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Baby Kingdem

ABOUT BABY-KINGDOM.COM
BACKGROUND

Founded 1n 2002

Over 870,000+ Members

Page View (PV) over 1 Billion Monthly
Family of sites

Edu-kingdom.com
BK Milk

PamaTV

Taiwan BK
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BABY-KINGDOM.COM MEMBERS

AUDIENCE

4469 - desktop ...O.
743 - Mobile ".

1,758 - desktopc
1,582 - mobie LQ,

9.4% - desktop

11 - desktop
b 6 - Mobile @

15.5% - Mobile
Total Unique Visitors/Viewers(000) Total Visits(000) Reach Total Views(MM)
Age of audience 140 Total UVs by Gender - Age Total UVs Ranking
120 o 17 146.7 0 500 1000
g 150
100 2 125 104.30 1037 999 Baby—Kingdom.com ml I
© 80 % 100 Limited
~ m I 2 75 56.3
= ~ - 40 3 ’ Sundaykiss.COM m
SIS 2 © 236
= = 4 3 25
20 5 o
0 B 6-14 15-24 2534 3544 4554 55+ . )
= M Total Digital Population
6-14  15-24 25-34 35-44 45-54 55+ B Males Females

@ com SCORE collected by com Score. Last updated February 2017
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BABY-KINGDOM.COM PERFORMANCE
MOBILE APP

Launch on last quarter of 2012.

Mobile-Kingdom Limited

Average Daily Page view 1 ,600,000"'
Average Monthly Page view 50,000,000"‘

Baby Kingdom App Download Rate Up-To-Date:
" «iOS 120,000+

@ «Android 160,000+

Education Kingdom App Download Rate Up-To-Date:
” “OS 56,000+

2% pEx7IE

#% £8 Edu Kingdom G
¢’ Mobile-Kingdom Limited

Mobile-Kingdom Limited

() -Android 69,000+
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Balby Kingdem

KMALL FEATURES

"1#| FREE

| v'Free shipping over HKD400 (E) TGX @

v'14 Days Return

v'3-5 Delivery Days

v'PayPal/Credit Card/COD
/Bank Transfer/ KDollar

v’ Pick Up Point / Digital Locker

BRRE

VISA “<{igi
PayPal HSBC X»

Cash &n
Delivery



kmall. baby-kingdom.com

BRANDS

Over 400 brands &
13,000 SKU
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Around the world with Total Retail 2017

Click on a country name to learn about that nation’s online shoppers.

|< world >| |< Australia )L Belgium )L Brazil PAN Canada >| |< Chile >| |< China >| L Denmark )L France )L Germany |
|< Hungary ) f( indonesia ) ( tay ) |< Japan )I |< Malaysia ) {  Middle East )I (_ Pppines )I f( Poland >|

{ Republic of Ireland ) ( Russia PAS Singapore | (  South Africa >| |< Spain >| ( Sweden PAS Switzerland PAN Thailand }

|< Turkey JAN UK )I |< us )I |< Vietnam )

46%
Start product searches

.Q at Tmail
40%

e Buy products at least
* monthly via mobile/

smartphone

48%

‘?' Would get minor i_iilments
diagnosed at retail store
? or pharmacy

Think mobile sites
aren't easy to use

Caution: low base

4



TOP 5 REASONS FOR
SHOPPING ONLINE

Flexible
shopping hours

Lower price/
mare discounts

Can compare
prices

Wider range on
products available

Delivery
Service options

Base: F12M Online shoppers (n=1,018)

Question: 413 Reason for shopping online in past 12 month
MNote: Mentions less than 10% are not shown

Source: Nielsen Hk E-commerce Survey 2016

Copyright © 2017 The Mielsen Company

TOP 5 BARRIERS FOR NOT
SHOPPING ONLINE

DESIRETO =
INSPECT GOODS >ﬁ ﬁ
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How much revenue is e-commerce bringing to your company?

2%

0% 5%

40%

About 1%-10% of my total revenue
40%

About 11%-20% of my total revenue 219,

i

23% ‘

10%

About 21%-30% of my total revenue 30,

1

15%

More than 30% of my total revenue 1%

9%

My company does not have and will not have e-commerce/omnichannel 15%
(1]

W 2017 B 2016

Source: KPMG and GS1 Survey analysis, 2017



20%

Increase by more than 30%
8%

Increase by 21-30%

12%
%

30%

Increase by 11-20%
25%

[

18%

Increase by no more than 10%
20%

Did/Will not change 19%
26%

1%

Decrease 20,

-

B Next 12 months [ Past 12 months

Source: KPMG and GS1 Survey analysis, 2017



Develop more integrated 020 marketing and fulfilment strategies 46%
Become more data driven 1o generate more real-time insights 46%
Develop and apply innovative technologies to increase 44%,
your competitive edge
Develop social media platforms for consumers to search for product 42%,
opinions and feedback
Develop more mobile first strategies, incorporating e-commerce, 37%
payment processing, etc. 18%
Develop a marketplace platform by directly connecting suppliers 23%
with the end buyer 16%
Li]
Leverage key online festivals 10%
N/A
- N/A
O e B | 45
Reduce cost structures [N/A
. 42%
N/A
Develop/launch new/improved products I 42
o
Geographic expansion of shops N/A 12%
4%
Others 30,

_ W27 W2me
Source: KPMG and GS1 Survey analysis, 2017
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‘F‘i- What is the most important digital innovation technology for your business in the

next two years?

Building omnichannel
business platforms

Riding on the popular social mediaf 25%
messaging platform for consumer engagement 23%,
Adopting big data analytics 17%
oo sns v |
Building up mobile commerce M%
1%
Adopting Internet of Things, 9%
wires and sensors 16%
6%
6%

Adopting cloud computig technologies

Others 39

LE

_ Mzo17 MW206
Souree: KPMG and G517 Survey analysis, 2017



Revenue

8,000

5,000 5,851 5,851

4,000

in million US$

2,000

2016 2017 2018 2019 2020 2021 2022

@ Total D Fashion @ Electronics & Media | Food & Personal Care [ Furniture & Appliances
@ Toys, Hobby & DIY

Sowrce: Statista, October 2017



Expected category growth by
generation: Percentage point difference
between last year and next year

3131
1.8
II -7II -21II I
Artwork Eyewear Fine Pharmacy Perfume/
jewelry/  /healthcare cologne
watches

] Baby Boomers

4.8 4 7
2.6
1.5
1

3 4

m B e -2.2
Bagsf Furniture/  Cosmetics/ Shoes — Household
Ieather home décor  skin care women goods and
goods applicances ACCES—

sories

i

fP

[ Generation X

Booksf
music

Source: Global Online Consumer

Repaort, KPMG International, 2017
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Channels where consumers saw the product before purchasing

Any online
channel: 59%

30%

15% 15%
I I ) )
. Online shop B Social media post or blog
B Cnline B Email promotion
advertisement Online article or magazine

B Online review

Any offline
channel: 52%

22%

15%
13% 12%

B Physical shop B Saw a friend with it
B Talking to friends B Frint magazine or newspaper
B Talking to family On TV or in a movie

Source: Global Online Consumer
Report, KPMG International, 2017



Percentage of consumers using the following channels to
research products they bought online

=

=

Online search for reviews and Visited the Visited physical stores Spoke with my friends
recommendations company website to see, try or fit the product or family about it

Source: Global Online Consumer
Report, KPMG International, 2017
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Awareness:

triggers and

influencers
Simplified path to purchase -

Stages of the online purchase journey

Consideration:
product and
m company research

Evaluation:
experience
s and feedback

Conversion:
where and
m when to buy

1) Brand > 2) Forum > 3) KMall > 4) Forum & KMall
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HOW KMALL PROMOTE THE BRAND?




BRAND CASE

o Exclusive brand
page (update
frequently)

Unique Page Link
Banners

Top sales

Hot sales

New arrival
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Brand image
Brand building
Brand exposure
Target audience
Product promotion
Product launch

E-commerce
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