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The Sharing of the Development Trend of China Cosmetics Industry

2018108 HE
Oct. 2018 Korea

3
¢ C2CcCfsm

DHE{ERITLRREARE
FECERTI R RRE  NEFRFENBFRSHER.

With the rapid development of China Cosmetics Industry, the competitions in the
industry have changed from disordered to ordered.




2018 224

3
¢ C2CcCfsm

> RERRTIRREARE

2010720185 P R B HFUE CGRLL LR, ART)

#3E : 2010~2018HEE,
LamaTER (2. ARD)

Data : Retail Sales of
Cosmetic Industry in China
from 2010 to 2018(a
hundred million/RMB)

3
¢ C2CcCfsm

DB ERTILERESLSE

. MpEEEREEERRER |
Brands concentration ratio in the industry has been enhanced obviously.
. tPEENRESERIERE, WRREESENE
Brand management pays more attention to high quality, product development and consumer research;rather
than marketing only.

. R AT RERED
Subdividing categories becomes the powerful driving force of the industry.
. REZT, MR RERENERRE
Diversified shopping channels spring up, and Online shopping is the leading one for young consumers.
. RS FRERRAERENEEES
With the Consumption concept updated, young consumers overturn the original concept of retail.
7 BERFIEGET , EfftRREERMUEAEE,

The trends of internationalization and reversed internationalization in the industry become more and more
obvious, which is influenced by the investment funds

28 AMHE3IXIE 18-022
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> REERITIERESLS

—, HiAmERPEEREME

Brands concentration ratio in the industry has been enhanced obviously.

WIFEHNBENTRNERAAELR

RV RIIFAS002F2 /38005

The number of companies declined from 4500
to 3800.

R IEER2017ERER
The turnover of Pechoin, the top seller, was 177
hundred million in 2017.

3
¢ C2CcCfsm

DB ERITIERESSE
. MSEENRESHEENIERR, HRARERENR

Brand management pays more attention to high quality, product development and consumer
research,rather than marketing only.

20104520185 4 RET 8L S LM 1

HiE - 201052018 RREHTAR S LR

('Data : the ratio between brand’ s R&D
and sales amount in 2010 and 2018 )
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FEERTIARERSE

=. mREDATRERENN
Subdividing categories becomes the powerful driving force of the industry.
AT | RITREAA ;
EEETAETERAT  SUSEETER 2R

Subdividing categories is inevitable for the industry development,
which are the strategy for the company to exist with market
concentration increasing.

3
¢ C2CcCfsm

DHE{HRITEEREALE
=, RRESRATIRERS—XEEhEE

Diversified shopping channels spring up, and Online shopping is the leading one for
young consumers.

LLEE R E T

ARIZONEREELE

30 AMHESXIE 18-022
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> PERITIARESR S
W, REZl  MERCHFRERENTREE ;

MIBRTISISEERMTRE | (ERRRISE2S%LLERIEE, FiEHE etk

Although the average rate of increasing decrease, the growth Types Rate
rate is still over 25%. e
BRED

19.65%

TEE (CS) BEEREREREITARRIEE, Shopping Mall
CS Channel is the cradle for national brands and new brands. i8m 5710%
e = —— Supermarket :
REZml , CEBEE FELHEHSTMAIATREE, -
As shopping channels are diversified, health clubs and & 20.77%
maternal and infant stores may become the main channels. -
i
36 SRR = 21.18%
BEMERSNS A8, EREHE. AHE. L. e

| All the channels innovate their services by setting up i

scenes,stressing service experience, beautifying packaging 11.30%
| and intelligentizing. Others

3
¢ C2CcCfsm

> REERTLRREASTE
f. HEAR  FREREIERENTERS

With the Consumption concept updated, young consumers overturn the original
concept of retail.

PEOSEFEREEEORE

The labels of young consumer born after 1995

HEW BEFRIENX ME
I like it. Appearance counts a lot. Personality

| Hilaziness | | FRER Digital Native

| ARSI Quality & Culture |
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D> AERmTLRRERSE
N EEAHRET , Btk REEFESHE,

The trends of internationalization and reversed internationalization in the industry
become more and more obvious, which is influenced by the investment funds

DIRERA. BBEE. RIEEAENEAS R FEC TS IE,
Some representative capitals like CITIC Capital Kingking and so on invoke industrial
| upgrading of China Cosmetics Industry.

EEEGHA=HTEE :

Three ways of Reversed Internationalization:

1. EHF&RE merging brands

2, TR ERARERMEZEN ; merging brands in China Zone or Greater China Region

3. ARAIAE , EPEhAREE(FRR, Operating the brand in China market by
establishing joint venture companies.

5 1 B O

Thank You
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E—CommerceE &23t K—Beauty ¥=d 0|2 XI&E

LOXCRY BEAUTY

How to Succeed at U.S. E-Commerce

Jamie Johns
Strategic Client Director
OrderGroove
jamie.johns@ordergroove.com

U.S. customers like K-Beauty innovation

..but K-Beauty brands continue to struggle to grab customer
attention and wallet share

2

Mz
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36

...including homegrown, buzzy U.S. brands influenced by Korea that fully
understand the U.S. market

Customers are Distracted in a Disjointed Marketplace

P — *mgcvs — EDITORIAL

[ 0 s // i\i
\\ B|RCHBC<*\‘\ \ | // ‘
uita |

Yo —" CUSTOMERS —.
, \(ULTA

\\\\\\\

i SEPHORA

6] o

Ordinary.

4
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50%

OF CONSUMERS ARE LIKELY TO

SWITCH BRANDS

IF THEIR NEEDS AREN'T

ANTICIPATED

It’'s more important than ever for K-
Beauty brands to learn from the
mistakes of the past...

AND build a meaningful
e-commerce strategy

37
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No product or brand
distinction

Search Amazon for sheet mask and
you'll find hundreds of faceless options

[

pr -

Not focused on U.S.
customer demands

No perspective on the
customer

K-Beauty brands do not create inclusive
shade ranges

Is your key demographic young? Old?
Urban? Beauty obsessed? Natural?
Where does she shop? What other
brands does she buy?

Where K-Beauty Brands Fail: Strategy

Lack of understanding of
U.S. retail

Opening a physical retail store without

other channels is a mistake

Ingredients: Water, Disodium Cocoamphodiacetate, L A N E l G E

Clycinate,

Cocamidopropy

ide DEA, Lactic Acid

Glycen Dipropyiene Glycol

nent Filtrate

abbage Leaf
, Tomate Fruit Extract, Turnip
ot Extract, Broccoli Extract,

Arginine, Aloe, DMDM Hydantonin

TARGET

Logistical nightmares Picking the wrong distribution

Understand the limitations of signing your
distribution away and research the
distribution landscape

Are your ingredients U.S. compliant?
Are they Prop 65 compliant? Do they
match current U.S. standards?

AYHS|XI=R 18-022
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S0 how can K-Beauty brands master
the art of e-commerce in the United
States?

How to Win: KNOW YOUR CUSTOMER

|dentify your target customer and think of the
customer every time you make a decision related to
your brand

39
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How to Win: BRANDING

Come to market with a clear brand vision and perspective, and carry that through every customer touchpoint
Create meaningful interactions with the customer at every step!

@ Skincare

(*)

= )
Product Marketing Website
and + and and
Packaging Social Media E-Comm 1
How to Win: RETAIL

Pick the right channels for your consumer
Do not go for the easy route to big purchase orders

SEPHORA amazon
@-/TA ¥ CVS pharmacy’

Well Known Specialty Mass / Amazon
Bubbly and trend focus Instant credibility — next to established brands Huge distribution
Easier to enter Impactful distribution Access to most customers — most U.S.
Lots of brands and competition Expensive to enter customers live within 5 miles of a Walgreens
Less traction in larger market They can ask for exclusivity Could prevent access to “better” distribution
Prone fo fads Forced to follow the retailer's preferences Cheapens brand 12

40 AMYH3|XIE 18-022
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How to Win: DIRECT TO CONSUMER CHANNEL

In addition to finding the right retailers to get your brand name out there, your must create your own e-commerce

channel
Dream Dewdrops Shimmer
Serum
\
, $32
Hey, sugar
meet our Availability: In Stock
sugar high body scrub J
wr it Dtlivery.
Every | 3 months v |

Invest in the experience

-Create striking visuals and an easy to shop interface
-Build a space where YOU control the brand message
-Use the space to provide additional education and give the customer an experience they can't get elsewhere
-Offer tools and incentives to encourage loyalty, like product subscriptions, exclusive offers, and creative CRM
-Make it true to the brand identity and make the experience distinctive from your retailers .
-Do NOT rely on Amazon as your e-commerce channel *

How to Win: LOYALTY
Brands need both traditional loyalty tactics and strategies to build emotional loyalty — 74% of consumers chose a
store based on a strong loyalty or discount program
B2 Py B
_—
o .
" SLTTTY |.Iw|{rr.|':‘r.rh ".;4
Expansive Traditional Loyalty Programs Emotional Loyalty
“We look at our loyalty program as critical for Are you speaking to the customer's heart?

recruiting new customers and keeping them coming Are you listening to the customer?

back”- VP of Innisfree U.S. What does your brand stand for?

Are you sexually and racially inclusive?
REWARD your customers for all the ways they

interact with your brand (shopping, social, recycling) "
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How to Win: MARKETING AND SAMPLING

Play the game - launch with a robust marketing and sampling strategy

Influencers and Social Media Sampling

No longer possible to launch without

Create a buzzy social moment and invest in it. Sand & Sky Australian Pink Clay Mask deluxe samples - both for your retail
had a 50K+ waitlist for its product after launching an Instagram campaign featuring partners, your e-commerce channel,
influgncers. and sampling boxes
Find influencers that can express the message of your brand, not just big #s, and don't At least 60%+ of Birchbox subscribers
just focus on K-Beauty influencers new to brand L

How to Win: EXPERIENTIAL PHYSICAL STORES

“The idea is to give our customers a place to hang out. We also want them to meet each other and form new
friendships with other beauty lovers.” -Winky Lux co-founder and CEQ Natalie Mackey.

42 ANHE3(XIE 18-022
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In short...

Know your customer
Create a meaningful brand identity and stick to it
Pick the right retail channels
Build your own e-commerce presence
Reward your customers on all levels
Master U.S. marketing

Do physical retail the right way

Thank you!

Jamie.johns@ordergroove.com

2F
=
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UNDERSTANDING
TRE USe MARKET

Dy
\.PN A’G‘

-G
3w

eu
Pyorst

PRIVATE & CONFIDENTIAL

GLOBAL BEAUTY INDUSTRY

Canada Germany Russia
5.8 $15.28 $14.58
UK.
$1258
us.
Vietnam
$s08 Thailand $168B
$6.18
Phillipines
$38
Malaysia
$178 Indonesia
$68

o
SO

AT

&
it
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OTHERS
DIRECT ; v
SELLING 6% : .m' ERS 21%
) AVON e @
RETAILING 8%
Gt
DEPARTMENT
STORES 10% Whtyreens
NORDSTROM WCVS pharmacy
Bmmngoces:
MASS BEAUTY
MERCHANDISERS 14%  SPECIALISTS 14%
Walmart SEPHORA
TARGET  (ULTA

U.S. BEAUTY CHARNNELS

85%

OF BEAUTY SALES THROUGH RETAILERS

$68 BiLLioN

OF BEAUTY SALES IS CONTROLLED
BY BEAUTY BUYERS

Source: Euromonitor, 2016 Figures

JHO

LU

ﬁ'um&‘“
90% of the U.S. beauty market is offline with 80,000 fragmented and diverse outlets.
6,000 2,500 900
Beauty Supply Alternative Apothecaries
16,300 3,600
Mass Department
Retallers 4 i Stores
NUMBER OF STORES
910
Independent 3,950 20,000 gf'ggg
Beauty Specialty Spas/ Salons z
Retallers
Nl

CETUA

”Ne\l"“

AYHS|XI=R 18-022
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BEAUTY RETAIL CATEGORIES

Beauty retailers in the U.S. is separated into three primary categories:

$$

o
Nt

CETUA

,’Nu\lﬁ

BRAND POSITION

BRAND
POSITION
The retailer where brand is The category of the Retailers will not allow
sold determines the beauty brand determines price brands to be sold across
category of the brand. and positioning.

retailer categories.

o
Nt

CETUA

,’Nu\lﬁ
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MASS BEAUTY

Pricing: $0-$25
BRANDS
Prestige beauty retailers will

often not accept products that
have been sold in mass channels.

RETAILERS
Lower price beauty sold mostly at
drugstores and multi-category
shopping chains.

@ Whlgreens
YCVS

BURT’S BEES l;@%to

GARNICR

Neutrogena

FOREVER 21  pharmacy
‘)ﬁnf%’
8 ;
Pricing: $20-$150
RETAILERS BRANDS
High quality/mid-high price beauty Prestige beauty retailers are
sold at specialty retailers and focused on protecting the value
department stores of their brands. Rarely are these
products offered at a discount
(ULTA.  olemingdales ESTEELAUDER _ farfe
high-performance naturals
SEPHORA %DERMS'!'UKE fresh  dermalogica
NORDSTROM cuniQue NS
SO
8 ;

%
st

50
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LUXURY BEAUTY

Pricing: $55-$500

RETAILERS BRANDS
Very high price sold Many luxury beauty retailers

mostly at department stores

are also prestige beauty retailers,

and high-end chains. creating a crossover between

BARNEYS
NEWYORK

the two categories.

N o CHANEL lapraiie

NORDSTROM blamingdale's sisley LAMER

SPACE.NK

PARIS

NET-A-PORTER TOMFORD BEAUTY

-}
\)ﬁ M.v

BT

%
st

U.S. RETAILERS (BY TYPE)

CATEGORY

Prestige Beauty Retailers
Drugstores

Beauty Supply

Home Shopping

Fashion Retailers

Beauty Sites

Specialty Beauty

Beauty Boutiques
Pharmacies

Hotels

Spa/Salons

RETAILERS (examples)

ULTA, Sephora, SpaceNK, Nordstrom, Lord & Taylor, Cosbar

Walgreens, Target, CVS, Shoppers Drug Mart

Cosmoprof, Sally Beauty

QVC, HSN, Evine

Urban Outfitters, Anthropologie, Free People, Revolve, GAP, Old Navy, Forever21
Dermstore, Cult Beauty

Beauty Collection, Planet Beauty, Peninsula Beauty

Blushington, Fred Segal, Kitross

C.0. Bigelow, Organic Pharmacy, Brent Air Pharmacy

MGM, Four Seasons, Pebble Beach Resort

The FaceHaus, Canyon Ranch, Sanctuary Spa

-}
‘)H M‘o

&0

F,
ot
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U.S. RETAILERS (BY TYPE)

Home Shopping

. Mass

| Beauty Supply Store LUXURY

Fashion Retailers

Off-price and Big Box Stores

: PRESTIGE
Specialty Beauty
Department Stores
Prestige Beauty Retailers
MASS

Di
"\l M‘G

CETUA

"‘km&“‘
Saturation Point
T Launching new products
with existing partners
Home Shopping Value packaging
@ big box retailers
Department Stores Excess inventory
@off-price retailers
Specialty Retailers
7Z Independent Beauty Retailers

‘)\mr%

CETUA

F,
ot
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U.Se MARKET VS, CRINA

LANGUAGE

RETAILERS

WHO IS IN CONTROL?

PRODUCT LIFE CYCLE

PROMOTIONS

GROWTH

AESTHETIC LOOK

PRODUCT VS ERAND

CHINA

Helps if you have Korean language on the packaging
because it creates association with K-Beauty
Decentralized, mostly online beauty market

Most of market |s direct-to-consumer,
therefore dependent on customer desires

Product life cycle is short

Promotional pricing and bargain shopping
Focus on pushing large volumes
Diverse array of packaging drives sales

Customers buy based on product

u.s.

Having only Korean without English language is a
problem for customer

Beauty market is highly dependent on traditional retailers

Market is dependent on retailers, therefore
dependent on buyer desiers

Consumers get frustrated if items are discontinued,
and expect items to be available consistently

Prestige beauty is rarely discounted
Focus on slow but steady growth and brand development
U.S. customer is turned off by inconsistent packaging

Customers buy based on brand

8
K=BEAUTY; TODAY
K-Beauty is now available in all
major U.S. beauty categories channels,
including non-traditional and off-price
retailers like Costco. Often with
category consistency.

CETUA

=
gt
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K=-BEAUTY: TODAY

Most K-Beauty brands
have been unable to build
brand equity within the U.S.

1 2 3

SHORT-TERM RETAIL LACK OF CONSISTENT SHORT-TERM RETAIL
PARTNERSHIP AESTHETIC PARTNERSHIP

o
MO
-
%
B ;
’ &
LTt

R=-BEAUTY:; LOOKING AREAD

Brands that will beat the noise
in the U.S. market must focus on
connecting to the customer
and building loyalty.

" @
= “,
-t =
= =
-, &
BT
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K-BEAUTY: BUYER’S VIEW

It's no longer enough to have an innovative
product, ingredient story, or category.

Brand has to appeal to customer’s
lifestyle and emotional values

Brand has to approach retailers with ideas to help
with sell-through: marketing, training, etc.

o
M
-

st

K-BEAUTY: BUYER CONCERNS

Don’t understand what it is

Don’t understand how to use it

Not enough explanations in English

Doesn’t speak to benefits, it speaks to function or ingredients

Doesn’t resonate with the consumer’s lifestyle

There is not enough of a selection across a single
look and feel—the brands are visually disjointed

o
M
-

&0

iy
gt
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K=BEAUTY: WHY BUYERS LIKE

It's fun and it's cute

It's innovative—ingredients and formats are interesting

Affordable and easy

Add-on products give customers an interesting way to improve their regimens

Ritual-focused solutions that are inspiring

Packaging is unique

-}
‘)H M{“

Two-in-one, multitasking products
o3

gt

g pmn

ROW BUYERS BUY

The U.S. beauty market is less
trend-driven than other markets.

When buyers are considering trends,
they are usually thinking about how to curate
products for seasonal or cultural moments.

EXAMPLES:

MOTHER'S DAY

FESTIVAL SEASON DETOX FOR NEW YEARS
Large music festivals Fresh start Supporting mom lifestyle
popular during stories around by giving to moms of all ages,
January 1 not just your own mom.

spring/early summer
Brands should approach buyers with ideas of how their product fit into cultural moments or seasonal stories, o
¢

Fargpmn

gt

56
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BRAND CHECKLIST:
PRICING

[0 Consistent pricing across all products

O Affordable compared to American
prestige beauty brands

57
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BRAND CHECKLIST:
BRAND STORY

[ Clear brand mission that is bigger than just beauty
[ Clear English brand story
[J Clear point of difference from other K-Beauty brands

[] Thoughtfully designed visual aesthetic
that remains consistent across whole brand.

BRAND CHECKLIST:
PACKAGING

[1 English product name, category
description, benefits description
how to use, and ingredients

] Consistent aesthetic across
most products in brand

58 A9s|xt= 18-022
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BRAND CHECKLIST:
ONLINE PRESENCE

[J English website

[J English social channels with
active responses to customer
questions in English

BRAND CHECKLIST:
MARKETING & TRAINING

Strategic steps the brand can take
to support U.S. retailers in sell-through

0O Sampling programs O Marketing support

O Training programs O Advertising plan

59
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HOW K-BEAUTY BRANDS
CAN SUCCED

O Introduce Korean products with easy-to-understand
regimes for different skin concerns

O Market products for U.S. lifestyle and key buying seasons

O Compete with U.S. brands based on better price and performance
O Continue to wow consumers with new and fun packaging and formats

0 Make products easy to sell for retailers and easy to buy from consumers

TRHANK YOU

D1
\.F“ A’G‘

Fiwd

? -
Pyorst

PRIVATE & CONFIDENTIAL
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MyLittleBox

HOW TO LAUNCH YOUR BEAUTY
BRAND ON THE FRENCH MARKET ?

5 LESSONS FROM MY LITTLE BOX

MY LITTLE BOX : WHO WE ARE

LIFESTYLE BEAUTY EVERY MONTH
LEADERIN FRANCE
1BOX
The format can change

2 ACCESSORIES

To propose such a special gift

3 BEAUTY PRODUCTS

To make our subscribers try the latest trends

MyLittleBox

FRANCE
120,000

subscribers

GERMANY

15,000

subscribers

JAPAN
40,000

subscribers

63
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MyLittleBox

175000

BEAUTY
ADDICTS

L} £ L3
J; I— T e i
¢ | Sunday | | q l
¥ '
SRl gL,
¥ LA

* ek L f. ;

URBAN
25-34

Y.O CORETARGET

FOR
« NORMAL GIRLS »

OUR COMMUNITY IS OUR FUEL
eF COMMUNITY
INSIGHTS
WE HAVE A STRONG BEAUTY ADDICT COMMUNITY MyLittieBox

64 AMHESXIE 18-022




MyLittleBox

f

FROM B2C TO C2C
POWER OF STORYTELLING
EXPERIENCE FIRST
EMPOWERMENT AS A PREREQUISITE
NEW CODES OF INFLUENCE

1.

FROM B2C TO C2C

65
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fr

BEAUTY CONVERSATIONS ARE —
IN THE HANDS OF THE COMMUNITY

85%
OF THE ONLINE BEAUTY

CONVERSATIONS IN FRANCE COMES
FROM THE COMMUNITY

VS.15%

FROM BRANDS

fr

JUST LIKE A PRO MyLittteBox

ND’S CAMPAIGNS TUTORIALS TO DIY

66 AMHES|XIE 18-022



SEASONLY

.

MY LITTLE BOX RELIES ON A STRONG COMMUNITY MyLittieBor

i' 7’% '!

Les confidentes

MY LITTLE BOX

67
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2.

POWER OF
STORYTELLING

E-COMMERCE

EMOTION coMMERCE

68 AMHESIXIE 18-022



RECONCILIATE BUSINESS AND STORYTELLING

MyLittleBox

AFTER THE CAMPAIGN

MONOPRIX

SALES DURING THE FIRST WEEKEND

1 DAY DURING THE HOLIDAYS

MONOPRIX

POWER OF STORYELLING

fr

MyLittleBox

25M VIEWS

+25% SALES

OUT OF STOCK

69



2018 22Y 3I&E EflE x3H

-

E FROM EMOTION MyLitt1eBox

= O MY CRLAM! a0y

OH MY CREAM

70 AMHIKIE 18-022



3.

EXPERIENCE FIRST

MyLittleBox

« Make sure your brand

and company has a smell, it has a
sound, it has a feel and an intimacy
with people. »

KEVIN ROBERTS
CEO SAATCHI

1
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fr

BE IN THE RIGHT STORES MyLitt1eBox

LE DRUGSTORE PARISIEN

POP-UP STORE AS A TEST MyLittleBox

CASPER

72 AHEXIE 18-022
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MY LITTLE LUNDI BOX MyLittleBox

4,

EMPOWERMENT
AS A PREREQUISITE

YA SHYE AN HEIHE 2157
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F
WHAT DOES BEAUTY MEAN FOR YOU ? MyLittteBox
INFLUENCERS
BE YOURSELF
EMPOWERMENT
ASSUME
TRENDY WHO YOU ARE
WELL BEING
ESSENTIALS
CONVENIENT

Source : panel My Little Box_30 000 answers

7

TODAY, BEAUTY IS NOT THE FINAL GOAL MyLittleBox

IN 2018,
BEAUTY IS A WAY

TO BE YOURSELF,
TOFEEL GOOD,
TO EXPRESS YOURSELF...

74 AHEXIE 18-022



f'!“_’:
A TRENDING TOPIC DRIVEN BY CULTURAL Mm't';legox
AND POLITICAL FIELDS
00 FU YUHANUI - SWIMMER
(A
BRANDS CONTRIBUTING TO BREAK TABOOS MyLittieBos

SKII

https://youtu.be/v3JCA4ICMGw
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BRANDS CONTRIBUTING TO BREAK TABOOS

[
T
frby e
R

Myl.ilileBox

CATE ABOUTIT

REAL BEAUTY SKETCHES

“Dove Firming. As tested on real curves.
' (hacun peu
particioer
Fonds de I'estime
de soi Dove
FIRST ACTOR TO +100 MILLIONS VIEWS FUNDS FOR

SELF ESTEEM

AHS|XIR 18-022




WOMEN BOX

Myl.itileBox

+ 807%

Box sold in
January

JANUARY 2018

115000 SUBSCRIBERS

Products delivery date : 10.12.2017

S.

NEW CODES OF
INFLUENCE

77
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78

GLOSSIER’S LAUNCH IN FRANCE

MyLittleBox

Glossier.

THE CONSUMER IS QUEEN OF OUR KINGDOM

everyone is an influencer. In total,

MyLittleBox

« The consumer is our daily point of reference. Today,

our clients have

much more power than we have as a brand.
We do create a brand with them. »

Alexandra Weiss, Marketing Director at Glossier

AYHS|XI=R 18-022
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HOW TO TURN YOUR CONSUMERS

INTO INFLUENCERS ?

LOVE BRINGS LOVE

INSTAGRAM POSTS OF
OUR SUBSCRIBERS

+7K

PICTURES

+15K

LIKES

+5K

#MYLITTLEBOX

i
fob

MyLittleBox

INFLUENCERS
& BLOGGERS

+100

BLOGGERS

+ 20K

VIEWS ON YOUTUBE

+100

BLOG POSTS

79
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BEAUTY IS NOT A QUEST
IT'S AN ADVENTURE

F;} :.
o]
(e

MyLitileBox

80 AMH3|xt=E 18-022



EU CPNP2| Ofsli2}

2H|XFUZ IHotS Soft /8 IS




EU CPNP2| o|aHi2t AH|X} L|= mf

YOU e
CREATE A5
DREAMS &7

g0l gzot B

: H2|7t XIHEZ L

*More slides will be presented at the forum

500-Million Consumer Market:
How to Set Up a Good Strategy

* What European consumers want
* How to comply with laws (CPNP)
* How to find distributors and deal with them

Dr. Frederic Lebreux

Chief Operating Officer of Biorius

o
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I EUROPEAN MARKET

Korean cosmetics in Europe?
FE 0| A2] K-beauty

Korean cosmetics have an excellent reputation in the EU but the offer is
still low. Consumers are expecting more Korean cosmetics on shelves.
Consumers can purchase Korean cosmetics at
online and offline shops

Big Cosmetic Chains are introducing various
Korean brands

S obEE0f Chof OFR 2l 1 Hxtof frol, 38 AR

O
A74E 32 SRE S HHY K

2310l 9 o maol 0] B3 SREHE 247} AL T——
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I EUROPEAN MARKET

Korean cosmetics in Europe?

T E A2 K-beauty i
' Export to Europe \

45,8 % increased

f
.\\.

O Dramatically increasing import of K-Beauty

Largest exporter to EU : ranked 16% in 2013 - 6t in 2017 —
o= ol ES R E TUE ESEE 7L 3106.42
20134 7|E U BHEE YT =9 169100M 207H 6912 2SS

O Beauty is now one of Korea’s largest industries and Korean s

beauty exports reached 3.45 billion Euro in 2017.
o Y T 2 HISS AL Y= AEE2 20179 Y SHRE B 7|5

O The vast majority of these exports go to China, Hong Kong and

4658 9254 134.91

the US. only ~ 0.1 billion euros go to the EU. - = =
$20| 53,838,013 SN2 30,19 92 YEN0| RY 42 s EmEy
World mEU

{Million EURD) i

I EUROPEAN MARKET

Size and Potential of European Market

7H AZ A2 A 8F 758

© Population > 500 million
593 0|49| 217

© Constantly growing market valued at € 86.2 billion in 2017
(>20% of global market)

FHAHE AFE 20174 7|F 862Y R MNF2E, HAA A 20% 112
v' 7.7% increased in 2017 compared to 2016
2016\ CfH| 20173 7.7% S E 7|5

O Expected to keep growing
YYMeXSE Az 7|
v' 3% increase expected in 2018 compared to 201 T —
20174 Ci| 20181 3% MF 0% ource : Cosmetics Europe i

T
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I EUROPEAN MARKET

All Europeans are not the same!

27pe 0

20 Normalized buying
pan power of the EU and
s | N its countries, Japan
- and the US.

150 {—

125 {—

100

i

50

JAnnn IIIIIIIIIIIIIlIIIIIIIIIIIII

. LS LA AEAR AL 431514
MH%%%E%%%%;H W VRRARAS ’%wi

3 Source: Eurostat, 2018 ©

I EUROPEAN MARKET

Expectation of European Consumers

FELHXS BHYE MY 7|E

PRODUCT EFFICACY " Product Qualitv 87%
PRODUCT QUALITY [ " Product Efficacy 86%
novation | v Financial considerations 68%

EDEsHe

FINANCIAL CONSIDERATIONS [EE

PRODUCT APPEARANCE B |

sociaL ResponsiBiLTy | . |
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
W Notimportant W Not Very Important Neutral M Important W Very Important

Source : Cosmetics Europe
Survey conducted to 4,116 consumers in 10 EU countries i

86 H3|XI2 18-022
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I EUROPEAN MARKET

Cosmetic trend in Europe

FEHAYE EUE

© Natural ingredients cosmetics
ReYE SEE

© Inclusive beauty

HEE R

O « Anti-pollution » cosmetics
OE|ZRM BHE

O Beauty for men

TR

I EUROPEAN MARKET

Expectation of European Consumers

FrEaH| o B E 0 cf et 7| e s

NATURAL
CI?BTIFIFD
| IMPORTANT KEY WORDS ' |

v Nature-oriented
Environment friendly
Natural active ingredients
Safe ingredients
Aromatheraphy

Healthy
Cosmetics

ORGANIC
CERTIFIED

87
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I EUROPEAN MARKET

Perception of Korean Cosmetics

32 SHRHE0| T3t SAH|KE 01

v Effective ‘cosmeceuticals’: it really helps the skin and contain serious and natural
active ingredients / unique recipes
250/ ZN XA Y3 2l A SESHECE PHE HUHHE

v Bright colors, cartoon characters: too cute to ignore... « skin-tertainment »
Skin+Entertainment®] 4J017t MU H = 2 7H2{Ef U 3l2{8 M4 5 20| FAHL C|xHQ

v Korean wave « hallyu » attracts western consumers who want to look like Korean

celebrities
St Yo o= Q100 M £l 1 AojshE MY AH|Xt B

v Korean people pay a great attention to their appearance, western consumers « trust

Korean consumers »
0150|220 Y2 £XIE ot A0| B YR, St L[S0 A M2 SIEE O MR ET

Source: CNN, 2018 |

I EU COSMETICS REGULATION

One Regulation, for 28 member states
23?|Ii‘01I*1 5H~i Iﬂ"é*

© EU Cosmetic regulation applies

in all dark blue countries.
CPNP SEA|, 287 3 7HmEt o) =% 7ts

O ‘Green’ countries: requires a

specific Responsible Person.
=Mo2 FA|E 27t Hr o EY MUK SR
ulogo;

© With Brexit, the UK will become

a ‘green’ country.
BREXITZ QI8 =2 2 5402 HPE 0T

H3|Xt= 18-022
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I EU COSMETICS REGULATION

The EU Regulatory Framework

EUHA| Z2 QA3

O Cosmetic products are regulated by the EU Cosmetics Regulation (EC No
1223 / 2009) and related regulations.

EUAI A 85 5/= SHEHE 2 EU Cosmetics Regulation (EC No 1223 /2009) 3 22 718 7H & #2
© The objectives are:

Fa sy

]
Productsafety  Unfair commercial practices Consumer information Internal market
HE HE Y E3F A Yx SR AR BY ALY AR B

I EU COSMETICS REGULATION

What is a ‘Cosmetic Product’ in the EU?

EuZt H2ot= ot 8

Xl

—

T
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I EU COSMETICS REGULATION

What do You Need to be EU Compliant?

EU T8 274

@ Product Information File (PIF) ®) Notification

HE ML T (pIF) CPNPO| HIE S8
T—
e ®

égiasspwmpﬂc -__4
aon 140 adchS

@ Compliant Product label @ Responsible Person (RP) i

FHO| 2= HE 2pa T

I EU COSMETICS REGULATION

@ The Product Information File (PIF)
HE¥E oY
Finished product documentation

Cosmetic Product Safety Report SN E By

SIEFE OF T A4 T

o8 gt E{“H Stability test, Preservation efficacy test
Part A: Data collection PAO substantiation, product labels
Part B: Safety assessment (by a toxicologist)

Raw material documentation Supporting documentation
HE PR 7IEtEE

Safety Data Sheets, Technical Data Sheets Efficacy tests and claims substantiation
Certificates of Analysis Animal testing statement (RM and FP)

IFRA Certificates GMP certificates, manufacturing method
Allergen Reports

Statements (purity specifications, etc.)

© No PIF = No market i

AYHS|XI=R 18-022
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I EU COSMETICS REGULATION

Safety in the EU evzo oy

compw with the Article 14 2 ChaHHEis to prove the Article 10 A toxico[ogist

bans, restrictions safety of cosmetic evaluates the
And parity e erts ingredients in a product sy of e
in the legislation 3% 28 1423} 1050 7|25l0] 918 ingredients
© Annex II: List of prohibited substances {1395) Negative © Qualified toxicologist approved by the Authorities
© Annex IlI: List of restricted substances (303) Conditional © Complex and rigorous methodologies
© Annex IV: List of authorized colorants (154) Positive © Cannot use animal testing data generated after
© Annex V: List of authorized preservatives (59) Positive 2009/2013
& Annex V: List of authorized UV-filters (29) — © The toxicologist signs the Cosmetic Product Safety

Report and is personally liable for the product safety

Annex |l is special: everything that is not explictly
allowed is implicitly prohibited. i

I EU COSMETICS REGULATION

® The Product Label xz a4

Article 19 (Labelling):

Name of the product
Name / address of the Responsible Person
Country of origin

List of ingredients

cCcC cCcoC

EU SHE 1778 197 (Labelling):
o HEY

o MAUXLO|E U F4
o fMX|
[¢]
]

g g|AE
© No compliant label = No market ;
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I EU COSMETICS REGULATION

How to Make a List of Ingredients?

BHAL 91 3 Bl AE(HAE) TH i

1. Starts with the word INGREDIENTS'.

2. Ingredient =
Substance (e.g. Glycerine)
+ Mixture of Substances (e.g. essential oils)
— Impurities
— Subsidiary technical materials (used but not present in final product)
Very important: List EVERYTHING, including preservatives of raw materials!!

3. The list is established by descending order of weight until 1%.
Below 1%, ingredients may be listed in any order.

I EU COSMETICS REGULATION

How to Make a List of Ingredients?

CHEY HE B AE(HEE) HE U
4. Trade secret: the composition of fragrances and flavors is not disclosed. ‘parfum’
or ‘aroma’ is listed instead. Only the presence of the 26 fragrance allergens is

disclosed:
©  Beyond 10 ppm in leave-on products
G Beyond 100 ppm in rinse-off products

5. The name of nanomaterials are followed by [nano]. If a raw material contains
more than 10% of nanomaterial, [nano] should be indicated.

6. Colorants other than colorants intended to color the hair may be listed in any

order after the other cosmetic ingredients.
O It starts with ‘May contain’ or ‘+/-'
©  The Cl (Color Index) nomenclature shall be used.

7. The International Nomenclature of Cosmetic Ingredients has to be used. i

H3|Xt= 18-022
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I EU COSMETICS REGULATION

Example of a List of Ingredients

HEZRE A

INGREDIENTS: MICA, TALC, CAPRYLIC/CAPRIC TRIGLYCERIDE,
DIMETHICONE, NYLON-12, SILICA, MAGNESIUM STEARATE, BORON
NITRIDE, ISOSTEARYL ALCOHOL, SYNTHETIC FLUORPHLOGOPITE,
PARAFFINUM LIQUIDUM, CALCIUM ALUMINUM BOROSILICATE, SILVER
[nano], CALCIUM SODIUM BOROSILICATE, PARFUM, CERA
MICROCRISTALLINA, ETHYLPARABEN, METHYLPARABEN, GERANIOL,
PARAFFIN, SODIUM DEHYDROACETATE, SORBITAN ISOSTEARATE, TIN OXIDE,
TOCOPHERYL ACETATE, BENZYL ALCOHOL, [+/-: C 77491, Cl 77492, Cl
77499, C1 77891]

Xl

—

I EU COSMETICS REGULATION

The Product Claims in the EU
EU 80 S S YOI &) 88
The management of claims in the EU is very complex!

- Aclaim is any communication on the label or via advertisement, TV shows, internet
website, magazines, etc.

Legal requirements:

O Legal definition of cosmetic product: do not go beyond!!!

‘Common Criteria Regulation’ (EU No 655/2013): what you cannot write!
Special legislations: claims on animal testing, claims on sun products

National provisions: EU countries may add some specific requirements!

‘Unfair B2C Commercial Practices Directive’ (EU No 29/2005): do not mislead the
consumer!

cC ©c Cc ¢C

T
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I EU COSMETICS REGULATION

Legal definition of ‘cosmetic product’

s1EE0| x| Ho)

Any substance or mixture intended to be placed in contact with
the external parts of the human body (epidermis, hair system,
nails, lips and external genital organs) or with the teeth and the
mucous membranes of the oral cavity with a view exclusively or
mainly to cleaning them, perfuming them, changing their
appearance, protecting them, keeping them in good condition
or correcting body odours.

I EU COSMETICS REGULATION

Common Criteria #1: Legal Compliance

A% £ 72 H1LHEET

© « Authorized », « Approved » by a Competent Authority in the EU: ¥

O Claiming a specific benefit if this benefit is simple compliance with the
minimum legal requirements: %

© The acceptability of a claim shall be based on the perception of the average end
user of a cosmetic product, who is reasonably well-informed and reasonably
observant and circumspect, taking into account social, cultural and linguistic

factors in the market in question.
i

AYHS|XI=R 18-022
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I EU COSMETICS REGULATION

Common Criteria #1: Legal Compliance

O 27 50| M1 HE 24
O This product complies with all provisions of the EU
cosmetics legislation. NO!

O This skin care product does not contain Benzene. NO!

I EU COSMETICS REGULATION

Common Criteria #2: Truthfulness

OIS 2 72 H 2. Zdd
O Claiming the presence/absence of a specific ingredient if the ingredient is not
present (or present at a very low concentration)/absent: %

© Claiming that a finished product has the properties of a specific ingredient

that it contains if it has not: %

O Imply that expressions of opinions are verified claims unless the opinion

reflects verifiable evidence: %

Ty
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I EU COSMETICS REGULATION

Common Criteria #2: Truthfulness

OIS 27 59 H 2 HAA
© This serum will visibly improve your wrinkles. (active ingredient:
Retinol at 10 ppm) NO!

O Contains moisturising aloe vera + picture of aloe vera.

YES... if it does!

I EU COSMETICS REGULATION

Common Criteria #3: Evidential Support

OpAE 2+ 52 3. 37 Xt=

O Claims (explicit or implicit), shall be supported by adequate and

verifiable evidence.

O Evidence for claim substantiation shall take into account state of the art
practices. Tests must be well-conducted / respect ethical considerations.

O The level of evidence or substantiation shall be consistent with the type
of claim being made, in particular for claims where lack of efficacy may

cause a safety problem.
j

AYHS|XI=R 18-022
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I EU COSMETICS REGULATION

Common Criteria #3: Evidential Support
OIS 27 32 H3. 5H%=
O Statements of clear exaggeration which are not to be taken literally by

the average end user (hyperbole) or statements of an abstract nature
shall not require substantiation.

O A claim extrapolating (explicitly or implicitly) ingredient properties to the
finished product shall be supported by adequate and verifiable evidence,

such as by demonstrating the presence of the ingredient at an effective
concentration.

I EU COSMETICS REGULATION

Common Criteria #3: Evidential Support
IS 27 50 W3 5AKE

O This mascara is water-resistant. YES... if you can prove it!

© Use this brand new highlighter and become a real princess. YES!

97
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I EU COSMETICS REGULATION

Common Criteria #4: Honesty

OHAIE 1 2 4. BHS

O Claims about product performance do not go beyond available
supporting evidences.

O Claims shall not attribute to the product specific characteristics (i.e.
unique) if similar products possesses the same characteristics.

O If the action of a product is linked to specific conditions, this shall be

clearly stated.

I EU COSMETICS REGULATION

Common Criteria #4: Honesty

0AE 27 50 &4 BN
© No other products on the market contain such a blend of
active ingredients. PROBABLY NOT!

O « Preservative free » for a fine fragrance NO!

O « Fragrance free » YES if no fragrance and nothing that

« smells good »!

AYHS|XI=R 18-022
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I EU COSMETICS REGULATION

Common Criteria #5: Fairness

O 27 2 Hs. 384
O Claims shall be objective.

O Claims shall not denigrate the competitiors, nor shall they denigrate
ingredients legally used.

O Claims shall not create confusion with the product of a competitor.

I EU COSMETICS REGULATION

Common Criteria #5: Fairness

O e 2 72 Hs5. 8848

O The active ingredients content is three times higher what 'OREAL
uses in its products. NO!

O Parabens free NO!

O Low in allergens because without preservatives NO!

s
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I EU COSMETICS REGULATION

Common Criteria #6: Informed decision-making

OHAIR 2+ F2 e M3 BRo HH

0 Claims shall be clear and understandable to the average end user.
© Claims will allow the average end user to make an informed choice.

O Marketing communications shall take into account the capacity of the target
audience (population of relevant Member States or segments of the
population, e.g. end users of different age and gender) to comprehend the
communication.

I EU COSMETICS REGULATION

Common Criteria #6: Informed decision-making

0% 27 5O H 6. KB 0| Mol

O « Alcohol-free » on a mouthwash product YES!

© 97% of the women aged between 20 and 49 years who tested this
product found it at least 80% more efficient than almost 100% of the
products currently on the market. NO!

100 A™s|xt= 18-022
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I EU COSMETICS REGULATION

© CPNP Notification

CPNP S £

B CPNP Caimetie Sreaue o—" -

© Cosmetic products are notified to the European Commission
© The procedure is electronic and BIORIUS has some privileges

© Competent Authorities and Poison Centers may contact the Responsible
Person and ask for more information

© At the end of the procedure, each product receives a unique CPNP number
o SEMINES QY UUTIY0| 520/ Y
o TSEINYPO| WAooz TY
o [EYn U SYME=re0) A2, FIHYEE Q¥ 71540 US
o RZEIFY0| SR, 24 J30 conetiZE R

' No CPNP Number = No Market

I EU COSMETICS REGULATION

O The EU Responsible Person (RP)

EU A Xt x|
O Responsible for the products placed on the market

O Importer by default but many do not accept to take this role because it is a big
responsibility

O The RP deals with:

v Inspections & questions of the Competent Authorities
v' Cosmetovigilance (management of the side effects)

O The RPis the person to blame in case of a compliance issue.

O EUAIEHO|A R Z0f CiSt RuEE Ol Mol

o 2UAHTLHT reS AHA 10}, YOS MG 2 AR BX %S

o RPEL-’FQQ‘I‘E’: —— °N RP Mark
2o B 9 290) thg o0 RP = No Market
SE A HMA S

o RPEEUQ B MAL E40) Cft E M2 2D 9L ]
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I EU COSMETICS REGULATION

Information about Penalties ru 7% gJutA] g w2

|ta|y Type Prison sentence Financial penalty
Safety issue 1to 5 years Up to 100.000 €
Regulatory issue - Upto5.000 €
UK Type Prison sentence Financial penalty
Safety issue Upto 1 year Up to 20.000 £
Regulatory issue Up to 1 year Up to 20.000 £
ireland Al paraly
Safety issue Upto 3 years Up to 100.000 €
Regulatory issue Up to 3 years Up to 100.000 €

Each country of the EU can set up its own penalty system, as laid down by Article 37 of the European Cosmetics Regulation. i

I EU COSMETICS REGULATION

Process of CPNP Notification

CPNP SEIME

CPSRA/B

Project Formula Label Review CPNP
Launching Review CPSR XHAd REE!SWEUOH
Z2HE Y Hem 2y 2pua) 5 CPNP S5
CosmOs 1:1 Client uploads Client receives RP designation
Training by required data on feedback from expert Notify product on CPNP
dedicated Korean CosmOs, dedicated and provide additional Issue Compliance
Account Manager expert conduct requirement Certificate

Formula Review -» CPSR / Label Review

For a Korean client, Korean dedicated Account Manager Supports process in Korean

Client — Korean Account Manager - Dedicated Expert
work on the project as a team |

AYHS|XI=R 18-022
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I EU COSMETIC REGULATION

8 o1y E M

__ Guid. Annex | (EU No 674/2013) |
~ SCCS’ Notes of G. (sces/1501/12)

+ All SCCS Opinions

~ CLPRegulation
__[KCNo1272/2008) )

Cosmetics Regulation
EC No 1223/2009

REACH Reg. (EC No 1907/2006)
5 Ozone layer (EU No 1005/2009)
Greenhouse gases (EC No 517/2014)
+ All derogations

~ Compliance with the Nagoya

We care about the law... not just a bit

© ClaimsRegulation

EU No 655/2013

+ Claims on SPF: EC No 647/2006
+ Claims on A.T.: EC No 406/2006
+ Guidelines on EU No 655/2013
+ Borderline Manual

+ Guidances on the demarcation

~ Unfair commercial practices

~ Food additives (EUNo231/2012) protocol (Eu No 511/2014) J EC No 29/2005
HUMAN SAFETY ENVIRONMENT & SUBSTANCE EVALUATION REGULATORY COMPLIANCE

I EU COSMETIC REGULATION

Harmonized Standards
(EC No 98/34)
+ all related harmonized standard of

We care about the law... a lot

2l 2 %|0{0} 3= BB E B 178

Main Legislation

Commerce legislation | IFRAStandards - ‘CITES’ implementation
E-commerce (EC No 31/2000) \ J  Basic reg. (EC No 338/97)
Consumer rights (EC No 83/2011) ' Imple. reg. (EU No 865/2006)
+jurisprudence & Commission | Permit reg. (EU No 792/2012)
interpretations \ :
' IP legislation  Other vertical reg.
| IP Rights (EC No 48/2004) it o sgastiond |+ Detergents
- Counterfeiting (EC No | +Guidelines on EU No 655/2013 -+ Medical devices
| 1383/2013) ; + ASCCS Oinons stk R -+ Usual products
. Community trademark (EC No T +  Biocides
| 207/2009)... | Comipliance with the: Migoya v
T ey s SERHEEEER N Food additives N 2mmmey protocal ke

Alcohol denaturation leg.
EEC N0 92/83
EEC No 3649/92

the CEN (European Committee for ’
Standardization)

EC No 118/2008

Metrology legislation ECNo 162/2013

' I1SO Norms

‘e’ mark: EEC No 76/211
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I BEYOND THE CPNP NOTIFICATION

After CPNP Notification..

CPNP &% 0|2

© Share the CPNP number to the importer/distributor

Notification on the

CPNP is not the end,

but the start of
the export!

© Label translation is distributors’ duty

© Keep following up the cosmetic regulation updates
Newly banned ingreident, new label requirements etc.

© Preparing for bigger risks such as BREXIT P z ©
HE2 crnp HS E /282N S5
SE |9 002 0| B} B2 SEQIH 9| o/ '.‘

A SIEE 2y Qo EH2LY
BREXITRt Z#2 O 2 2|A3.0f CHY|

cccocoe

Don't let Brexit break the dream

BIORIUS is happy to announce the creation of BIORIUS Ltd, its new branch office in London!

Due to the BREXIT vote, a specific Responsible Person will be needed soon to represent cosmetic products in the UK.
With this new location, BIORIUS will continue to support your business in Great Britain, no matter what happens.
Likewise, BIORIUS continues to operate from continental Europe and will gladly help companies looking for

an EU Responsible Person,

We protect
@ Cosmetic producers @O Cosmetic manufacturers O Cosmetic ingredients suppliers

AHS|XIR 18-022
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I BEYOND THE CPNP NOTIFICATION

After CPNP, Beyond the EU

CPNP S5 2, MM +E2 SIS X i

Please visit our booth.
Booth No. D13

CONTACT
Eunmi Bok
Jihyeon Kim

+32 28884010
info@biorius.com
www.biorius.com
blog.naver.com/biorius
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PMB rou

-

Russian cosmetic market
& K-beauty trend

Jiyoon An I

Head of Korean brands October 11,
Rive Gauche Group, Russia 2018

Russian Cosmetics & Fragrance Market

109
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Key facts

2.1%0 of worldwide market, 4% in Europe, 11t in the world

" 10.9 B usD (+19%)

Skin care 21%, Fragrances 15%, Make-up 13%, Hair care 15%,

Korea, Gth country for import to Russia

= 80 M usD (+102%)

Source: Euromonitor

Cosmetics & Fragrance Market

506

544 >82

438

2010 2011 2012 2013 2014 2015 2016 2017f
Source: Rosstat Cosmetics market value, RUB bn -O-Cosmetics market growth, % Y-0-Y

Cosmetics & Fragrance market Value in 2017f is 10 bin on $ basis (USD = 58,3 RUB)

* The specific feature of the market is that it is much more resistant to economic
difficulties than many other retail segments. Cosmetics was the best performing
non-food market segment (non-discretionary goods)

= Further areas of Russia will be covered by rapidly expanding cosmetics chains,
facilitated by development of quality retail space

110 &¥
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Retail Trends

7 00

Sales dynamic Promo Fragmentation
= Improvement in = Retail chains are taken = targeted and tailored
volume terms vs price hostage by recurring marketing
inflation promotions = difference in store
= Growing number of format
promo-junkies = assortment
fragmentation
L. Consumers expect tailored approach

and personalized offers and discounts

Source: The Nielsen Company,2017

Key Distribution Channels: Growth Leaders

[ %
Cosmetics&Fragrance Drogeries eCommerce
chains

: ® | + |

| TR | @ @
Monobrand Direct sales Pharmacies Hypermarkets
stores (big-box retailers)

According to GfK the most fast-growing distribution channels are
Cosmetics&Fragrance chains, Drogeries and Online stores (41% of
consumer inputs in total)

Source: PMR

11
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Key Cosmetics & Fragrance Market Trends

=

Immediate
result
expectation
r /"I
|

Fastest-growing
category is Facial
Care (+20% in sales,
+6% in pcs)

o or
o

oF

Positive outlook for
Men Care

Source: GfK, company data

ki

Organic and
healthy lifestyle

1I|I|II

Skin care
growth 5%

Home care wins
against studio
care

Consumers
sacrifice size to
quality

il |

o

L Jd

Growing demand
for Korean
cosmetics

Online trade:
massive growth
on low base

1995: first store in
St.Petersburg

Company named
after a historical
Parisian fashion

quarter

Established leader
in its home market

Expansion into
regions since 2005
(including Moscow)

2017: 239 stores
(Rive Gauche +

=1 Over 40 bin Rub
($ 690 min) in
annual sales

AYHS|XI=R 18-022
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Rive Gauche stores PMB row

10
-1

Rive Gauche Holding e

ST.PETERSBURG
HEAD OFFICE

MOSCOW
REPRESENTATIVE OFFICE

PUB o
236 STORES
RIVOLI PERFUMERY
3 STORES

ON-LINE STORE

DISTRIBUTION

2{Al0t ZHEE AIETt K-Beauty EHIE

113
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Rive Gauche Today PuS rou
MNORTH-WEST _l
239 stores CENTER REGION
* 45 in Moscow VOLGA REGION
« 50 in St.Petersburg (HQ) SOUTH
* 141 in other regions MORTH CAUCASUS
+ 3 Rivoli URALS
SIBERIA
7 500 employees iy FAREAST
" v ST.PETERSBURG
—_— = [ i—
12
-
Rive Gauche % of Sales PMB row
<
2017 by category

2017 by segment

Premium

Fragrance 74%
37%

114
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K-beauty trend in Russia

K-beauty in Russia

= High quality with accessible price

= Highly positive perception on ‘Made in Korea’

®= Main target : trendy 20-40's

® Needs on natural ingredients and multi-functional products

® Skincare, Haircare, Make-up

14

=

il

=
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I TAKE-AWAYS

+ Russian retail (and cosmetics market) is growing
+ Regions are expected to catch-up with Moscow and St.
Petersburg

» Growing popularity of Korean beauty products

WHY RIVE GAUCHE?
« Rive Gauche is an established and reliable partner

« 2-in-1: one of the largest chains & distributors
» Top#2 premium cosmetics chain (239 stores)
« Pan-Russian distribution channel (Top #3 largest

I !!! distributor in the cosmetic & fragrance segment)

—
PUB row
il
Thank you! =

Jiyoon An
Head of Korean brands
jiyoonan@rivegauche.ru

BELl VEI'R 4
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Dear Dee Trading

d

Dear Dee Trading

Dear Dee Trading

DISTRIBUTE
(ESPOIR, TONYMOLY, MIP, MAX CLINIC
[3(] '

JENNY SWEET,
JENNY PREMUIM

Etc..
ORDER '

119
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Dear Dee Trading
THAILAND POPULATION 68 M.
BANGKOK 8.25M.
CENTRAL 19.08 M.
NORTH 11.26 M.
NORTH EASTERN ~ 18.65 M.
SOUTHERN 9.05 M.
Dear Dee Trading
POPULATION SALES VOLUME
BANGKOK 8.26 M. BANGKOK 40%
CENTRAL 19.09 M. CENTRAL 20%
NORTH 11.27 M. NORTH 11%
NORTH EASTERN ~ 18.66 M. NORTH EASTERN ~ 20%
SOUTHERN 9.05 M. SOUTHERN 9%

AHS|XIR 18-022
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Thailand have 168,000
and Growth 7.8% from 2016
nd 6,000,000,000,000 KRW) ‘

Mil
In

- Skin Care 47% - Hair Care 18%

- Make Up 14% - Hygiene 16%

ragrance 5%

In 2 orea Cosmetics have around 20% of

MB (Around 33,600 MB) ‘

- OEM Brand around 40%

- Global Brand around 60%

121
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5 years

2018 2019 2020

ailand Market Growth(Forecast)

BEAY A SEE(0Y)

2021 2022

A% %H8(2018-2022)

- Make up, Hair Care, Sun Screen Products

Dear Dee Trading

@

Dear Dee Trading

SALES CHANNELS

CONVENIENCE STORE
HYPER MARKET
BEAUTY STORE
TRADITIONAL STORE
TOURIST STORE

TV HOMESHOPING
ONLINE

Dear Dee Trading

AHS|XIR 18-022
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CONVENIENCE STORE

HYPER MARKET
BEAUTY STORE

TRADITIONAL STORE

TOURIST STORE I_E,§(_:,9
TV HOMESHOPING LOtUS
ONLINE €xpress

Dear Dee Trading

FamilyMart

LAWSON /08
dally | CJ EXPRESS |

CONVENIENCE STORE

HYPER MARKET
BEAUTY STORE
TRADITIONAL STORE
TOURIST STORE

TV HOMESHOPING 12,000+ STORES

ONLINE

d

Dear Dee Trading

Lotus FamilyMart

@xpress

1,500+ STORES 1,000+ STORES

SLOT FEE 100,000 - 1,300,000 / SKU

GP 30% - 45%
DC 1.5% - 6%
REBATE 1% - 5%

CREDIT TERM 30 - 60 DAYS

123
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Dear Dee Trading

HYPER MARKET TESCO

CONVENIENCE STORE ool gomilpcmnt e 8
BEAUTY STORE
TRADITIONAL STORE LOtus
TOURIST STORE
TV HOMESHOPING 130+ STORES 130+ STORES
ONLINE
SLOTFEE 100,000 - 500,000 / SKU
GP 30% - 40%
DC 1.5% - 3.5%
REBATE 4% - 5%

CREDIT TERM 30 - 60 DAYS

Dear Dee Trading

watsons J -~

BEAUTY STORE -
CONVENIENCE STORE o mpmp
HYPER MARKET Eans mlﬂ_ﬁnfﬂ.
TRADITIONAL STORE
TOURIST STORE
TV HOMESHOPING

ONLINE

BEAUTRIUM

STARDUST
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BEAUTY STORE

CONVENIENCE STORE
HYPER MARKET
TRADITIONAL STORE
TOURIST STORE

TV HOMESHOPING

ONLINE

watsons

look good. feel great

600+ STORES

SLOT FEE
GP

DC
REBATE

Dear Dee Trading

11 STORES

0- 350,000 / SKU
40% - 50%

3% - 5%

3%-5%

CREDIT TERM 30 - 60 DAYS

TRADITIONAL STORE

CONVENIENCE STORE
HYPER MARKET
BEAUTY STORE
TOURIST STORE

TV HOMESHOPING

ONLINE

SLOT FEE 0-5,000/ SKU

GP 25% - 33%
DC 0% - 3%
REBATE 0%-3%

CREDIT TERM 0 - 45 DAYS

Dear Dee Trading
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Dear Dee Trading

TOURIST STORE . ) .
CONVENIENCE STORE KING POWER \V/4 G‘ 3} g:momugms
HYPER MARKET GEMS GALLERY \

BEAUTY STORE
TRADITIONAL STORE STAND ALONE 4 STORES 7 STORES 4 STORES I
TV HOMESHOPING AIR PORT 5 STORES
ONLINE
SLOT FEE 0-5,000/SKU
GP 50% - 75%
DC -
REBATE -
CREDIT TERM 30 - 90 DAYS
Dear Dee Trading
CONVENIENCE STORE
HYPER MARKET < >4
BEAUTYSTORE tfue SH® PPING H'GH
TRADITIONAL STORE SE LECT o EEGU[]J s HoPopilNG
TOURIST STORE
TV HOMESHOPING
ONLINE
SLOT FEE -
GP 40%
DC -
REBATE -

CREDIT TERM 30

126 A™s|xt= 18-022



Dear Dee Trading

CONVENIENCE STORE
HYPER MARKET
BEAUTY STORE
TRADITIONAL STORE
TOURIST STORE

e Konv ‘

look good. feel great.

2

BEAUTICOOL

Dear Dee Trading

CONVENIENCE STORE

HYPER MARKET
BEAUTY STORE
TRADITIONAL STORE LAZADA ﬁ Sho pee Konv
TOURIST STORE
TV HOMESHOPING
ONLINE
SLOTFEE -
GP 0% - 40%
DC .
REBATE -

CREDIT TERM 1530 DAYS
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Dear Dee Trading
ETDA &)
-] Value of e-Commerce Survey 2017
CONVENIENCE STORE 4
HYPER MARKET |h:
BEAUTY STORE
+9.86% Million baht
TRADITIONAL STORE J——
TOURIST STORE 300000000 A 25010 |
TV HOMESHOPING 250000000 mm
— _ ||| Growth rate
P ren
1,000,000.00 2558 - 2559 14.03%
o
2014 2015 1016_‘___.- 2017 )
Dear Dee Trading
CONVENIENCE STORE —
HYPER MARKET You 'I' he @
BEAUTY STORE u :
TRADITIONAL STORE
INSTAGRAM  50%
o e FACEBOOK 75% YOUTUBE 72%
TV HOMESHOPING
ONLINE

THAILAND POPULATION 68 M.
INTERNET USERS  82%
AVERAGE INTERNET USAGE 9 HR, 38 MIN,/DAY

AYHS|XI=R 18-022



CONVENIENCE STORE
HYPER MARKET
BEAUTY STORE
TRADITIONAL STORE
TOURIST STORE

TV HOMESHOPING

ONLINE

* e-commerce thailand

e-Commerce 3channels

Marketplace
e-Retailer

Direct to Consumer

* e-commerce thailand

Marketplace(Open Market)

LAZADA

ﬁShopee

., -
g No o

JD CENTRAL
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* e-commerce thailand

e-Retailer

=1  Lotus =

THE MALL Cenptral

* e-commerce thailand

Direct to Consumer

watsons J

look goed. feel great.

Konv

130 A™s|xt= 18-022



KERRY EXPRESS

KERRY EXPRESS

income

2014 Income 537 MB. Profit 19 MB.

2015 Income 1,519 MB. Profit 134 MB.
2016 Income 3,228 MB. Profit 308 MB.

131
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* Online Marketing thailand

L T M O

@ L=
795
© @ o«% B,

(T Tube) PINGBOOK
i

LADYISSUE

* Online Marketing thailand
Influencer Review

AYHS|XI=R 18-022




* Online Marketing thailand
Review Facebook

darrry Mot Thaltans

. o]
I RET TS

A emudivivunnanm
s aedus @ sl

wauidasdse!! wush laniugnuanda Jenny
Sweet Yogurt Night Serum = lenfidn dm

&l W e sy edtes sy

TuAdutad 7

amnfae wibla Wdss b EeahahnTwlng ovneshizt 7-

dJenny Sweet Thailand 1ausfidlanmnasaey:
fathn

wanwsandy Sathn
e B TONYMOLY TOMATOX MAGIC WHITE MASSAGE PACK
TONYMOLY GOAT MILK PREMIUM CREAM

ymoly sgoatmifk Stomatox . ARy

1 Wifiausdasvansa ©

Junryy Swvewt Thisilarsd

T & K
AT

¥ : eofumaawinlaz s Jenny Swest Yogurt
Night Serum | mossster

fathn 2 au

o gntans

* Online Marketing thailand
Banner Website

ol i nata “uaadumwalalus®
wonh Wlnounn 5 e 1 ulold Likeolo st

oAU AR

. = T -

DUTCAST SEASON 2 - EP. 4

e

o

% oI

THE ORIGINALS SEASON 4 EPI-EP.3 [ou] dulng

’: “godu doase *

45

i B » P Lo o s S Lo et s Do 1. 6P 42 )

vwnd'ng (vaawdio tug) EP.1 -

e

133



2018 22Y 3ITE EdlE =Y

134

* TFDA Requirements

1. Fullingredients 100% with factory name and address.

2. Product Picture or Product Artwork.

3. In case product is sunscreen have SPF50+ PA++ or more.
Must have test report about SPF and PA from lab test.
Document can use in English. If in another language it should
be translate to Thai. Translation to Thai must translate from
University or Government institutions.

Main things to know for fill in the document.

1. Kind of product.

2, Brand Name and Product Name.

3. Physical characteristics. (cream, gel, powder, pen, etc.)

4. Characteristics of containers

5. Factory name and address must same in product package.
6. Product how to use.

* How to register Trademarks in Thailand

1. Check the logo similarity and check who's complete registered or not. Can check free in
online system.,

2. Register for access to the system. In DIP website. > http://www.ipthailand.go.th

3. When it's approving them will send document in your e-mail, print it and go to
Department of Intellectual Property for confirming again.

*After confirming the permissions. You can request a trademark through the online system.
The main thing you will have and know is Logo Picture and type of product you need make
trademark and important documents such as: Copy ID Card, Power of Attorney etc.

Fee for Register Trademark
A) Each of product or service 1-5 item, paid 1,000 THB per item.
B) Each of product or service more 5 item, paid 9,000 THB per type.

Time for issue
6 Month - 3 Years.

AYHS|XI=R 18-022
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J. 2018 SEHSIIE EMC XY
Global elic L

Cosmetic Trend Forum 2018

¢

CornerStone 32
AUAEIBIEIS(Z)

HIEH 2SS AE

HIZE 2 A& Overview
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KRE == ™ MJJH 39, 22 488 1942 JIS0H 248 3---

oo SIAE 2 AZIHO Top 3 £Z& 37t (2017)
1.France: US$8.6 billion (17.7%)
2.United States: $5.3 billion (10.9%)

3.South Korea: $3.9 billion (8%)
4.Singapore: $3.8 billion (7.9%)

5.Germany: $3.5 billion (7.1%)

6.Japan: $2.6 billion (5.4%)

7.United Kingdom: $2.1 billion (4.3%)

8.Italy: $2.1 billion (4.2%)

9.China: $2 billion (4.2%)

10.Hong Kong: $1.9 billion (3.8%)

20134 iHl, $&% SEE, U= 19 (277% 4 vs. 2013)

CornerStone 3.,
AUAFOHEIRET)

1=

20139 012 OHE °f 50%0Hel S8
HHH] 18%dEE JIS0HH F&--

OIS UiAsE Y X BIIE

6,000
5,000
4,000
3,000
2,000

1,000

2013 2014 2015

=2 (Million USD)

2016
— 0l Sohe

2017

-4 -

SXIOHCEE, 2017301

60%

50%

40%

30%

20%

10%

0%

CornerStone 3.,
AUAFOHEIRET)

HMHS|XI=Z 18-022




A2 YEE 20 SEIYS FE 3/330] 0|2UCH, AEHIX] 25 § XA
Ol++0li E-20k] TI0] TH 5 [HHl 60%Jt = HIZSCE £&=0F [HEHY
Ol et BRY0l XISH2E HIIEL US---

Million Million
Mk =2 53 2 SIS bsh 0 =22 £539 3% S
2500 150% 1500 100%
2000
i 100% 1000 50%
1eon I 50% 500 I 0%
500 .
o W Bl 0% o W -50%
2013 2014 2015 2016 2017 2013 2014 2015 2016 2017
-ES (EIY) —EF (ENE) mmEE ($E3Y) —22 (2E)

+& |8 (53+38 vs JIEL 3D

80%

B50%
40%

20%

0%
2013 2014 2015 2016 2017
—E+EE (FEURE) —IIEt It CornerStone :s.
.’..
-5 - AUAFIE ()

20173 012 MEOI} 01, £8= CHA0 CHBE 214)0] THEIRUD
JIE SorAN FS0I PIEOKE)IIS0| HIEY 5 SH0+ AR CHORA
TAE JHEKIA &= HDDE & -

F=u EAUII = GENIEPARK =M w2 we &

71 (A 12 =] =

.ﬁfz\ :i:‘\" Q\C—\
s

CornerStone 3.,
-G - DUAT 0L IE(T)
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201748 I HIEE AHE +& SU0| 2012 SS0IBN FSRH

USLL,

&3t =9l 79, HIS2 X0l &f 3% =& -

PIEOEE O HIEY =& =01

160
140
120
100
B0
60

120%
100%
80%
60%
40%

97% &&

40
S . 20%
0%

2013 2014 2015 2016 2017

m— =5 (Million USD)

HMAUH Et8

)M +853Y L HIS

2,500
2,000
1,500
1,000 & &9

500 3%

LA AR O @4@@@’@ A&
P
s (0174 $E3Y ——HIZ

50%
40%
30%
20%
10%
0%

HIEES2 {Xl, 732X, ZHOHY, XN 23 § ZE 20|

RUCIA
X

~—

Location

Demographics

TM =57° o FHE] U
Strategic geographical location in SE Asia, near global supply chains.

96 million in 2017, 70% of which are aged 15 and 64 years.
Rank #14 in the world. Forecasted to be 105 million in 2030 (Euromonitor)

Fastest GDP growth per year in the world, averaging 6.4% in the 2000s. Continued to

strengthen, with G s 8% o in 15t gu
Economy The world’s 21st-largest economy by 2025 (Goldman Sachs)
e®e
l" Abundant Young & Competitive labour forces,
even with Rank #2 lowest labour cost in APAC (2014)
Labour
o ; 5T an :
@ One of the most attractive FDI destinations in the world.
$35 billion in 2017. $171 billion (realized) with 24,580 projects by 2017.
FDI
P .
1111 Political stability is one of Vietnam key advantages, compared to other emerging markets.
i CornerSkone H
Political == U ALAFIRLIE(E) =
HS|Xt=E 18022




HIEE2 19923 +ul Ol2f, 2018 ®iXi, CHEHRI=ut
X, BHA EH SE UASH FHELSHOl My MEH =01

Aus 2001

the 25th year of diplomatic ties.
) ) Upgrade into more comprehensive
Established formal . Strategic g - : ;
) ik Comprehensive . strategic cooperative partnership.
diplomatic 5 cooperative
relations parternship parternship Agreed to expand the annual volume
ior rterr -l
of trade to $100 billion by 2020 (vs.

$63.9 billion as of now)
Trade volume has increased more than 70 times since formal diplomatic relations were established

$47.7 billion export to Vientam (FY2017)

P12 WELS H2g +& f <
HEYS 139 +& 39 I} *

£716.2 billion export to Korea (FY2017)
Investment (cumulative total as of 2017) : $57.1 billion (Top)

M&A in Vietnam by Korean investors are increasing ($97 m in 2013 = $277 m in 2016)

CornerStone 52
-9 - AUAFINEIE(ZE) z

o
HIEY Health & Beauty AI&2 202130 8= 10%
A M XIS wes
olez &g AC=E HisH
HBA Market Size (Mn USD)
3,429 3,798 4,113 4,609 :_QL_: 5,836 6,575 7,413 2014-2016 2016 - 2021
i l CAGR CAGR
: I
. : u3 Sl 62%  103%
I
| : 101 \1:!‘ S other
163 Healthcare
: I 91 ‘749‘ specaist  3:0% 9.0%
e 145 Retailers
: 82 1 ! |652| 7 1 Drugstores /
74, ssa ! - parapharmac 9 796 11.4%
67 so7l + @ 11 A
64 281 97, !
-] 1 Optical
Lo ga_sg?s _|84 1 | CAE 5,269 G:tndsstmes 8.8% 11.7%
334 65 i | ! | 1 a107 “
| 3,230 : _,sais : o Chemists /
,676 ,885 f I - Pharmacies  2.6% 10.6%
,45. I ==
! 1
— - -k == Lol " opedaist  7.1% 8.3%
518 591 636 701 | [772| , (850 934 1025 Sy Lo :
1
2014 2015 2016 2017 | 2018 : 2019 2020 2021
T CornerSsStone :'..
(Source: Euromonitor) - 10 - W’b
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20164 J|ZE FHl Health & Beauty AIE2 ¢ $4.1 Bn, 0| &
OIEE A2 $1 Bne2 F3. 20174 $1.7 Bn, 20184HIXl $2.4 Bn
AEOoZ MEg 2oZ H5---

Other Healthcare Specialist Retilers
* 2%

Optical Goods Stores HBA | Beauty
2% Retailers | Specialist

Retailers

15%

Chemists /
Pharmacies

70%

Total Market Size: 4.1 Bn USD (92,539 Bn VND}

—ornerstone .,
(Source: Euromonitor, MINTEL) =11 = AUATOEIR(F)

20184 Bl HIEY XM Health & Beauty AIZ2 ¢ $5 Bn, YdE AE2
$2.4 Bn AIECE FHE. OMIOF =R2=2! Ei=, TUIAIOH HIOHH 0F =2
AZoIXIt, KREIQ O 2 EXZ, ATXI0[LE STHSIEX| Z2H0H3 SR01 2 A

Market Size (in 8n USD) Potential Market

1Bn people with 30 Mn Female (aged 15~54)
@ + Fastest-growing middle-income people &

career women with bigger spending power

Vietnam + K-Beauty is overwhelmingly popular

+ 80 Mn people with 24 Mn Female (age 15~54)
6 c U o + Easy to reach and Highly influenced by
Vietnam’ s trends
+ Still untapped market

N - Biggest market in SE Asia
- *+ 69 Mn people with 20 Mn Female (age 15~54)
+ K-Beauty is overwhelmingly popular
A

Thalland

5 - Biggest population of 263 Mn people
_ with 74 Mn Female (age 15~54)

Laos, Cambodia, Myanmar

+ K-Beauty is relatively less popular so bigger
Indonesia roomy, for future growth =

H3|Xt= 18-022




HBA Retailers &, EHAEN EBIQI Medicare?t GuardianO|
e 2 AE &8 XKKI0td US

Nature Republic Pharmacity &NC
Kosé

19 Elizabeth Rﬁll‘l 1% “.n‘;l Seic
Revlen 1% My Chau
1%
Estée Lauder
2%
The Body Shop
2%
Skin Food
3%
Phano Pharmacy
3%

Major HBA

retailers
8%

/ total Size: 4,1 Bn USD (32,535 82 vvp)
8% of Market Size: 342 Mn USE -

Beauty Specialist Retailers &, 77%c= Q! 2EE IHESO0|
XEX|Otd LHHX| 23%&= Shiseido, O HUI, § &2 HH# LIl Es

Shiseido o HUIl r,hr?lijue
7% 2 96
A% The Bady Shop

1%
. The Face Shop
2%

5kin Food
2%
Estée Lauder

Elizabeth Arden
1%

Babaor Mature Republic
Coreana 0% 1%

Total Market Size: 636 Min USD (15% of Total HBA Market)

CornerStone 3.,
. 1 ALATOPIEET)
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Chemists/PharmaciesE Highly fragmented AI&ECZ2

99%Jt Hl 2EIEH0IH REIYES HL Phano Pharmacy, Pharmacity S

AE0 M0l F2 2N, 22 AFE 2lS I SHTokd US.

My Chau  pharmacity

Phano
Pharmacy e i 0%

1% : o m——

Total Market Size: 2.9 Bn USD
(70% of Total HBA Market)

1% of Total Market Size: 17 Min USD

-15 - L%

ioe
.
28

AHAFOPIEE(F)

HEH 2S5 AE

2 w8 HIZF0l 90% OIS XiX|0td UM,
0l &, =& HIE2 27%= I &2 AKRESE X0t US

Others

6% Vietam

us

/ 9%
Thailand
12%

Japan

Cosmetics’ Market share by
Country of Origins

CornerStone =i3‘

AUAFOPIEE(F)
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HELS OF PILHA 9F ZJIEHZ, S8 SE oA REHH0| X0 HIS
0l OO0l 20% 49! 2OZ AFEIL, NSO VILHSISH REIO| OFFI0| YT
FCE HOF OF---

find

Grocery (SHO|H/FHOBY /A HE s28/HEE)
HeAa SE A EM

Modern Trade Pharmacy 712F

(S CHAl XHE) =52 =
HEE A TS

=g 48 L0E

(Tap Hoa My Pham)

General Trade ST T c2c
(8BS &) MLM (Multi-Level Marketing CFEHAD
bl St 5 &= :
THIf AL HID| 2% (820)
HID| A% (C20)

s 2pl0le

=t ORIEYI0|A
Multi-brand S2I2UE
IEEHHA (RE| &t
=43
_LOFHEF‘:'C_DHE' _Eiz’
=18 ALABIPIEE(E) =
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[®A THE] Grocery (OHOIH/+HOEBY/MHEB2B/HAA) =
HIEY A3 £ MWE 5 Ot

Hypermarket Supermarket CVS or Mini mart

< 9 < 3
CENT\EQL;E:FOUP L R c i
L 5 13 foxpross
y ~08P¥tra 2 G 100
g y c“‘.’l‘.g.%i 73 €o.oP) 200
SAIGON CO.0P Co0Rmod - Co.opsmile 12
o VinMart 14 VinMart 47 VinMart" 800
Vinsrour
@ rlllas 27

/EON /EON 4 wmy 5o
[ECitimart 28

LOTTE mMart*‘ 13 N/A N/A

tone &
2 A

H
-
o

=18 TR, | £

[B0HA T ] HBA CHAEQ]: SiaE 950 WAL HIEY 191, 2910] ThE
A7t 0fX0| 7000 £Z0ll Eit. NI AHT0I T S2p 1HES
BIS)I0IE OFF &2 WEYT---

MEDICARE

Format General Medicine, Supplements, Cosmetics & personal care

# of stores 75 70

Average

Store size 973.9 m2 990.2 m2

Sales 2016
TR 83.95 70.52

Sales/Store

i ush) 1.82 1.72

Sales/sam
(000 USS) 1.87 1.74

HIEIEIOGI0

CornerStone &

H
3
--90 =~ ALATNNLIR(F)
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[BICHA THE] Pharmacy?|8t EHAEQN: 4=x02 FUMOLE A2 AN,
HOII 2IPIC2 24y FOZ [IAP HHME LA LIXJF B2 WE---

Pharmacity | Jorniat, © oOviw [Eewm@ ]

[HE WE] SHAY A0HE — 5 LLININ0 Y= 4Y WIS M. IR
fragmentedkl0f RUASLL, JFE 2 AZE W2 T OtLt. BE HBES F2 HE---

2Ry
A A LA
BN S

AUHAFOPIEE(F)
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M§ Phdm Han
Quoc 56 1 - Viét
Nam

,,,,,,,,

= - reaa - s Innisfree days

= =5
e y i TS e
i J : : .

[22121] HIOIAE (C2C): M=30)l 2F 5001 2t HO| HIOIAE C2C A3E
SEPICI] LAY U2, HOIAE ZHOIHE o -

& Sapten 200 PM -3

! n“uyg,, Ha:mo M3 Duyén is with Nos Huyén TR Lién Lién shared a live video to the group: HO! BUON BAN

o QUAN AO MY PHAM FREESHIP TPHCM
f‘u':ungposlmay tam anhhong hudng ma chi em vao hdi xai son mau héng § min:
ma sao hing bj sén 7 )
Thi théi em khoe ludn em son mat tiu nhé - «
Tone mau hdng nhung khang bi sén sdm, 18n da. mt nhot nhat quét mdt phat
12 tuoi tin Bén ludn. kidu baby cuc ki yéu khéng 13 ndi hubu
Zenny Lipstick cia chi Ngd Huyén nhé xi emmm " . See More

148 A™s|xt= 18-022




oin

[22le!] OBIEYI0IA — Lazada, Tiki, Shopee, Sendo,
X201 i BFE2=E IHIE

S 9
' ~RRPT I g Timek Motice of me

Lipsticks orders

Related Categorie SR Whera do you want to dafiver
— % 7

v Products you've seen 2-hour receipts Hundreds of thousands of products @

Q - T Ploase select your shipping address ™
= alth

for the best shopping experience

PRODUCT PORTFOLIO %
Beauty - Health: 15352 result

Beauty - Health

Makeug (2181 LOREA

3 & Beauty products

l‘ *-\\

'Dtamg da cfuu}m ng»"uép
ap nic cho da i »

.
1.10 - 5.10.2018 -~

XEM NGAY

Natursd Products (A2

Hair and scalping care

Personal Care (1396
Functional food (1337 -
Health Care (597 = e
Sexual Assauh (32 - e . N

.

Beauty Equipment (167 L

NERAE

HEZHM 283 A= A¥ES JIXE0k= 01MIs / XA X [ EZE M
ZEOk= /HIHI, CC | ¥ | B2

2HIXE=E =C2 RIS AN 2 = U= 01 WS S M2

= i3 8 SPA UIERIINM R80t= JIsd ME 8 8%

= HIEH HEE M2 SNSUHIM RYI 8 AES . 50| 50230] = C2C
HOHXEE SNSE S0l RS0t AT 2

= [HAIE THE0 TE0D| H0iME HIES A= B

]
=
=l

oL

1E

CornerStone 3.,
- 26 - ALATOPIEET)
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HIEY AEE 2HIXIES X SO0LHE=E FM. T 4210010 DHY
OOl (g2 29 © I, 35%0IM 40%= St

2016 2018

= En 4-6 times a week
= 2-3 times a week Once per
15105 Less than once/week Only for special occasios
= | do not wear makeup
; .
(Source: Q&ME) CornerStone _Eig.

- 28 - ALAFDPIEIR(E)
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A5Z0H01 M2t SHEE AHIE XISHCE s0UE=E FAL.
& B 26815 (13,0008) AHIgHH SE

40%

30%

26%
23%
17% 18%

11%

g% .-
29 3% - 3% 4% 1o 2%

{]

el o s L

Under 50,000 50,000 VND - 101,000 VND 200,001 VND 300,001 VND 500,001 VND 700,001 VND More than
VND 100,000 VND - 200,000 - 300,000 - 500,000 - 700,000 - 1,000,000 1,000,000
VND VND VND VND VND VND

m2018 =2016

(Source: Q&ME) CornerStone 3.,

-29 - AHAZOL IR

A2 63, 2aRICE EE FIZRO0I U} AHIXDIE 77%2t]
SH, 20163 Uil 2 3018 =¥

2016 2018

No, 23%
No, 46% B

(Source: Q&ME) CornerStone 3.,

=30 = AUABIRL 1T
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2oIC2 DIEE F0H0H= WE2 HolAS &2 (B2C, C20)

£2H A0HSCH= SEHIDL OMFE B8

/ \
42%
.f
1 134 %o
I 31%
] 27%
I
I 21%
1
] 11%
1
\
\
F.'a::ebcn:.rkIf Lazada Brand Shopee Tiki Sendo
\ ’ website

(Source: Q&ME)
- 31 -

8%

7%

. . =

adayroi

Zalo

Amazon

9%

20& .
—

Ebay Others

CornerStone 3.,
AUAENNEIR(F) >

SC= LIk

__,—-..___

53%2% 4659% \\
37% ‘ 34%5%

=2018 m2016

Source: Q&ME)
( -32 -
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I GMR (Global Market Report)
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I GSR (Global Strategy Report)
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