodles has increased rapidly, especially after COVID-19.

Sales of the instant food on Tmall by categories Hot & popular instant noodle categories
(million RMB, 2019) (Online survey of CBNData with Chinese consumers)
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Strategy 1: Fill the market gap between convenient and premium food (2/2)

Compared to traditional instant noodle brands, Ramen Talk innovates not only in noodle types, but also with taste and healthy
ingredients. The brand is trying to build a healthy and premium image.

Type of noodles

LR

IANON! ARRUMEIANEAREINRE S - SHAS

«10.90

e . Innovative noodle type: Traditional instant noodle
Tradltloqal msjant noodle brapds mainly N e e ms w2 el R brands have limited flavor Neyv tas?e. Tom Yum goong, Pork
provide fried noodles, which are . tripe with chicken, which made
idered unhealth of 60 days because of less choices, and rarely have new dl “Rest t-like”
considered unhealthy preservatives, which means it's A noodles more “Restaurant-like
healthier
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Strategy 2: Mass promotion on live streaming (1/2)

o Compared with other instant noodle brands, the promotion of Ramen Talk on live streaming is extremely high.
o Ramen Talk live streams on nearly a monthly basis where they invite celebrities or KOLs to participate.

o In Apr. 2019, Ramen Talk first entered Austin Li’s live streaming and sales volume reached in 1 second. Ramen Talk
has cooperated with Austin Li in the whole year.

First appearance on Austin Li’s live streaming room Ramen Talk's live streaming datain 2019

(February — March)

& Ramen Talk live-streamed with 450 KOLs

nR
LT o7 50
[

Y 00
- Eh Held around 2,000 live streams in 30 days
i, sawpasall [ ]
IGTER 57.9 RMB for 3 pieces
@ The number of Ramen Talk’s SKUs involved in all
81.2 RMB can get 8 48% OFF live livestreaming reached 88
packages °
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Strategy 2: Mass promotion on live streaming (2/2)

Ramen Talk focuses on social media platforms, omni-channel online marketing and overall KOL marketing, trying to cover
consumer groups in different channels by using intensive circle-level marketing .

+ Bilibili is the major promotion channel for Bilibili WeChat * In 2017 and 2018, Ramen Talk heavily promoted its products on
Ramen Talk, where it introduces its products in WeChat.
details. » Average views on WeChat articles reached over 20k

* In 2018 and 2019 Ramen Talk has cooperated « Ramen Talk writes articles about latest activities and products.

with 338 KOLs for live streaming on Bilibili. ¢ IEEEEEEEESSS——— W It also introduces some co-brand activities.
€©)20 million video views* {©)>100k exposure*
Douvi Xiaoh h * Most content on RED are product Weib In 2020 Ramen Talk has cooperated with 7
. . ouyin laohongshu reviews and sharing product eibo Top KOLs with 10 million followers on
* In 2020, only in 1 month, 13 KOLs with over 1 details Weibo
million followers mentioned Ramen Talk. . s ' tent lated to Austi ﬁ '
« Searching for “ramen” in Douyin, the weight of VT ome comtent was related 1o AuStn
carching for ‘rame ouyin, the weight o Li’s live stream, for example:
“Ramen Talk” is much higher than that of # Noodles recomr'nended by Austin Li
“ramen”. il
¢G> 500 million exposure* # Ramen Talk, evaluated by Austin Li © 10 billion
exposure*
* Exposure and video views data are as of 2020 @ 10k Searching results
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Strategy 3: Right content and KOLs on social platforms (1/2)

In terms of choosing KOLs, Ramen Talk has its’ own strategy: strictly screen the KOLs’ content, qualities and engagements with

their followers, each step with more criteria.

Step 1: Preliminary screening KOLs

3 criteria

* Budget

« The number of followers

» Through official KOL cooperation platform

NO. of followers:

Super top KOL -
Price:

NO. of followers:
Price:

NO. of followers:
Price:

Mid-tier KOL

NO. of followers:
Micro KOL

Price:
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Step 2: Further screening

Ramen Talk chose KOLs not only based on the number of followers,

but also the following 4 criteria:

« Video views / the number of followers should > 0.5

« Likes and comments should outnumber shares.

« The demographic of the KOL's target audience should fit Ramen
Talk's target consumers.

« A high degree of fit between the KOL's style and Ramen Talk’s
brand image.

P> LA

Less followers but high
play volume

on Bilibili

Video views / the number of followers > 0.5

' 3,385 Likes

(@ 246 thousand play volume

[ 1,123 Forwards

3 P 0 & ¢

More Likes than Forwards
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Strategy 3: Right content and KOLs on social platforms (2/2)

Step 3: Content control

« KOLs content must be in the food category and not only discuss
the product, but also highlighting the brand culture and brand
concept.

* At the same time, Ramen Talk respects the KOL'’s personal style.

« The more natural, the more real, the closer to life, the better the

feedback.
A RIELR
One of TOP KOLs on Bilibili
on Bilibili
B8 1,000 comments
(@ 934,000 views
<= 2,457 bullet comments
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Step 4: Campaign monitoring

Use bullet comments
to advertise in KOLS'
cooperated videos

Advertisement

Comments

@ o

Bullet comments

To check out if
comments and bullet
comments are positive
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Try to improve the
exposure at all
possible

Exposure
results

72 hours &

long-term
following

72 hours after
posting, whether
the times of play
has achieved the
recent posts’
results



Strategy 4: Seize the opportunity in crises to gain more exposure

o During COVID-19, instant food became the fastest growing category on Tmall, of which instant noodles ranked NO.1.

o Ramen Talk makes decisions rapidly to cater to customers’ new needs and reacts rapidly to customers’ feedbacks. For example,
999 Ganmaoling granules is one of the hottest medicines during COVID-19. Ramen Talk co-branding with the brand in Feb. 2020
to gain huge traffic in a short time.

Instant food sales growth on Tmall by different categories

(in 2020)
Co-branding with the medical brand
999 Ganmaoling granules in February
Instant noodles 2020 during the COVID-19 outbreak.
instant rice |
The sales of instant noodles
Canned meat |G increased - © times in 2020 due
to COVID-19, compared with
Dumplings/Wonton | EEGG 2019.
faHik < BN
Pasta | NN T L PR
Bread | @inp v =2 v THRRINFNBETERRDEE
Ramen Talk quickly replied to the ~ i 8 T <
Ready to cook hotpot || consumer’s complaint and claimed e i e e ey
. TRAUBRZTRFHNES—TRELE2~4 (FiEe
that they would improve products as . ** A P BTV FRR—THRERE2~4 (B
Instant Congee [l soon as possible
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Pain points: Low margin, pressure on R&D and quality guarantee

o Live streaming gives a big discount to consumers, closing to ex-factory price.
o The outsourcing production makes it hard for Ramen Talk to guarantee the quality of its products, which customers have

mentioned in complaints.

o In addition, Ramen Talk faces stress on R&D due to the high expectation to its outstanding taste from customers.

Retail price:
57.9 RMB for 3 bags

Around 19.3 RMB/bag

Outsourcing Brand Customers

processing plant
Y A

Live streaming price is close to ex-
factory price, thus margin will be

further compressed Live streaming price:

81.2 RMB for 8 bags
Around 10 RMB/bag

7
> [
© 2021 DAXUE CONSULTING — DOUBLE V CONSULTING ||| °
ALL RIGHTS RESERVED daxueconSU|t|ng

|" " m
& " Hope that Ramen Talk can
ETHS, BRSLEEERDN. BRINETE, kgep launch new taste, always
rEomEmd, A rme sseessn-m, 71  With old taste is boring
iy e, WHRNMMEREG—8, RRSILRS
SEAR

Eg’ "1 e R

HR—%, BEXAFHERR, RBINRBMELS, 2R
MR EERLUNRET T, BEXRURKST
RRFPAEARF LA TREFT-EFHEEREN,

PESLERINEHSRT, "aMNATRT, R12Y

The quality is different with | = vwme T
the past, doubt Ramen

Talk is doing shoddy work
and use inferior material.

2

# BRI #H# Lack of ingredients
#1454 E# Too much oil
#11/Z (9 %E# Over packaging
# 2 H L 43# Increase the speed of R&D
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Our APAC network

A research and consulting firm headquartered in China, with an Asia-focus and a presence on three continents.

(Rep. office,

Seoul) Partner offices:
+ Philippines
» Malaysia
\- (Rep. offlc + Shanghai (HQ) + Japan
- Parls « Beiiin .
Unlted "‘ * Bordeaux ] Horjlg ?(ong * Thailand
States de + Indonesia
(Rep. office, —\ .
Minneapolis) Singapore
(Rep. office, -
Ho Chi Minh
City)
2 people 8 people 16 people 30+ people
Our history rd o « e
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021
Beijing Shanghai Vietnam, Korea,
representative
|I|I . offices
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Our past and current clients
350+ clients with 600+ projects for the past 7 years
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A recognized expertise on the Chinese market

Regularly featured and quoted in global publications

Ehe New Hork Times YA TECHINASIA bléu
LE TEMPS WSBS NEWS  ASIA WEEKLY

Our latest quotations in recent publications

FT 'IEIII;/II?E‘L\;JCIAL &;l:zr‘;!:;m pusl
guardian el
TechNode CONDE NAST
| CHINADAILY |

LE FIGARO

f o Lassnghuus Schook of Manageness
LR r—

Y84
Forbes

Yoci¥f Clobali QI'DN
; South China
“gbtimes Morning Post
I'HE JORDAN TIMES 25 Jing Daily
g The Street

le nivellement par le haut

ISRAELLINGEN I\ s newsasia
B@F fos Angeles Times
=g
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THE WALL STREET JOURNAL. ?&.S\;SS L g
jns .CO
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TECH ' IT NEWS AFRICA
s
World - T
Trademark FINANCIAL REVIEW
Review Ch f
e CCI FRANCE CHINE
dEntreprise c€
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& X |7
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Startup
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WSBS NEWS
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A8 4 da [N

Ehe New 1lork Eimes

ASIA WEEKLY

B EASTWEST BANK
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https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur on est cites dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.francebleu.fr/infos/agriculture-peche/la-viande-bovine-francaise-repart-a-l-assaut-du-marche-chinois-1516185759
https://www.letemps.ch/economie/2018/01/25/un-roi-textile-chinois-convoite-bally?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.nytimes.com/2017/08/23/world/asia/china-museums-virtual-tour-live-streaming.html?smid=tw-nytimesworld&smtyp=cur on est cites dedans
https://www.sbs.com.au/news/smashing-the-butter-fruit-australia-looks-to-feed-china-s-growing-avocado-demand
http://asiaweekly.com/the-digital-jigsaw/?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.francebleu.fr/infos/agriculture-peche/la-viande-bovine-francaise-repart-a-l-assaut-du-marche-chinois-1516185759
https://www.letemps.ch/economie/2018/01/25/un-roi-textile-chinois-convoite-bally?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
https://www.techinasia.com/wechat-mini-programs-ecommerce?lipi=urn:li:page:d_flagship3_profile_view_base_recent_activity_details_all;VaTi4T4wQwW5VDzo08dYLw==
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Who we are

- Your Insider into China market

Insightful

We keep you up with the
fast changing market

China Market Insider

© 2021 DAXUE CONSULTING — DOUBLE V CONSULTING
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Specialized

Niche platforms such
Professional as Xiaohongshu &

B@bili
We customize your market I
entry, e-commerce, & branding I
strategy .

Millennials & Gen Z

100+ Brands Served

Double V.

Training & Consultancy

Localized

We have offices operating
in both Hong Kong and
Shenzhen

Since 2017
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How we can help you?

- Your Insider into China market

TRAINING

We offer online courses
and workshops through
, an

affiliate of Double V.
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CONSULTING

We provide brand &
competitors analysis, and
positioning & market entry

strategy.

E-COMMERCE

We help DTC brands set
up online flagship stores
on Chinese major
marketplaces, and
enhance social commerce.

Double V.

Training & Consultancy

BRANDING

We cover all major
Chinese social media. We
help design your
communication strategy
and provide customized
content.
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https://www.chinableacademy.com/
https://www.chinableacademy.com/
https://www.chinableacademy.com/

Brands we have worked with

- Your Insider into China market
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