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GLOBAL PRESENCE
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Established in
Listed on the on
Aug 2017 (Stock Code:603825).

2020 annual turnover:

Ranked

for 13 consecutive years.

in the country in terms of revenue

Employees

Branch companies in China (BJ, SH, GZ, SN,
HK, etc)

Global Office (Los Angeles, New York, Seoul,

Tokyo, London, Paris, Munich, and Milan)
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360 SOLUTION FOR CHINESE MARKET
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LARGE CLIENT BASE IN CHINA

AUTO LUXURY & FASHION
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LUXURY FASHION EXPERTISE IN EU
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MOST DIGITAL ECONOMY

TOTAL MOBILE PHONE INTERNET
POPULATION CONNECTIONS USERS

1.44 1.61 854.5

BILLION BILLION MILLION

URBANISATION: vs POPULATION: PENETRATION

99% 112% 29%

ACTIVE SOCIAL
MEDIA USERS

1.04

BILLION

PENETRATION

12%



LEAD ON HIGH TECH
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LARGEST LUXURY MARKET Global

Source: McKinsey,
China Luxury Report 2020

Luxury
Spend
Chinese
Consumption
2025 50%
2020 36%
2000 1%



RESILIENCE POST COVID

Chinese economy growth rate

6.10% =
Revenge spending
6.00%
$ 2.7 million
On the day Hermes reopened in April
5.90%
5.80% — o — — ———
5.70% — — - — BEmm— — Bam— = Fra
—_— @ | WA | B O Revenge tourism
| $ 69.57 billion
During the Golden Week holiday
550% —— — — — EEE——— — EE— — _— = o
5.40%
Total Quarter 1 Quarter 2 Quarter 3 Quarter 4
Forecast before outbreak Forecast with coronavirus effct included

Source: JP Morgan, Global Projection 2020



THE PARADIGM OF CHANGE

ANCIENT WISDOM CLASSIC PHILOSOPHY MODERN MANIFESTATION



AREAS OF TRANSMUATIONS

l.  Age and Gender Subversion
Il. Taste Evolution

ll. Technology Appropriation

V. Consumer Journey Randomization

V. Trending Platform Adaptation

VI. Oversea Luxury Buying Predictions
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ECONOMY

« China’s aging population doubled over the
past decades, reached 14% of the
population

« Demographic problem is a huge
commercial opportunity

* A market that is worth nearly 900 millions
Euros, and growing double digits

* On Tmall, purchase of luxury goods
overseas from people above 60 years grew
by 60%.

« KOL in this category enjoys even higher
fan base and influencing power
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Top Categories

Clothing

Grooming & fragrance
Accessories

Sneaker

Watches

Jewelry

ECONOMY

» The country with disproportional male population is
re-defining masculinity.

* New era of male consumption, overtaking women on
ecommerce purchase

« Very little brands cater to this group

« Huge demand for different goods. Pay attention to
quality and more loyal to brands than female
consumers.
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- Live stream grew exponentially over
the past 4 years

-16 Billions USD market size > |
(Statista )

- Today is the most effective
conversion channel
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GUO CHAO i
CHINA COOL TREND;

o Patriotism transformed into aesthetics for
Chinese art and heritage

* Blending traditional and iconic cultural

elements while expressing modern and
confident attitude.

* Preference for domestic brands

» Going back to the brands with
Chinese roots and heritages.




XIAO ZHONG CHAO
NICHE BRAND CRAZE

Latest craze for niche brands

Smaller , Unknown
Distinct style

Story Tellling

Design and Craftmanship

less chance of clashing with somebody who has the same
piece,

Niche Brand Market in China, US$ M

100 28.5%
91.6
90
80

28.0%
27.5%
70 #1% 27.0%
60 26.5%
50 26.0%
40 25.5%

30 25.0%

20 24.5%

1.1
10 24.0%

0 23.5%

= I . I = 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
I ' l—l I l ' Market Size ===Growth Rate
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TECHNOLOGY
APPROPRIATION

FAST SPEED ADAPTATION AND COMMERCIALIZATION
L
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LATEST TREND ON
VIRTUAL KOL

Break the geographic / time boundaries
High imitation, increased engagement
Designed behaviors based on audiences’ preferences

Becoming brand ambassadors



CONSUMER JOURNEY RANDOMIZATION

MULTIPLYING TOUCH POINTS



CONSUMER JOURNEY

TOUCH POINTS MULTIPLICATIONS
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4 STAGES OF CONSUMER JOURNEY  [PLICATI

Awareness of the value of brand IAE sk Openly express one’s own opinion
and luxury goods (Understanding ) Chtvocacy) Tightly follow up network’s trends

A
Understand the history of the brand, to @ @ Experience sharing among friends/colleagues
i

etc. r
b
Feel the brand philosophy | @
Practice the lifestyle led by the Enjoy and integrate
Visit the brand offline exhibition the multi-dimensional luxury experience
watch brand documentaries, M sE Purchase and repurchase

( Purchase )

participate in brand VIP events, etc.

Sources: BCG X TMI  { 2020 1% & H =& FH)



3 TYPES OF CONSUMER JOURNEY IPLICAT]

There are three main user journeys for luxury goods:

Brand understanding
Social-driven conversion

Lifestyle integration

Data sources: Bilibili, 2021 Jan.



CONSUMER JOURNEY - 1

BETTER BRAND UNDERSTANDING
& UPGRADED SERVICES

« (Cognitive drive: online & offline
« Service transformation: 1to1 without space limit
» Personalized services are the key: data support

 TA:

« Successful businesswomen with rich luxury shopping
experience

« Male elite who respects salesperson’s suggestion, for
efficiency wise

hijlinH
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CONSUMER JOURNEY - 2 B 935

< S =
SOCIAL-DRIVEN CONVERSION HZER, BIR/DEF

Active in diversified social networks: personal influence
Word of Month: brand social buzz
High potential of purchasing power

« TA:
* New-comer of luxury shopping

« Trendy fashion star REER 1 HREE{R 2
« JELTRFRRM »  EEERAL
AR EFERER » BESRFIEA
s EBSHRXFEERK « PDIFRBEAR
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CONSUMER JOURNEY-3 EREAL

LIFESTYLE INTEGRATION SEA, Eamil

* Niche but not negligible: happy few

« High income and good taste

« Brand value recognition: brand interaction
* Follow the heart: spontaneous purchase

 TA:
« Born from rich family and grew up surrounded by luxury brands
Fan of « art de vivre » s . thEEIKA

- BRAR » EERNUAEHE
- BEWXFEES + BRZR, AE
fan BR
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WECHAT CHANNELS

WeChat Channels

-WeChat Channels launched in 2020 and are WeChat’s answer to
the rising trend of short-video.

-WeChat Channels has two main advantages:

1. Includes a link to your WeChat official account which can
help brands gain more followers and promote brand
awareness

2. Short video is an easy and fun way to consume content,
which helps brand to better recruit new followers on social
media and better sustain its existing community.

-Some luxury brands already have WeChat Channels account:
Chanel, Givenchy, Dior.

(Source: https://www.sekkeistudio.com/blog/chinese-social-media-2021/)
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BILIBILI , ICATI

= bl

Bilibili help brands to REJUVENIZE Zitflgie FRIEXHE

-Most users of Bilibili are from the Gen Z; the I —
average of Bilibili is 21 years-old and 78% of
Bilibili users are between 18 and 35 years-old.

- Multiple Marketing tools to leverage:

1. Splash ads
Create funny and exciting story to involve
iTE3F , big
the young | ik -
3. Collaborate with content creators from
different social cercle
Average age of users: 21 years old Splash ad of ESTEE LAUDER on Bilibili
18-35 years old users rate: 78% Click here to see the video
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BILIBILI

Silky = Happiness

[EXRHI] EBY "£8" FERE—MHRTMHNE
BIAETHHIRAERE (£418] | BISRRTER &5 (U=LB)

22 B8 = iR

EIFSEXmEXIRERS. THAPHBIXER

EgrmArIATERS. RHEB. MEMXBKERFENE,
wHEHAFREREARAETEH.
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Brand Virtal Ambassador of Dove — Xiao Fu

IPLICATI




PLICATI

>ROSS PLATFORM COLLAB

Weibo IP Collaboration

Weibo is not as attractive as it was as other platforms are crushing
into this field. Now it is remarked for its trending search and
celebrity exposure.

Weibo is the main platform for IP cooperation which may include
to unite a superstar with another one based on their role in the TV

series.

Example:

Leader of China’s online food delivery — Meituan X McDonate FEANE, SEHESSARE!
forms a couple of « Scrambled Eggs with Tomato » '

Meituan Delivery X McDonate

hijlinH
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IPLICATI

OVERSEA LUXURY BUYING

Obstacles:

- Border crossing passport will only be
issued for emergency and essential

e & the loint Prevel
nism of@ 1€ Statc EN—

v - Chinese citizen needs to be quarantined
for at least 14 days (more quarantine
stays depends on each region’s regulation)
and pay for hotels from their own pocket.

- Chinese vaccination does not allow people
to tackle the dangerous environment out of
China.




OVERSEA LUXURY BUYING IPLICAT

China wants to boost the domestic luxury
economy by:

1. Tax cuts on exported luxury product

2. Favorable policies ensure Chinese
consumers can easily access to duty-
free products in mainland China.

Spring Festival holiday 2022,

* 9 duty-free shopping malls in Hainan

« Sold a total of 1.14 million duty-free goods

« (Generated a sales of 133.54 millions Euro (997
million CNY).

https://news.sina.com.cn/c/2021-10-03/doc-iktzqtyt9527262.shtml?hasPlayedTime=34.500287
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