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Part one 0]

_ Dinghai E-commerce is a business branch

subordinate to Dingshang Group, which was

_ founded in 2004.
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Founded In
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Based In Members

Qingdao 800+
Jinan
Yantai
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Traffic promotion

20000+

E-commerce operation

2000+

Brand customer

200+
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Our Service Concept

serve customers with sincerity and achieve customers with speciaity
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TEP (Tmall Ecological Partner)

v Tmall service provider ' & 6 & ¢
: . . EBMEEERAERAT
+ National e-commerce demonstration enterprise 20104 FES T

vr National high-tech enterprise FIEMEIZERSE

+ Alimama “Leap star’ award

+ ‘Alimama marketing partner (AMP)” at service market ) e
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DEMAND:

® Based on the past transactions of the brand,
GMV of the buyers will surge in Double 11

Yantai Twin Towers Food Co., Ltd. period.

was founded in 1992. 1t is a leading

company in China’" s glass noodle Based on the past transactions of the brand,
industry. In September 2010, Twin e there are mainly new customers in the

Towers Food (stock code: 002481) transaction group.
was listed successfully on the Shen

zhen Stock Exchange, which opened
a new chapter of the development e To promote the deepening and transformation

of the company and even the whole of the relationship between the brand and

industry. customers; To achieve the accelerated growth of
members of the brand and effective
maintenance of the members during Double 11
period.




Twin Towers Food Flagshi

Main products: glass noodles, dry goods,
starch

Brand: Twin towers

Entrusted to Dinghai E-commerce in
September 2018.

Through our operation, the sales amount
increased to RMB 1.3milion at Double 11
and RMB 1million at Double 12 in 2018
and RMB 1.3million at Spring Festival big
purchase in January 2019.




Annual sales: RMB 10.7million

Unique visitor

hEEL

47.305

Average order value

EZ2411(5T)

47 43

Payment amount

={I=E(T)

132.295

Pavment conversation rate

Z{IFELER

5.90%

gE—H 24.76% ¥ | BEr—H 165.47% *  &E—F gO.Boc: & | Emi—H 20.16% 4
= ERE 7.20% & HEEEHE 0 5487% & EEEFEHE 0 94.30% v EEFEH 5.82% 4
Note: F=tenthousand
mE© = BEEETS = EoEsts W Mine
R Average level among same categorv&store tier
o % Excellent level among same categorv&store tier
800000 //
2018-02 2018-03 2018-04 2018-05 2018-0 2018-07 18-08

Through train investment (marketing)
Diamond booth investment (marketing)
o RELEFECT)

2 624

Fefind amount
REINEFT=EN0T)

11.335

EiBEEHECT)

9,170

EE—B 210.66% *  EEI—F 58.05% 4  EEi—A 42.82% 4
et =l i 71.85% ¢ X EHE 16% ¥ SEaEE 1L00% —
EiF12BEit: 1,070438

Sales ofrecent 12 momhs.Rh-'[BlDJMjDD

Y e
ety

Dmghal operation
2018-10 2018-11 2018-12 2019-01
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( :ASE INSIGHT INTO THE FLOW OF GROUP ON THE WHOLE LINK.
PLANNING THE LANDING OF MULTI-CONTACT AND MULTI-SCENE

APPLICATIONS
INDUSTRY Customers
CROWD EXPAND THE POPULATION _ } Customers
segmentation ACROSS INDUSTRIES Twin towers customers

L 9 @

CROWD HARVESTING.
EXPAND THE POPULATIOMN. INTEREST CULTIVATION. STRENGTHEN REPURCHASE.

TARGET EFFICIENCY IMPROVEMENT
ENLARGE THE BASE DEEPEN EDUCATION ENHANCE LOYALTY

AND TRANSFORMATION

\ 4 \ 4 9 @

THE USE OF TMALL SUPERMARKET. cyNTENT MARKETING.

INSIDE&QUTSIDE TAQBAD,

UD OUTBOUND INVESTMENT. :
MULTICONTACT. STRATEGY CENTER i
S HIGH-VALUE PEOPLE IN THE INDUSTRY. NEW GUEST POLICY LAUNCH. WEITAQ/ BRAND ACCOUNT
DIAMOND BOOTH
CROSS-INDUSTRY POPULATION  CONTENT RECOMMENDATION. THROUGH TRAIN

\



Strategy:

Improve the natural search weight of the items through marketing tools including
“Through train” , “Diamond booth” and Taobao promoters, and elevate the tier of

the store and break through the traffic ceiling together with “Taogianggou” and
“Super deal” promotion activities.

Before super promotion, attract reqular customers to purchase and improve the
repurchase rate through content marketing and recall of regular customers.

At the same time, advertise the selling points of products to boost the add-to-
favorite/cart rate and send giveaways to those who make orders at set time, in order to
ensure the surge of orders at each set time.

During the promotion activities, enhance marketing with “Through train” , “Diamond
booth” and Taobao promoters, and discount coupons to get more platform support.
On Double 11, the sales of the highlighted product of the store ranked 4th in the
category. The links complemented each other, ensuring the quantity of orders to stay
at around 20,000 a month.




| RB2E

Transaction overview:

Unigue visitor
ik + 144.54%
269,615

Buyers who ordered

FREFH + 110.07%
34,843

Buvers who paid
FfEEN + 113.81%
32,350

I RBRE

Transaction overview:

Unigue visitor
Vs ¢ 33.91%
178,200

Buyers who ordered

TREREH + 16.63%
29,048

Buvers who paid
#HAERE#H + 16.95%
26,867

Amount of orders

TS + 131.44%
1,529,407.54

Paid amount

FTHEW + 141.20%
1,314,292.59

Amount of orders

FRESE ¢+ 17.19%
1,266,518.62

Paid amount

HHEE ¢+ 19.32%
1,060,388.32

(=).5] 2018-11-01~2018-11-30 FrEatE

All ends
Double 11
Cﬂn\rers ion rate of visitor- tﬂ—ﬂrder

)=

Conversion rate of order- tu—pa\rment

Average order value - HIE @
B9 + 12.81% 01.97% Cﬂnversmn rate of visitor-to-payvment
40.62 EH%IE
12.00%
B - 2018-12-01~2018-12-31 A e
All ends
Double 12

Cﬂn\rers ion rate of visitor- tﬂ—ﬂrder

= 7

Conversion rate of order-to-payment
Fe-EfshE2 /
92.49% Conversion rate of visitor-to-payvment
L AE
15.08%

Average order value

T + 2.85%
39.46
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Transaction overview:

Unigue visitor

HEH + 16547%
473,071

Buyers who ordered

THEEHFEH + 4.02%
30,217

Buvers who paid

SHEFH + 3.83%
27,896

| RBER

Transaction overview:

Unigue visitor
hEdl + 158.46%
167,295

Buyers who ordered

TEXEM + 376.89%
34,031

Buvers who paid

Tl + 361.04%
31,383

Amount of orders

THIE + 24.11%
1,571,892.94

Paid amount

HHEW + 24.76%
1,322,985.28

Amount of orders

TEEHE + 234.48%
1,090,895.77

Paid amount

T2 + 239.16%
963,416.13

BHE - 2019-01-01~2019-01-31
All ends

Big purchse for Spring Festival

Visitors

Conversion rate of visitor-to-order

Conversion rate of order-to-payment

Average order value ;’3: ﬂ*’%’ri @ _ g
E¥f + 20.16% . ONVErsion rate of visitor-to-paviment
47.42 L HECE
5.90%
=} 2020-03-01~2020-03-31 R iRy
All ends
/
& -Dﬁ Cﬂ_F:_I‘\I'EFS ion rate of visitor-to-order
/S ERE

/ 20.34%

—

Conversion rate of order-to-payment

Ssage ardec vilhie TR IERD
B 4 26.44% 92,219 Conversion rate of visitor-to-payment
30.69 S AE

18.76%




DURIAN PULP

CASE ™

A

Company strength:

Huabao adheres to the policy of
e survival through high quality and
Joy v development through good credit. It
25 ) 7 has been qualified by ISO9001
international management system,
HACCP food safety system and

ERASET o~ : e national SC food safety system.
356h (4 |rasenr =" e ’

QIAO SHIFU IS A SUB-BRAND g Huabao reached us to help them
OF HUABAO FOOD W improve the GMV of its online store.

ENTERPRISE. THE BRAND WAS
FOUNDED IN 2001, AND ITS
MAIN BUSINESS INCLUDES
CAKES, BISCUITS, BREAD,
PUDDING AND PASTRIES.

Through our efforts, the sales rose
remarkably. ( next page )




CASE

Qiaoshifu flagship store-sales chart

PROJECT RESULTS

S ERER & PO BF | &8
Refund amount Through train investment (marketing)

Payment amount Unigue visitor Payment conversation rate Average order value
2D HEM H{IEfLE o RIRHEE BRI BREEHNRE
2,130,727.06 650,182 3.43% 95.92 478,203.21 32,033.50 8,592.75 >
S EA 9.75% & % A 31.51% 1 S A 28.34% & S A 4.24% & %A 54.90% 1 %ER 26.19% & %A 12.24% 4
WEERE 23.79% 1 WEFEREM  181.43% 1 WEERE 61.80% ¥ SEERM 15.15% ¥ HEFEREM  145.46% 1 HEFREM  301.13% $eFIERNE
Super recommendation investment (marketing)
, o® B - BNine mit12A Rt 2,157.928
W FTRETS W BETRRLS Sales of recent 12 months RMB21,579,200

Average level among same categorv&rstore tier
¥ Excellent level among same category&store tier

= i T i
— —

2019-02 2019-03 2019-04 2019-05 2019-06 2019-07 2019~ 2019-09 2019-10 2019-11 20

S
©
-
M

2020-01
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HZEES 0000
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IE TR HH wEE 5000 o R SR 2R

Hongyuan food store on Taobao.com

Entrusted to Dinghai E-commerce in October 2016
with the sales RMB 120,000.

173 " - . 1
| RBER , =E: 2016-10-01~2016-10-31 FLsisn
Transaction overview: All ends
e = ,
Unigque visitor i%:: ‘—j‘?‘ EE’ [ E Visitors
hE#H + 200.50%
37.474 Conversicon rate of visitor-to-order
e Repst il %
Buyers who ordered Amount of orders ' Orders| 7.08%
TEILHEH ¢+ 135.07% TS 4 B83.62% :
1 Q44 146,340.11
o : - Conversion rate of order-to-payment
B b e Paid amount Ave e GICEE el G ;ii' f{HE{tCinirersinn rate of visitor-to-pavment
EfHEFH + 135.81% EHLE + 77.62% BEfi + 24.67% VLY ks s “te-pa
-— — G e b 2 W B - —

1,844 129,.463.51 0.20
: 5.71%



Strategy:
1. Re-shoot photos and redesign detail pages of products.

2. Discuss about product interest with the store owner and come up with some product
combinations.

3. Recommend relevant items at detail page and other scenes.
4. Create marketing schemes in “Through train” marketing tool.
Result: The monthly sales reached RMB 550,000.

Transaction overview:

| ZBE% =5 2017-09-01~2017-09-30 s =m0
All ends =i

Unigue visitor

Visitors
hESH + 21.23%
= B8 Conversion rate of visitor-to-order
M TRRiE
Buyers who ordered Amount of orders ord 11.50%
rders
TRLFEH + 30.72% THLE + 24.23%
8,127 638,405.28 .
- == Conversion rate of order-to-payment
Buvers who paid Paid amount Average order value pEGTSRY TR fELE?R . B
ggf:j;;gﬁ 4+ 31.90% 4% + 28.80% TEf 4+ 2.29% ¥ 96.10% Conversion rate of visitor-to-payment
7 814 R 553.034.76 70.77 1 Sefife

11.06%



Unigue visitor
el ¢+ 6.77%
48,275

Buyers who ordered
FRaEl + 15.14%
7,314

Amount of orders

FipiM + 1B.49%
673,348.83

Buvers who paid

FMEHER ¢+ 13.20%
7,013

| ZRER

Transaction overview:

Unique visitor

hHEE ¢ 2.15%
24 458

Buyers who ordered
Fiiais® + 8.88%
5421

Buvers who paid
AT TN ¢ 9.27%
5,303

Paid amount

KN EW ¢+ 14.20%
599,769.54

Amount of orders
Five® + 12.57%
571,840.00

Paid amount
W + 6.29%
502,271.70

The monthly sales basically stays at around RMB 500,000.

| ZRLE

Transaction overview:

=1 2018-11-01~2018-11-30 g
All ends

=

~ Conversion rate of visitor-to-order
U3 A
15.15%

—

/' Conversion rate of ﬂr{:l_e.r—tu—pa'.rment
I }._f-J F:ih*m f

Average order value
95.83% Conversion rate of visitor-to-payment

W4t + 0.88%

_ /R
e / 14,53%
HHA 2019-09-01~2015-09-30

C?n;.rers ion rate of visitor-to-order
F o fb o
22.16%

I;"Cﬂmersiun rate of order-to-payment

F - &4 b4

57.80% /

Average order value
w0t 4 2.73%
94,71




| =B HER 2020-01-01~2020-01-31 =y

Transaction overview:

Unigue visitor Visitors
I E 4 35.73%
94 7280
Buyers who ordered Amount of Drders Orders
FEERH + 20.69% }‘%%aﬁ & 24.90%

-
Buvers who paid Paid amount Average order value Payment
s IEFEH + 30.18% Eﬂf—:ﬁﬁ + 25.80% E ﬁ“r + 6.27% :
W =aly CE 77 ©
00U o o 1 P | B8 0 -\_'

All ends

Conversion rate of visitor-to-order
PEE{E
19.65%

Conversion rate of order-to-payment

- REAERD

07.06% Conversion rate of visitor-to-payment
= E
19.0/%

Due to good results, the store owner opened another store on Tmall.com

(Shenqgqgiang Food Specialized Store)

and had us run that Tmall store as well (next page).




Shengqiang Food Specialized Store

Main products: Various snacks
Newly opened in March 2019.

Previous sales:

g EfFER

- ﬁgsﬁ-m ok

IRER BEARR SR

. 50 CICIRF0R
.;:~:.' EREHIE = ]2 O G

BHROr B B2 W

AR e 99 ez

B ot BE | F=E

= Payment amount Unique visitor Payment conversation rate Average order value Refund amount  Through train investment (marketing)

HTEH T i H2 RINESSER SEL BRETEE

95,723.01 27,941 7.48% 26.66 1,695.58 12,872.46 0.00

el 6850% T | &LF 101.41% * | &LE B5.21% ¥+ | HLEB 141.02% * | & 18 BI7%% T &R 550.50% T 5?.;.5_

- EEEER : R - LR : SR : LT FEER c wEFEE R

Super remmmendaﬂ on investment (marketing)
.S _ ® Mine BA12A it 887H
A TRET FiTREN

" ?’Eﬂﬁ_ N Tk [l Average level among same categorv&store tier Sales of recent 12 months RMBER 700

AR % Excellent level among same categorv&store tier - —~\
Z-l l:.l:ll_ :-" - R = - "—-_'_'___ \

o x = . ,-"'J I".
5 “\\\H ”~ \
e o %\1__ ‘_f"
2018-05 2018-06 2018-07 2018-0a 2018-09 21810 2018-11 201812 2019-M1 2019-02 2019-04
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Transaction overview:

Unigue visitor
T + 47.77%
41,289

L i

Buyers who ordered

TEIEH + 59.90%

369

oty

Buvers who paid
Hfixe#H + 61.24%

3,370

Previous sales:

Amount of orders

T2 + 57.81%

102,273.22

Average order value

HEfT + 3.15%

- Cn
3 .

HES 2019-05-01~2019-05-31 FhELEE

Visitors

=

Orders

-
Payment

5 i

e

All ends

Conversion rate of visitor-to-order
st
8.54%

Conversion rate of order-to-payment

e SR EER

04,479,  Conversion rate of visitor-to-pavment
s HEHEE
8.16%



Strategy:

We started from the improvement of basic aspects of the store, including posting new
commodities, creating new coupons and participating in promotion activities, etc.

We re-positioned commodities of the store and made systematic planning of store
operation and activities. We made different operation and marketing schemes for the
store based on the slack season and busy season of snack category.

Additionally, we tested the commodities and after that we created our highlighted

product through our store operation together with marketing tool “Through train”.
Then the layout of one hot product with multiple second-hot products in the store had
formed.

Also, we paid attention to official big promotion activities of the platform, especially
Double 11, Double 12 and 618.

Last year, we planned the promotion of our products one month ahead of the Double

11 and made warm-up for this big promotion. Therefore, the sales of the Double 11
had skyrocketed.




Strategy:

We took leading food/snacks stores as our competitors. In one year, we launched
50~100 products, introduced 50 authorized brands, developed 5~10 links of small-
and medium-scaled hot products. The long-term goal was to develop 20~40 links of
small- and medium-scaled hot products and incubate 1~3 links of really hot
products. As to marketing, we selected suitable products according to new products
release plan. In the industry, the brands normally control the price,so new store has

no advantage. Therefore, we cooperated with new media to enable large scale
exposure of our store and products. In the first month, we mainly did the basic
improvement and marketing. Second, we enhanced the marketing and steadily
launched new products and selected suitable products as highlighted products in
marketing. Finally in the third month, the store had 5 links which got more than
1,000 orders separately. Among them, there was one link getting more than 5,000
orders.




The store now has an average monthly sales of RMB 200,000.

e EfER B Eaak BEE| =8

Payment amount Unique visitor Payment conversation rate Average order value Fefund amount Through train investment (marketing)
EaE= FEN =figeia =20 AETEE SEEE EEEEE
180,252.45 43,365 13.16% 31.58 {91502 12,816.86 0.00

Y
&
LR 314% & & R MNTT% & # FE 584% & 5 EB 3521% ¢ & R 49.97% 4 i LE 34.06% ¥ & LB
EifFEER 22248% ¢ | GbaEE] S520% T EbaEE 75 M% T GiaEE 1846% T SbaREE MIN% T gbsEE 043% 4 gbaEES

Super recommendation investment (markesting)

. pI— —_—— . ® Mine =128 it : 260547
m 287 B TRIETS m FEHTEET X
e Average level among same categorv&store tier Sales of recent 12 months RMB2 6035 400
AR ¥ Excellent level among same categorv&store tier

2015-05 2019-06 201907 2019-08 2015909 2019-10 2019-11 201912 2020-01 2020-02 2020-03 2020-04



sales growth

AR

| RBEE

Transaction overview:

Unigue visitor
e + 34.65%
104,154

Buyers who ordered

THEEFEH + 33.35%
13,687

Buvers who paid

FHEE#H + 31.599%
12,829

Amount of orders

THELE + 28.78%
467 374.04

Paid amount

e + 28.21%
423,669.79

HER- 2019-12-01~2019-12-31 EhEsEis

All ends

Visitors

/
~ Conversion rate of visiter-to-order

Tt _.
13.194% f

-~ /
— /
' Conversion rate of order-to-payment
/ FEEHRERD [/
03.73%  Conversion rate of visitor-to-payment
/o RfEIE
/ 12.32%

Average order value

=M + 2.57%
33.02

!
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Mingbo food store

Main products: seasonings, sauces, pastes, additives
Status when entrusted:
The sales depended too much on regular customers and lacked new and precise customers.

Also, the ROI of “Through train” marketing tool was not good.

Strategy:

We selected particular products for attracting new customers and carried out promotion
activities with coupons and giveaways to increase orders from new customers. Also, we did
content marketing to popularize our products among potential customers.




e BUER

B =i B | WS
Paymentamount  Unique visitor Payment conversation rate Average order value Refund amount Through train investment (marketing)
w&E HE® % (136{E &2 AL o B BRI
238,759.56 22,579 7.13% 148.21 6,844.01 6,902.89 1,163.96
&lH 72.03% ¥ ¥ 34.07% ¥ e 6% i | % 1 B l) 70.85% % Bl .38% B =LA 53.51% ¥
o A ELIT AR 12.99% ¥ L apca s gt 47 26% ¥ E 3 4 ey 4 e TR 24.96% 3 b ) TS 475.96% ¢ e a1 Bl =)
Super recommendation investment (marketing)
‘ — - ® Mine W12 Rit: 263975
w il W EERNS Average level among same categorv&store tier

Sales of recent 12 months: EMB2,.639.700

% Excellent level among same categorv&store tier

; =

[ ] ﬁ'iij 365 614 37

] ﬁfzﬁgﬁtﬁ 294 880.70

EEE¥1S 20368200

2019-05 2018-06 2019-07 2019-08

2018-09 2019-10 2018-1 201812 2020-0 2020-02 2020-03 2020-04



EEEGHT DWOOW HIAEN smma
= A @ T R
IE M & AR T T 5E 11885 500..

156528 ¥88.00

HPE 901% =[O

Xiaoxin Seasonings Store

Main products: food additives of several brands

Status:

1. The UV (unique visitor ) number was relatively low.

2. There were too many products in the store, and some of them with poor performance had

affected the sales.

3. There was too few of buyers' comments that had reference value.

4. High proportion of regular customers to new customers as to payment.
Strategy:

Increase UV; Improve product structure; Increase sales.




| ZBBK

Transaction overview:

Unigue visitor
hEH ¢ 32.68%
19,407

Buyers who ordered

FRXFER + 14.39%
4,023

Buvers who paid
HREFEH + 13.74%
3,906

Amount of orders
FHE2E + 583%
701.746.09

Paid amount

HTHEE + 4.06%
555,781.97

=] 2018-08-01~2018-08-31 ek
All ends

TS

&

If’ Conwversion rate of visitor-to-order

FRELE
/ 2073%

Conversion rate of order-to-payment
F-HHNED /

97.07% Conversion rate of visitor-to-pavment
EHEEE

20.13%

Average order value

B + 851%
142.28




| EBEK =1 2019-03-01~2015-03-31 i

Transaction overview: All ends
Unigue visitor
el + 67.98%
36,705 - Conversion rate of visitor-to-order
/RS
Buyers who ordered Amount of orders 18.23%
THEEREH + 81.68% THEE + 64.30% —
6,693 864,268.14 -
Conversion rate of order-to-payment
Buvers who paid Paid amount TS =) . / e
HHEEN + 82.81% HHLE + 71.65% THEH 4 6.11% 26,929  Conversion rate of visitor-to-pavment
6,488 0008000 Average order value ; SR
' ' - 17.68%
I ZRLR =F] 2019-08-01~2019-08-31 e
Transaction overview: All ends
Unique visitor
PEY + 158% = /
43,625 ~ Conversion rate of visitor-to-order
/ THCE
Buyers who ordered Amount of orders ' 17.95% /
TREHS ¢ 7.21% THLE + 837% & /
L 1,211,520.51 Conversion rate of order-to-payment
Buvers who paid 1 Average order value - s @ : o
ﬁﬁ;ﬁc’ﬂ + ?I.);}l% ;E)Eg;m f ulﬂﬂ% ﬂﬂ'lg*r L43% s6.89%  Conversion I;E of visitor-to-payment
7,606 964,433.34 126.79 AL

17.43%




S BiER

Payment amount

=12H
899,594.26

LT

| =5

1850 Uy

38.22% ¥

Unigque visitor

HEH

B RTE=EFE

207805

2019-06

e ———— g
— =
_———--__-_-___ ____-_—_——
2019-07 2019-08 2019-09 2019-10 2019-11

Payment conversation rate Average order value
EIAEEE =il
16.93% 116.95
ol 44.74% ¥ R 5.68
S=ERE 2.21% # S EER 6.52

B Mine

Average level among same categorvazstore tier

% Excellent level among same categorvdcstore tier

Fefund amount
REIDIER S S

14,.875.37 22,105.68

59.07% % WEE
14.76% & SR

B ETEk BE | =R

Through train investment (marketing)

BRI
4,159.03

=3500% ¥

Super recommendation investment (marketing)
BE12A8H: 911958
Sales of recent 12 months:EMBS.119.500

2020-03 2020-04
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Main products: Peanut oll,
corn ol

The store was entrusted
to us in January, 2020.




2020-01-01 E 2020-01-31

AZEOELN  (SatEiE: 2020
Paid amount Group purchase
ST & i ips

284,161.84 = 283,855.37 =
| AFMBIRLAAYE  (SiHENE: 2020-02-01 F 2020-02-29
—Paidamount Group purchase
AR U] FHZE
359,820.84 = 358,770.94 =
. -,

| ZRBHIBEE  (&itEng -0 )
Paid amount Group purchase
={1Em@m 7z
896,996.13 = 895,420.33 =
X% ¢

f

chloy

Monthly

=

I

Average order value
SfTEEth

Buyers in group form
AR
52.42

9,421

B [E

fr 130 =]

—F

YR _\
Buyers in group form  Average order value

AR EERn
7,926 45.30

Average order value

=

Buyers in group form
REE
44 .59

Buyers
ETRRH
20,093

20,117



= Zhongyan Flagship Store
| Brand: Zhongyan

Main products: Salts

&
EEP Due to our efforts, the store's sales
grew from monthly RMB100,000 to
el overage RMB7,000,000 (Double 11

O EENe 0 Bsa=E & EEa= peak RMB1 ,500,000 ) .

1

Payment amount — Unique visitor ~ PAYMment conversation rate Average order value  Refund amount Through train investment (marketing)
FT2%(5T) sl EIEE =R{N(7T) REThiBsr =) EHilEEIE(T) $SoREEGT)
87.375 10.985 15.42% 51.56 4.445 3.895 0 _
Diamond booth investment {marketing)
1 .} : 3 il 13.08% 1 ¥
18% ¢ : t 15.14% 2 t : 231.25% 1 76.40% 1 ] 100.00% &
n 58 ETEETES = BTEARER B Mine BE12EB - 836135

Average level among same category&stare tier Sales of recent 12 months: EMBE& 361,300

¥ Excellent level among same categorvizstore tier
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Business scope of our group:

Whole-store entrusted operation (on various online platforms), online
data-based marketing, photo shooting, visual design, livestreaming,
customer service outsourcing, web celebrity and new media incubation,
e-commerce training, e-commerce software development, constituting the
whole industry service chain of e-commerce.

For cross-border e-commerce on Tmall Global

Entrusted store operation service:

Depending on the Tmall Global platform, we offer one-stop e-commerce
solution, with solid foundation of operation expertise and experience and
digital marketing capacity. We help you promote your brand and products
and improve brand recognition and sales.




Mode of cooperation:

Dinghai party: We help you open your overseas flagship store on Tmall Global
Platform. And a dedicated team will be in charge of the operation of the whole
store, including photo shooting, visual design, traffic management, multi-
dimensional data analysis, online whole-chain marketing for the brand and
products, planning and execution of promotion activities, channels building,

customer service, goods management, CRM, fans operation, Cainiao logistics
system operation, etc. It will regularly communicate with the brand party about
the analysis and summary of operation conditions of the store, and strategy
adjustments, scheme and budget approval, etc.

Brand party: Discuss your concerns, needs and plans with us and make
decisions; Pay for relevant fees.
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Brand Building Data Analysis

AR RS
Visual Design E-commmerce operation
Wtigit BEEE

% Platform recognition:
We are ?-star service provider at Tmall Global service market. (To be
revealed in July 2020, estimated 3~4 star based on real-time mark)
We are four-star service provider at Tmall service market.

% Experience: We are truly experienced and established in eCommerce
operation with eCommerce business starting from year 2014. We have
served numerous domestic online stores on platforms like Taobao, Tmall,
etc. and several stores on Tmall Global.




* Talents:

e We have many specialists as the store managers, many with 4- or 5-
year eCommerce experience and some with 8-year or 10-year
experience within the whole Dingshang group.

e We have a complete and inspiring career promotion mechanism
which has ensured the accumulation of talents in our company.

® We have internal trainings in high frequency. Especially, the
operation personnel are required to share their experience and
growth on store operation at least twice a month. Every 2~10 days,
they will watch live experience sharing lectures from lecturers both
from within our group (including Qingdao and Jinan and Yantai cities)
and from outside channels.

% Shooting base:




Dingshang
Group

OUR SHOOTING BASE AND TEAMS

30,000 m* VISUAL INDUSTRY BASE IN CONSTRUCTION SHOOTING SCENES OF OUR TEAMS
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Dingshang
Group

Let customers buy for
Brand Value

RESOURCE SERVICE E-COMMERCE CHANNEL EXPANSION

TECHNICAL SERVICE DATA BANK PEEEEAI?EN CROWD OPERATION

A 4 4 4

.

WHOLE-AREA
MARKETING SERVICE

BRAND CONTENT COPYWRITTING —* MEDIA RELEASE —* LARGE ACTIVITY #PR CIRCULATION

4

h

E-COMMERCE VISUAL PRINT AD VIDEO
SERVICE SHOOTING SHOOTING

PRODUCT INTERACTIVE
—»  PLANNING [« BRAND VISUAL [« DESIGN d DESIGN

Lg <
A




Dingshang
: : Group
Whole-area whole-chain customers operation ecology =

Brand Content/creativity Ads
marketing dissemination

Product

T o
2 Sales

Penetrating 95% Chinese internet and mobile internet users
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Reaching out to =
Weibo #iiE % T ©WVETH Redbook
AR : EEAP AR BDAREY e - crizarts St « EGEA 1 TR
RZSEE : BORER, (AT B - R £E NSTE « BEHER ERAF

el Qo
FBPE A : =Mmkikrh
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WeChat RIS
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]
%m PR el

FEFREE . B | #hiss

T

AFEHE : 90/5 , FEA |, BFH
RFEHE : o ES{TSIAENR




Content service
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Wetao Taobao livestream

Dingshang
Group
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Dingshang
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Engagement Content makin
Store news ontent making
ol HahiEm)
( RS, [ESEEE - SEAEEE :
E}EE;B, % ST+ LS B, %g ﬁg AR, & L. E. SERS Prwat-e
domain
VO ORABEAEIREWE (SUs. SR SSEE. SENE. SHEES)
RS @iEAcaseIE , FEHARE (5179618, MUISARSS, BER)
— OF RIGHSA (L&, F~REmmS ) Public
Short video @IPHRSH ( HEEIPHlsA . FHENLEIFDE ) domain

[IEKR] BRIAAREERAOREAND , FTLARERA = maEeR
(B=/] =EESFE/RUF/XE | [FEEIRFEET  BEES
[(AIS5e] FrBREAIERSISEE  REREEHEIERTHER , Bitia B




Dingshang

THANKS




