Y
DM el

HellolTA Brandhub
Project Introduction




Taobao Introduction
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Tmall classic

Direct e-commerce channel of Alibaba
Group

available for companies already present in
China
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THALLGLOBAL

Tmall global

Cross border e-commerce channel of
Alibaba Group

for companies with a limited presence
in the Chinese market without a
direct legal entity.
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A digital platform

where brands

v Turn public traffic to
private

v Operate fanbase

v’ Fanbase capitalize
fanbase
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— brand ifub

A feature mix of

Brand official site:
diverse brand and
product content
Instagram: text and
visual content
YouTube: short videos
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HellolTA Infroduction

brand Yub

Manage multiple stores with one account

MORE MORE

BRANDING INTEGRATED
CONTENT UNI-CRM

Drive awareness
Drive education
Drive customized content

Drive traffic
Drive benefits
Drive engagement

MORE
TARGETING
L)

- mhRPIERTT

Brand Databank

*J

Global data integration/ multiple store data + online and offline data |

accurate audience segmentation / global data backflow in real fime optimization

MORE
EFFICIENT

E-STORE

Drive O20 traffic
Drive traffic




HelloITA Project Phase lli
Infroduction

D1M started operation as ITA TP from 1 Nov, 2020
Started HellolITA content Operation :
» 1st November 2020 - present.

Executed 2021 New Years Gift Campaign with Media Buy:
> 18 Jan, 2021 - 5 Feb, 2021.
» HellolTA 2021 New Year’s Gift Mini Program Campaign with DSP media buy



How to find HellolITA
and
follow HellolTA

Step 1: Open the Taobao application. Find the Search Bar.

Step 2: Type ‘Italian Pavilion’ / ‘BAFIESIE’

Step 3 : A banner access to HellolTA appears at top of search results

Step 4 : Click on banner and be redirected to HellolTA Home Page.

Step 5: Click on Follow/ iJis.
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HellolTA
Homepage

 Slide banners (7 in total)

» First slide banner: Brand wall
« Otherslide banners: single brand and multi brands articles

- Feeds (streaming til end)

« Posts of weekly single brand and multi brands artficles
« Streaming from the newest to the oldest
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How to find
HellolTA message page
and Brand wall

+ Step 1: Once followed HellolTA, Open the Taobao @
application, Click on message icon

+ Step 2: Enter message page, Click on Message
Assistant/;H RS BIF

+ Step 3: Enter Message Assistant/;8 B5BhZ. Click on
HelloITA/EXFIERIE bar

« Step 4. Enter HellolTA message page, Click on
Brandwall/ G k21 icon
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HellolTA
Message Page
- Messages

Q@ rExE G O

BATERABERRKBF?

1000 ZFRIMAEITHDER?

. . . . FRX—8, PRRERBERZH
+ A collection of 5 articles of Single brand and multi brands on @ y =
weekly basis »

Weekly pushes:

ESRABTERERZHRT?

+ Streaming from the newest to the oldest
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HellolTA
Message Page
- Menu Bars

Nations Pick / EIR ™ i%:
+ Boftom of message page, menu bar, first column, first option

+ Display format: linked to a post

+ Dedicated to a multi-brand special column. Update according to brand
provision

+ Display format: linked to a post
+ Special offer for new coming brands

+ Boftom of message page, menu bar, third column, various options
+ Display format: linked to a post

+ All weekly single brand and multi brands articles collected in according
columns
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HellolTA
Message Page
- Menu Bar

- Brand wall

+ Bottom of message page, menu bar, second column
+ Display format: linked to a post
+ Logo assembly of all ITA brands

+ Updated according to brand application
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HelloITA Project Phase lli
Operation Scope

HellolTA Content creation Onluje SYChna Offline events
Media buy Management support

Part 1 Part 2 Part 3

In order to achieve this A PM is assigned for day today communication



Part 1
HelloITA Content Operation

Posts

O Spread the concept #Made in ltaly# mentality, fransfer [talian brands dynamics, online
and offline joint marketing, attract fans to know Italian brands well through diversified
promotional campaign and content in HellolTA.



HelloITA Content Operation

Post layout

Content
Page
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HellolTA Content Operation

Post mechanism

#Beauty &
Post 5 articles on a weekly base. Covers every #Fashion # personal #F&B# #lifestyle #

category o
12 multi brands arficles & 4 single brand articles
per month
effy, BARIERIE 715 heffy, EATER 24 hefl, BARERE efly BARERIE

Multi brands articles are for more brand TRBDAN, GAEAEEABE B BT AT LA MEEERRZ AR R AANBREARZH?
exposure for all brands
Single brand articles are for new brands and
brands having special events and marketing ~ 5
activities ' N

3/ flfy 0y \Z
All brands welcomed fo keep ITA in close - % Life
confact with above information ©00Ly S 6 0 =

-
DIM @Rk



HellolTA content operation
Post direction — March 2021
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12

13
14
15

17
18
19
20

Italian Culture and
Heritage

Fashion
F&B
Lifestyle
Lifestyle- Beauty
F&B
Lifestyle- Beauty

Lifestyle- Beauty
Lifestyle

Fashion

[talian Culture and
Heritage

Lifestyle- Beauty
Lifestyle -Mother Baby
Fashion
F&B

[talian Culture and
Heritage

Lifestyle- Beauty
Lifestyle
Fashion

F&B

XM DU REF TR ?

“ARBER?ETHET!
IR E R Z AT A — B NE ?
ARG feR, XA DITER
BE. ZHHBEZBAAFKR?
RiER NESHNEFSMRIE |
25T7E, KE(IEEBYIR0R

“BREGEFIEELE?
MEBBFHEXFEM - BIRRE |

BERMNE - SEXRANE
oL T, BRI —HHE?
AEBTT - MBEILRAEKE EX
RELZF L - —REAR
ERXRT/IBE, KoLUXEZE
ZrEHEBES - MEAEA
A00F AT RS - SRIBENE

FRXT 2% ANAMEANHE
AT ALANNBERRFIRL ?
HFEEX - WEHLE
AT LERRMPERF2RKFNE ?

Fight with oranges in this ltalian city?

How are bags healing?
How to lose all your winter weight?
How to recharge in the office?
What do you do with acne and combination skin?
Diet to get Monica Bellucci's figure
50 first dates with this?

What is a killer makeover
Get seasonal cleaning done easily with this!

Nail spring killer ouffit with these pairs
What kind of job gets you a villa

Get radiant skin with less than 100 yuan

Outing with your baby without exhausting yourself
What to wear in spring except those white pairs?
Time to get tipsy, Homemade spring cockiails

Wonderful symmetry from 400 years ago, a great
pleasure for OCDs

Secrets to ageing perfectly
Why is everybody a fan of ltalian design?
Socks that knock your socks off

Why are coffee terminologies often in Italian?

/

Multiple
Singular
Multiple
Multiple
Multiple
Singular
Multiple
Singular
Multiple

/

Multiple
Multiple
Multiple
Multiple

/

Multiple

Multiple

Singular
/




Part 2

Online event
Campaign mechanism

Drive traffic into
the HellolTA

Pick a local marketing topic
Involve related brands

Media buy for
related brands

HellolTA release topic,

Media buy with
brands from HellolTA

Online
Campaign

Landing Page lead
traffic fo HellolTA

brands involve

Interaction & Promotion brands
& Getting more Followers

Become followers, o
Enjoy benefit online
and offline



Online event
2021 New Years Gift campaign

Media buy Period:  2021.1.18-2.5
PV: 22,752,126

Key Achievement

Reach traffic

click through rate 1.50%

21,300 Visitors on Mini Program

Recruited 10,258 new followers for HelloITA

Campaign flow



Campaign User Journey
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Italian street, new year Coin flipping animation oes into HellolTA goes back to Mini .
festive ambience, logo, with hand signinteraction g nd ]l ollow Program CI'Cé(n?QrpgggUd
windows with brand
logos EnterPLP
Ads banner on . .
Mini program in Tmall ecosystem Tmall store
PDP

different social
media apps



Media buy management

/ \\'1

B BRI

mu;ﬁm
Open

screen

Page View - 8,647,927
Impression - 8,647,927
Click Through Rate - 1.72%

Acquired new Followers - 4,296

T .

L 2
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Info Feeds

FRERZ RN =AME:
%1’\’5?*7)? #E3TMES

Page View - 4,830,456
Impression - 4,830,456
Click Through Rate - 1.57%

Acquired new Followers - 2,767

HiRFIR

Banners --

(21!“ &) RS

Page View - 9,273,743
Impression - 9,273,743
Click Through Rate - 1.26%

Acquired new Followers - 3,195

19




2021 Ecommerce Marketing Calendar

Annual Marketing Plan

January

Monthly [ IS Feb.

j New Year's Valentine's
Key Words ! Gift Surprise

Online |
Campaign E New Years Gift
Topic i

Offline
Event

; Beauty & Skin Care
Related K Food & Beverage

Products & Health
Bl Design & Decoration

[talian
National
Information

Traditional custom;
Tourist industry.

Spring O.uﬁng

5.20 Just Show Me Your Love

Beauty & Skin Care
Fashion & Luxury
Lifestyle & Wine

Baby Care & Health

Lifestyle topic;

Science and technology;

Cooking culture.

Jul. Aug. Sep.

i Decorate FW Fashion | Mid-Autumn |
g your home Guide Festival |

QIXi

Chinese Valentines Day

QIXi
Chinese Valentines Day

Beauty & Skin Care
Food & Beverage
Fashion & Luxury

Health
Design & Decoration

Popular art;
Classical culture;
Tourist industry.

j Travelling &
Shopping

October

D11 Warm up

D11 Warm up

Beauty & Skin Care
Food & Beverage
Baby Care & Health
Fashion & Luxury

Traditional custom;
Lifestyle topic;
Tourist industry.

Dec.
Marry Christmas &
Happy new year



WHAT HAPPENS
AFTER JOINING



Brand Show Case - Moleskine h:A
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Refined communication content, deliver brand and product message in detail and depth

heflo BAFIERE a0

Single brand Posts  #S#XNEE, BHEFFHES
Draw user attention .
a single brand, i
focused post e o e

heflo BAFIERE an

DAREE" IS, X LVIAR

Multi brand Posts

Draw user attention

in multi brands
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Campaign with media buy, magnifying brand communication volume

/ 5

Yy 7
RILASTILRéAN
New Years Gift *E’ *f‘ Moleskine
Campaign PLP 5 ffﬁt?eg*
Brand exposure on = P9
PLP, direct to PDP pr
page, traffic from R
Media buy . 0 : ¢
L 4 EMOLESKINE e . @
B
-r 4 .
' - g
_—— *‘
‘ _’%%
5 R
7N\
/ FOPPAPEDRETTI

520 campaign VR
Gallery page
exposure

Brand exposure on
directly in Tmall Mini
program, traffic from
Media buy L




Ads format in different ways of seeding, immersive experience for target audience

Media buy ads Banners

HelloITA Welcome hefln Deliver indlividual brand
Banners RERAERA awareness and traffic
brand awareness as first - EigA Iidds to brand online
impression amongst users ‘ B ) stores.

entering HelloITA : ,
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CHINA ECOMMERCE
TRENDS
1. Livesireaming




I LI JIAQI LIVESTREAM ITALIAN EPISODE ON NOV 6, 2020

Attending Brands
Overall sales figure reached 4.70 million EURO

DeLonghi MOSCHINO
RISET! BAFIL = Li Jiaqi Livestream
E1ERtiE: 2020-11-06 20:00:.00E 78T 2/N\E579

ACQUA
3 ZIBAustin #5342 3607418 SQIGS 4,70
Million EURO R
190,000 -

m

B

GOLDEN GOOQOSE / k&
products
sold

\¥36.46H

®

LAB  RuAsTL
online users:
240,000

. Kinder
D MARVIS AHAVA
rinEtimmitaatt 24 SKUs

Hennessy Eucerint kA
S PANNA

BIAFINE sesderma”

&

MAKE UP FOR EVER

LA F&)Ch"()SAY



I ERA OF LIVESTREAMING

Live stfreaming e-commerce became mainstream, especially during 2020
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Taobao Livestream GMYV increased by 100% Penetration rate of Taobao Livestream amongst
participating store number increased by 220% all Tmall stores has increased significantly, especially in 2020.
Live streaming has become the most popular method of online

campaign in 2020.



I TOP 5 CATEGORIES IN LIVESTREAMING

/2 u s @My T0P1, FRRASHLFLEIHA

A" RARETAMRN CHERS, AENVEE, ZRANEEN S M0,
HEHROBHANYL, LHNEXEARERELA,. NLFERE, STRY, AHLE, LEAHRE, FSEIN
FERESISOAMLRIRRIA,

2020 X@N11

HEERFUCMYTOP10

Cosmetics xn
Fashion u

Consumer electronics

Home Decor
Food & Beverage

WFEe x QAU  - '! /*f!

: yomGi £ 8

W e R AR

Cosmetics, Fashion, consumer electronics, home décor,
Food & Beverage are in the top 5 with the highest GMV
in live streaming.

D r_v| EBEflsE | Digitalize the Future of Brand. CONFIDENTIAL Li J'aq' livestream C|Ip



I OVERVIEW OF CHINA'‘S LIVESTRAMING E-COMMERCE

90
80
70
60
50
40
30
20
10

ROWING MARKET OF LIVESTREAMING E-

COMMERCE

2017-2020 China's livestreaming
E-commerce GMV (S billion)

83.83
54.49
25.43
[
2017 2018 2019 2020E

B China's livestreaming E-commerce GMV

Livestreaming is fueling Chinese e-commerce : The
livestreaming market is worth $55 billion in 2019. That
equates to almost 3.9% of total e-commerce sales
in China,

P e e e e

om - ———

o KEY PLAYERS IN THE MARKET
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CHINA ECOMMERCE TRENDS

2. Short Video




Surging tendency in Short Video content

Deep integration of content and media helps the brand to CTR improves significantly
reach consumers efficiently.

Static Image Short Video

More and More Media Materials
Are in the Form of Video

Short Video

RN

DERR

7w recommendation with video materials.

R 223

= Shoii Video
E B LE R
| N Static Material Dynamic Material
MOURERE. ) oS s / CTR:2.XX% CTR:5.XX%
e ’ = During D11, a brand delivered the super

3] il D e

Compared with the static material,

Business Consultant upgraded for .
[~ EFS R more powerful content analysis capabilities CTR improved 2.8 times




Short videos

Lavazza - Marni
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CHINA ECOMMERCE
ECOSYSTEM




Douyin Infroduction and user profile

As a short video social platform, Douyin continuously provides
users with short and precise video content by virtue of
accurate algorithm recommendations.

Septemb
@ ore o &) — 2019 58.7% 411.3%
Platform activeness =DAU/MAU

live dat
e 2020

User activeness increased

B Male [ | Female

User

T Grastically in 2020 ¥ 15.7% A 15.7%
m 2019 m 2020 Eh'IB{Z
YO 1h.4%
4z 4
‘ YOY 0% : B Under 18 W 19-24 @ 25-30 | 31-35  — 3640 g 4145 Above 46
. I I HAUPE 105%  18.7% 8.8% 15.6%
ZAIEUl 101%  13.3% 20.6%
DAU MAU
*DAU data as of August 2020
Daily searches data as of December 2020
& | 2020 Social Media Landscape

Fans characteristics: 1. Mostly female 2. Willing to try new things 3. Tend to follow trends
Contents format: short video, livestream



RED Infroduction and user profile

Established 85 million
June 2013 Active User in

= 2019

Compared to previous years, RED MAU
increased drastically in 2019

2016 - 2019 MAU  Unit: 10,000 8,500

+183%

2016 2017 2018 209

Source | Wi

User gender distribution
on RED platform

" Male ™ Female

AN 16.65% 83.35%
2019 22.56% 7744 %

A 5.91% ¥ 5.91%

User age distribution
on RED platform

B A4S m 26-308 @ 31355 @ 34405 i

5%
v 22%% ¥ L4 "1.65% ¥ 0.50%
2019 15%




RED platform ecosystem

Open screen / feeds
advertisement
Brand interactive topics

Posts with photos
Short videos

RED MALL
E commerce
livestreaming

E commerce platforms are affected by the pandemic less. Business activates as usual . Seeding activities

work effectively

Platform users prefer
specific topics

A large amount of posts
about the pandemic on the
platform. However, these
topics have high views but
low in interaction. RED
remains as a seeding
platform rather than
entertainment platform

Platform presents
high value in popular
science

Posts about covid
pandemic are from
scientific angle, barely
any seeding content
within

Business practices as
usual

Business practices as usual,
no significant effect from
the pandemic. The RED
platform users mostly focus
on beauty and make up,
ouffits, food and travel
categories



. WEIBO Introduction and user profile

In terms of MAU, there is an increase of 12% YOY in 2019.
However the growth rate has lowered compared to the
previous years. In terms of gender distribution, change has
been significant, female user percentage raised from 43% to
50%. In terms of age, 19-30 Y.O. percentage decreased from
75% in 2018 to 56% in 2019. There is an increase of 15% in 31-40
YO

2016-2019 MAU

2016 - 2019 MAU (83{11: &) @ Established

600 2009
+11.7% 516 - ) -

500 srow 462
- 516 million
&) Monthly
- Active User
in 2019

2016 2017 2018 2019

User gender distribution
on WEIBO platform

m = L4
2018
2019

¥ 7% A 7%

User age distribution on
WEIBO platform

B O-18% @ 1v-30%F @ 3-L0E @ WS EE

2018 1%

A 9.01% A 0.97% ¥ 11.55% ¥ 0.50%

2019

Source | HIE. F. @, MITOXFESHENERS. 5!



WEIBO ADVERTISING - KOL seeding showcase

ViviChow E 4t 4 oo ViviChow & 44

i 3 E 18 £ wiE

@ ViviCh g4 o ﬁ ViviChow B4 4 &

BOREZMRZBIULEEENE—R. BRERBHOR EVE LOMEREBRERNELRAE, N11EA BEARERORBTRZEEURITOR 2R, 8
BRESERFREAIVHEES E, HRNE BERBHIEER! XRAATES TWRELL 2 =
HiEFNH, REBEEQBEFOE, M AERE B, ZFHEHE+ SREPEEE, —H BN MESERBEN~ @
—1. get R} FHEMNBHIARIPRNIRIIESEM
B~ BORIE FAEIROF S #R3K B @TOMFORDBEAUTY
TEMR AR, ABLHRINERRER~> AW+—EHNEHRERRBEBES R, BTAR
BEREHEBNES 1ViviChow [ 445 RO TBATSTR JIBRRBIREE. RETRE, BRTER. X
KT B

TBZHRNER )

#DiorShanghai##DiorGarden#

VIVICHOW x SiR73 /gf VIVICHOW x EVE LOM VIVICHOW x TOMFORD
Short video ads D11 customized video D11 customized post



Bilibili Introduction and user profile  LiLi -

comments. the distinctive bullet screen culture makes it
easier for users to form strong interactions with each
other. Hence increase user loyalty significantly

September
@ 2009 30%
Platform

- go live date User activeness

2020 bilibili had a significant increase in MAU,

daily screen time increased to 87 mins. High in
user loyalty

m 2019 B 2020

1.7247,
Y0¥ 70.3%

0.6147,

TOY B4

! l

Dal MaU

User gender distribution in 2020 tends to be
even, but an increase in female population

mEH ey
2019 48.48%

2020 46.3% 53.7%
V¥ 5.22% A 5.22%

Maijority Bilibili users are below 24 YO. Gen Z is the
main user group

B BSLT @ 1924 @ 25-34s 35-4L 5 L4551

e 1 10.6%
2020 AREC 145.8% 20.7% [
67.7% 1%

A AEBRABRBEERLST
SEIR 002020501 R
BiS2020 QIR : I BW A AMEE 1B REHRENT

Bif20205F EiRiNE



Bilibili content communication

Bilibili users is not resentful to brand communication by nature. What matters is whether the way brands convey their
messages in user preferred ways. Therefore, when a brand implements seeding content, it must also consider whether the
content itself is user valuable. There are two senses of value: knowledge and entertainment.

Knowledge Entertainment

fic3sdipl _DIIER-Z5
B—TRAENENERHTC

Bilibili KOL @& & with million followers posted

Bilibili KOL @& Jfi#F ¥ IU{a][E = posted content of content with YSL lipstick seeding. Though there was
Huawei Mate30 Pro review, through systematic and obvious sign of advertisement, it is a pun infended to
seemingly unbiased analysis and review, it got 5.59 ZFE#‘s screen name and the content is of quality as
million times Viewing and 59K screen bulletin usual. it got 5.266 million times Viewing and 107K
comments screen bulletin comments



Takeaways

Marketing mechanism diversifies on each platform.

O 1 Key to it: choosing the right channel combination
for promotion, user audience segmentation , and

on-going precise content marketing

From consumer point of view, content remains the

03 king. Quality content accurately conveys brand
value, and quickly reaches consumers. Hence

effectively establishes OAIPL consumer journey.

02

Short video + livestreaming is a prominent frend on
every platform. It has become promotion standard
for EC industry. However, brand building,
establishing emotional bond with users and

building trust will fake a longer fime

Factors affecting users when making purchase
decisions have gradually shifted from a state of
price and brand to a new ideology of

identification and price
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