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Digital life in China
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Digital life in China
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Il valore dell'economia digitale in Cina
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Quota delle vendite online sul totale retail Cina
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| social media cinesi e occidentali a confronto
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| social media piu usati in Cina
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* 9% di utenti Internet di eta compresa tra 16 e 64 anni che utilizzano ciascuna piattaforma ogni mese.



La crescita del cross-border eCommerce verso la Cina
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2. Modello di Business CrossBorder eCommerce

TRANSAZIONI COMMERCIALI  FORNITURA DELLA MERCE
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The customer journey of the chinese cross-border consumer
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The customer journey of the chinese cross-border consumer
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Baidu, the chinese search engine
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The customer journey of the chinese cross-border consumer
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The customer journey of the chinese cross-border consumer

SOCIAL FRIENDS & FAMILY OFFLINE

INSPIRATION

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

SHARING

n o TN P

PURCHASE

........................... (

Giulio Finzi | 2022












oo UGN ® 20006 e "f'a'i«-' ' '
b ( ﬂ J“ o4 '.: (T - ‘-’ YORA YOKANME
T6MA rb < - ! 0820 L I EER L)
346033 Ml & 59819354

1535: B AR E

S0, xRhrnansn

@ 0 G




Le principali piattaforme di Live Streaming

Monthly active users of major live streaming platforms (ten thousand)

WeChat video account Taobao Tik Tok Kuaishou
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China cross-border eCommerce platforms
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Tmall Global
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Tmall Luxury - Cloud Luxury City (=% k)
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Tmall Luxury — Gucci flagship stores
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How to manage a Tmall Store

Merchant’s Tmall Store

1

1 1

1

Retail or Brand Owner

Tmall/Tmall Global Cainiao

TP - 3rd Party
Service Provider

Brand positioning
Marketing strategies
Product assortment
Pricing strategies

Distribution strategies

IT and Payment Infrastructure « Logistic Data Infrastructure

Real-time consumer data » Systemintegrated with
Analytical tools Customs
Promotion events * Analytical tools
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Store maintenance
* Product content editing
* Day-to-day operating
* Customerservice
* Warehousing
* Logisticsservice
* Merchandize analysis



How to choose your TP

A TP will provide a range of functions, such as:

e Set up, design, and maintenance of the online store

 Merchandising, price, promotion, and marketing planning

e |T integration between the virtual store and the brand’s IT systems

e Operation of the online store, including order management, payments, etc
* Warehouse and fulfilment

* Customer service (pre-sales & after-sales)

* Digital performance marketing within the marketplace

* Management of live streaming and KOLs within the marketplace ecosystem
* Handling of returns, cancellations, and complaints

* Weekly, monthly, and quarterly reporting & planning

Giulio Finzi | 2022



How to choose your TP

How attractive are you to the TP?

TPs will consider your brand globally, your brand presence in China, existing
sales, and your proposed go-to-market strategy, inclusive of investment levels.
They do this to assess how large the brand could be in China.

Since they are paid based on commissions, they want to take on brands that will
deliver the largest sales, with high growth potential resulting in the biggest
upside for themselves.

Is the TP across the table hungry to help you succeed, or will they be focused on
‘more important’ clients in their portfolio?
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How to choose your TP

TP capabilities

 Where are they based?

 How strong is their relationship with Tmall?

 On what scale do they operate?

* Are you able to visit to see the operations in action?

 What is their pricing model?

 What experience do they have within the category?

* How strong are they with 0207

* How strong is their client service team?

 What can they offer with logistics and warehousing solutions?
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Beauty eCommerce project by Netcomm
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Beautybit JD shop
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Beautybit Taobao shop
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Beautybit logistics model

Eshop [ ——

Platform Y
! O

Order info Payment info .

warehouse International
air shipping Customs Chinese Chinese

shipping consumer
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Wang Hong
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Social media shopping in China: Key Opinion Leader
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Social media shopping in China: Key Opinion Leader

PARKLU

Total Budgs! Platform

500 Aw006C8BEn 60

‘ KOL Type No. of Posts Cost {(RMB) Impressions
=N N\
ny

Impressions

el ¥ 30,000 1.0M

¥ .
Estimated Budget 10,000 550.0K

4

¥6,000 200.0K

o D ¥3.000 50.0K

Total ¥49,000 1.8M
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THE COFFEE ROAD

LAVAT1R

TORINO,ITALIA,1895




@ THE COFFEE ROAD lavazza and the Chinese Market

T GROUP—T

Lavazza's beginnings in China
(2000-2012)

*  The first importers

The other phases of the consolidation of Lavazza's experience in China
(2013 -2019)

TORINO. ITALIA Vaos

2013 - The first structured distribution agreements (Horeca and offices)

2013 - Establishment of Lavazza Shenzhen the first Lavazza company in China
2016 - Lavazza enters the modern trade channels

2017 - Lavazza opens the first official 'flagship stores' on the major Asian online
stores (Alibaba and T-Mall)

* 2018 - Establishment of the Shanghai branch Lavazza's first commercial presence
in China

The partnership with YUM CHINA
(2020)

Pagina 4



PROJECT OVERVIEW

B

In early 2020, Yum China (YUMC) and Lavazza (Lavazza) formed a
/_ ._\4 joint venture to explore and develop Lavazza café concept in China.

il . m ‘
/ F ‘ w ;. The first Lavazza flagship store in Shanghai, the first store outside
l n " Italy, opened in April 2020. Lavazza has since grown to over 70 stores

in China across Shanghai, Hangzhou, Beijing and Guangzhou.
TORINO,ITALIA 1895

| T—— A [ E——

@

Goal of the Project: open 1,000+

stores by 2025



PROJECT OVERVIEW

JV Structure

The JV is owned by YUMC and Lavazza with a stake of 65% and 35%, respectively

In terms of legal entities, the JV is based on a multi-layer structure:

Y&L coffee Ltd

f P B e st e e S AT ey Livc ARy » :
E Lavazza l '. A limited liability company incorporated in Hong Kong
' Luwgi Lavazza Sp.A. :
IR S R T o WS B RS — U
/,./’ Yi Bai Coffee (Shanghai) Co. Ltd
3. (EEMs (L) HRLE)

A limited liability company incorporated under the laws of China

Y&L Coffee Ltd
(the «Equity JV»)

100%

Y1 BAI
(the « WFOE»)

) —\




o) IP RIGHTS INTO THE JV CONTEXT tavATin

GROUP

REGISTERED TRADEMARKS

tavA11IRn

TORINO, ITALIA 1895
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LAvA11N
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IP RIGHTS INTO THE JV CONTEXT

DESIGN




IP RIGHTS INTO THE JV CONTEXT
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IP RIGHTS INTO THE JV CONTEXT tavAtin

——GROUP—

KNOW-HOW

FOOD MENU
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® IP IN THE CONTEXT OF THE DIGITAL ECONOMY (avAta

DIGITAL ACTIVITIES

. Lavazza provided its global Guidelines for on line, e-commerce and social }
networks ‘

*  E-delivery

*  T-Mall, JD, WeChat and on line flagship stores

=  Data protection and PIPL ¢‘
= |avazza presence on YUMC Group proprietary platforms

*  On line monitoring

O

(YN




Export Marketplaces in the world

Giulio Finzi | 2022



Online business models

Fashion Electronics & Media Food & Personal Care fuliidic o Toys, Hobby & DIY

Appliances

AliIExpress P
‘ st AliE ibaba coup  AlIEXPress
Marketplace & zalando Alibaba Grou| AliExpress Alibaba Group AllExpress Alibaba Group  AIEXPOI@SS Alibaba Group  /
- >
FARFETCH gy  amazon =/ amazon €Dy amazon eby amazon

TESCO Crate8Barrel  s7aptes (/o/n
Walmart: - hom@ Office peroT

COSTCO [P ocado
™ houzz U SRORTS

NORDSTROM
Retailer MAaCys.com :

asos Next Cdiscount

SEPHORA
ZARA ar (7 % wayfalr é’ asics.
Brand VICTORIA'S SECRET ‘ QD : aﬁh

#M sarewar ()RR .m WL o

Fonte: Statista
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(2/ AI i ba ba LOom Platform ~ Solutions Pricing Success stories Resources ~ B US — English ~ Sign in Start selling

Sell on Alibaba.com

Reach millions of

B2B buyers globally - , 14,268,566

active buyers globally

5 S 317,389
/’/ \ product inquiries daily

190+

\. countries and regions
\ represented



How to sell on a Marketplace

Grossista, Rivenditore,

Azienda L
Importatore distributore

Marketplace
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How to plan your digital export activities

Key steps

* Which country/countries?

* Which marketplace/e-tailer?

* What services from the marketplace/e-tailer?
* Which costs for the services?

* Which logistics?

 Which products?

* Which price list?

* Which cost per order?
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