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MAKING BRANDS RELEVANT.
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% Share of attention towards health & fitness THE CURRENT SITUATION

- @ow is your category
being effected?

Sport & Fitness

E

Medicine & Healthcare

mJan15-Feb 16 mFeb16-Mar5

Source: Coronavirus China Trends and Observations, Publicis Media China

The recent coronavirus outbreak has caused a surge in time spent
online as consumers have been encouraged to stay at home and
self-quarantine.

% of attention towards leisure
spending for different age groups

The outbreak has caused traditional offline retail stores to open up
online channels.

265% 37% 38% 38%
34%
25% 26%
= - For International Women’s Day on March 8th, 2020, over 1,000
I I brands held livestreaming events.
3%
= A 2 é
019 2025 3040 4049 so.50 % As the outbreak has fo.rc.e.d IKEA stores to close in China for
uJan15-Feb 16 mFeb 16 - Mar 6 several months, IKEA digitized and launched their Tmall store,
Source: Coronavirus China Trends and Observations, Publicis Media China gOining O\/er 874'( TmO” fonowers in The ﬁrs‘l’ 5 doys.

43%
38%
+
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@hat’ s hot?
Livestreaming — Ecommerce

Livestreaming has been markerters savior during the crisis.
For this field, purchasing conversion rates are what matter.

Alibaba said growth in new streamers was eight times
higher in Feb 2020 than the previous month. Orders surged
by an average of 20% each week.

Shanghai-based skin care brand Lin Qingxuan saw
performance fall by 20% as 157 shops were forced to
close during the virus, creating a crisis in which the
company feared bankruptcy. After starting livestreaming
sessions on Taobao Live, its performance rebounded, an
increase of 45% over the same period last year within 15
days.

Livestreaming is not just a standalone marketing tool but
can be used strategically alongside other online resources to
drive sales of new products.

In February, there was a month on month increase of
new merchants to Taobao Live by 719% ...
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ouyin Store

ByteDance allowed merchants to add
mini programs on Douyin to sell goods
directly to its users. It aims not only to
open e-commerce opportunities for big
brands, but also small- and medium-
scale vendors.

In particular, Douyin’s strengths in short
video sector, along with the network of
internet stars on its platform, could put it
in an enviable position to capitalize on
influencers and social e-commerce.

This means by adding mini-programs to
their profile online sales can be
completed without the need to leave
the app and visit a seller’s online
platform.

Store
% Landing Page R

< — Shopping Assistant £

\ ) BEESER merch
(‘g} merc ‘

2. General

SR RSB TL I B8R B EEF 1% 700mi+ L8

BHBERX REEFIE AR 750mI
¥169

¥136

New

BISR BHERBESERSE
BSR BOMEIRE AR I ST FHANEE2XR
FlEEEE TERRH v159

¥ 88

Product
Detail Page

EEEE#D
= 45=10
1IEmiT5

(35% 700

-v,;\,,,. || -
e gl AT e

RS IR B EIEFAE 700+ IIESHS T £4E
EHEB#EE 760m

w BT

ERGES o <o
HTERIOZABMET> § -«

HEMTA

Order Confirm

© FEEhit

B ASIREETFAZ700m +UES T ITAH
Bie:a750ml

T&E3

¥ 169.00

e =3

& WiEsd

¥169.00

Complete the loop from awareness to conversion within 3 clicks
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@hy IS Ecommerce Important?

01 Most Premium, foreign products are purchased online
02 Ecommerce landing pages provide better usage and functional information
03 Brands can more easily target their niche audience

04 It provides nationwide capabilities

05 It acts as brand validation for offline shoppers
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What the realities are for most brands,
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@hat brands should be doing

@ Retailer
Brcmd E-Retailer

E-Comm

Distributor g
Retail
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Qn-market Stages vs. Out of Market Stages

Out of Market In-Market
Cross-Border Ecommerce Private Traffic Store
3 \ 4

Online Retailer Mode
Private Traffic Store (Cross-Border E-commerce)

pe

Y 4 Vertically Integrated Platforms

pe

Daigou

Flagship 1

Q

pe

Flagship 2

pe

Tmall Costs more than JD — FALSE!

Offline Retail
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hich one is right for me?

Domestic WeChat Mini App

Vertically Integrated SME

(In-market)
Douyin Store

Paid Media Launch

CBEC Tmall & JD

CBEC WeChat Mini App
SME

Paid Media Launch  (Market-entry)

Distributor
Daigou

Domestic Tmall & JD

Large Vertically Integrated

(In-market)
Offline Retail

Paid Media Launch

CBEC WeChat Mini App

Paid Media Launch
Large

(Market-entry) CBEC Tmall & JD

Distributor

Daigou
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on’t doubt the Daigou!

Case Study Example: A2 Milk Sales Channel Market share

a2MC IMF revenue (NZSm) a2MC IMF % revenue by channel

2% A
1,063.8 6%

12% 16%

20%
0,

167.8 18%

724.4
83.9
394.1 78% 76% oo
24.8 ()
61%
71.5 .
S | 715 | 652.9
LS R
297.8
167.6
FY16 FY17 FY18 FY19 FYle FY17 FY18 FY19
s [ |
Daigoly; “CBEC, Chinal dbel Daigou CBEC  China Label B
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Little Red Book: A social e-commerce
platform. Users come to RED for trusted,
quality content. It is an ideal place for new
brands to create word of mouth and build its
brand presence in the highly competitive
Chinese online market.

RIsEPR

THALL GLOBAL"

Douyin Store: Douyin allows users to both link
to stores on e-commerce platforms such as
Taobao and set up a native e-commerce
shop. Setting up a Douyin store allows
followers to buy products directly on the app.

Youzan is one of the most popular WeChat
store developers.

Benefits of these platforms include: ZH:m

7 IDZ%

«Easy to offer discount codes

Import products directly from Shopify
Receive payment via WeChat and Alipay
directly to overseas bank account

lal Media & Grassroots Ecommerce vs. Flagship

Tmall Global Tmall is the cross-border arm
of Tmall.com, with a user base of 601
million. It is a B2C platform and one of the
most popular cross-border market places
in China where international brands can
run their own stores.

JD Worldwide is the cross-border arm of
JD.com and it's the second largest B2C
platform in China. JD is known for its
excellent logistics network.

Kaola is one of the largest e-
commerce hypermarkets in the
Chinese market.

It has bonded warehouses in China as
well as overseas warehouses allowing
them to buy from customers and then
sell on their platform’s store.
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Strategic Advice

RRCS R btk 1

Advice and tips before you sell online in China
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How will your brand fit into the life of @
Chinese consumer?

How are your products currently being sold
by Daigoue

What reputation does your brand current

have in China?¢
BRAND EQUITY

Does your brand need to localize when it
enters the Chinese markete

When your brand is searched for on social
media and e-commerce platforms, what
results show upe

ﬁo your homework

The power of USP’s, impulse purchases....
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Qour EXisting
Online Presence

Ecommerce, Social Media, Paid Media...
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@efo re we get started

Understand how some categories online are much
larger than others.

FMCG averages about 11% of total sales online. Some
categories such as ready-to-drink for brands such as
Coca-Cola and Pepsi are experiencing below 10%.

Brands such as Dyson and Brita are experiencing over
50% and sometimes as high as 80% of total sales being
online.

How do | price the products?

Look at comparable products on e-commerce
platforms

Consider how to position products against
competition

The following slides highlight case studies of what brands need to analyze on e-
commerce during the research and validation stage of their market entry..

«  How many brands are competing online in your category?
« Important points to look out for:

I. Pack Sizes

ii. Category specific attributes

iii. Multi-packing

V. Cross-promotion

V. Seasonality

Brand Equity

. The power of USPs and how to differentiate your product
from competitors.

. Why would consumers buy your producte

. USPs can be effective in driving impulse purchases
among buyers.

REDFERN
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What platforms is my brand
currently selling on?

EUR5II55RESD

BomnEDER

xHGe

Li&

SAmAwam

L1 1

m Tmall Flagship Store JD Flagship Store Kaola Flagship Store
4 21050

Mapping out your brands’ current
presence across all online sales
channels is key.

ﬁlatforms, Products, Pricing

What products are selling?

Category Example: Coffee
Brand: Dallmayr
Origin: Germany

M RSTT

L

¢ 6 (A CApA 4 5

= 3 ¥78

I'M

02X T A A

Hero product:
prodomo black coffee
100% arabica

If your products are already being sold in
market, understanding which SKU’s are the
hero’s will help you define your product
strategy.

ECOMMERCE MAPPING

What pricing are the products selling

at?

Category Example: Gin
Brand: Tanqueray
Origin: England

i 5 38 A 81 3% §ih 5F 4L

HNEES#HA00:850

ﬁ Tanqueray Gin & Tanqueray No. 10 on Tmall Tanqueray Gin & Tanqueray No. 10 on JD

Price differentiation can vary significantly across platforms
depending on the category, you must understand where the
sweet spots are for your approach to pricing, discounting and
promotion .
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Platforms (Social & Ecommerce)

l. Analyze all China social media activity on platforms including:
WeChat, Weibo, Douyin, Yizhibo, Meipai, Youku etc.

Il. Analysis on Social Commerce platforms such as: Xiaohongshu,
Youzan and Weidian.

lll.  Analyze competitor brand performance on e-commerce platforms
(products, pricing, promotion)

Performance

l. How do the brands’ ‘buzz’ online compare with one another 2
(month by month/year on year)

Il. How does sentiment towards the brands compare?

. What are the brands’ ‘share of voice' relative to each other in the
category?¢

IV. What are monthly trends of likes, reposts, comments and overall
engagemente

ompetitor Analysis (Social Media)

BRAND AUDIT

Communication Focus

Influencer/Paid Media Usage

l. What type of KOL's/paid media channels have the brands used?
Il. What engagement was achieved during the campaigns?

. What mechanisms showed the most success?

Content
l. Topics, Campaigns
Il. Tone of voice

REDFERN
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&ocial Listening

Questions to understanding the Chinese consumer:

. Who do the consumers trust to provide reliable

recommendationse

. What are the key characteristics that consumers look

for when buying the product?

. What preferences do the consumers have for specific

product categories?

. Why is buying a specific brand better than other

brands?e

. Look on social media and other online platforms to find
out what consumers are saying about the brand and

product.

X DGFIZHERB L KEXITIE S
BEFNBCREBR RN T HASBIBHRE BH TN L
BRERE AAECHAENTEENNIEELRER
B2 hith it RO Rl X DOF IR E B AR
BELT

X3 DGF PR BEAEH Rt KL T &S
PhABRT BRERHOFEHE6 A ha-8 5ha DGFH
RS ERE KR RE BRI K RFEG RBER
SR LT RALAY plmm {1t BT LARNIZ B
YA BRI EE BEFNESHNRE £E5%X
BER BAFESHNR R BRIEEZNEHNEG +
[

2 HEfta Q2 s (D

<

ALL

[Z Repost &1 Comments Y Likes

& simzzsi @

(o

[(AZRAOES + BEFRA]

DCFR#, EB+BRFRARBES, KB
HRA, OFBGIE, HmAMR.

(58] 10 [55/EM] 399

B2 ¥ 9sQLOXWKjUb ¥
KELEEHEH, IF [F8] GF

HAEWL D A FCBIBHR B 90 B #

DEN GAMLE FABRIK

—
., JORDBAR

S Mg et

[/ Repost E1 Comments Y Likes

Social listening of the brand Den Gamle Fabrik
(DGF) on Little Red Book and Weibo.
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Strategic Advice

Why branding is so important and how to do it right the

first time.
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m/hy IS branding important?

Offline

Simple Product Display
Sampling for taste

Potentially video — but

uncommon
Packaging & Brand Awareness

Sales Reps Pushing Promotions

Online

Price

Ecommerce Landing Page &

Function

Current Sales

Branding

REDFERN
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ﬁips for doing
Branding right

If you do not do it by yourself, the
importer/distributor will do it for you, whether you
like it or not

Get your USP right at the beginning!

Translating the brand name, labels, welbsite and
marketing materials is not enough

Define your image, positioning it according to
China, use the right tools

The Challenges

You are new to the market

Your brand will most likely sound strange to
Chinese consumers

The number of competitors brands in your
category makes it fough to remember small to
medium sized players

You will most likely be outspent in marketing by
other local competitors and larger international
brands
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The digital journey for the Chinese Consumer.
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The purchase decision-making requires
an average of eight touchpoints in China.

SOCIAL
O INSPIRATION

B . I |

PEER OFFLINE

REFERRALS @ INSPIRATION

@

4\0

v

<

Et3
o

'
|

{ PURCHASE

RESEARCH /

<
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cial media is a key touch point
connecting the other elements
In a brand experience circle.

* A complete brand experience circle will make
sure that consumer expectations are met and
even exceeded, which confribute to building
positive IWOM (Internet-Word-of-Mouth).

e These help to improve the brand image and
more people will be engaged in the circle
attracted by referrals from their friends, family
members or KOLs.

&8

Brand experience circle

&

Offline e,
Distribution

Social
Marketing

Offline Online
Events Distribution
Media Embedded
Advertising Marketing
% R » 8
Source: iResearch; Kantar CIC REDFERN
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AGENDA

COVID-19

The Situation for Brands
Approach for Market

Before Considering Ecommerce
Branding

The Chinese Consumer

Paid Media

Ecommerce

Strategic Advice

These are the Paid Media types that you should be
considering as part of your brand strategy for market.
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ﬁypes of Paid Media

I n C h I n a B 0 Social Media/E-commerce

Paid Media

Paid promotional tools built into the platform

2 Product Seeding
Sending products to grassroot users to

generate noise about the brand

Key Opinion Leaders
KOLs can promote the product or service to
their follower base

REDFERN
DIGITAL



Promotional Tool

RMB24,000

A

Engagement: 14,400

<

Post Reads: 6,720,000

r®

New followers: 3,000

ost v.s. Spend KPI: Annual

Media Buying KOL
RMB179,000 RMB250,000

q
= Sa

Engagement: 25,000 Engagement: 400,000
Following diversion: Post views: 375,000
@,
16,000 ac

New followers: 5,000

Seeding
RMB40,000

=

Notes: 400

...................................................................................................................................................................................................................................................................................................................................................................................................................................................

Q

Transition of the marketing mode

Vanity
Marketing

Focus on brand @
awareness, own

media views and

fanbase

ROI Marketing

Focus on click,
conversion and sales
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WeChat
WeChat Moments ads
appear similar to original
content posts on the
newsfeed.

Mini-program Ads:
appear when mini-
programs are used.

Banner ads can target
specific demographics.

Weibo
Banner ads are shown
atf the top of the screen
on Weibo.

Newsfeed ads are
displayed on the
explore page or
fimeline of the user
Opening page ads are
full screen ads shown
when Weibo is first
opened.

Search Engine
Marketing: Under the
“Discover” page on
Weibo, SEM can be
used.

Little Red Book (LRB)
Opening page ads: Ads
that show up on the
entire screen when the
LRB app is opened.

Display Ads:
Advertisements
infegrated into the
newsfeed for LRB.

clal Media & Ecommerce Paid Media Types

)

TikTok

Douyin/Tik Tok
Opening page ads are
full screen ads that
display when Douyin is
opened.

Newsfeed ads are auto-
played when scrolled
past on the newsfeed.

KAOLACOITI

Tmall/Kaola/JD
Banner Ads:
Advertisements
displayed across the top
of the platform when

shopping.

Homepage Ads are
prominently displayed
on the homepage of the
platform

REDFERN
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roduct Seeding

Product seeding is when brands send their products to grassroot users (and not KOLs). The users
can try out the products and discuss it online, generating digital noise for the brand and increasing
the brand’s online presence. Although this option may be cheaper than using KOLs as KOLs will ask

for compensation, with product seeding, the brand cannot control what the user will say about
the product.

@ N V@ B 2

Connect & .
Sense Interact . Action Share
Communicate

Suggested Seeding Platforms: Communication Strategy

« Seedingin LRB; e To bring awareness first and then boost sales.
« Seeding with live streaming and video; LRB is a platform where the brand can both
« Seeding in pushouts. increase awareness and sales.

e Top levelinfluencers do market education, mid
level influencers to infroduce consumption

j:EI_-T-E'IT- ﬁ . variety and micro influencers to make massive
B N §h o noise for the brand itself.

e Do frequent promotions and creative

: REDFERN
campaigns. DIGITAL




Yey Opinion
Leaders (KOL’s)

Influencers, or as they are called in China — KOLs (Key
Opinion Leaders) are extremely powerful, and are
instrumental in most China marketing campaigns. Even if the
KOL is not directly selling the product, they are heavily
influencing purchasing decisions.

Ecist EAc s

The country’s influencer economy this year is estimated to be equivalent to $17.16 billion,
double its size in 2016.

A recent survey conducted by internet giant Tencent found that 54% of college-age
respondents in the country chose "“online celebrity” (a synonym of “influencer”) as their first
career choice.

200 Wanghong/KOL incubators have popped up in Chinal

Receptiveness to brand recommendations by celebrities (78%) and online celebrities (63%)
among social media users in China ranked higher than in any country last year.

In 2017 it is
estimated that over
1 billion USD was
spent on KOL
advertising in
China.
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ategorization of Key Opinion Leaders

Followers Content Focus/
Level 2
Engagement Tactics
Weibo: < 100k Create massive noise with a
il ot WeChat: < 30k (views) number of micro KOUs for brand:
LRB: < 10k review of brand or any post
Douyin: <300k related to brand.
Weibo: 100k — 800k : ; i)
WeChat: 30k — 100k (views) ;ntro ucte ionshump;gf varle;y]/.
Mid-level KOL LRB: 10k ~ 50k wnie
Douyin: 300k — 800k product/service, a.n show the
brand’s attributes
Weibo: > 800k L o g
WeChat: > 100k (views) Mar ?t efuc:;non. pJon:;)tlorTa
Top-level KOL LRB: > 50k campaign for the product/service,

Douyin: > 800k

and create original content about
the brand.
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s'udgeting for Key Opinion Leaders

Social Media Platform

Follower Count

Pricing (RMB)

< 30k 600 — 3,000
Little Red Book (LRB) 30k — 100k 3,000 - 6,000
> 100k > 6,000
< 300k 5,000 — 10,000
Douyin 300k — 800k 10,000 — 25,000
> 800k > 25,000
< 30k (views) 10,000 — 20,000
WeChat 30k — 100k (views) 20,000 -40,000
> 100k (views) > 40,000
< 100k 3,000 - 5,000
Weibo 100k — 800k 5,000 - 8,000
> 800k > 8,000

REDFERN
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Promotional tool
Invest in platforms to
give posts/accounts
greater exposure

&

CONVERSION
WeChat
AWARENESS
Weibo
@ AWARENESS
Little Red Book
AWARENESS

Dou Yin

* KOC: Key Opinion Consumer, one who can affect the purchase decision in her/his friend circle.

KOC seeding
Sending out products
to users and getting
them to post about it
with real product
experiences

AWARENESS

AWARENESS

AWARENESS

AWARENESS

KOL seeding

Sending out products
to KOLs with a smaller
fee for them to give
product soft exposure

AWARENESS

AWARENESS

AWARENESS

AWARENESS

Qchieving the Goal: Sales vs. Traffic

KOL pushout
Working with KOLs to
develop content
which meets our
requirements

AWARENESS &
CONVERSION

AWARENESS

AWARENESS

AWARENESS &
CONVERSION

CPS partnership
Coordinating KOLs on
a sales-commission
base instead of
paying them per post.

CONVERSION

CONVERSION

CONVERSION

CONVERSION
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ore Types

istT|WE BEAT cwxzk

usE | EVERYONE'S PRICES

@ N S
ER15
prg SRRSO | B

iﬁj

Flagship Store

Can only be opened by brands who
hold a trademark. TP’s can be
authorized by the brand owned to
operate the store.

?MW BAEAUAOR AR i *Emussum a

@FRMm#O - 2ARE R ;

nuuu!

: 1L
. ‘
T
‘ I“II i 4
BT L1503 ARWBAR ¥ L

Specialty Store

Can be launched by merchants who
hold brand authorization giving them
distribution rights in China. Merchant
sells products of two or more brands
that belong to the same product
category

F4R  NBH RO ANSHE

Franchise Stores

Can be opened by traders who hold
brand licensing goods. This store
type means that sellers can offer
goods in several different product

categories
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&ey tips when setting up a flagship

Choose an agency with:

01
0
03

Creative Capability

Good understanding of in-app marketing

Ability to provide you with a Cost : GMV ratio.

If investment is RMB 500,000, how much will you
get in return?

KTIFFA

TIPS /Mgt

BERIF
SOERXERENE

cheE, SURUPER, RS
BES Yyl tivay) ==

ALRIP
| AMBSERAZRE,

KERIEY, Eh—
TEEXT.

IRRRIF

AREEIRREA, B
SAFERT, MNEXT
a8,
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G{ore Costs
@%’ ITI
 ID.con

JD Worldwide:

RMB 106,000
Annual Tech Fee: RMB 7,000
Sales Commission:; 2-8%

THMALL GLOBAL

KIBEPm

Tmall Global:

Deposit: RMB 150 — 300,000
Annual Tech Fee: RMB
30,000/RMB60,000 o
Commission: 0.5-5%

REDFERN
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&eChat Mini-Program

* Private traffic is expensive but store is
simple to set up

e Personalization
* Loyalty and CRM Functionalities

« Direct engagement with your end
consumer

Carters Point sturgeon caviar, the only wild and sustainable
caviar in the world
Carters Point8y S @ 4%, {5} LA (RWMSF LA 4R 0 T8
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DIGITAL



ps for creating repeat purchase

01 Bundling
A popular strategy for brands is to package multiple types of

SKUs at one time. It gives consumers an opportunity to discover
what SKUs they like.

02 Merchandise

Brands can come up with creative merchandise offerings that goes with
their main products to encourage purchase. E.g. Alcohol brands designing
shot glasses to sell with their alcohol, or baby food brands designing bibs
or toys to sell with their main products.

03 Limited Edition

Brands can develop limited edition products for specific
holidays or campaigns to enhance the feeling of exclusivity, and
drive sales during that time.

04 VIP/Loyalty Schemes

Ensure that customers have a reason to purchase again by
offering VIP and loyalty schemes with unique, added value ek
benefits. DIGITAL



‘1-APP Marketing Case Study: Taobao & Tmall Global

Content Format

Graphic Live-

content

streaming

In-APP Advertising

Options

Banner advertising
KOL live-streaming
App opening ads
SEO management
Taobao Express
Diamond Booth
Tao Bao Ke

Pin Xiao Bao

You Hao Huo

Q&A

ol REBH 46 1:37 PM

Examples:

IR

NUK RREOMHE

babycare22 L& %M

% ®

- FEmEMEREILES

i

Recommendation
quality products
daily

*Product
infroduction +
brand story

@ 1) 77% w.)

@

babybjorn SIfEERL,...

xiame,526 65 51137
RETIROBIE BEEE

W82 sunxiaoweicetlly BIZ AR M
Be?

WLl

b“ ‘f‘ BRARIER:
(RS ¥ 356.00

"

7 REFBHRAM A2 eee

Unboxing, testing,
and responding in
sync

*Product packaging
and texture display
*Try-on haul

ol REBE 46 1:40 PM @ 7 (3 76% w-)
52 BOH
HRNBHE S EkR

INRE R HREIAEE, W
N a5
g‘ HLBEHEESR

TP E NFHRAAL B2 EREE

Posts for brands’
follower community,
able to interact with
customers

*Products
infroduction +
Interactive content

= HiE

BTRRA—ERRE, KR
AREZRABIBKG  gR+—fnnEL, &
, —RIDEETIE, KB

B kreuzkoji
& st

FR—FAERORE BT
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Recommendation
section for only
qualified cross-
border products.

*Product
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brand story
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AGENDA

COVID-19

The Situation for Brands
Approach for Market

Before Considering Ecommerce
Branding

The Chinese Consumer

Paid Media

Ecommerce

Strategic Advice
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as many outlets as possible!

Make it as easy as possible for people to access your products

Awareness
To create awareness for the mass audience through online UGC communities, offline activities,
and promotional tools.

2 060 38 8

Interests
To develop interests and get people to search for the brand.

» 0 & 6 &

Purchase
To encourage trial and purchase through
discounts and free sampling.

» R0 88

Loyalty
Brand loyalty and repeat
purchase

&

Brands need fo ensure that they are across
as many sales channels as possible, then
invest in paid media fo create massive hype
to drive traffic volume.
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&I\/IE COVID-19 Response

* Brands can look to develop a more niche approach, working with a more flexible
digital partner that can work with the brand to develop a more tailored and
targeted strategy with touch points on less mainstream ecommerce platforms
and social media channels.

- Post 1 year, brands will have grasped an understanding of what works for them
and what does not.

« Supports easier and more validated discussion with Alibaba when time is right to
onboard mainstream platforms such as Tmall Global.

« Brands should be looking to set up on as many touch points as possible
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