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The Chinese retail market
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Alibaba +JD.com GMV for the 11.11 Global Shopping Festival
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RCGC Retail Pulse Dashboard

Regional Subcategory Highlights Confi
|British Columbial

Total Immigrants by Region of Birth | Absolute Values | 2022

airica [l 57K
Americas I 120K
asia | 953K
Caribbean And Bermuda | 11K
Central Africa | 2K
Central America JJ] 24K
Eastern Africa [l 26K
Eastern Asia [N 05K
Eastern Europe [ 64K
Europe [N 3 12K
Morth America [JJl| 60K
Northem Africa | 7K
Northern Europe [ 135K
Oceania And Other ] 32K
South America [ 25K
soutneast Asia [ INNNEGEGE 204K
Southem Africa ] 16K
Southern Asia [N 251K
Southern Europe [l 45K
West Central Asia And Middie East [l 91K
Western Africa | 6K
Western Europe [JJJIl 68K
0 DK 200 00K 4n0'nok £0D 00K 200 00K 1000 00K

Regional Subcategory Highlights Confic

Total Immigrants by Region of Birth | Absolute Values | 2022

Adrica | NN 357K
Americas [ NG 1.228K
2sc | 50K
Caribbean And Bermuda [ 419K
Central Africa ] 81K
Central America [JJlij 191K
Eastern Africa [l 265K
Eastern Asia | NN 1.185K
Eastern Europe [N 522K
Euope I 2 017X

North America [JJij 259K
Northern Africa [l 303K
Northern Europe [N 528K

Oceania And Other || 59K

South America [JJll 359K

Southeast Asia [ NG 1.043K

Southern Africa | 56K

southern Asia [ N 1.456K

Southern Europe [N 575K
West Central Asia And Middle East [N 796K

Western Africa JJJj 182K
Western Europe [JJJIl 388K

T T T T T
0.00K 1,000.00K 2,000.00K 3,000.00K 4,000.00K 5,000.00K

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private |
English company limited by guarantee. All rights reserved. The KPMG name and logo are trademarks used under license by the independent member firms of the KPMG global organization.

6




o
What canwe learn? ‘ .




Retail's realignment: Online shopping continues to grow

Consumer sentiment during the ongoing COVID-19 pandemic

Mainland China GBA cities*

Hong Kong

68% S beess 6a%

65% et 67%

61% for products hey need on oniine platforms 62%
50% More corP;oSrrt]it;Ieoilrilr?econfident 59%
24% Feel they c?:tgi\llesr\?gr;ut physical 23%

* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai Source: KPMG, GS1 HK and HSBC Survey Analysis
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Retail's realignment: Be prepared for product research

How consumers find product information before purchasing

50%

Look at product detail on the brand website 49%

Use a price comparison website to find cheapest price 49%

39%

. . 48%
Search for user reviews online ¢

44%

Web search for the product

Go to the physical shop to touch and feel it 42%

26%

41%

Use websites to compare features across various models 389
(o]

Ask friends/familay members 36%

31%

0,
Search for relevant videos/posts on social media 30%

35%

Check for any influencer/celebrity endorsement % 19%

mHong Kong ®Mainland China GBA cities*

* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai Source: KPMG, GS1 HK and HSBC Survey Analysis
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Retail's realignment: Information

Changes in retailer use of e-commerce and physical retail channels in Hong Kong and the rest of the Greater
Bay Area amid the COVID-19 pandemic

Percentage of retailers changing how they use online and offline channels

@ 55% f ) ) Top five ways retailers are adapting their supply chains
5o Increasing use of direct e-commerce during the COVID-19 pandemic:

Reducing stock

(0] . .
55 (1) :angerizggcis;;tffg’rl;i party Deploying direct e-commerce channels

Diversifying product offerings

Deferring product launches

240/ Decreasing use of physical
DHD 0 ‘ retail stores

Source: KPMG, GS1 HK and HSBC SurveyAnalysis

Procuring from local suppliers




Retail's realignment

Leading qualities that attract consumers to brands

i The importance of
Product authenticity online-to-offline (020)

’
A

of Hong Kong of mainland
consumers. .. China GBA*

consumers...

Convenience throughout the
customer journey

Personalised and interactive experience

Self-service options

Optimised experience on mobile ...say that retailers need to have
a better connection between

A deeper, more immersive online channels and physical

in-store experience stores to create a seamless

customer journey

Corporate social values and sustainability

*Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou,
Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan and Zhuhai

Source: KPMG, GS1 HK and HSBC Survey Analysis

P

Source: 7Fresh Markets (owned by JD.com)




Retail's realignment

Growth strategies that retailers are currently adopting or plan to adopt in the next two years

Leverage social media platforms for consumers to search for

o (0] o,
product opinions and feedback 47% 37% 17%
Re-evaluate company’s business continuity planning 42% 34% 24%,
Become more data-driven to generate more real-time insights 41% 44%, 15%
Develop and apply innovative technologies to increase
competitive edge 41% 43% 17%
Develop more mobile-first strategies and incorporate
e-commerce and digital payment options 38% 40% 22%
Expand digital footprint to new markets 37% 45% 18%
Develop a new strategy on Generation Z 27% 46% 27%
Set up contactless store features (e.g. self-service checkouts, voice
assistants in physical stores, interactive kiosks) 24% 46% 30%
Invest in, partner with, or acquire start-up companies that can help to 23% 48% 30%
fill service gaps
Others 15% 35% 51%
m Currently adopting ~ mPlanning to adopt in next two years  ®m Unsure

Source: KPMG, GS1 HK and HSBC Survey Analysis
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According to e-marketer
inaugural forecast,
livestreaming social

commerce sales in China will
reach $131.52 billion in 2021
and account for 27 4% of
total social commerce
sales in the country.

Source: eMarketer, Ho

By 2023, 60.9%
of social commerce
dollars in China will
come from livestreaming
shopping, amounting
to $281.21 billion!




Retail'srealignment: Social commerce

Group Buys

AT A =ho

s TS EN NS 0NN TE
ENTR 5 Hoppavive:) Al

AN, TEESS

—

fy sezeppus BT
| 225882

)

Individual Group
Purchase/ |Purchase

Initiatie Group
Buy

© 0 ©
> ©

Discount

S5l TAMKEe

Wait for Others
to Join

235929

ERA, BtrinineFxEHee

Order
Confirmation

Invite
Connections

¥ L 7 n

Express
Delivery

Product
Review




e I

22155 H“I*IJ,

wm*ETEKV
TIES PO U 1Ly A T
mGSBTBTfB —/\FEAREk
W 1140300629a 618 R B4
FEHFFIALT 6185 EE

?39427@ 2 HOUTAE

Retail's realignment: Live commerce
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Generation Z at the forefront of consumer expectation change

Key characteristics of
Generation Z consumers

Hong Kong

Expect better connection between 760/
0

online and offline channels

Want to get a swift response to
product inquiries on online chat

and use tech and Al to help 73%

shortlist new products based on
purchase history and style

Will boycott brands without 71 O/
(1)

good ethical standards

Expect augmented reality (AR) o
to help them make better 61 /0

purchases online

Mobile-savvy 69%

Mainland China
GBA cities**

86%

86%

86%
82%
88%

**Analysis of nine mainland GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoqing,

Zhongshan and Zhuhai Source: KPMG, GS1 HK, HSBC Survey Analysis

KPMG

Business strategies

Top strategies that retailers are adopting
to target Generation Z consumers

Optimse mobile experience

Provide personalised and
interactive experiences

Leverage micro influencers and
user-generated content

I tLﬂILJJ B

Promote corporate social values
and sustainability

Use video communication

(;@
Bl
9

76% of retailers adopting at least one type of

Y| Prioritise authenticity

Gen Z-specific strategy, but less alignment
on which strategies are the most critical




Retail's realignment: Generation Z

Age pyramid of the Canadian population (2021)

Year of birth Year of birth
Male Age Female
1921 7 Greatest Generation (born before 1928) [ 100 7 Greatest Generation (born before 1928) 1921
1926 - B 95 5 ~ 1926
1931 - o 90 - r 1931
1936 - Interwar Generation (1920 to 1945) - 85 - Interwar Generation (1920 to 1945) - 1936
1941 - o 80 - - 1941
1946 - = 75 = - 1946
1951 - - 70 - - 1951 .
1956 - Baby Boomers (1946 to 1965) - 65 o Baby Boomers (1946 to 1965) L 1956 Generation Z
1961 - 60 - - 1961 accounts for
1966 - - 55 o - 1966 approximately
12;; . Generation X (1966 to 1980) [ ig 1  Generation X (1966 to 1980) - 12;; 20% of

T B T I H
1981 4 L 40 A | 1981 Canada’s

4 L 4 L lation
1986 Millennials (1981 to 1996) % Millennials (1981 to 1996) 1986 populatio
1991 4 o 30 - - 1991
1996 = 25 = 1996
2001 4 - 20 - I 2001
2006 Generation Z (1997 to 2012) B 15 | Generation Z (1997 to 2012) | 2006
2011 L__10 I L 2011
2016 - Generation Alpha (2013 to 2021) - 5 E Generation Alpha (2013 to 2021) - 2016
2021 0] 2021
300,000 250,000 200,000 150,000 100,000 50,000 0 0 50,000 100,000 150,000 200,000 250,000 300,000

Number
Source(s): Census of Population, 2021 (3901).

The number of people in Generation Z, aged 9 to 24, rose 6.4% from 2016 to 6.7 million in 2021. This is the second-fastest
population growth of all generations.

E}% | 17



Retail'srealignment: Social influencers

AKA: Key Opinion Leaders

$2 billion soldon
2021Singles Day

$01d 15,000
Lipsticksin
o minutes

Projectedworth
$15 hillion by
2023 (Time)

Austin Li
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Retail'srealignment: Sources of trust

Consumer trust in product information sources

What influencers/
celebrities are saying
about the products

Brand
advertisement

Live streaming / Sales person
Live blogging at the
physical store

B Hong Kong

Product related
videos/ posts on
social media

B Mainland China GBA cities*

User
reviews
online

Higher

* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoqing, Zhongshan and Zhuhai Source: KPMG, GS1 HK and HSBC Survey Analysis

KPMG

Lower
Brand Comments
website from friends/
family
members
| 19



Retail's realignment

Types of products consumers are more likely to have purchased online during the COVID-19 pandemic,

by age segment . . "
yag g Hong Kong Mainland China GBA Cities*
Aged Aged Aged Aged Aged Aged Aged Aged Aged Aged
18-24 25-34 35-44 45-54 55+ 18-24 25-34 35-44 45-54 55+
Supermarket food v A A A v v A
Sanitising products (e.g. surgical masks, sanitising gels, gloves, etc) v A A A v A v
Food delivery A A A v A A v v v
Household goods (non-food) v v A A v A v v
Apparel A A A v v A v v v
Skin care or cosmetics products A v A v v A A v v v
Digital devices/gadgets A v A A A v v
Home electrical appliances v v A v A v A A v A
Sportswear and sporting goods A A v v v
Handbags/accessories A A A v v A v v
Insurance or banking products / services v A A v v A A
Furniture v A v A v v
A More likely to purchase Average chance of purchasing Lower chance of purchasing
(% of purchasers = consumer (% of purchasers is within 0-1% (% of purchasers < consumer
average +2%) of consumer average) average -2%)

* Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoqing, Zhongshan and Zhuhai
Source: KPMG, GS1 HK and HSBC Survey Analysis

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private | 20
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Retail's realignment: Mobile payments

Digital payment services used in the Hong Kong and mainland China GBA* markets

Hong Kong

Alipay

PayPal

Faster Payment
System (FPS)

PayMe
WeChat Pay
Apple Pay
Tap & Go

Samsung Pay

I 75%
I 77 %

P 73%
I 60%

I 62%
I 520

I 60%
I 52°%

. 48%
I 53°%

I 25%
I 29%

1%
N 7%

Bl 9%
4%

m2021 study m2019 study

Mainland China GBA Cities*
I 05%
APy N 96%

E—
ieCha! Poy o o,
o

Apple Pay . 2%
PayPal .-

2%
6%

Samsung Pay

| 2%

Tap & Go I 3%

Change in number of users among those surveyed in 2021 vs. 2019

*Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen, Shenzhen, Zhaoging, Zhongshan

and Zhuhai
Source: KPMG, G

KPMG

S1 HK and HSBC Survey Analysis

Volume of transactions (millions)

Volume of transactions (millions)

Cash usage
7000 196 1048 120.0
99.0 92.1
6000 ’ 85.6 100.0
5000 -~ ~ 633 800
4000
4467
3000 s 60.0
2000 2871 40.0
1000 20.0
0 0.0
2015 2016 2017 2018 2019 2020 2021
= \/olume of transactions (millions)
—e— Value of transactions ($ billions)

. 7 PAYMENTS
Mobile payments usage ,% CANADA
800 61.4 70.0

60.0
600 50.0
40.0
400
30.0
200 20.0
10.0
0 0.0
2015 2016 2017 2018 2019 2020 2021

= \/olume of transactions (millions)

—e— Value of transactions ($ billions)
| 21




Retail s realignment: Technologicalinfluence

Digital technologies retailers are currently using in their operations

Barcodes/QR codes 63%

Data analytics 50%
Cloud computing || NG 23
RFID [ 21%
Robotics/Automation || N I 20%
Internet of things (loT)/sensory devices || NEGTEEGIGI:G 19%
Artificial intelligence (Al) || GG 19% Prioritising authenticity and product origin

chatbots || NG 17%

Authenticity was the number one

GPS tracking || GG 16% ® . attribute attracting consumers to
n s 2 brands in the current environment,
Facial recognition [ 11% @ - @ among consumers we surveyed.

Virtual reality (VR)/Augmented reality (AR) [l 10%

Biometric authentication, e.g. finger print [l 8% Since the start of the COVID-19
. pandemic, 68 percent and 65 percent
0,
5G connection - 7% ! of consumers in Hong Kong and
Blockchain [l 7% mainland China GBA cities respectively
are more conscious of product origin
Voice recognition || 5% and authenticity
Source: KPMG, GS1 HK and HSBC Survey Analysis Source: Hema supermarket - Alibaba

E}% | 22



Retail's realignment

Development of technology solutions for retail operations

GPS tracking

Virtual reality (VR)/Augmented reality (AR)
Artificial intelligence (Al)
Robotics/Automation

Chatbots

Facial recognition

Voice recognition

Biometric authentication

Data analytics

Internet of things (IoT)/sensory devices

17% 71% 12%
Top considerations for

26% 67% 8% retailers when partnering
with third-party providers

36% 47% 17%
17% 73% 10% g@% 1. Cost
25% 67% 11%
23% 61% 16% 2. Ability to integrate
;;;@ with in-house
24%, 71% 5% systems

13% 67% 20%

EQ’ 3. Industry expertise

43% 48% 8%

30% 64% 6%

Gloud compuing
Blockchain 31% 62% 8%
5G 21% 68% 11%
m Proprietary/developed in-house m Licensed from/outsourced to a third-party provider = Don’t know/unsure

Source: KPMG, GS1 HK and HSBC Survey Analysis

KPMG




Therise of startups

ABOUT US

unspun is a robotics and digital apparel company buildigg custom
jeans for each consumer, on demand. Our mission is to féduce global
carbon emissions by 1% through automated, localiz intentiong
manufacturing.

// HOW IT WORKS

O1.DESIGN YOUR PAIR 02. scAN AT HOME 03.LOVE YOUR JEANS

Source: unspun

© 2022 KPMG LLP, an Ontario limited liability partnership and a member firm of the KPMG global organization of independent member firms affiliated with KPMG International Limited, a private | 24
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Therise of startups: Robots




NFT trends globally

NFT sales volume totaled $24.9 billion in 2021, compared to just $94.9 million the year before as per DappRadar

NFT sales climb to $11.6 billion in Q4 — DappRadar

Quarterly non-fungible token sales volumes across multiple blockchains, in
US dollars

15

10.7B 11.68
10
5
1.2B 1.3B l
0 ] |
Q1 Q2 Q3 Q4
2021
Note: Data excludes “off-chain” sales.
Source: DappRadar
CryptoPunks ( N Collectible NFTs are most popular

Number of non-fungible token sales in popular categories in past month

Game M 8,102
Metaverse [ 11408
Art I 29315
Utility I 103,909
Collectible NG 116,567

Note: Data for the month up to January 10, 2022. Data only shows transaction on the
Ethereum blockchain and excludes “off-chain” sales.

Source: NonFungible.com
NFT sales hit $25 billion in 2021, but growth shows signs of slowing, January 11, 2022

Source: Nike Acquires Fashion and Sneaker
NFT Site RTFKT [l

E}% | 26



NFTS: Digital collectibles are status symbols for the new

generation of consumers

Among Chinese consumers, the
ownership of an NFT is not to make
money, but a status symbol for the
new generation of Chinese who are
well-versed in technology with an
appreciation for the arts — valuing

REREBTFEZAR

experiences and intangibles over N TR ——

the materialistic goods they are
known for.
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Retail's realignment

Consumer views on how brands meet their expectations

Product quality is as expected 40% 55% 5%

Delivery is on time 49% 46% 5%
Able to track the delivery status 56% 41% 3%

Convenient time and delivery/pickup location 50% 44% 6%
Check-out process and payment process 60% 38% 2%

After-sales customer service

Pre-sales customer service

Customise the product | bought

Obtain adequate product information 51%

m Meet my expectations ® Somewhat meet my expectations = Do not meet my expectations

Source: KPMG, GS1 HK and HSBC Survey Analysis

oo

KPMG |2



Retail's realignment

Current retailer actions to enhance customer experience

#Supplychain

Integration between physical stores and online 39%

Investing in technology to create a seamless purchasing journey

Real-time interfaces

Being more open to showcase corporate culture to drive an
emotional connection with customers

Customising the shown items based on the consumer’s
browsing and purchase history

Enabling automated communication functions (e.g. chatbots, voice
recognition) across the customer journey

Creating end-to-end supply-chain transparency & ethical product sourcing

Using virtual reality (VR)/augmented reality (AR) to enhance
the customer experience

Instant refunds and cash back payments

Adopting drone delivery or other innovations to support the
logistics and delivery process

Installment plans/consumer financing options

JD launches one-hour delivery service with
Others 2% Dada GI‘OUP

Source: KPMG, GS1 HK and HSBC Survey Analysis

E}% | 29



Retail's realignment

Services consumers are willing to pay a premium for

#Supplychain

Ability to refund or exchange products that are usually non-refundable 41%

Express or expedited delivery 41%

38%

More comprehensive after-sales customer service and support

Priority ordering of newly available products 29%

Special payment plans or financing 24%

24%

Enhanced order tracking

Weekend delivery 19%

None of the above 12%

Source: KPMG, GS1 HK and HSBC Survey Analysis

E}% | 30



Retail'srealignment: Give data a seat at the boardroom table

Brand / shopping preferences or spending habits
Loyalty programme

Age

Living location / district

Living location / district

Payment method/ preferred modes of payment
Online browsing history (on devices)

Income level

Location tracking records

Employment status and job nature

Marital status / number of kids

None of the above

Other

Source: KPMG, GS1 HK and HSBC Survey Analysis

Consumer data retailers are collecting How retailers capture customer data
. /G, Making record of transaction 58%
I 44% Through membership registration 55%
I 43% Social media platforms |G 46
|
Z‘/Z% Customer survey N 1%
I 38
359, ° Referring to browsing behaviour on our website I NN 34%
| o
I /7 Getting data from third parties with the consent of customers I 26%
I 33% Pop-up ads I 14%
I 21% Bundling products Il 10%
I 19% Through video analytics Il 6%
o]
M 18% None of the above W 4%
. 15% .
B 2% Trove of microdata increasingly helping Other I 2%
influence retailer decisions
The Real
Economy
URL: https:/bit.ly/3t7Aa1r
| 31
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Datadejavu

Retailers’ top five reasons for not implementing
comprehensive data analytics

ﬂwﬁ 1. Lack of available talent

2. High investment cost

&

3. Cannot see significant benefits

’?u

&

4. Only a small amount of data available

5. Don’t know how to make use of the data

...And it continued in 2021 after waging against the

pandemic for more than two years

Retailers’ current data analytics capabilities

Data collection
and analytics
capabilities

Currently have comprehensive data
analytics capabilities

Collect data and plan to implement data
analytics in the future

Collect data but do not currently analyse it

Do not collect or maintain customer data

Source: KPMG and GS1 HK survey analysis, Retail’'s Realignment, 2021



Growing demand for talent amid digitalization

Retailers’ leading challenges and talent shortage areas

As more complex digital channels and new technologies are

deployed, retailers see an increasing need to source more

Retailers’ key challenges

@ Keychallenges

tech talents and upskill + reskill staff

&  Keytalentshortageareas

Seamless data integration across multiple
channels and platforms

% m

IT systems and support

Training and upskilling existing staff to build
a future-ready workforce

Sales, marketing and communications

o
o, el
o o

o

Developing an omnichannel digital retail
strategy

Data analytics

<

S

=
3
=
3a

nnlln

Lack of clarity about which technologies
will deliver the greatest return

Business innovation

&

Digital capital expenditure

R&D and product development

Source: KPMG, GS1 HK and HSBC Survey Analysis

KPMG



Brands are waking up and
starting to make aneffortin
the quest for sustainability



ESGmegatrends inthe retail industry

N\ Circular

Economy

Businesses adopting
circular models benefit from
less waste, innovation, and

stronger customer
relationships

Supply Ghain
Transparency

Supply chain transparency
nurtures consumers’ trust
by responding to growing

expectations for sustainable
and fair products and

Aside from carbon
neutrality, some
organisations are going
even further by aiming to be
climate positive

e  Engagingthe

't"wf workforce

Harnessing the goodwill of
your workforce through
social norms and high
social standards

Increasing standards for Social License to Operate (SLO)

KPMG
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What are executivestellingus?

Tailor products, services and marketing for Gen Z and other age groups

CarstenBrenker

Managing Director of Jebsen
Consumer, Jebsen Group

€6

Everything is tribal now...you have to find a specific way
to reach each group of people, whether offline or online.

Jessie Qian

Country Sector Head, Consumer
& Retail, KPMG China

€6

Generation Z consumers are the influencers for other
generations, including millennials who want to feel young and
active, and parents and grandparents who will make purchases
for their Gen Z children and grandchildren.



What are executivestellingus?

Adapt 020 strategy to reflect the changing roles of physical and online retail channels

PlatoWai

General Manager, SHOPLINE

ThomasWoo

President, city’super

€6 €6

it is hard to replicate an instore experience online, | see We think physical retail will come back and it will be much better
online and offline complementing each other. Customers than what we see now, but at the same time consumers now
can experience our products digitally, which can realise how easy it is to shop online. The role of the physical
encourage them to come to get the full experience at our shop will shift more towards experience and engagement.

physical stores.



What are executivestellingus?

Harness technology to meet consumer expectations for experience and product authenticity

KeenYim

VP of Brand & Community,
Lululemon Asia Pacific

€6

We are building out an ecommerce
presence in all of our key markets
including Hong Kong and also setting up
the foundations of our data platform so
that we have an ongoing understanding of
our guests’ behavior and can actively build
a relationship with them. If you look at
where brands and digital culture are
heading, there is increasing transparency.

KPMG

AnsonBailey

Head of Technology, Media &
Telecoms, Hong Kong,
KPMG

€6

We are seeing a perfect storm emerge
with investors, bankers, regulators and
consumers all calling out for brands and
retail groups to become more purpose-led
and demonstrate both their societal and
green credentials in the communities

that we live and work in.

Head of Consumer Markets, ASPAC

AnnaLin

Chief Executive
GS1 Hong Kong

€6

Pandemic induced supply chain
disruptions have triggered businesses to
enhance supply chain transparency and
flexibility. Companies that have digitised
their supply chains and invested in
ecommerce capabilities are better able to
serve the needs of their customers.



What are executivestellingus?

Align data collection practices with analytics capabilities while recognising consumer preferences

RandyLai

CEO,
McDonald’s Hong Kong

€6

Digitalisation not only allows us to expand our customer
touchpoints and provides enhanced services such as
mobile ordering and delivery, but it also helps us better
understand customer purchase behaviour through
machine learning, to keep customers informed of our
new product developments and personalised offers.

Ricky Wong

Vice Chairman and Group Chief
Executive Officer,
HKTVmall

€6

Every company thinks differently and you cannot use
the same formula for every product. That’s why | open
up this data for the public to use.



Retail's realignment: Preferred e-commerce platforms

Consumers’ preferred e-commerce platforms (Apparel and fashion sector)

Consumers’ preferred e-commerce platforms (Food and beverage sector)

Hong Kong - all Hong Kong — Mainland China GBA** Mainland China GBA**
consumers Generation Z* — all consumers — Generation Z*
1 Taobao 49% 1 Taobao 46% 1 Taobao 74% 1 Taobao 86%
2 HKTVmall 43% 2 HKTVmall 38% 2 Tmall 5% 2 Tmall 33%
3 Tmall 2% 3 Largeonlineretailer  20% 3 JD.com 48% 3 JD.com 40%
4 Large onlineretailer 16% 4 Tmall 17% 4 Pinduoduo %% 4 Pinduoduo 33%
5 Website/platform of 14% 5 Zzalora 14% 0
department store " 5 WeChat 18% 5 WeChat 20%
alsorunning physical 6 Website/platform of 1% ’ ' o
retail chain department store 6 Douyin 9% 6 Alibaba.com 9%
also running . ; Py
6 Zalora N% physical retail chain 7 Alibaba.com 9% 7 Xiachongshu 8%
7 WeChat 8% 7 Onlyviacompany’s 7% 8 Xiaohongshu 7% 8 Douyin 6%
own website / K - -
8 eBay 1% platform 9 Large onlineretailer 5% 9 Website/platform of b%
department store
9 Rakuten 6% 8 SHEIN 5% 10 Website/platform of 4% also running
department store physical retail chain
10 Only viacompany’s 4% 9 eBay 4% also running
own website / physical retail chain 10 Large online retailer 3%
platform 10 WeChat 4%
11 Kuaishou 4% 11 Kuaishou 2%
11 ASOS 4% 11 Rakuten 4%
12 SHEIN 1% 12 SHEIN 1%
12 SHEIN 3% 12 AsOs 3%
13 Shopbop 1% 13 Goxip 1%
13 Yoox Net-a-Porter 2% 13 Yoox Net-a-Porter 2% o
(YNAP) (YNAP) 14 Yoox Net-a-Porter 1% 14 Shopbop 1%
YNAP
14 Goxip 1% 14 Shopbop 2% ( ) 15 Yoox Net-a-Porter 1%
15 Goxip 1% (YNAP)
5 Shopbop 15 Goxip 2%
Don't use e-commerce 10% Don't use e-commerce 1% Don't use e-commerce 1% Don't use e-commerce 1%
platforms: platforms: platforms: platforms:

**Generation Z” sample is defined as consumers aged 18 to 24 at the time of the survey

**Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen,
Shenzhen, Zhaoqing, Zhongshan and Zhuhai

KPMG

Hong Kong - all Hong Kong — Mainland China GBA** Mainland China GBA**
consumers Generation Z* — all consumers — Generation Z*
HKTVmall 50% 1 HKTVmall 35% 1 Taobao 60% 1 Taobao 15%
Website/platiormof ~ 19% 2 Taobao 19% 2 Tmal 50% 2 Tmall 4%
supermarket which
running physical 3 Large onlineretailer ~ 14% 3 JD.com 42% 3 JD.com 33%
retail chain 2%
4 Website/platform of 4 Pinduoduo 4 Pinduod
Taobao 17% supermarket which 20% induoduo 28%
running physical 5 WeChat 5
Website/platform of 13% retail chain evna 13% WeChat 12%
department store 6 Freshippo 6 Waebsite/platform of
also_ runn?ng physical 5 iHerb 10% PP 10% supermafket which W
retail chain 6 Tmall 10% 7 Website/platform of 9% running physical
iHerb 10% ° supermarket which retail chain
-7 Website/platform of 8% runqmﬁ physical 7 Website/platform of 8%
Ztore 10% department store retail chain departmepnt store °
also running physical 8 Sunning 8% also running
7 Tmall 8% retail chain physical retail chain
8 Large onlineretailer % 8 Ztore o, 9 Website/platform of 1% )
g T 6% department store 8 Freshippo 6%
9 eBa % also running i
9 eBay 5% 4 b physical retail chain 9 Sunning 5%
10 WeChat Y,
10 WeChat 5% A% 10 Large online retailer 5% 10 Large online retailer 4%
11 Only via company’s 3% ) - ) )
11 Only via company’s 3% own website / 11 Yihaodian 4% 11 Yihaodian 2%
own website / platform . .
platform 12 iHerb 2% 12 iHerb 1%
12 Foodwise 2%
12 Foodwise 1%
Don't use e-commerce 18% Do-n’t use e-commerce - 5% Don't use e-commerce 2% Don't use e-commerce 2%
platforms: platforms: platforms: platforms:
**Generation Z” sample is defined as consumers aged 18 to 24 at the time of the survey
**Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen,
Shenzhen, Zhaoqing, Zhongshan and Zhuhai
| 40



Retail's realignment: Preferred e-commerce platforms (contd.)

Consumers’ preferred e-commerce platforms (Beauty and wellness sector)

Hong Kong - all Hong Kong — Mainland China GBA** Mainland China GBA**
consumers Generation Z* — all consumers — Generation Z*
1 HKTVmall 39% 1 HKTVmall 32% 1 Taobao 53% 1 Taobao 10%
2 \éVebsrite/pI?ﬂ?rm of 19% 2 Taobao 20% 2 Tmall A% 2 Tmall 37%
epartment store
alsorunning physical 3 Website/platormof ~ 15% 3 JD.com 39% 3 JD.com 29%
retail chain department store
3 Taobao 15% ?;?;’..’222:29 physical 4 Pinduoduo 13% 4 Xiaohongshu 15%
5 WeChat 5 %
4 Only viacompany’s 1% 4 Only viacompany's 12% e-na % WeChat 12%
;ral?f::;bsne/ g;";?f:r’fnbs'te/ 6 Xiaohongshu 10% 6 Pinduoduo 12%
o ) . o 7 Website/platform of 8% 7 Website/platform of 8%
5 Tmall 1% 5 Large onlineretailer % department store department store
. . 0 alsorunning physical alsorunning physical
6 Large online retailer 1% 6 Gmarket 9% retail chain retail chain
0, 0/
7 eBay T% 7 Tmall 9% 8 Sunning 8% 8 Douyin 5%
8 Gmarket 8 Strawberrynet %
6% R4 % 9 Douyin 8% 9 Sunning 4%
9 WeChat B% 9 eBay b%
10 Kuaishou 6% 10 Kuaishou 3%
10 Strawberrynet 4% 10 JD.com 5%
> ® 11 Large online retailer B% 11 Large onlineretailer 1%
11 JD.com 4% 11 WeChat 2% ) ]
° 12 Only via company’s 2% 12 Only via company’s 1%
own website / own website /
platform platform
13 Strawberrynet 1% 13 Strawberrynet 1%
an’t use e-commerce - 26% Do-n’t use e-commerce - 22% Don't use e-commerce 3% Don't use e-commerce 3%
platforms: platforms: platforms: platforms:

*“Generation Z” sample is defined as consumers aged 18 to 24 at the time of the survey

**Analysis of nine mainland China GBA cities: Dongguan, Foshan, Guangzhou, Huizhou, Jiangmen,
Shenzhen, Zhaoqging, Zhongshan and Zhuhai
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Thankyou

home.kpmg/ca/retail

The information contained herein is of a general nature and is not intended to address the circumstances of any particular individual or
entity. Although we endeavour to provide accurate and timely information, there can be no guarantee that such information is accurate
as of the date it is received or that it will continue to be accurate in the future. No one should act on such information without appropriate
professional advice after a thorough examination of the particular situation.
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