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UCO —— Absolute Leader in Beauty Ecommerce

20+ Tier 1 Tmall stores
* 40+ Brands on all channels Full
66%Tmall, 20%VIP, 14% JD, RED, Channels

wechat... Ecommerce
* RMB3.5B+ (USD500M+)GMV Partner

* Brand Incubation via
KOL and social
marketing

e Social and Content

UCoO

Leader in Beauty

Ecommerce ) ,
marketing service
* Q3 Testing and start 500 CS New Retail — : partner that
shops by end 2018 extending offline Social ar?d Content combines
« Covering over 10,000 CS P ces Marketing/Brand Ecommerce

shops in 2 years Incubation

conversion and
social index
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2017 China Beauty Sales by Channel China 2017 Beauty EC- B2C Sales by Platform

JUMEl.COMGmm
Unit : 10 billion RMB - Kaola.com ;RED
4 & others
15%
Department Store y VIP.com
/ 15% Tmall
Key Account | 52 Billion 55%
o £ Sef “\ JD.com
EC 15%
Direct Sales
H Other
150
29% \
Data Resource : Euromoniter ;
CITIC Securities ; China Tax Tmall JD.com VIP.com Jumei.com; Kaola.com ;RED & others
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China Beauty Sales by Channel Evolution from 2002-2016

* From 2009 to 2016, the market share of e-commerce channels has increased to 20.6% in beauty
industry,

* And in the long term, the proportion of e-commerce channels is expected to be 30%~35%.

Channel share of Chinese marketing
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Mass Beauty vs Premium Beauty Growth Rate and %
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................................................... China Beauty Sales & Growth Rate
by Category 2017

Home E&#F, o7z
Fregrance 7L, 2%

1R 45117,

7k, 162127, 7T, 16%
Perfume 6% |

F440, 371427,
13%

Skincare
1 an, 179747

. 7T, 63%

Cosmetics

GBI . KXk, BeautyResearch, 'HifilfE, Wit
LR T/ T PRI 5 53 1 O A

Unit : 100 million

_______________________________________________________

2017 Growth Rate by Category

Skincare : 20%- 25%
Cosmetics : 45-50%
Perfume : 30-35%
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Main B2C Platforms Positioning -~

Higher
Tier
cities

Geographic
distribution

NETEASE

KAOLA

Sales Driven
Marketing and Branding

* Size of each platform represents
GMV and market size

Lower
Tier
cities
(3r9-4th)
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Premium Brands on
Main B2C Platforms
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A8 THALLCOM

SKIl Gampes SR CQOCITANE LANCOME® oo Sulwhasoo  fresh spexe=

BiF=ZE
fz ¢ %0 GIORGIO ARMANI
Elﬂylggﬁg The history of ! O le/EIDO | AMER Su‘m37° GL:’ERLA'N Wa o GIVENCHY
S'?J.Sey WESSAINTAURENT
2012 2013 2014 2015 2016 2017 2018 S
SKl The hisory o f% GIVENCHY (test) SU:Ms7 I_R

D 2 SKI[ The history of F,’ Su s m 37

e All the major beauty groups already on Tmall except Chanel

* VIP and JD is 2-3 years behind Tmall when it comes to Premium brands but believe would catch up in the coming 18 months
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Consumption Upgrading

TOP Brands on Tmall- changes in last 4 years- Consumpti/on Upgrade

Consumer Mindset of Brand Positioning, Big Opportunity and Threats for Existing and New Brands

Japanese Brands- coming back?
Western Brands- where are the
opportunities and threats?
Local Brand- Growth and Decline?
Korean Brand

e Fashion or Sustainable?

e THAAD impact?
Content and Social Brand (fiff,
KOL...)- New Type of Brands?
Consumption Upgrade

e Brands with character

e More High end brands in top 10 list
Makeup growth, particularly premium
make up- what is the category
opportunities?

TIME MAKUP SKINCARE
2013-11 1 Dior/jHEa 1 EsteeLauder/FtHiF=5
2013-11 | 2 CARSLAN/f&= 2 L'oreal/ER3ist:
2013-11 | 3 Missha/iki& 3 (EES American/European
2013-11 | 4 Maybelline/ZE=E&E 4 Lancome/=5% Japanese
2013-11 5 Etude/{REZE 5 PECHOIN/B&#
2013-11 | 6 Max factor/Z44{35e 6 Ry korean
2013-11 | 7 Lancome/=3 7 el Local
2013-11 | 8 Laneige/=Z 8 Olay/E=H Other
2013-11 | 9 Armani/faliSfE 9 Laneige/=Z
2013-11 | 10 The Face Shop/3EiF/ il 10 Kiehl's22/REG

TIME MAKUP SKINCARE
2015-3 1 Dior/iHEa 1 EsteeLauder/FtiF=5
2015-3 2 CARSLAN/EZ&= 2 Lancome/=7%
2015-3 3 Etude/{REZE 3 L'oreal/Ri3EsE
2015-3 4 Maybelline/ZE=E5E 4 PECHOIN/B&#
2015-3 5 Hera/##1 5 Kiehl's32/REG
2015-3 6 Laneige/=2 6 Marykay/Ba]
2015-3 7 Shiseido/&4EE 7 Laneige/=Z
2015-3 8 YSL/EZ= 8 Olay/E=iH
2015-3 9 3CE 9 Clinique/f&%&
2015-3 10 Armani/fai3fe 10 ERE

TIME MAKEUP SKINCARE
2017-02 | 1 YSU/EB= 11 Laneige/=% 1 Shiseido/&4E=
2017-02 2 Dior/iB1E2 12 Innisfree/tRiSXIS 2 The history of whoo/J5
2017-02 | 3 Chanel/&%)L 13 Tom Ford/iziBE4S 3 SK-1I
2017-02 4 ETUDE HOUSE/{REZE 14 Shiseido/REE 4 SULWHASOO/E#&FHE
2017-02 5 The Saem/{5&% 15 Maybelline/ZE=5E 5 PECHOIN/B&E#
2017-02 | 6 Armani/f[Igfe 16 Lancome/=57 6 Innisfree/{iiFRE
2017-02 | 7 Givenchy/4&e=% 17 Mistine 7 Estee Lauder/fF=
2017-02 | 8 MAC/%%a] 18 Canmake/+H 8 POLA/=[R
2017-02 9 CARSLAN/E&= 19 NARS 9 Schnaphil + /5EZ=3
2017-02 | 10 | Cle de peau beaute/flEk=$8 | 20 | MARIE DALGAR/BBm&E | 10 L'oreal/BR3EHE

Source: Alibaba datacube, Alibaba
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UCO — Quick Numbers

2017 Nov 11- RMIB1B
Orders No. 2.5Vl

10 shops>100/M; 6 shops>50M
Estimated 2 shops > 1 billion 2018

DSR of 20 shops>357%

Wholly-owned subsidiary
above average beauty shops

of listed company

>3.5 BILLION

(550M USD) 10 warehouse
50000 SqM?2

>807 yearly sales 1ISO27001 certification
growth (an Internet Security
certificate)

UCOZET

1000+ staff




ESTEE LAUDER gl CLINIQUE

UCO s
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EN PROVENCE

For Premium
Beauty Brands

GIVENCHY

We Operate JHIJEIDO LA MER LANCOME
Premium Brands who
have official presence in the key M& Sulwhasoo GIORGIO ARMANI
B2C platforms
WESSAINT/AURENT +

Private & Confidential UCO:2
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Content & Social - Sunnie Shao

é:;thur B2B Distribution - Iris Chien

ang | Tmall Operation - Anne Guo

ERHESSRaC A Customer Service - Tina Ni

£ neee Supply Chain & IT - Long Wong

Business Development — Nancy Xue
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New Retail
Extending
Offline Resources




New Retail — We Cover Total Online & Offline

Provinces
2 o + Distributors
. User Experience
12000+ Counties offline
CS Shops
30000+ P Data integration
Department
780 Stores Supplier Chain
1500+ Watson’s Stores... Integration
45000+0ffline POS Enhan(_ing
Offline customer
contact and sales
1
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NEW RETAIL

'round

* 170,000+ CS shops in China

* Target mid-tier of 20-100 chain stores in a region, probably around 1/3 of the whole
market

* RMB350-400B market

enablers
Supplier Chain integration- Wechat based front end for CRM and wechat mall-
Reduce obsolete stock, better forecast Customer relationship maintenance and
and efficiency management, incremental sales without additional

stock and cash requirement

‘get

* Build and fine tune model in one province, target to roll out 500 shops by end 2018
* Replicate to other provinces and target 10,000+ shops in 2 years time

UCO:T
.com




Social and Content
Marketing

Brand Incubation
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E-Commerce &
Marketing
Showcases




