


CHINESE CONSUMERS ARE THE MOST DEMANDING IN THE WORLD

BRAND CONTENT ALONE NO EMOTIONAL CONNECTION >
LONGER ATTRACTIVE PURE CONSUMPTION
: % ) A — 4

LOW BRAND LOYALTY FOR
GEN-Z CONSUMERS

‘m k& 1 N
* In pursuit of fun & trend
* Disloyal to a single brand,

* Top 3 consumption motivation
for Gen-Z in China: Buy for and stay connected at the

Social, Buy for Identity, and x right moment (more than just
Buy for pleasure, right now the shopping moment)
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(*Source: Kanter Gen-Z White Paper) 424 5 4 reima

Brands need to understand local
culture & the multi-
dimensional social journey




THE DIFFERENCES OF ONLINE SHOPPING JOURNEY

BRAND WEBSITE HAS LESS DATA & ANALYTICS USED IN THE FUNDAMENTAL
COMMERCIAL IMPORTANCE DIFFERENT WAYS DIFFERENCE

* Unlike online shoppers in other * Amazon uses data primarily to * |nthe West, ecommerce
countries, Chinese consumers refine its product and service originally emerged as a more
rarely visit company or brand offerings on the basis of efficient way to shop; customer
websites. Instead, they discover consumer buying patterns behavior in the prepurchase
what they want to buy through phase is mostly about searching
online marketplaces such as » Alibaba provides a broad data
Taobao, entertainment apps like set on consumer behavior that * |n contrast,ecommercein China
iQiyi, and WeChat, China’s most enables merchants to improve has been about providing
popular social media platform their marketing ROl and a richer alternative to traditional

Increase the conversion rate shopping; blurring the lines
on their digital storefronts between entertainment and

ecommerce as well as
between online and offline
commerce. Shopping is a social

experience, not a solitary,gm,‘a

(*Source: BCG research report)



Comparing Two Online Journeys

WESTERN JOURNEY
Search for
small gift bags Add the
and read wedding Browse for
L i Search for product re-  1nvitations chocolates,
(D= Browse for wedding gifts Read views; receive and the gift Purchase  check types
- w Search for inspiration; for fiancé; reviews to Purchase a suggestion bags forthe the invita- and price Purchase
oo wedding settle on decide to  Browse for finalize the for wedding favors to tions and range, and the
A = favors chocolates buy cufflinks  cufflinks choice cufflinks invitations the cart the gift bags read reviews chocolates
O
T T Il | I I | | | ] I |
Pinterest : : e
Wedding Brand Style Brand e = : Chocolatier Chocolatier
Google I s?ar:g?am websites websites blogs website Afnazen AtEzan A2 websites website
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CHINESE JOURNEY
Receive a

notification that
A See the story a live-streaming
— W “Eight Ideas for  Post a question Join a brand’s fan show hosted by a
GX) Wedding to the community party on Tmall;* favorite celebrity  Add all items to
- Ll Click on personal- Favors”; click to asking what Pursue a sug-  Select specialty browse the 1s about to start; the basket and
~ = ized landing read and follow  people buy for  gestion for choc- chocolates and brand’s latest  click to watch and purchase with
o = page; content the embedded  wedding favors; olates and chat small gift bags; collection and order the featured a single click;
@ :5 1s based on links to products receive responses with a merchant  add items to decide to order perfume while  follow delivery via
Ttn previous activity and stores within minutes to find out more favorites cufflinks for fiancé viewing the app
7 L T T 1 T T T T

TAOBAO

_

Online searching Online shopping Online exploring

Source: BCG analysis.
A fan party sponsored by a brand showcases new products to followers and offers them special promotions.



FOCUS ON THE “HERO PRODUCT(S)” WHICH WE HAVE THE
STRONGEST COMPETITIVE ADVANTAGE
&
LOCAL CONTENT CREATION

reima



FOCUS ON HERO PRODUCTS & CREATE LOCAL STORY

LOCALLY CREATED CONTENT MAKES IT MORE “INTIMATE” TO
CONSUMERS




AW18 HERO PRODUCT PERFORMANCE - SEP

FLEECE SWEATER, NOTHERN & ORNAMENT
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OPTIMIZE OWN SOCIAL MEDIA CONTENT
&
LEVERAGE LOCAL RESOURCES (KOL)

reima



SOCIAL MEDIA OPTIMIZATION - BEFORE
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TOPICS, IMAGES, AND CONSUMER-RELEVANT CONTENT IS THE KEY!!
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LEVERAGE KOL/3" PARTY PLATFORM TO DRIVE MORE TRAFFIC
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KOL COLLABORATION - THE BAGGIO FAMILY
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How to choose your summer products? (21st Mar)
2. Do you really know how to dress up your Kids? What we learn

from kid swear professional- Reima! (18t Jan)

3. The new skill of 2019, Baggio’s Vlog! (14th Jan)
4. A amazing school without “classroom” in Finland! (12t Jan)
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 Famous Parent & Kid KOL on Wechat
* 500K+ followers on their official Wechat account
* Released 4 posts on their platform and received 90K+ readings, save at least 600K

advertisement cost on KOL channels
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https://mp.weixin.qq.com/s%3F__biz=MzI2OTY4NDc5MA==&mid=2247487456&idx=1&sn=51c78d6442f00d494eff3c4f76c5fc13&chksm=eaddd6b9ddaa5faf9a14561d46aeb47298161e2ba5e02745d577a29120c976dc09f7a619f2f1&mpshare=1&scene=1&srcid=&pass_ticket=loKzd1GaMHt8uoJexzIQ5wigiVoyH2TLf7kqXJmwxXOiWnhLJ3zh8Ja/a6YMElIu
https://mp.weixin.qq.com/s%3F__biz=MzI2OTY4NDc5MA==&mid=2247487456&idx=1&sn=51c78d6442f00d494eff3c4f76c5fc13&chksm=eaddd6b9ddaa5faf9a14561d46aeb47298161e2ba5e02745d577a29120c976dc09f7a619f2f1&mpshare=1&scene=1&srcid=&pass_ticket=loKzd1GaMHt8uoJexzIQ5wigiVoyH2TLf7kqXJmwxXOiWnhLJ3zh8Ja/a6YMElIu
https://mp.weixin.qq.com/s%3F__biz=MzI2OTY4NDc5MA==&mid=2247487403&idx=1&sn=419808e56481d85061d9c9b52ac2bca3&chksm=eaddd6f2ddaa5fe49fac19e63255fde3e8bc36807fbbac6d18c6956952d3562a7e546947438e&mpshare=1&scene=1&srcid=&pass_ticket=loKzd1GaMHt8uoJexzIQ5wigiVoyH2TLf7kqXJmwxXOiWnhLJ3zh8Ja/a6YMElIu
https://mp.weixin.qq.com/s%3F__biz=MzI2OTY4NDc5MA==&mid=2247487395&idx=1&sn=3c621f0587a6b59b13e19d2d29b935c9&chksm=eaddd6faddaa5fec5b0d79229da3f688831e2dbf5b5186a33dca5016cbdb9df36ba88201d524&mpshare=1&scene=1&srcid=&pass_ticket=loKzd1GaMHt8uoJexzIQ5wigiVoyH2TLf7kqXJmwxXOiWnhLJ3zh8Ja/a6YMElIu

REIMA CHINA 2015-2023 TRAJECTORY

Net Sales by Channel

5X  4X

: of e-comm of e-comm
. netsales profit__

2015 2016 2017 2018 2019 2020 2021 2022 2023
H Wholesale eCommerce =1 Retail

* Asone of the key strategic markets for Reima, we have accelerated the investment in China
since 2018 and created strong growth since 2018
* E-comm has been the key growth driver since 2018
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WHAT SHALL WE DO TO WIN (TO BE FURTHER DISCUSSED)

BALANCE BETWEEN GLOBAL ACCEPT THE UNCERTAINTY UNDERSTAND & EMBRACE
AND LOCAL AHEAD AND BE FLEXIBLE LOCAL CONSUMER NEEDS

Thinking _ |
global, '\ AN
gomg
local i <
* Having the right balance and * Inthe West, 1% variation from * Understand our consumers
clear R&R between local & the forecast would be serious. better, speak their language,
global. But in China, companies deal learn their culture, and
» Keep the must-haves at global with 50% to 100% ranges connect with them at the right
level but adapt & adopt quickly (*Source: Bain & Company - The moment
at local level Six Biggest Mistakes
Multinationals Make in China,
August 2018)
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