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Worldwide population in a chart
7,5 billion people
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Online retail transaction value

2017-19 CAGR % | % of total retail value in USD

$135 Bn
14% | 22%

United
Kingdom

France .

Germany

$80 Bn

i 9% | 9%

15% | 10%

SOURCE: iResearch and MOFCOM for China; eMarketer; McKinsey China Digital Consumer Trends 2019

Russia
$30 Bn
24% | 5%

24% | 25%

5% | 9%

Indonesia
$15 Bn
36% | 4%

$40 Bn
36% | 3%

$90 Bn
22% | 22%

Canada
$55 Bn
26% | 11%

USA
$600 Bn
15% | 11%

Brazil
$30 Bn
13% | 4%
Argentina .

$7 Bn
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ON-LINE BUSINESS

CHINA,

5 years ahead
the rest of the worlid




A totally digitized society
(A ¢ - ' !




£y.s. -~ @Germany China:
50% 144.0% |
52,1% in

i May 2021

30%
20%
10%

0%

2014 2015 2016 2017 2018 2019 20207

* 2020 data from May (China: 2019 forecast)
Retrospective data where available, some forecasts

Source: eMarketer




CHINA

How the digital business
works?

www.genetsisdata.com




IN CHINA
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Search engine

Jiuhao Heallh i
Trruall

Aliyun

Self-operated i . Invested
businesses partners




In the World
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Mass Market

BEM

Taobao.com

N

THALL.COM

< JD. ?ﬂfﬁ_ﬁ

DIE=1i2]
amazon.cn

'%'13 yhd.com

FEETE

gome.com.cn

DT R

suning.com

Vertical
Market

BTE -
.E-Ehaﬂn .

TR RN

TEHEESNTARN SR

@permarket

"FIELDS

’fmtv{\.a(,

Horizontal
markets

\/// BE
VIPSHOP.COM

e

DH .com

SRS

vip com

Cross-border

KinE

THALLHK

Ny TURSER
41 JD Worldwide

& - Rem

Kaola.com

Brand Own
Stores
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Social
Commerce
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Within China

1688 *x% B2B

WEP)  coc g B2C

Taobao.com

P - oo

Luxury B2C

Etl8® B2C-CroupBuy
Ximite B2B2C

CHAOSHLTHALL.COM

SR e DB2B2C

YIGUO.COM

52__:5 B2B2C y retail

China + International

X e Elbm

THALLGLOBAL

) 2R

GTAOBAO.COM

XEEEHEE

Tmall Global Direct Import

Express

Express
PLAZA

B2C

B2B

C2C & B2C

32B2C
B2C From China to Intern.

B2C From EU to Intern.




Sales Split by ecommerce type

12% -

C2C “17%
B2C
4%
020
67%
B2B

mO020 mC2C mB2C mB2B

2019



B2C sales split by plataform

Tmall increase its leadership ...

‘ > 64%'

Tmall

10%

All others

26% <

JD

B Tmall mJD mVIP mSuning GOME Others

2019



Main B2C Marketplaces positioning

High Tier Cities
('|st _ 2nd)

Sales Driven Marketing & Branding

Low Tier Cities
(3rd _ 4th)

*Size represents GMV and market size



Daily
Consumption

Apparel &
Shoes

Mother & Baby

Beauty & Personal Care

32% in Tmall

Food &
Groceries
(incl. Health
Supplements)




Wechat
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30% of their internet time




SOCIAL MEDIA:
very complex but segmented
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Social commerce overall market size and growth Social commerce key platform growth,
MAU in millions

Il Market size (bn RMB) Growth rate (%0) B 2017 R 2019 YOY growth (%)

Currently expanding
into direct EC

2,865 470

40
2,067
1,317
627
176
2 m = NS
Douyin

2016 2017 2018 2019e 2020e 2021e PDD Jingxi Xing Yunji
Sheng

2829 233 61 16

Source: iReseach, Questmobile Report, Trustdata Report, company press release




The role of the KOLs

Followers: 1,368,873
Writing Quality: Excellent
Content Breakdown:
Fitness (80%)

Other (10%

Highest Repost: 11,660
Average Repost: 150
Average Comments: 400
Average Likes: 1,000

CORE MEDIA:

vwwweibo.com/munggirls



http://www.weibo.com/munggirls

Fashion Blogger Sells 100 Cars On WeChat In 5 Minutes

# CHINA CHANNEL / ) JULY 25, 2017 / I CASE STUDIES

Would you buy a car on WeChat? Well, 100 people just did exactly that a few days ago (July 22nd). Read on to find out all the details
of one of the most interesting WeChat ecommerce case studies to date: How were the cars sold? What sales techniques did they use?

Why would anyone want to buy a car on WeChat anyway?

X ZBMINI=[] MINI YOURS f0...

Only 100 people will have the chance to drive blue
——t—
s

RBE100A, ZBIESIAYE




March 25 2020

T
Revenuex]l.5M RM
H# of Purchasers: 19K
Viewers: 12M
UV: 291K
CR: 6.52%

Duration: 4 min
Offer: 25% discount offered

May 17 2020

e

Revenue:x3M RMB
# of Purchasers: 38K
Viewers: 25M

UV: 284K

CR: 13.43%

/’"_

Durationi.2 min
Offer: 25% discount offered
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The last player in the scene:

KOCs & UGC
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80 % of mums

Happy to share with other parents how they feed thelr chlldren
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China: home of the
OmnIChanneI % of fashion buyers

who search online
within the physical
store

m 2017 m2019
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Key success factors




Key success factors

# Growing category or low competition niche.



The cosmetics
and personal
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China will be the largest market
INn 7 years trime

Top ten global beauty markets in 2018

Beauty market growth by country
(2009-18 CAGR)




2017 Market Size Comparison (bn USD) Per Capita Consumption (2017, USD)

CAGR
12-17

“ bY RS 53.5 B 2 ' 3.7 [
e b.4x

13.1 SCERNG.7 36.1 1289




China beauty sales channels as % of total sales




China beauty growth rate, mass market vs high-end market, 2005-2018

High-end market products - Mass market products



Countries share by on-line revenues




Age distribution of Chinese male beauty consumers Geographical distribution of male beauty consumers in China
(2019) (2019)

Tier-1 cities New tier-1 cities
B 21-25 years old

m 26-30 years old
31-35 years old

m 36-40 years old

Tier-5 cities Tier-2 cities

41-45 years old

46-50 years old

m >50 years old

Tier-4 cities Tier-3 cities




They can’t travel abroad - Look for foreign products within China.
More nacionalists 2> At the same time, local brands preference grows.
Time devoted to social networks and on-line shopping increase.
Events in “streaming” is the new normal. (X8 Beauty —150.000 h/d)
Big events become on-line (Shanghai Fashion Show).

Brands promote the use of augmented reality apps.

Personal care and home cleaning products lead growth.

# Three major trends:
# natural ingredients,

# environmentally friendly products,
# functional skin care.



https://baijiahao.baidu.com/s?id=1665207084348008813&wfr=spider&for=pc

Key success factors

# Growing category or low competition niche.
# Exquisite care of the brand. Registered own trademark.
#Chinese name.



Keyword Search on Alibaba: Chinese Name vs English Name

{&P5 vs BAUERFEIND

={®Mmbs5 ==Bauerfeind

%7{519 vs UNDERARMOUR

=% {#13 ==UnderArmour
1200000
1000000
800000
600000
400000
200000

“E#bTF vs CARTIER

1000000
800000
600000
400000

200000

= FiiJFf ==~Cartier

{li4<[% vs UNIQLO

12000000
10000000
8000000
6000000
4000000
2000000

=—{f{4E ==Uniglo




Key success factors

# Growing category or low competition niche.
# Exquisite care of the brand. Registered own trademark.
# Chinese name.

#gggg product with differential values. Preferably, emotional



Now they look for experience and exclusivity

t Amount of Transactions
on E-commerce

Growth came 5
from opportunity |
seekers attracted *
by discounts




Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered own trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a
strategic market.



Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered own trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.



Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered own trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.

Understanding culture: with team in China in the medium term.



Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered own trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.

Understanding culture: with team in China in the medium term.

Need for investment: - Financial capacity.
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Cost Watefall

(range depending on maturity)

NOTA: Set-up, deposits, yearly fees and
other expenses not included

Price in i
. CHINA Discounts
Typical o 20 %
130 %
recommended Taxes (ho
price Net Price luxury)
100 % 110 % 91% Marketplace

commision
- 3-6 % Logist!CS In-platform
_ >-10 % marketing

10-15 % Social
marketing

- 20 % Variable

TP fee Fixed
6-12 % TP fee

- 5-25% GROSS

MARGIN

Exworks standard price

MARGIN






Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.

Understanding culture: in the medium term, with team in China.

Need for investment: 2 Financial capacity.

Understanding ecommerce strategy as communication means
and vice versa.






U FANS
Content Pus h/l\
w

Based on
Fan's Needs

® o
Ecommerce

(Including Social Commerce

Genetsis www.genetsisdata.com



20.00°
21.00%

10.40°

B E-COMMERCEADS

22.1%




Segmentation Content/Campaigns

Customer
Management
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Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.

Understanding culture: in the medium term, with team in China.

Need for investment: Financial capacity.

Understanding ecommerce strategy as communication means and viceversa.




TP (Tmall Partner) is critical to your store’s success

TP is an independent company hired by the brand to manage its operations




Assessment
& Preparation
2-4 weeks*

e Store

Application

2 weeks™

o Store

Development

3-6 weeks*

o Operation &
Optimization
Ongoing

Genetsis

Understand the
platform

Submit Store

Register Alipay
Global Account

Provide TMG with
brand and product
Information

Register Taobao
Account

Find and select Tmall
Partner (TP)

Receive Store
Invitation Code

Develop detailed plan
with TP

Submit

. SRR HRE MEE e

Application Files

Sign contract &
register with Cainiao

Design store & upload
products

Upload information
into Cainiao system

Company/Brand
Qualifications

Ship products
(according to service)

TMG APPROVAL

5

LJ

Managing TP

Building brand
awareness

Testing the market

Fueling continued
growth

3=

www.genetsisdata.com




Large TPs & agencies just want
renowned brands
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THE WORST:
Lack of transparency

-
i

]

No Data Available

Sorry




Mistrust arises




Desperation + conflict




Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall company involvement in the long-term project.

Understanding culture: in the medium term, with team in China.

Need for investment: Financial capacity.

Understanding ecommerce strategy as communication means and viceversa.




Lack of shoppers’ data
Late and biased transaction data
Several e-stores

| oW conversion rates Paid media CPM on leading

. China e-Commerce platforms
Unfocused promotions
Lack of loyal customers X3

Growing e-marketing cost

2015 2016 2017 2018

68






Get Data Driven

MULTIPLATFORM and REAL TIME

- Same data set for everyone,

- No intermediate reports

www.genetsisdata.com




G I_I Ow IT wo R Ks www.genetsisdata.com

Collects data from all e-Commerce and social media platforms, sCRM, market and
COMPETITORS and we our Al-powered business intelligence solution clean and

combine data to offer live, dynamic, multiplatform data analysis, predictions and
recommendations

Real-time dashboard
+50 SOURCES & PLATFORMS Sacial E-Cammerce Analytics s ; s rMulti platform live real-time,

* E-commerce Social Metric ~Commarcs dynamic data visualizations.
32M 41K 335K
T - THALL JD i :
el bl {aiall] i b
. == . Simultaneausly track the perfformance

. . _— 103 of your omini multiple channsls,
* Social Media PR competitors and industry,

Analysis

FPrediction

i i b : ) - of across multiple different scenarios.
+ Market&Competitors . ouciia o ¢
[ = | S P S v Y e S A A P =

Farecast sales and performances

+ Offline POS

Actionable recommendation
Yizocover the optimal scenario
to get the best performance




G BRANDS DASHBOARDS

Brands use DATA TO MAXIMIZE THEIR ONLINE SALES

Measuring the ROI of all actions and promotions
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it i Select Unit of Analysis: |orders ~| 7,78 mil

Start | 01/09/2018 || 31/03/2020 ‘ End

Companson Revenue vs. Selected Metric (Size of Circle = Revenue) Map of Sales Activity by Indicator
Yesterday Today
: - ¥20 mil
Province Guangdong
| KAZAJSTAN
| Todas e ¥60 mil ) MONGOLIA
= {® Q
Platform L e &)coérz DEL NORTE
- = TAYIKISTAM O APy APOT
@ ¥40mil U
|TDdas b > . ¢ O
@ Zhejiang
[ i
Jiangsu e
SKU Code _ ) " PAKISTAN
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G;le:: b MYANMAR
Anhui e
Tianjin 1y
P s ¥omil | T TAILANDIA
e i s00 1.000 1500 2000 [ VIETHAM
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Orders Microsoft Corporation. Jenms

Tianjin | -37.5%

Selected Metnic Ranked by Province
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Orders

Sales View Time Series View Customer View Geography View Traffic View




Social Media
ANALYSIS

Category

[] Anti-ageing
[] Anti-dark spot
[] Cleamsing
[] Eyecream
[J] Sunscreen

Platform
[[] Redbook
[ wechat
[J weibo

Brand

[ Avens

[] Bella Aurora
L] Climicue
[J] Darphin
Derming
Filonga
Isdin
Martiderm
Sesdenma

mimiminin

Time Filters | oot ||

L]
Post Summary Table
Account  platform

Visual Content Analysis

Text

Rank of Post

Reads Likes Comments Repast Engagemern
. Score
High
Low
Medium
Word Cloud Analysis Color Analysis
-
3
BAE poca B gy
_ =Paf .
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Key success factors

Growing category or low competition niche.
Exquisite care of the brand. Registered trademark.
Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall involvement of the company in the long-term project.
Understanding culture: in the medium term, with team in China.

Need for investment: Financial capacity.

Understanding ecommerce strategy as communication means and viceversa.







Target audience profile

Evolution from Demographic to
Psychographic & personas

Age 35% Inaccuracy

Gender _ : :
Growing diversity
by demographic

Place segments

Income
level

Jiana Wang

Overseas study experience,single,27 year old,
lived in Shanghai

“ 1 started running casually with friends
but now it’s key part of my social life.

2

Sports Habits Lifestyle

Regular exercisers, Amateur Very outgoing, sociable at every
marathoners occasional trail run with chance, follows food trends
community.

Purchase Behavior Brand commitment

Rational judgment on price and
quality; Interested Fashion and Niche
Brands

I
20% 80%
Traditional online
shopping

Interests Desire

Wellness Belonging

Keep, KOLs on Red, social & sports

wechat groups, Instagram, douyin
Performance metric
Speed, esthetic appeal RR




Key success factors

Growing category or low competition niche.

Exquisite care of the brand. Registered trademark.

Chinese name.

Good product with differential values. Preferably, emotional ones.

Some experience in China and/or decision to make China a strategic market.
Overall involvement of the company in the long-term project.
Understanding culture: in the medium term, with team in China.

Need for investment: Financial capacity.

Understanding ecommerce strategy as communication means and viceversa.




Case Study I\

TECNICA

Tecnica is using it's values as an Expert brand and offering their
customers real expertise

By carefully selecting connection points and leveraging their
sponsored athletes.

Connection

- Activities
Point
Running Clubs Regular running meet-ups
Community learning sessions
Small community races
Outdoor adventure Promote pre-trip training sessions
groups Product bundle packages for trip goers
outdoor Chance to expose new and experienced outdoor goers to brand
experience centers Association with widely popular brand synonymous with
Advanced health / Seminar/webinars for knowledge sharing from KOLs
fitness centers Partnership with center offering unique brand know-how

Tecnica Athlete G2 giving training




Learnings

“Choosing the right partner is always relevant, but in China is
the most important key factor for success or failure”.

“The Chinese consumer is the most self-informed one,
therefore the communication strategy and reputation are a
must”.

www.genetsisdata.com Genetsis g-commerce



VIELEN
DANK.

Julio Lopez Castano www.genetsisdata.com Genetsis g-commerce
julio.lopez@genetsis.com

696928743



OUR DIFFERENTIATING VALUES

Q | »

Client Focus Data Driven Transparency

We ensure that all

We put maximizing profit
and ROI for our clients at the
heart of everything we do.

:-o

INntegrated Solution

We integrate all your digital
marketing and eCommerce
operations needs in one place,

from planning to implementation.

We believe in the power of
data to transform your
online business

|
]
Multi Platform

We provide expert and
independent strategy on the
best platforms to maximize our
clients' performance

performances are trackable
and viewable anytime
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