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Cross border e—commerce continues to increase,
with approximation of 620.26 billion in GMV in 2019

® (Crose border e—commerce is continuously developing in China, with approximation of 7.7 trillion RMB in
GMV in 2017.

® Cross border e-commerce growth has slowed, with its growth rate remaining at more than 20%, with an
approximation of 620.26 billion in GMV in 2019.

2012-2018 Cross border ecommerce GMV

compared to all ecommerce GMV in China(in trillions)

2012

B Cross border ecommerce GMV | All ecommerce GMV

30.1
26.5
23.0
18.3
13.4
10.2
8.8
d - - -
3.2. - '

2013 2014 2015 2016 2017e  2018e

Data source: Hua Yuan { 2017China cross border whitepaper )
Note: 2017-2018 is CBNData ‘s prediction

Full Insights into Big Data

2012-2019 Cross border ecommerce GMV in China

B GMV (hundred million) ess== Growth Rate

75.2%
71.6% 6202.6

60.0% 60.0% 5110.2

$8.0% 40895

3054.

2063.8

1289.9

460.1 806.2

2012 2013 2014 2015 2016 2017e 2018e 2019

Data source: Yi Guan { Cross border Ecommerce 2016 and 2017 )
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Z China's cross—border imported retail e-commerce
companies have entered the maturation period after an
exploratory phase, with multiple models coexisting

® China's cross—border imported e—commerce has gradually entered into a mature period of B2C
cross—border integrated e—commerce. The main e—commerce platform is a mixed model.

e |n this time period,cross border e—com— e Daigou went from people—powered to o 2014 is the first year of cross—border integrated . ,
merce is mainly done by people bonded warehouses, import and postal e—-commerce. General Administration of Customs * Ministry of Finance passes the
parcels package,direct mail changes. Announces No. 56 and 57 Government rules recog— policy on the import of

e E—commerce websites that were
specifically focused on cross border e MiYa,Little Red Book — vertical

nizes cross—border e-commerce at the policy level. cross—border e-commerce tax.

The B2C cross—border integrated e—-commerce Logistics system and business

ggg?ared. Taobao Global appeared in gg;)sesa—rts)order e—commerce platform platform led by Tmall Global appeared around 2014. model become more enriched
I\
W \/
Stage 2 ( Explorato . Stage 4 ( Maturit
) Stage 1 (Infancy ) ge 2 (Exploratory ) Stage 3 (Developing) ge 4 ( y)
Mainlv C2C Vertical Product Ecom- Cross Border Mixed Models Cross Border platforms
ainly merce rise in power
Before 2010 2010-2014 2014-2016 2016-today
e Top players: Taobao Global, Yang Ma e Top players : MiYa, Little Red Book e Top Players: Tmall Global, JD Global, Kaola e Top Players: Tmall Global, JD Global,
Tou , , , e Features: Category Verticals has matured, e Features: B2C and C2C. mixed models and vertical Kaola ) , )
e Features: Daigou is the main model gradual appearance of C2C e-commerce models both exist e Features: Multiple models exist with
verticals B2C as the main model, with more than

75% of the market share

Data Source: According to public resources

Full Insights into Big Data



? Tmall Global leads the market share in the cross border

ecommerce market

® With 27.6% of the market share, Tmall Global leads the cross border ecommerce market. Netease Kaola
and JD is second and third respectively. These three players cover more than 60% of the cross border

ecommerce market.

2017 Q4 cross border ecommerce market (B2C) competitive landscape

Da Ling, 0.6% Others, 8.1%
Feng Qu, 1.0%

Ju Mei Duty Free, 2.4% \
Suning Global, 2.5% :

Little Red Book, 4.6%

Tmall Global, 27.6%

Amazon, 9.1%

VIP,9.8%
Netease Kaola, 20.5%

JD Global, 13.8%

Data Source: Yi Guan Analysis

Full Insights into Big Data
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? 2017 highlights from large scale sales events
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® 2017 Double Eleven orders accounted for 70% of the national number of orders of cross border goods,

leading the cross border market.

2017 Double Eleven, 56 countries participated in this large scale sales event

Sold 2 Aston Martin boats valued at 17
million RMB

minutes 220,000 bottles in the full day,
which is the equivalent amount of a
winery’ s two year production output

* Lafite sold 20,000 bottles of wine in 30

Sketchers sold 20,000 pairs which is
the equivalent of last year’ s full
/-,‘ year’ s amount; 14 limited edition
shoes that were more than 10,000
./ RMB were sold, the same value as a
Mini Cooper

J

A A
4 A 0
_d == 4
i N r
- - . | I.I

43 % of customers bought global brands
Global brands have increased 51 %

ol Australian retailer Chemist Warehouse broke 700
LA million in GVM in 7 hours , using two thirds the

DISCOUNT

CHEMIST amount of time to reach the same record last year

Macy’ s participated in a New Retail display in
*MCCYS  Beijing where consumers can experience New
York’ s Fifth Avenue via AR

Costco opened two stores, one on Tmall Global
€OSTCO .nd one on Tmall Classic, enabling more
brands to be bought on Tmall

Data Source: Ali Research ; order data is according to local customs organization

Full Insights into Big Data
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Z Tmall Global expands, covering more countries

product types

&

Number of
countries covered

638

Types of Products
covered

3700

Data Source: AliResearch
Data Time Period: 2017

Full Insights i;to BTg Data
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Trend 1: the consumption of
Imported products Is
becoming more frequent
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Z From 2015to0 2017, all products have seen an increase in
the number of people who buy imported products

2015 Tmall Global penetration rate 2017 Tmall Global penetration rate

® >20%
® 15%~20%
® 10%~15%
© 5%~10%

- <5% ‘

® 15%~20%

® 10%~15%

© 5%~10%
<5%

Data source: Ali Data
Explanation: penetration rate =Tmall Global customers/Alibaba customers
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Z Significant growth in certain provinces in the middle
provinces of China
® 201510 2017, top 10 provinces of Tmall Global consumers.

2015 to 2017, growth rate of top 10 provinces of Tmall Global consumers

Hunan Yunnan Sichuan Shaanxi

Guangdong Guizhou Guangxi

Data source: Ali data
Data explanation: . growth rate = 2017 number of customers compared to number of customers in 2015

Full Insights into Big—Dat_a
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Consumers have a wider choice in the countries their

imported goods come from
® |n 2017 the countries that are not from the top 3 countries have GMVs greater than 50%.

P

® |n 2017, the top five countries for Tmall Global consumers are Japan, America, Australia, Germany and

Korea.
2015-2017 GMV comparison of goods bought 2016 vs. 2017 Top countries for Consumers
from countries that are not in the Top 3
B Other countries B GMV of Top 3 countries w2016 w2017
USA
Japan Japan USA
Korea _
iraa Au|S'[ral Germany GermanyKorea
2015 2016 2017 Top1 Top2 Top3 Top4 Topb

Data Souce: Ali Research Data Souce: Ali Research

Full Insights into Big Data _
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Consumers like to buy food, health supplements and
mom and baby products from America, Australia and
Germany and prefer to buy beauty products from Japan
and Korea

2017 Map of most popular products from top countries
Germany

Milk powder
Health Supplements

Cups/kettle
Korea
{ Face masks it

\
; @} Facial Care ]

‘"- > Sunscreen America
[ 4 N ¢ \@). _,f Japan Health supplements

@ Diapers Baby products
Face masks \ Women’ s handbags
o \ Facial Cleaning
products
Australia
Health supplements
@ Baby products
| \ - Milk powder for adults
» /T
® >10% ® 1%~10% ® 0.1%~1% © 0.01%~0.1% <0.01%

Data Souce: Ali Research
Explanation: Product GMV is written in descending order, with countries with large GMV’ s represented. Countries with smaller GMV’ s are not shown

Full Insights into Big Data
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Imported goods from smaller countries are increasing

® Otherthan Japan, America, Australia, and other countries that are in popular amongst consumers, Greece,
Chile and Poland are experiencing increasing popularity.

2017 Tmall Global TOP10 smaller countries that are

Most experiencing high growth rates
popular
top 3
products
Body Wash
Face Mask Wine
Body Care
* Dietary
Supplement
Baby products

* Chocolate
: Face Care Kits
; Eye Care Toner Sandals

¢ Cleanser Make Up Coffee Jeweller :

: Remover Slippers - Y/ HairCare [ Kid’ s Toys
Sunscre Honey E:{jd’ ssBI\iIEeS;[ Bracelet Shampoo Sneakers

* Earring Cleansing Milk Powder
. . 4 Devices ¢
Greece Chile Poland Portugal Spain Brazil Malaysia Austria Israel Denmark

Data Souce: Ali Research
Data explanation: Country selected by revenue =0.02%, growth=FY2017 /FY2016—1

Full lns:igh'ts into Big Data
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< Consumers no longer need big sales events to buy

Imported goods
® Repurchase rate is high, as the platform becomes stickier for consumers.

® New customers tend to use big sales events as their first time to purchase. Starting in March, the number
of new customers start to rise. Starting in December, the number of new customers start to equate to the

number of re purchase customers.

2017 Tmall Global New versus Repeat Customers Ratio

Chinese New Year Sale Black Friday
L 2
’ e New customers first time purchase === New customer repeat purchase s Kept customer
Mid Year Sale Double 12
* Double 11 *
s r‘V Mo
'}w I AACAA M“‘M \ & .
January Feburary March April May June . July August September October November Décember.

Data source: Ali Research
Explanation: New customers are those who never shopped on the platform in 2017; kept customers are those who who have bought previously on the platform before 2017

Full Insights into Big Data
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Z Repeat customers are increasing, people who have

shopped more than five times are close to 17%

® |n 2017 during large sales events, new customer numbers are higher than repeat customers.
® Tmall Global repeat customers are increasing; with more than 40% of customers who have bought more
than three times; those who have bought more than five times are 17%.

2017 distribution of number of times

M Large Sales Events B Non - Large Sales Events a repeat customer shopped

Five times and up
16.5%

Four ti
[o)
12.4% Two times
58.8%
New customer New customer Old customer Thre;a
12.3%
New purchase Repeat purchase

Data Souce: Ali Research
Data Souce: Ali Research

Data explanation: Large sales events include Double 11, Black Friday.
New customers: customers who have not bought on TMG in 2017;
Old customers are those who have have bought on TMG

Full Insights in_to Big Data
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Trend 2: consumers want
a variety of products that
fulfill precise needs
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? Beauty products grow in popularity, with sales volumes
covering one third of Tmall Global’ s total GMV

® Beauty products grow in popularity, with sales volumes covering one third of Tmall Global’ s total GMV

Home goods GMYV ratio also increases.
® The top selling product types within the Beauty category are skin care and cosmetics

2015-2017 Tmall Global GMYV ratio for
different product categories

[ Fashion M Home Goods Other Beauty Devices

Hair Care/ Wigs

Personal Care/Suppement\

M Beauty M Food/Health ® Mom & Baby

2015 2016 2017

Data Source: AliResearch
Data Breakdown: Post 95: Year born 1995-1999, Post 90: Year born 1990-1994
Post 80: Year born 1980-1989, Post 70: Year born 1970-1979

Full Insights into Big_ﬁafa
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? 2017 was the year of ampoules, pushing online serum
sales

® Beauty and skin care products make up the top 5 products, more than 65%; in two years, serum sales have
seen an increase in sales.

® |n 2017/, Spain pushed the sale of serums, brands like Lancome are now pushing Amouples as well; in two
years sales have increased 27 times.

2016-2017 Tmall Global beauty 2016-2017 Ampoule GMV

top 5 products based on GMV
2016-2017 Ampoules GMV grows 27 times

Inside circle 2016
utside circle 2017 2017 August,
Lancome Ampoule
2016, September enters market
MartiDerm store opened )

v

~ S TR IR \06(‘ 2N oY & W \Qé et
-, 5"&(\0@ N\ W N Q@(«\ N Sa(\\) N W A Q@d\ <

N\ N2
0\@ cR QO Q,\’\ cR NS
B Face mask M serum M facial skin care set M sunscreen M cream others % v
Data Souce: Ali Research Data Souce: Ali Research

Full Insights into Big Data
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Lipstick, perfume, foundation are top products in o
cosmetics, seeing incredible growth in the past two

years

2017 Tmall Global Top 10 Cosmetics GVM spread 2016-2017 Tmall Global Top 5 Products

Others

Eyeshadow set Foundation

Eyeshadow
Beauty Tool

Lipstick

Foundation in
powder

Lipstick

Primer Perfume le s e esaenfjescesc e s s s ca e ceseaan. 1

Beauty tools -

LeFCream Foundation

Lip gloss

Foundation brush

Data Souce: Ali Research Data Souce: Ali Research

THALL GLOBAL
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Data Explanation: Hot products increase in popularity = 2017 Sales compared to 2016 sales

Full Insights in_to Big Data



Z Foundation functions are now more specific
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® Consumers want their foundation to include serums. The most popular brand in 2016-2017 is AGE20’ S

that has a serum foundation.

2016-2017 Tmall Global top 10 brands for
foundation

AGE20'S

Revlon

Koh Gen Do
Mistine

bourjois

cle de peau beaute
Milani

Dermacol

COVERMARK
MADRE:X [l

Data Souce: Ali Research

Data Explanation: Hot products increase in
popularity = 2017 Sales compared to 2016 sales

Serum foundation

Innovative serum technology

Serum  when applying

65% water 35% concealer  foundation to skin

8 essence
" g foundation
A 47 cream

* * o« -*‘i.l essence
; 1

\

Korea’ s beloved brand called AGE20 ‘S produces a foun-

dation that is infused with serum that the combined functions
of skin care and cosmetics in one product has won the hearts
of many consumers.

Full Insights in_to_Big Data
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Tmall Global has onboarded many brands in the
medicine and health category to fulfill the needs of a

healthy lifestyle. In the past two years, edible health
supplements have seen arise in popularity

2016-2017 Tmall Global food/health
supplements top 5 product types

Overseas dietary supplements [N

Adult milk powder [l

Bird's nest |

Oatmeal and instant products i
Wine Ji

Data source: Ali Research
Explanation: Rise in popularity =2017 product GMV/ 2016 product GMV

CBNData | IBE

2017, Tmall Global has onboarded many brands

Full Insights into Big Data

in the medicine and health category

Promote joint health
Move Free

EFmaENaEn

Japanese brand POLA

i _
o

S\ BRoeRNERNRES

Cenovis

AESGFrEARE TR

=NE2EE
- )

[ -

o 1

£y
{:’rw )

= L ‘m J

b

-

Twin Lotus instant
Bird’ s Nest
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Consumers want health supplement products to
answers to multi-use dietary supplement, removal of
toxins, eye protection, muscle strengthening, increase
Immune system

2016-2017 Tmall Global overseas dietary supplement Top 10 Products

Toxin removal

Fier winerd® \ro propiotc Lutet® propo'® a\\c‘“m . ig0e®

Data source: Ali Research
Explanation: Rise in popularity =2017 product GMV/ 2016 product GMV;
Top 10 products that fulfill needs of consumers

Full Insights in_to Big Data

Skincare  Blood nourishment
Healthy intestines
Eye protection
Healthy blood Promote bone
vessels growth
Muscle
I I strengthening Toxin removal Increase

I |mmun|ty
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In the imported baby products category, parents are
buying products to fulfill precise needs
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® Milk powder and diapers have always been popular items for parents, but in recent years, due to the im-—
provements of lifestyle, products such as calcium, iron, zinc, DHA. probiotics, bath and body, thermome-

ter, car seats are becoming more popular.

2017 Mom and baby 2017 Top10 products within 2017 Top10 products within
products GMV spread the baby food category the baby supplies category
Kid's Calcium iron zinc _ Emollieqiui _
Toys Shoes A gt _

DHAWalnut Oil [

rresnane vitamins [l Thermometer [
Probiotic [l Bath products [
Porridge [l Detergent [N
Baby Baby health [ Dental Amine [
supplies Fruit/\Veggie I Nasal cleaning -
Snacks [ Sunscreen [
Puffs I Cutlery .
Biscuit I Cups .

Data Source: AliResearch

Data Source: AliResearch

Data Explanation: Hot products increase in popularity = 2017 Sales compared to 2016 sales

Full Insights into Big Data
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Post 90s generation leaning towards purchasing beauty
care products for pregnant women

P

® Products for pregnant women have Post 80’ s generation as the lead consumer group, but the Post 90s

generation is on the rise and will become the future larger spending power.

® Both consumer groups are pursuing more than just supplements while pregnant. The 90s group is buying

more beauty care products for pregnant women .

2015-2017 Distribution of generation spread 2017 Hottest products for pregnant women
for products related to pregnant women for post 80s and post 90s

HPost95 MW Post90 M Post80 Post 70 M others

Supplements

— N B
|r ) Ear;v_id;rl:m_c;re_z
: Breast lotion
 Beltfor pregnant -
Pillow for pregnant -
Massage oil M Post 90
Hair care W Post 80
Socks for pregnant
Pelvic belt

2015 2016 2017 Steam device
Data Source: AliResearch Data Source: AliResearch
Data explanation: Post 95 1995-1999; Post 90 1990-1994; Data Explanation: Hot products increase in popularity = 2017 Sales compared to 2016 sales
Post 80 1980-1989; Post 70 1970-1979 Post 90 1990-1994; Post 80 1980-1989

Full Insights into Big Data
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Trend 3: high quality products
encourage the consumption
of imported goods
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Tmall Global mid, high level consumers contribute to
76% of the GMV with the basket size increasing in the
past two years

2017 Spread of low, mid to high 2015-2017 Comparative basket size of low,
level consumers mid and high level consumers
Bilow M Mid M High B 2015 = 2016 W 2017

Low Mid

Data Souce: Ali Research

High

Consumer size GMV

Data source: Ali Research
Data explanation: the divide is determined by the per transaction
amount of the user. Low, mid, high=1:3:5

Full Insights into Big Data



From 2015 to 2017, more than 30% of consumers
experienced an upgrade in consumption
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® More than 30% of consumers experienced an upgrade in consumption, 21% of consumers upgraded from

low level to mid level, 10% of consumers upgraded from mid level to high level.

2015-2017 Change in upgrade of consumption
From low to high , 4.4%

From mid to high, 5.4%

Kept mid level , 23.5%

From low to mid , 20.7%

From high to low, 3.3% ~ Kept low level , 20.0%

From high to mid, 5. 4%

B Consumption level increase

B Consumption level kept the same

From mid to Iow, 15.5% Kept high level, 1.8% || Consumption level decreased

Data source: Ali Research
Data explanation: the divide is determined by the per transaction amount of the user. Low, mid, high=1:3:5

Full Insights into Big Data y
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? Tier 2 Post 90s and 95s consumers upgraded

® \Women represent more than 70% of consumers; Post 90s and Post 95s represent more than 50%; Tier 1
and 2 cities represent more than 60% .

2017 Gender distribution 2017 Consumer spread in 2017 Consumer groups
Different Tier cities based on generation
100% 100% 100%
90% 90% 90% _— == -
80% 80% 80%
70% 70% 70%
60% 60% 60%
50% 50% 50%
40% 40% 40%
30% 30% 30%
20% 20% 20%
10% 10% 10%
0% 0% 0%
low to mid mid to high low to high low to mid mid to high low to high low to mid mid to high low to high
Bwomen M men M Tier1 MWTier2 M Tier3 Tier4 MPost95 M Post90 MPost80 " Post70 M others
Data Source: AliResearch Data Source: AliResearch Data Source: AliResearch

Data explanation: Post 95 1995-1999; Post 90 1990-1994;
Post 80 1980-1989; Post 70 1970-1979

Full Insights into Big_Dafa
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< Post 90s generation leads the way in purchasing

products that represent an upgrade in lifestyle

2015-2017 Products bought by
Post 90s women in Tier 1 and

Tier 2 cities from low to mid level tier

of consumption

2015-2017 Products bought by
Post 90s women in Tier 1
and Tier 2 cities from low to
high level tier of consumption

Undergarment

Digital Appliances .
Foot cream .
Talcum powder .

e e e e e e o o o o e e o o e = o e = e

e e mm mm mm o e o o o e o o o e o = o = e ey

Data Source: AliResearch

2015-2017 Products bought by
Post 90s women in Tier 1
and Tier 2 cities from mid to high
level tier of consumption

- o mm e o o mm m m = e o o mm e o e mm e e e mm e e e e = = =

Wireless/bluetooth speaker

Lego

Korean/Japanese watch -

Data Explanation: Hot products increase in popularity = 2017 Sales compared to 2015 sales

Full Insights into Big _Dat_:al
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< Post 95s generation leads the way in purchasing
products that focuses on the self

\

2015-2017 Products bought by
Post 95s women in Tier 1
and Tier 2 cities from low to
mid level tier of consumption

2015-2017 Products bought by
Post 95s women in Tier 1
and Tier 2 cities from low to
high level tier of consumption

_______________________

Korean/Japanese watch

w
(0]

QO

c

—
<

o
(0]

<.
(@]

(0]

Digital appliance

_— e e e o o e e o o o o e e = = e

Teeth whitening

<
©
%)
Zh
ke,
o)
=
S
o)
-

Fruit sticks

Beauty device Aromatherapy

Nasal cleaning

solution Earphones

— e o e = = = = = - - — —

N o e e e e e e e e e e e e e e - - —

Data Source: AliResearch
Data Explanation: Hot products increase in popularity = 2017 Sales compared to 2015 sales

Full Insights into Big—Dat_a
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2015-2017 Products bought by
Post 95s women in Tier 1
and Tier 2 cities from mid to
high level tier of consumption

— e e e o e = o e e o = = = ey
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Trend 4:Interaction with
content is a vital part of
consumers for imported goods
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The emotional exchange that happens with the consum-
er is a vital piece of the platform; the forms of content on
the platform are plentiful

Recommend ( Private

WOM Good Mobile Taobao Store Mobile Taobao Weitao
Mobile Taobao Recommendation Spending Center
Recommendation List Mobile Taobao Live

Reccomending the most Merchant can choose
suitable products for what kind of

the consumer content to post

- %
A N
y = .
4 yr - Al
- b

2 (.

l | | — A

| L == il
= ] { g -l —
i} | e e : ir _
b ! > . i F i
| | | ‘ i y ! i
| L L - 4 y 4 y
| \ kY, M

f‘, A ‘.;‘I " o ..\' 7
o A A 4 L y
i 3 X > i s
\ - ‘ "-:-“_ - g A y
R . b - o y 4
\ > e r y
\'- . P v
Z i o o
N S P -
= ) »
A 4

Search words

Interactive

Taobao social network
Taobao Strategy Ask Everyone
Environment Search

Topics and content
Mobile search

Full Insights into Big Data



Z Content significantly increases the rate of purchase
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® |ivestream is a familiar channel and raises conversion rates; the amount of time spent looking at a particu—
lar product also is more than twice the amount of “Recommended goods” and Taobao Weitao

2017 Time spent on each content channel

Mobile Mobile Mobile Mobile Mobile Mobile Mobile
Taobao Taobao Taobao Taobao Taobao Taobao Taobao
Live WOM Weitao Easy-s = Recomm- Lifestyle Store
Goods hopping endation  Research Recomm-
List Center endation

Data Source: AliResearch
Data explanation: 201701-201712 chosen data on wireless ;
Viewership =Page View /Unique View

Mobile
Taobao
Live

Full Insights into Big Data

2017 Conversion rate for each content
channel

Mobile Mobile Mobile Mobile Mobile Mobile

Taobao Taobao Taobao Taobao Taobao Taobao
Weitao Lifestyle Store WOM Easy-s = Recomm-
Research  Recomm- Goods hopping endation
Center endation List

Data Source: AliResearch
Data Explanation: 201701-201712 chosen data on wireless ;
Conversion =people who bought unique view/Unique View
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Consumer profile

Post 90" s and Post 95° s as
the main consumer profiles
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? Tmall Global post—90s gradually grow as the main force,
post—95s also begin to emerge
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® Tmall Global post 90s and post 95s consumer spending has increased year by year, while post 90s gradu-—

ally grew into the main consumer group

® |n 2017, these two groups accounted for nearly 50% of the total population and their amount of consump-

tion accounted for nearly 40% of the total GMV

2014-2017 Consumer Group Size Ratio 2014-2017 GMV Spending Ratio

M Post 95 M Post 90 Post 70 M Others M Post 95 M Post 90 Post 70 M Others

Gool . E—

-:-:- 90%
80%
70%
60%
50%
40%
30%
20%
10%
0%

2015 2016 2017 2015 2016 2017
Data Source: AliResearch Data Source; AliResearch
Data Breakdown: Post 95: Year born 1995-1999, Post 90: Year born 1990-1994 Data Breakdown: Post 95: Year born 1995-1999, Post 90: Year born 1990-1994

Post 80: Year born 1980-1989, Post 70: Year born 1970-1979 Post 80: Year born 1980-1989, Post 70: Year born 1970-1979

Full Insights into_Big Data



? Consumption from townships rise higher compared to

Tier 1 and Tier 2 cities

® |n all tier cities, Post 90s and Post 95s group have grown in proportion, but relative to tier—1 and tier—2
cities, the post—90s and post—95s consumption in tier—3 cities and below account for a larger growth

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

2016-2017 Consumption according to City Tier Level

M Post95 M Post90 M Post80 ™ Post70 M Others

2016 2017 2016 2017

CBNData
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P

THALL GLOBAL
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-------------------------------------------------------------------

Data Source: AliResearch

Data Breakdown: Post 95: Year born 1995-1999, Post 90: Year born 1990-1994

Post 80: Year born 1980-1989, Post 70: Year born 1970-1979

Full Insights into Big Data
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? 40% of Tmall Global Consumers are new customers of
which post 90s and post 95s more than 50%

® New customers who are Post 90s and post 95s are respectively 40% and 60% of the GMV spending, which
has surpassed 80s and 70s. This has added a younger customer profile to the entire platform

2017 New Customers versus 2017 New Customers versus Old

Old Customers — generation spread Customers — generation spread
® New Cusomers ® QOld Customers comparative ratio
'I M New Customers M Old Customers B New Customers B Old Customers

Post 95 Post 90 Post 80 Post 70 Others Post95 Post90 Post80 Post70 Others

Data Explained: new customers are counted as ones who didn’ t buy from the platform before 2017 , Old Customers are counted as ones who bought from the platform in 2017

Full Insights in_to Big Data
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Post 90s and 95s show three major attributes: love trying
new things, buy affordable luxury and counters prema-—
ture aging

Trying new things

Post 90s and 95s like to try
new things such as buying
products from new coun-—
tries, testing new products,
market leader and hot prod-
ucts

Affordable luxury

Following the rise of aver—
age incomes, Post 90s and
95s begin to buy things that
celebrities wear and use, In—
cluding luxury beauty and
skin care items.

Full Insights into Big_Dafa

Pre Mature Aging

Post 90s and 95s like to
prevent pre—mature aging.
Stress from work and life
cause them to purchase
products like preventing
hair loss and focus on
health.
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#Z Love trying new things: Post 90s and 95s like to try new
things such as buying products from new countries,
testing new products, market leader and hot products

\

Goods from smaller ~ New products Trendy products Hot food items
countries in beauty

Full Insights in_to_Big Data
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Post 90s and 95s become the main consumer groups for =~

smaller countries
® Post 90s and 95s become the main consumer groups for the top 10 smaller countries

Z
Z

2017 Generation Spread of consumers of 2017 Country type versus generation spread
smaller countries versus larger countries
B Smaller countries with the fastest growth rate
n B Post90 MW Post80 " Post70 ™ others B Top 5 countries with the highest sales
100%
I [ ]
90%
80%
70%
60%
0,
or 50°%
Mature 40%
Aging 30%
20%
0%
Smaller countries with Top 5 countries with Post 95 Post 90 Post 80 Post 70 others
the fastest growth rate the highest sales
Data Source: AliResearch Data Source: AliResearch
Explanation: Smaller countries are Greece, Chile, Poland, Portugal, Pulling index: 2017 Incremental Consumption Value of Certain Generation
Spain, Brazil, Austria, Israel Denmark Certain Origin of Product/2017 Incremental Sales Value of Certain Origin

Full Insights i;to BTg Data
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Spanish medicinal beauty successfully enters the Chi—
nese market, with Post 90s more than 40% of customers

and Post 95s consumption increasing

® MartiDERM is the black horse of 2017 after the store opening of 10 months, has become a member of the 100 Million
Club. Repeat purchases of MartiDERM’ s store is at 22%, twice the amount of the average store in the beauty category.

® Post 90s represent more than 40% of customers, overtaking Post 80’ s as the main consumption force. Post 95s in—
creasing as well as a consumer group.

2016Q3-2017Q4 MartiDERM In Spain ,

generation spread of consumer groups Every 2.88 seconds, one MartiDERM ampoule is sold

MPost95 M Post90 M Post80  Post70 M others
Chinese online sales records increasingly break new records,

100% www—— - m | — — —
N in 2017 after Double 11, every 3.02 seconds one

Mature 80% MartiDERM ampoule is sold

Aging
0% As the number one Spanish Ampoule brand, MartiDERM joins
40% Double 11 for the first time in 2017
20% ® After 77hours 'E 4.6 milifon ampoules

- e ¢ were sold

2016Q3  2016Q4  2017Q1  2017Q2  2017Q3  2017Q4

Data Source: AliResearch Data Source: AliResearch

Data explanation: Post 95 1995-1999; Post 90 1990-1994;
Post 80 1980-1989; Post 70 1970-1979

Full Insights into Big Data
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Trendy brands of bags, shoes and clothing have Post
90s and 95s as main fans

® Trendy brands of bags, shoes and clothing have Post 90s and 95s as main fans, covering more than 50%
of brands that belong in the trendy brands category .

2017 Distribution spread of different generations
in the category of Bags, Shoes and Clothing

BPost95 M Post90 M Post80 Post 70 M others

100% = =
80% '
0
Pre 60%
Mature
Aging 40% .
20%
0%
Trendy brands All brands of
of bags, shoes, bags, shoes,
clothing clothing

Data Source: AliResearch

Data explanation: Post 95 1995-1999; Post 90 1990-1994;
Post 80 1980-1989; Post 70 1970-1979
Brands chosen from 2017 seven trendy brands and 11 trendy brands that are experiencing high growth rates

Full Insights into Big Data
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? Popular food items attracts Post 90s and 95s as main
fans require

® Compared to other ages, Post 90s and 95s are more attracted to popular food brands. With the Korean
Spicy Chicken Noodles as a popular item, 2017 invites huge sales of the item to younger generations with
more than 60% of the consumers as Post 90s and Post 95s.

2016—-2017 Sales of Tmall Global 2017 Generation Spread of the purchasers of
Korean Spicy Chicken Noodles Korean Spicy Chicken Noodles

BMPost95 W Post90 M Post80 Post 70 ™ others

Early in 2014, Korean Spicy {00%
Chicken Noodles appeared

= —
on , an Asian variety show 80%
{Day Day Up) its popu- .
larity exploded and led the
increase in sales of the item 40%
online. s
0%

2016 2017 Data Source: AliResearch

Data explanation: Post 95 1995-1999; Post 90 1990-1994;
Post 80 1980-1989; Post 70 1970-1979

Spicy Chicken Noodle Overall instant noodles category

Full Insights into Big Data 4



? Affordable luxury due to the increase in salary of Post

90s and 95s

Post 90s begin to hold higher positions at work

Contributing factor: Salary increase

THALL GLOBAL
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‘ Post 95s start entering the workforce and begin to earn a salary \

L\

Reason 1
an loyalt

These two consum-
er groups are in—
creasingly purchas-—
ing the things that
are worn by their
celebrities

Reason 2
e for bea

The purchase of
luxury beauty items
started to increase
with a huge in-
crease on expen-—
sive brands

Full Insights into Big Data
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i .
Reason3
yrsonal Carg

Luxury personal
care items have
started to attract the
attention of con—
sumers from Post
90s and Post 95s
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? Post 90s and 95s favor lesser known luxury brands and
brands that are used by their favorite celebrities

P

® After the showing of a hit Chinese drama { My Past Life ) Post 90s and 95s have begun to increase the

purchase of the YSL handbag seen in the show.

2017 Top10 bag brands consumed 2017 The sale of the YSL bag after actress
by Post 90s and 95s Jing Tang(Quan Yuan)carries it in the show
- S EEEEEEEEEEEEEEEEEEEEEEEE ~ 2017 Distribution spread of people
' MOSCHINO N who bought the bag
e _ | Post 95 [N
: LOEWE : July 4th { My Past Life ) show airs >
' ___ MARN I ¢ Post 90 N
BVLGARI

Post 80 1
Post 70

Balenciaga

Salvatore Ferragamo
YSL

Miu Miu

Givenchy

Jimmy Choo '
201701 201702 201706 201707 201708 201709 201710 201711 201712

Data Source: AliResearch Data Source: AliResearch

Growth rate=2017 category sales/2016 category sales Data explanation:Right side columns is the distribution spread of generations who favored the
bag of Quan Yuan in 2017

Full Insights into Big Data-
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? The purchase of luxury beauty items started to increase
with a huge increase on expensive brands

2015-2017 Per customer transaction amount 2017 Brand sales by Post 90s and 95s consumers
of Post 90s and 95s when consuming
beauty products

k-1l

B Post 90 B Post 95 ,
Dior I
Herme s [N
The history of Whoo [y
Christian Louboutin _
SULWHASOO [
Pre . )
Mature Clé de Peau Beaut¢ [N
Aging
GIORGIO ARMANI [
BURBERRY [
2015 2016 2017 SU:M37 -
Data Source: AliResearch Data Source: AliResearch

Growth rate=2017 category sales/2016 category sales

Full lns:igh'ts into Big Data
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Pre
Mature
Aging

The Hermes of toothpaste “Marvis” and luxury brand

of toothpaste “Regenerate”
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® [ uxury personal care products have also entered the eyes of the Post 90s and 95s consumer groups, con—
tributing to more than 50% of Marvis’ annual sales.

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%

2016—-2017 Luxury toothpaste GMV distributed
according to generation division

WPost95 MW Post90 M Post80 Post 70 M others

2016 2016

Data Source: AliResearch

2017 \,

'llg:
=4
3
z
E.
w
=

During Double 11, Marvis sold
quantity 35,000 and entered the
shopping basket 50,000 times

Luxury toothpaste—Regenerate
Toothpaste at Double 11 price of 88

RMB finished sales within 30 minutes 3

Data explanation: Post 85 1995-1999; Post 90 1990-1994;

Post 80 1980-1989; Post 70 1970-1979

Full Insights into Big Data

Data Source: AliResearch
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Z Post 90s and 95s like to prevent pre—mature aging.
Stress from work and life cause them to purchase prod-
ucts like preventing hair loss and focus on health

( A
Post 90s and 95s are investing in
beauty devices that makes the face
. decrease in size and tightens skin )

4 A
Hair loss prevention shampoo is a

Under the stress ! new favorite )
of work and life,

Post 90s and

95s are working Health supplements are a new |
e U > : | favorite amongst these two groups
mature aging

\

\ . M J
: | An attention to health is on the rise,
L CEL BT 616] CIE13 63 -+-» which caused the sales of thermos
torise

J

Full lns-::i'ghts into Big Data
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? Conclusion

Post 90s and 95’s
new upgrade in
lifestyle

Content that is
interactive is helpful
for imported goods

Consumer
Profile

*+ @) %
-

Interactive
Content

<

Consumption
trends

Y
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Buying imported
products becomes
more frequent as the
platform becomes
stickier

Imported products fulfill
more precise needs as

quality improves
lifestyle

PN
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Z Appendix: New Trending Brands

Trending brands
Parfois, The Mountain, byther, UNDEFEATED, ZANIMAL, ATONG, ETNIES, GEDEBE, boyy, Urban outfitters, huf, Stussy, SUPREME,
OPENING CEREMONY, PRO CLUB, Dickies, Chiara Ferragni, POP BAG

Full Insights into Big Data
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