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How can

IMLazMdll

become the leading online retailer
for Home and Living products in Thailand?

Leverage Lazada's key strengths

Understand target customer segment

Revolutionise Home and Living
e-commerce
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Lazada can leverage its key strengths as a leading e-commerce ecosystem to differentiate Lazmall in .
the saturated Home and Living online market Lazada

Lazada’s key strengths as a leading e-commerce ecosystem...
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fig

Logistics fulfilment Ecosystem of

Network of Products across 6,000 Competitive
100m monthly brands with pricing on branded network backed Shoppertainment
active users user reviews products by Alibaba platforms

positions them well to differentiate Lazmall from its competitors and be the leading Home and Living online retailer

Big Box e-commerce retailers: Exclusive furniture stores:

s @Gl DESIGN
Shopee livingmall BED SGUARE
Ability to leverage ‘Shoppertainment’ strategy to

Wider range of products which provides consumers

Lazadg = engage with consumers Lazad{:\ = with more choice on style, price, and quality
competitive competitive
advantage e Superior logistics fulfilment in reach and speed advantage e More customer reviews available for consideration

Source: Case files, Bangkok Post, Lazada Investor Day 2020
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Lazmall must align its offerings with the demands of millennial and first jobber consumers the ages of

20 to 35 to realise the most impact for growth of the platform

Lazada

Focusing recommendations on the millennial (20-35 years old) demographic will generate the most impact

Millennials are trendy, and
purchase new home and living
items for their rooms and new
homes more frequently

of Millennials shop online,
compared to 32.6% of Generation
X (37-56 y.0.) and 5.3% of Baby
Boomers (57-76 y.0.)

Low Risk

Authenticated products,
and convenience to return at no cost

Convenience @

Ease and speed of E-R
rew /e

purchase and delivery
Millennial decision

factors for Home and
Living shopping

Reviews

Access to a variety of “ g
customer opinions and photos

Source: Case files, Janio, SCB Intelligence Center

INTRODUCTION

Culturally, Thai millennials
often make household
purchasing decisions to take
care of their families

Experience

Ability to feel the product and
visualise it before purchase

Price

Finding the competitive
comparisons and getting the
best deal



How can IMLazMall become the leading online retailer
for Home and Living products in Thailand?

UTIONISING THE CUSTOMER

1.

Marketing campaign to promote Lazada as the
number one go-to marketplace for Home and Living by
showcasing Lazmall's seamless customer journey and
introducing the ‘LazHomes’ game which rewards players
with LazCredits

Mitigate the pain points in the consumer
purchasing journey by giving them the tools to
match their product preferences, view products
in their living space, and purchase with ease
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(o) Market Share by 1 (o) Revenue increase 3 0
19% o 4% by 2025 A0m svearney
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Lazada can differentiate itself through solving key Thai e-commerce customer concerns Lazada

There are two risks to Lazmall’s market share

Consumers purchasing from competitors Consumers being deterred by e-commerce risks

@l DESIGN in
-- SGUAHE ||Vlngma” Fear Receiving Incorrect ltem _51,10%

N Lack of Trust in Online Retailers —ss%
Shopee Home

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

Thailand Consumer Barriers to ECommerce

Analysing Thai Consumer Purchasing Experience Opportunities for Lazada
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| & LazMall
Panida, 26 1. Match with product 2. View product in space 3. Purchase product confidently

Lazada can increase furniture penetration through solving key Thai—-specific eCommerce concerns

LAZMALL MVP




Lazada has an opportunity to improve furniture eCommerce uptake by improving its user review tools

Lazada

1. Match

89%

Thai Consumer Analysis

Thai consumers
search for buyers’
information about
product in reviews

Thai consumers
o rely on user
53 /O product
reviews

With in-depth product descriptions, and user reviews...
my sales increased 30%.
- Praponsak Kumpolpun, L ‘Oreal Thailand Senior E-Commerce

Manager

Recommendation

. 4.9 /5 .

Product Reviews

npath @ Varttied Pusch

Vrysa o, he prodoct mee or, comfortable sleeping, pack well, the product is not damaged|
Tigubilo ﬁuuummnuﬁewn‘u -

&1&&1%9

Current Offering Provides Opportunity for Improvement

Strong buyer volumes
offering reviews
ensures quantity of
feedback

Lack of quantitative

metrics to filter and

compare qualitative
feedback

We propose improving the user review features to offer more value and useful detail to consumers like Panida to engage with

Source: AusTrade Thailand Ecommerce, Deloitte Thailand
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Adding reviewer metrics to the Lazada app will generate significant value to prospective Thai .
customers Lazada

Review metrics are essential to useful reviews / . \ f .

]%E[ Adding review metrics function to the toolkit that the | |.. — = - R
Lazada community of reviewers can utilize Jifj = eee——— | ‘

] B\
= Key metrics which define furniture and homewares lﬂl’
products can be reviewed upon - 8

i Customers will be able to search, sort and match with @ San-Yang Wooden Bed FWB118S

R the products that match the best with their chosen criteria D FI —

T My Roon
(|

Ratings & Reviews of San-Yang Wooden Bed FWB118S
Ratings & Reviews of Qoncept Furniture LACK Side Table (White)

Key review metrics will include... 47 46

Review this product Review this product
293 ratings 428 ratings

[ Metric | Why it will be useful for Thai Consumers i e

4.5 4.6

Comfort/material ) Consumers can get quantifiable information —— i —
about quality to add a trusted sense of feel Quality Quality

4.6 4.5
. Consumers can find the most relevant furniture Cietiance ssh 4 Convenience
Firmness/softness . .
that suits their body or space needs — | —~
|

4.8

4.6

. Prospective buyers can make buying decisions
CLENS) ) based on peer metrics about quality

Ratings for convenience of homewares can be . .
) compared, sorted and evaluated for decision Customers will be able to search, sort and match with the

products that match the best with their chosen criteria

Convenience

LAZMALL MVP



By ensuring that consumers can better match their preferences to products, Lazmall can drive more .
customers onto their platform for Home and Living products Lazada

1. Match M

GIVES THEM WHAT THEY WANT CREATING DIFFERENTIATION DRIVING BUYERS TO LAZMALL
Caters to Thai consumer desire for I' i Drives Thai consumers towards Lazmall
user-generated reviews . LazMall and away from competitors

ﬁ pe livingmall @ DESIGN

B SQUARE

Drives purchasing through reducing
Distinguishes Lazada as the richest perceived risk, increasing information
source of homeware and furniture e- about the real products
commerce reviews

Provides new tools to quantify buyer
opinions on products

Reduce decision-making barriers for Leverages Lazada's leading vast existing Increased speed and convenience of
Thai consumers by providing peers’ reviewer base will magnify the quantity of sorting for appropriate home and
reviews data compared to other stores furniture goods

LAZMALL MVP



Creating an augmented reality product visualization tool in the Lazada App will mitigate a key pain .
point of furniture shopping for Lazmall customers

Lazada
2. View
Thai eCommerce users prefer to visualise furniture Lazada can solve this with an AR product visualization tool
I;I;E[ Key risk for purchasing furniture online is whether it will fit
in a customer’s space Consumers access an
Visualizing homeware and furniture is a key reason many augtl::ente: Lrealéty viewer
Thai consumers prefer in-store experience rough Lazada app
’ Reduce risks and increase certainty when purchasing
homewares and furniture online
. . . . Consumers can visualize the
There is strong evidence of AR support in Thailand

product in their own space
Thai Consumers Interested in AR Shopping

Not Interested - 11%
Provides spatial-measurement
Interested _ 89% to ensure the size-appropriate
products are purchased
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Source: Inside Retail, Forbes

LAZMALL MVP



LazadAR will enable consumers to visualize and measure furniture options within their own space

Lazada

LazadAR 1.0 Launch

Adding an AR function to Lazada app whereby customers
can visualize their desired furniture in their own space

I

@ Phone camera will provide to-scale measurements to
ensure the product fits in their space

\/ Customers can re-evaluate their choices and confirm
whether they have made the best choice

Will be developed by Lazada through...

Leveraging Alibaba’s investment into AR company Perfect Corp

TaoBao's Taobao Buy software capabilities

Capitalising on key learnings from Lazada x L'Oreal AR
collaboration

Product scans will be provided by suppliers and by Lazada through
acquired technologies

Source: Inside Retail, Forbes

LAZMALL MVP

Panida’s coffee table choice

i el sznaudnda wdanldiud

Indyfurniture bulky Tavnana §u New
June-ML #u1@ n91980x &n40 xga3s...

$1,350.00 ' — ,
— C 3. Evaluate
'
’j | | 2.Place the product -
- = e’/‘ '\V‘
1. Choose your product =



LazadAR can maintain its competitive edge by further developing the tool further in the future Lazada

LazadAR 2.0 ¥ e .- —

@ Continuing to innovate the LazadAR platform in the
medium-term to offer more functionality

Developing the AR platform to include whole-room

L scans to plan out an entire room at once
.r_ Customers will be able to design their room from start
EF TN

to finish, leveraging an immersive AR room planner
1. Scan whole room 2. Design space 3. Save and buy

Impact of Lazada’s Augmented Reality Tool

o0 @
Reducing risks and Drive confidence in
barriers for millennials to /J purchasing online, driving

Y/ "‘ Build?ng trust and comfort for
","' Thai consumers purchasing Bl Lot |' e ek
uy furniture online sales for Lazada businesses

furniture online

Source: Deloitte Thailand
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Lazada can enhance Thai consumers’ willingness to purchase by streamlining the returns process Lazada
3. Purchase P
What Thai Consumers Want Lazada can foster confident purchasing by Thai consumers

Thailand Consumer Barriers to ECommerce .. New Lazmall Return
Complication
] a—

Fear Receiving Incorrect Item 51.10%

Lack of Trust in Online Retailers _58% Under current policy, items Items can be opened and still

must have original seal and returned within the time

0%  10% 20% 30% 40%  50% no damage period
Panida and consumers see significant risks...

Big-ticket furniture items are viewed as investments by However, furniture and All furniture items will be

Thai consumers and are rarely replaced homewares items must be eligible for Lazada's signature
opened to try them bulky item pick-up

High perception of risk when purchasing expensive items
® online with no return guarantee

[ Simplified returns solutions encourage consumer

[T | Lazada can significantly enhance consumer purchase motivation by
@@@ purchases

Source: Deloitte Thailand

LAZMALL MVP



Creating the tools for customers to match, view and purchase products and revolutionize their

customer experience will position Lazmall as the MVP of online Home and Living shopping Lazada
Match
Improving customers’ product research process by
adding key metrics to reviews

View
V Augmenting customer experience through LazadAR
app feature for augmented reality

Purchase

P Reducing barriers preventing Thai consumers
purchasing through easier return policy

Panida

&

< .’T“\{r

Happy Lazmall
Customer

Lazmall will be the Most Valuable Player of online furniture shopping in Thailand

Source: Twitch TV

LAZMALL MVP







By clearly identifying the key values of Lazmall's target market, Lazmall can leverage their value .
propositions to present their brand as the go to lifestyle shopping platform Lazada

Millennials Key Values

Variety: They compare among the variety of products
available to select the best option for them

Applicability: 80% of millennials say they will more
likely purchase a brand if they can ‘experience it first’

IQ Societal Views: 90% of consumers would rather listen
to their peers recommendations than TV ad

Lazmall Value Proposition

100% Authenticity Guarantee Policy

Over 6,000 international and local brands

Customer-centric focus

Source: Marketingignite, Lazada, Forbes

Better Than Reality Marketing Campaign

Messaging:
Promoting Lazmall's core value propositions to ensure
clear communication

Product Range Customer-centric

Initiatives:

7, 5| Social media LazHome
campaign °° design game
Goal:
Position as the
shopping in Thailand

Lazada

Better than Reality

BETTER THAN REALITY



Utilising short video clips on Facebook, Line and LazLive to clearly portray engaging, relatable, and .
Lazmall's customer-centric approach will drive awareness Lazada

Branding communication mechanisms

Short Video Clips

If brand communication is seen as
‘human’, customers are 1.6 times more
likely to make a purchase and 1.8 times

more likely to recommend that particular
brand.

- Forrester Consulting

Short and engaging 15-30 seconds

Relatable to the everyday millennial

Creating a story which highlights
Lazmall's customer-centric approach

Medium of Communication

0y, Of mobile users in most downloaded + annual active
92 /O Thailand have FB # app in Thailand Lazada 8"0 uSers
million
1 3 7 Users in Thailand User downloads LIVE ' )
° are between the ‘1 Thailand 200/ Growth‘m YoY
million ages of 25-34. million O conversion rate

Source: Lexiconthai; Lazada; Forester

BETTER THAN REALITY



By creating a short compelling ‘humanized’ story, Lazmall can showcase their customer-centric .
shopping experience to promote Lazmall as the go-to Home and Life shopping platform in Thailand Lazada

Everyday Millennial Scrolling through Lazmall ~ Utilising Augmented Reality ~ Purchasing Lazmall produci  Instant Delivery Beautiful Home

Lazada

Better than Reality

Design your dream home with us on L

Availoble om LazGame

BETTER THAN REALITY



Incorporating gamification with the introduction of ‘LazHome' will drive customer engagement through

utilising Lazmall products to ‘design your dream home’

Lazada

Why Gamification?

would opt for the brand that
88%

(o) offers a gamified customer
experience

the idea of being
fun, engaging, and playful

is important to Thai culture

home

_girmng L{our dr

Envision Create Review

Source: Masci-sis

BETTER
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CHALLENGES
LIVECHALLENGES

Bus @s0 | 0

Tropical Dreams

Q‘ LMNG ROOM 9 KOH SAMUIL THA!
£arn (@) 25 LazCredit

Desi

i FRIENDS
LAND N IN WITH K

living room for your waterfront beach
Koh Samui, Thailand

. TOP DESIGN VALUES

¥

Share Compete

THAN REALITY



Analysis has shown that marketing campaigns shaped by tangible value, store credit and competitions .
have fostered ideology of being 'front of mind’ in e-commerce purchasing decisions Lazada

Key drivers Why are these key drivers? Incorporated into LazHome

LAZWATCH, LAZSHOP, LAZWIN

Trust
70% of consumers think that
advertising is often untruthful

Combination of reviews from other
consumers and LazLive influencers

I

\Z.

A
edit and7)\

Sales
88% of Thai consumers aged 24 — 32,
said they would more likely buy
brands with a reward system

Through LazHome consumers can earn
credit and discounts that can be spent
directly on LazMall

™

Engagement
.. o Thai sentiment towards the word
Codm pe“tlon ‘play’ with the idea of being fun,
. engaging and playful — something

‘- that sits closely with Thai Culture

With the introduction
a leadership board

Through incorporating and capitalizing key purchasing decisions into the LazHome there are mutually beneficial outcomes for the consumer
and LazHome

Source: Diva-portal, Dombrowski Study; Masci-sis

BETTER THAN REALITY



‘Lazada, Better Than Reality’, will drive satisfaction to both the consumer and brands Lazada
Consumers
1 Playful 2 Humanised
A fun way to discover and plan Directly applicability and Allows for direct and easy
your dream home to assist in the tangibility to the consumers comparison of products and
consumers purchasing decisions current lifestyle other consumer interests

Brands By utilising Lazada's current branding team to go out and pitch directly to brands, the key message should focus on....

With the rise and presence of COVID-19 there is uncertainty with the longevity of
. . brick and mortar stores, and it is pivotal that brands embrace e-commerce
Environmental Uncertainty

Through augmented reality and gamification, Lazmall reaches customers in a unique and
memorable way that will enhance the customer experience

Unique Reach

Cross-utilization of Lazada platforms, LazGames and LazLive, will provide brands with
exposure to greater markets

Source: Bangkok Post

BETTER THAN REALITY



Emphasis on Lazmall’s value propositions of a customer centric focus to create a customer journey that
will put Lazmall front of mind in Home and Lifestyle purchases

Lazada

Ploy, Age 27 is
scrolling through her
Facebook newsfeed

Downloads Lazada to
then be able to create
her profile and
engage with LazHome

Ploy comes across our
short clip that illustrates
Lazmall tangibility
through Lazmall

BETTER THAN REALITY

WA

As she is creating her
dream home, she
notices a coffee table
that she has recently
thought of purchasing



Emphasis on Lazmalls value propositions of a customer centric focus to create a customer journey that
will put Lazmall front of mind in Home and Lifestyle purchases

Clicking on the
product and dragging
this into her dream
home, reviews pop up
with a direct link to
Lazmall

Ploy reads the reviews
and tests the
augmented reality
function in her
bedroom

8823.00
B2.00
8821.00
B779.42

Seeing the physical
resemblance in her
room, Ploy purchases
the coffee table using
credits earnt from
LazHome

BETTER THAN REALITY

Ploy's coffee table is
delivered the next day
and is now displayed

in her beautiful home

Lazada



The combination of these actions raise the brand presence and create tangible financial value for .
Lazmall Lazada

Greater customer reach 2 4 5 k

Emphasising Lazmall’s strengths through engaging graphic Additional purchase

transactions generated by
2023

designs and short video clips on growing social media platforms

2 Increase customer engagement

Gamifiying LazHome to create a playful and personalized 3 0 k

experience maintaining engagement via leaderboards LazHome player

base

Broader brand awareness

3 Directly pitching to brands demonstrating with environmental B 69 0 m

uncertainty, unique methods of reach and cross-utilisation of platforms, : .
ol Total marketing derived
Lazmall has significant value
revenue by 2025

BETTER THAN REALITY
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Lazada will be able to implement Lazmall MVP and Better Than Reality throughout the next three years. Lazada

MVP

Reality

c
()
=
=
£
[
b
-
[}
2]

Initiatives

Developing review metrics

2021 2022

2023

LazadAR product visualization tool

——

X |

Return strategy

Advertisement production

—
EOmmmm

1 G

I
LazHome game development —I-

Upgrading advertisements and game features

Legend

Evaluation Point

- Implementation

B Execute pending success

Review metrics

tool launched LazadAR 1.0 & LazadAR 2.0
LazHome launched launched

Immediate Next Steps...

(1) ©,

Scope impactful review

Start recruiting process for
metrics

product return strategy team

TIMELINE

L G

Begin discussions with
Alibaba on AR development



Lazada can expect strong financial results through the implementation of Lazmall MVP and Better Than .

Reality

Lazada

Baht Million

B2

B2

11

B1

-1

-1

-2

-1

5Y NPV
B340m

Profit and Loss Breakdown

Revenue vs Costs vs Profit

-1

B1

-1

M Total Revenue Total Costs M FCF

Key Metrics

Market Share
19%

11

-1

11

-1

Payback Period
3 years

Drivers

12% increase in Revenue from an improved
customer experience

3% Click Through Rate and 3.2% Conversion
Rate on Social Media Marketing

B190m invested in CAPEX during 2021

Outcomes

15% Profit Margin in 2025

14% increase in Lazada Home and Living
Revenue by 2025

Assumptions

A WACC of 11.6% was calculated

IMPACT



How can IMLazMall become the leading online retailer
for Home and Living products in Thailand?

-UTIONISING THE CUSTOMER

BETTER THAN-REALITY

. 4

Y . = : ‘
(o) Market Share by 1 (o) Revenue increase 3 0
1 9 /O 2025 4 /o by 2025 4 FY) 5 Year NPV

IMPACT

——
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Lazada

AW

Title

Problem Statement

Lazada and Competitor Analysis
Customer Analysis

Executive Summary

Lazmall MVP

Solving Key E-Commerce Customer Concerns

Match Opportunity Analysis
Review Metrics

Match Impact

View Opportunity Analysis
LazadAR 1.0

LazadAR 2.0

Purchase Opportunity Analysis
Lazmall MVP Impact

Lazada, Better Than Reality

Lazada, Better Than Reality Campaign
Social Media Campaign

Social Media Video Story

LazHome: Design Your Dream Home
Rationale Behind Marketing Initiatives
Mutual Satisfaction

Customer Journey Part 1

Customer Journey Part 2

Campaign Impact

Timeline & Impact
Implementation Timeline
Financial Impact
Conclusion

30.
31.
32.

33.

34.
35.

36.
37.
38.
39.
40.
41.
42.
43.
44.
45.

46.

47.

48.
49.
50.
51.
52.
53.

Appendix

What other strategies were considered?

What are some key strategic risks and their associated
mitigation strategies?

What are some other key risks and their associated
mitigation strategies?

Who are Lazada's main competitors?

How does our strategy capitalize on the Thai e-
commerce and retail trends as a result of the COVID-19
pandemic?

How will 3d images be uploaded to Lazada?

Case studies — AR visualisation

Alibaba AR investment — Perfect corp

Lazmall's current reviewing system

Hotel reviews categories case studies

Thai consumer barriers to online shopping

Further barriers to Thai shoppers purchasing online
Gen Y customer profile

Thai consumer attitudes to return policies

Thailand Social Media Statistics

What other social media platforms have been
considered?

What is the market penetration for Social Media as a
platform for marketing?

What other marketing trends are prevalent in Thailand?
What platforms do Thai Millennials play games on?
How is social media marketing seen to grow?

What other Marketing platforms were discussed?

Case Study: The success of gamification in Thailand
What providers can help support the production of

APPENDIX

54.
55.
56.
57.
58.
59.
60.

LazHome?

Social Media Penetration

Customer Experience Impact on Revenue
Alibaba OPEX Benchmarks

Thailand Influencer Marketing

Thailand Millennial Gamer Statistics
Thailand E-Commerce ATV

Marketing Funnel Rates

Financial Assumptions

61.
62.
63.
64.
65.
66.
67.
68.
69.
70.
71.
72.
73.

74.

75.
76.

77.

WACC Calculation

Financial Summary and CAPEX

Free Returns and Customer Experience Summary
Social Media and Influencer Marketing Summary
LazHome and Brand Marketing Summary

Revenue Impacts and Market Share

NPV Waterfall

LazMall MVP Revenue and Overall Market Sizing
Social Media and Influencer Marketing Revenue
LazHome and Brand Marketing Revenue

Revenue Summary

CAPEX Summary

Fixed Opex including Wages, Rent, Coupons, Social
Media Marketing and Influencer Marketing

Variable Opex including additional return expenses and
NPV Summary

WACC Sensitivity Analysis

Return Revenue, Customer Experience, Cost Per Click
and Social Media Reach Sensitivity Analysis
Influencer Return, LazHome Player Conversion, Product
Returns and Brand Conversion Sensitivity Analysis



What other strategies were considered?

Impact

4

h

Create an Al shop
attendant / interior
designer

Sponsoring a home
makeover reality
show to feature
LazMall products

Create artificial
influencer profile to
market LazMall Home
and Living products

Mitigating pain points in
consumer purchasing
experience

Impact

Financial impact

Social media
marketing

Increase in sales

Creating a
room design
game

Tool to compare
and contrast
products on LazMall

Increase in LazMall visits and
browsing

New brands onboarded

Feasibility
Cost of establishment
Use of existing capabilities

Feasibility Uptake

APPENDIX

Lazada

40%
30%
10%
20%

35%
30%
35%



What are some key strategic risks and their associated mitigation strategies?

Lazada

Probability

Low

Low

Impact

High

Strategic Risks

A

Risk

Competitors will develop the same
customer-facing tools to improve
customer purchasing experience

The incorporation of review metrics
on Lazmall products may alienate
brands due to high visibility of
product faults

Security concerns with LazadAR
2.0’s data storage of scanning
personal homes

As physical retail shopping returns,
Lazmall may decline in popularity as
an avenue for shopping for Home
and Living

APPENDIX

Mitigation

Lazada can leverage existing
leadership in e-commerce in SEA
and its first-mover advantage in the
live commerce space to maintain
loyalty and continually innovate

Software design to ensure that Clout
can only be earnt once per follow —
and mitigate bot behaviour

Emphasise that images of scanned
rooms and homes will not be stored
permanently in LazadAR 2.0's
system

The tools created like review metrics
and AR visualization are an investment
which will increase the popularity of
shopping for Home and Living
products online



What are some other key risks and their associated mitigation strategies?

Lazada

Probability

Low

A

Operational Risks

Social Risks

Risk

Malfunctions with LazadAR tools
which hinder customers from
receiving an accurate depiction of
what a piece of furniture looks like
in their room

Issues with LazHome game crashing
or other bug issues

Cultural issues stemming from the
LazHome gamification model where
people might perceive Lazada as
promoting gaming habits

APPENDIX

Mitigation

Create maintenance team to work
on bug fixes of LazadAR 1.0 and 2.0,
and dedicated customer team to
respond to user concerns

Leverage existing experience in
developing LazGames and attach
dedicated maintenance team to
improve LazHome

Make sure the LazStar structure is

transparent for the general public

so incoming presenters can aim for
high quality streams



Who are Lazada's main competitors?

Lazada

Source: AusTrade

ST Y . " ;
LAZADA g Shopee 115D L.ODKS! Korwv Kaidee WEENE!  TARAD.com
LAZADA SHOPEE TISTREET LOOKS! KORNVY KAIDEE WELOVESHOPPING TARAD
BUSINESS MODEL B2B2C B282C B2C B2C B2C c2c c2¢ c2¢
PRODUCT SELECTION All category All category All category Fashion Beauty All category All category All category
AVERAGE VISITORS PERMONTH ~ 63.6M 61M 18.6M 806K &M 127M 6M 45M
SELLER COMMISSION 1-10% No commission 5-10% N/A N/A N/A 2-10% plus 110-570% plus
transaction fees 3% payment service
fee 25-5%
LOCAL BUSINESS REQUIRED No No No No No No No No
IN-HOUSE LOGISTICS Both in-house and Third-party - Third party - Third-Party Third-party - N/A Third-party - N/A
thrid party - kerry Thai Post, Kerry Kerry express, Thai Post, Kerry Thai Post and
express, thai post, Logistics, DHL Thai Post, Express, Kerry express
LEX, Yusen aCommerce, Quantum
Logisitcs, CJ DHL Solutions
Logisitics, DHL, TP
Logisitcs, V Cargo
CROSS-BORDER CAPABILITY Yes Yes N/A N/A N/A No No No
NEEDED PRODUCTS TO BE No No No N/A N/A No N/A No
STORED LOCALLY
DIRECT IMPORT Yes, especially from Yes N/A N/A N/A Yes N/A Yes
China and Hong
Kong
PAYMENT METHOD COD, credit/debit Credit/debit card, COD, credit/debit, COD, Credit/debit Credit/debit card, Bank transfer Bank transfer, Bank transfer,
card, Paypal, Counter  COD, Airpay, Bank bank transfers, card, Paypal, counter service, Line Credit/deibt card, True  credit/debit card,
Service, Bank transfer Rabbit line pay pay, COD, Over the Money wallet, Counter  counter service,
transfer Counter Serivce mobile wallets,
installment
SELLER REQUIREMENT - Local bank account - Local bank account - Local bank account - Local bank account - Local bank account - Local bank account  N/A - Local bank account

- Thai registered
company (For brands)

- Local Merchant of
Record (For brands)

- Importer of Record
(For brands doing
cross-border)"

- Thai registered
company (For brands)

- Local Merchant of
Record (For brands)

- Importer of Record
(For brands doing
cross-border)"

- Thai registered
company (For brands)

- Local Merchant of
Record (For brands)

- Importer of Record
(For brands doing
cross-border)"

- Thai registered
company (For brands)

- Local Merchant of
Record (For brands)

- Importer of Record
(For brands doing
cross-border)"

APPENDIX
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How does our strategy capitalize on the Thai e-commerce and retail trends as a result of the COVID-19

pandemic?

Lazada

Responses to the question:

“How will Covid-19 affect your company’s sales network
over the rest of the year?”

B Increase online sales capacity ] More stores/ large foorprint

[ Fewer stores/ smaller footprint ] Not sure No impact
wory
Sporting goods/ a
Ahisisre NN
3 =
SR——1
U NN IS IS IS IS S S e . . 50
e R !
| o
—————————— L 2
ot
Apparel
Tl
Iiz
Other Exporiontcl ] - -
Retail sgé
I —

COVID-19 has emphasised the need for retailers
to move to e-commerce

38%
22%

of lifestyle brands indicated that they
would focus on increasing their
online sales capacity

of lifestyle brands indicated that they
would consolidate their brick and
mortar store footprint

Data as of May 21, 2020
(Source: Asia Pacific Retail Flash Survey, CBRE Research)

Source: Case files, Bangkok Post

E-commerce is the future for Home and Living retail, so putting in the
steps to revolutionize this customer experience is an important
response to COVID-19 and for the long-term trend of the industry
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How will 3D images be sourced and onboarded for the AR platform? Lazada
By Individual Retailer By Lazada
* Can be done with a modern smartphone » Can be done to mitigate risk of individual
* iPhone has in-built depth sensors retailer not self-scanning products
» Cost and time-efficient method of » Lazada can onboard these capabilities at little
onboarding retailers’ products cost given the lack of a need for special

scanning equipment

b
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Case studies of AR visualisation Lazada

Zillow Invests in Augmented Reality Interior Design
App Hutch

BY TOMMY PALLADINO @ 07/13/2017 832 AM

Hutch Interiors, Inc., makers of an eponymous augmented reality home design
app for i0S and Android, has closed a series A round of funding, led by online real
estate company Zillow Group, totaling $10 million.

Hutch shares the approach of similar augmented reality apps from IKEA, Pottery
Barn, Chairish, and others that place virtual furniture into real spaces before making
a purchase.

However, the app takes more of an interior design approach, allowing users to apply
and adjust design filters to renderings of virtually-cleared spaces based on specific
aesthetics, such as bohemian or trendsetter. Users can create one free design per 24
hour period, but an in-app purchase of $4.99 unlocks additional designs.

Modsy
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Alibaba/Lazada involvement in AR Lazada

Bloomberg

Deals

Alibaba Makes Its Biggest Bet in Taiwan
By Funding Augmented-Reality Startup

By Manuel Baigorri and Lulu Yilun Chen
19 September 2019, 7:56 pm AEST

Perfect Corp.

PERFECT

Pictured: Perfect Corp. existing AR capabilities

Source: Bloomberg, Deal Street Asia
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Lazmall's current review system

Lazada

Taznana Tovh Taznuw 29 nsa Téaam u 2183

73 Ratings | 20 Answered Questions < Q
Brand: nanarak | MOre from nanarak

8599.00

82.219:00 -73%
Promotions Buy 5 Get 2% off

Color family 2183-100 &2
SRE®

L = Quantity 1 |+
> "“ L] >

Lazmall’s current review system has scope to increase
the depth of review metrics and offer better value to
review readers

Ratings & Reviews of Taizna1aTav Taenaum 26 nssTéa §u 2183

4.7/5

5
P
2
73 Ratings 1
Product Reviews T, Sort: Relevance 7 Filter: Al star
39 wfiriau
by Lazada Customer @ Verified Purchase
HsmngAzAudinmbivmanngn ligaq Audmuplusuieenouiedudwdg iy fludzanademausnn AMmses
Color Family:2183-100 #L¥
&0
2 dulainou

by enpadnd u. @ Veritied Purchase

AHAUTIAIIN Uz faliamiay

Color Family:2183-120 fam
i 0
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Hotel reviews case studies Lazada

trivaga Booking.com

m Location Excellent (9.4/10) v 100% authentic reviews - Real guests, like you. Read guidelines.
Rooms Excellent (9.2/10)

trivago Rating Index based on 1742 reviews

from: Service Excellent (9.0/10)
Fabulous - 2,743 reviews
Hotels.com(9.4/10), ebookers.com(10/10), Cleanliness Excellent (9.5/10) ' x

Expedia(9.6/10)
Value for money Very good (8.4 /10)
Comfort Excellent (9.4/10) Staff Value for money
Facilities Excellent (8.9/10) 9.1 8.1
Building Excellent (9.4/10) Facilities Location
90 NN 0

Food Very good (8.3/10) Cleanliness Free WiFi

N 9.2 I 83
- Show fewer

Comfort

I=——~] 9.0
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What Thai shoppers dislike most when shopping online Lazada

What Aspect Do Thais Dislike the Most from Shopping Online?

Product Quality ® 208%

Delivery Time ® 17.0%

Return Policy ® 13.8%

UX on Website ® 12.3%

Customer Service ® 101%

Price ® 97%

Product Selection a 77%

Payment Process ® 74%

Delivery Fee 0.7%

-0
Unprofessional Sellers H® 0.3%
-

Other 0.3%

2

75% 15% 22% 30%
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Barriers to Thai Shopper’s purchasing online Lazada

Top 5 Factors Preventing Thai Shoppers Purchasing Items Online

( O,
011 39.9 33.9 31.1% 22%

Fear of Scam Lack of Touch No Desired Product Prefer to Lack of Seller
and Trial Listed online Shop Offline Personal Communication

Figure 13: The factors that prevent Thai shoppers from participating in e-commerce; ETDA 2017
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Gen Y Customer Profile

Lazada

GENY

17 - 36 years old

Personality**
Refreshing and carefree

WHAT THEY LOOK FOR
IN A PRODUCT

Convenience and variety

APPENDIX

DIGITAL BEHAVIOUR

Time Spent Online:
Weekday:

7 hrs. 12 mins

Weekend:
7 hrs. 36 mins

E-commerce participation:

61.92%

PRIMARY
COMMUNICATIONS TOOL

Smartphone and loT

0 &



Consumer Attitudes to Return Policies Lazada

Top reasons why consumers return products

IO

20% 22% 23% 35%

st e, e ober

receive |

product looks item reasons
different

92 0/0 of consumers 79 n/ﬂ of consumers

will buy want free
something return

again if - shipping
refurns | Y

are easy

whereas
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Thailand Social Media Statistics

Lazada

Social Media Numbers in Thailand

o1

million

o Total number

of active
social media users

Total number of
social media users
accessing via mobile

APPENDIX

74%

(67%

Active social media
users as percentage
of the total population

Active mobile social
media users as
percentage of the total
population



What other social media platforms have been considered?

sl MOST-USED SVQCVIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET { WHO REPORT USING EACH PLATFORM IN THE PAST MONTH

FACEBOOK
YOUTUBE
LINE

FB MESSENGER
INSTAGRAM
TWITTER
TIKTOK
PINTEREST
LINKEDIN
WECHAT
WHATSA P
TWITCH
SKYPE
SNAPCHAT
REDDIT

TUMBLR

we
are,
social

| Hootsuite’

APPENDIX

RANKING OF TOP MOBILE APPS AND GAMES BY AVERAGE MONT

RANKING OF MOBILE APPS BY A

LINE

FACEBOOK

FACEBOOK MESSENGER

INSTAGRAM

LAZADA

SHOPEE

K PLUS

SCB EASY

MY AIS

TWITTER

UNE

FACEBOOK

FACEBOOK

FACEBOCK

ALIBABA GROUP

SEA

KASIKORNBANK

SIAM COMMERCIAL BANK
ADVANCED INFO SERVICE

TWITTER




What is the market penetration for Social Media as a platform for marketing? Lazada

THE ESSENTIAL HEADLINE DATA YOU NEED TO UNDERSTAND THE STATE OF MOBILE, INTERNET, AND SOCIAL MEDIA USE

TOTAL MOBILE PHONE INTERNET ACTIVE SOCIAL
POPULATION CONNECTIONS USERS MEDIA USERS

69.71 93.39 52.00 52.00

MILLION MILLION MILLION MILLION

URBANISATION: vs. POPULATION: PENETRATION: PENETRATION:

50% 134% 75% 75%

we

are.  * Hootsuite
social

Source: datareportal
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What other marketing trends are prevalent in Thailand? Lazada

AVERAGE DAILY TIME THAT INTERMNET USERS AGED 16 TO 64 SPEND WITH DIFFERENT KINDS OF MEDIA AND DEVICES

USING THE USING WATCHING LISTENING TO MUSIC USING A
INTERNET SOCIAL MEDIA TELEVISION® STREAMING SERVICES GAMES CONSOLE

OHOIM 2H55M 3H32M 1TH36M
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What platforms do Thai Millennials play games on? Lazada

PLAYING GAMES DEVICE PERSPECTIVE —

PERCENTAGE OF INTERMET USEF TO 64 WHO PLAY VIDEO GAMES ON EACH KIND OF DEVICE

PC (LAPTOP GAMES TABLET
OR DESKTOP) CONSOLE COMPUTER

@

95% 88% 46%
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How is social media marketing seen to grow?

1"'32"0 DIGITAL ADVERTISING MARKET: VALUE GROWTH

YEAR-OMN-YEAR CHANGE IN THE VALUE OF THE DIGITAL ADVERTISING MARKET BETWEEMN 2018 AND 2019

_——
I
F

YEAR-OM-YEAR CHANGE YEAR-OM-YEAR CHANGE IN YEAR-ON-YEAR CHANGE IN
IN TOTAL DIGITALAD SPEND DIGITAL SEARCH AD SPEND SOCIAL MEDIA AD SPEND

+16% +22% +19%

YEAR-ON-YEAR CHANGE IN YEAR-OMN-YEAR CHANGE IN YEAR-ON-YEAR CHANGE IN
DIGITAL BANNER AD SPEND DIGITAL VIDEO AD SPEND DIGITAL CLASSIFIED AD SPEND

=

APPENDIX
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What other Marketing platforms were discussed?

Graphic Design

Simple and ease to convey messages

Can be translated on social media platforms
cheaply

Doesn't tend to drive direct engagement

Not always as memorable

Pop up Stores

Can clearly portray the authenticity and
diversity of products

Can portray a more ‘personable’ experience
(more than just a website)

With the rise of COVID-19, in person events
are restricted

Already done in the launch of Lazmall

APPENDIX
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Case Study: The success of gamification in Thailand Lazada

We understand there was huge reach and engagement with Pokemon Go that Thailand has now
introduced an initiative to boost tourism.

Thai officials are in talks with the game’s producers Niantic to increase the number of rare Pokemon,
Pokestops and gyms used for playing the game.

The Thai government has already produced Pokemon maps to inspire more Pokemon tourism. But
they'll be pushing to attract more fans of the hit game.
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What providers can help support the production of LazHome?

Lazada

playbasis

Playbasis produce mobile-first engagement solutions that attract,
connect, and retain customers. Launch your mobile strategy, or
enhance your existing properties, with Playbasis.

Playbasis focuses on B2B for annual contracts and currently has over
572,000 users and 15-16 servers on Amazon web cloud.

The clients are included True (a telco company), Tops (a supermarket
chain), and TMB (one of the largest Thai banks).
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Social Media Penetration Lazada

Thailand is not only a country full of rich history, fascinating cultures or vibrant hub for tourism. More interesting to
note is, the country is becoming a thriving, robust digital oriented space powered by its young internet-savvy and
heavily mobile-influenced population. It seems there is an immense shift from traditional media such as print, radio
and television towards the more popular digital marketing trend. What's more interesting is, digital adoption of
Thailand in recent years;
e 82% internet penetration rate with 90% smart phone users.
e Thai consumers spend more time (an average of 9 hours) per day accessing internet via mobile than any
other country.
e 24% (YoY) internet user growth from 2017 on wards, with 74% social media penetration, ranking Thailand
among the world’s highest at social media use.
e Thailand is also considered as a hotbed for e-commerce with a penetration rate of 62%.
* In 2019 digital ad expenditures in Thailand is pegged to be around THB15 billion. it is predicted, this figure will
reach approximately THB20 billion before 2020 is out.
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Customer Experience Impact on Revenue Lazada

Nordstrom, Neiman Marcus and Chick-fil-A are consistently recognized as delivering the best Customer
Experience (CX) year after year. Yet more importantly, data driven and market-based research has shown that
improving customer experience is directly linked to business outcomes: higher revenue growth and lower costs.
McKinsey insights found that, on average, brands that improve CX:

e Increase revenue 10-15% and
e Lower costs 15-20%.

What is Customer Experience? The sum of all the interactions (feelings, emotions, perceptions) that a customer
has with a company over the course of the relationship lifecycle.
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Alibaba OPEX Benchmarks Lazada

Cost of Revenue Sales and Marketing Expenses
Year ended March 31, Year ended March 31,
2019 2020 2019 2020
RMB RMB Us$ % Change RMB RMB Us$ % Change
(in millions, except percentages) (in millions, except percentages)
Cost of revenue 206,929 282,367 39,878 36% Sales and marketing expenses 39,780 50,673 7,156 27%
Percentage of revenue 55% 55% Percentage of revenue 1% 10%
Share-based compensation expense included in Share-based compensation expense included
cost of revenue 8,915 7.322 1,034 (18)% in sales and marketing expenses 441 3,830 541 (13)%
Percentage of revenue 2% 1% Percentage of revenue 2% 1%
Cost of revenue excluding share-based Sales and marketing expenses excluding
compensation expense 198,014 275,045 38,844 39% share-based compensatian expense 35,369 46,843 6,615 32%
Percentage of revenue 53% 54% Percentage of revenue 9% 9%

I R S, General and Administrative Expenses

Year ended March 31, Year ended March 31,
2019 2020 2019 2020
RMB RMB US$ % Change RMB RMB uss % Change
(in millions, except percentages) (in millions, except percentages)
Product development expenses Ay 43,080 6,085 o General and administrative expenses 24,889 28,197 3,982 13%
f 1
Percentage of revenue . o - Percentage of revenue 6% 5%
Share-based compensation expense included in ) )
product development expenses 15,378 13,654 1,928 (11)% Share-based compensation expense included
Percentage of revenue 4% 3% in general and administrative expenses 8,787 6,936 980 (21)%
Praduct development expenses excluding share- Percentage of revenue 2% 1%
based compensation expense 22,057 29,426 4,157 33% General and administrative excluding
Percentage of revenue 6% 6% share-based compensation expense 16,102 21,261 3,002 32%
Percentage of revenue 4% 4%
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Thailand Influencer Marketing Lazada

Top Influencer Marketing Statistics Every Marketer Should Know

e 70% of teenage YouTube subscribers trust influencer opinions over traditional celebrities.

e 86% of women turn to social networks before making a purchase.

¢ 32% of influencers who currently work with brands cite Facebook as the best platform, followed by Instagram at 24%.

e 71% of consumers are more likely to make a purchase based on a social media reference.

e 86% of the most-viewed beauty videos on YouTube were made by influencers, compared to 14% by beauty brands, themselves.
e 57% of beauty and fashion companies use influencers as part of their marketing strategies.

e On average, businesses generate $6.50 for every $1 invested in influencer marketing.
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Thailand Millennial Gamer Statistics Lazada

3) Gaming is popular with Gen Z and Millennials

In Thailand, 37% of Gen Z and 32% of Millennials played social, multiplayer games in the last
30 days , and with younger generations the key drivers of gaming conversations on Twitter in
Thailand, more than one-third (34%) of Gen Z say that playing video games is their long-time
hobby . Conversations range from the latest tips and tricks to sharing recommendations and
their favourite streaming moments.
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Thailand E-Commerce ATV Lazada

E-Commerce Value

Average basket size 71%
(Average Order Value or AOV) searched online for
for a Thai shopper is a product and

AUD$49.73 service to buy

70% 62%

visited purchased
online a product or
retail store service online

Figure 5: Thailand's important number for the Intemet user profile and e-commerce landscape; We Are Social, Hootsuite (2018) and
i

Electronic Transactions Development Agency (ETDA) (2017).
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Marketing Funnel Rates

Lazada

Social media ad clickthrough rates - a comparison of Facebook and Twitter CTRs

Recent changes in Facebook CTRs from a Nanigans Q1 2018 Facebook advertising benchmarks show

response rates moving upward for e-commerce marketers even after increasing in Q4. The average Q1 2018
CTR of 2.98% in Q1 is 25% higher quarter-over-quarter and 61% higher year-over-year. This is at a similar

The cheapest clicks on Facebook are reserved for the apparel ($0.45 per click),
travel and hospitality ($0.63) and other retailers ($0.70) industries, with clicks well
below a dollar. These industries often have the largest audiences so even at these
low CPCs, it's important to understand how to manage your budgets so that your
Facebook costs don't run amok.

However, industries such as retail, travel & hospitality, and technology may not
benefit as much from Facebook’s lead generation ads and consequently have much
lower conversion rates (3.26%, 2.82%, and 2.31%, respectively). For these
advertisers, remarketing on Facebook may be particularly powerful to help

improve conversion rates. As it turns out, exposure to remarketing ads can help
increase conversion rates over time!

APPENDIX

Key Takeaways

CTR: 2.98%
CPC: $S0.63
CVR: 3.26%

Rationale

A Facebook CTR, CPC and CVR were used as
these ads are directed at customers not
specifically looking to purchase the advertised
products.

Facebook and other social media utilise
targeted advertisements to create impressions
on the target market.



WACC Calculation Lazada

WACC Calculation
Units

Required return on debt calculation:

Average Debt RMB 125,430 FY2020 Balance Sheet
Average Debt +Equit RMB " 995,978 FY2020 Balance Sheet
12.59%
Interest Expense RMB 5,180.00 FY2020 Balance Sheet
Average Debt RMB 125,430.00 FY2020 Balance Sheet
Kd 4%
Tax Rate 18%
Kd after tax 3%
Required return on equity calculation:
Average Equity RMB 870,548 FY2020 Balance Sheet
Average Debt +Equit RMB . 995,978 FY2020 Balance Sheet
87.471%
Beta 1.56 Yahoo (5Y Monthly)
Market Return % 10.0% Average Nasdaq and TSX annual return
Risk free rate % 3.26% Trading Economics: 10Y Bond Rate (China)
Risk Premium % 6.26% NYU Stern
Ke 13.03%
WACC 11.59%
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Financial Summary and CAPEX Lazada

31/12/2020 31/12/2021 31/12/2022 31/12/2023 31/12/2024

Conslidated, Incremental Impact

Total Revenue B 531,021 B 986,079 B 1,278,229 B 1,307,621 B 1,495,188
Total Costs -B 665,537 -B 871,502 -B 1,115,577 -B 1,122,981 -B 1,265,792
FCF -B 134,516 B 114,577 B 162,652 B 184,639 B 229,396
PV -B 120,543 B 92,010 B 117,048 B 119,068 B 132,565
5Y NPV B 340,148

NPV B 4,688,759

Total Investment

CAPEX B 189,420 B - B - B - B i
Total Investment B 189,420
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Free Returns and Customer Experience Summary

Lazada

Revenue B 187,042
Costs B 184,442
FCF B 2,600
PV B 2,330

Revenue B 89,780
CAPEX B 161,007
Expenses B 74,167
FCE B 145,393
PV -B 130,291

B
B
B
B

235,673
232,397
3,276
2,631

169,685

134,596
35,089
28,178

APPENDIX

296,949
292,820
4,128
2,971

285,071
221,483
63,588
45,759

374,155
368,953
5,202
3,354

404,088
309,510
94,578
60,990

471,435
464,881
6,554
3,788

565,723
428,783
136,940

79,135

63



Social Media and Influencer Marketing Summary Lazada

31/12/2020 31/12/2021 31/12/2022 31/12/2023 31/12/2024
Social Media Marketing
Revenue B 111,457 B 289,787 B 333,255 B 199,953 B 119,972
Expenses B 100,357 B 260,929 B 300,068 B 180,041 B 108,025
FCF B 11,099 B 28,858 B 33,187 B 19,912 B 11,947
PV B 9,946 B 23,174 B 23,882 B 12,841 B 6,904
NPV B 76,748
Influencer Marketing
Revenue B 71,822 B 186,737 B 214,747 B 128,848 B 77,309
Expenses B 63,479 B 165,046 B 189,803 B 113,882 B 68,329
FCF B 8,342 B 21,690 B 24,944 B 14,966 B 8,980
PV B 7,476 B 17,418 B 17,950 B 9,651 B 5,189
NPV B 57,684
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LazHome and Brand Marketing Summary

LazHome
Revenue
CAPEX
Expenses
FCF

PV

NPV

Brand Marketing
Revenue

CAPEX

Expenses

FCF

PV

NPV

31/12/2020

B 30,004
B 28,413
B 22,203
B 20,612
B 18,471
B 48,075

40,916

31,468
9,447
8,466

58,795

5 & & & o &

«9 9 9 9 9

o o o & 9

31/12/2021
51,007
| 4
37,625

13,382
10,746

53,190
40,909

12,281
9,862
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31/12/2022
79,061
4
58,221

20,839
14,997

69,147

53,181
15,966
11,489

w9 9 9 e e

= e e . e

31/12/2023

110,685

_ | 4
81,459
29,226
18,847

89,891

69,136
20,755
13,385

« & W 9 e

< 9o 0 9 W

31/12/2024

143,891
105,897
37,994
21,956

116,859
89,877
26,982
15,593

Lazada



Revenue Impacts and Market Share Lazada

31/12/2020 31/12/2021 31/12/2022 31/12/2023 31/12/2024
Lazada Thailand Revenue
Unadjusted Thailand Revenue B 23,380,300 B 29,459,178 B 37,118564 B 46,769,391 B 58,929,433
New Revenue B 531,021 B 986,079 B 1,278,229 B 1,307,621 B 1,495,188
New Total Revenue B 23,911,321 B 30,445,257 B 38,396,794 B 48,077,012 B 60,424,621
Revenue Increase 2.27% 3.35% 3.44% 2.80% 2.54%
Lazada Home and Living Revenue
Unadjusted Thailand Revenue B 4,250,964 B 5,356,214 B 6,748,830 B 8,503,526 B 10,714,442
New Revenue B 531,021 B 986,079 B 1,278,229 B 1,307,621 B 1,495,188
New Total Revenue B 4,781,984 B 6,342,293 B 8,027,059 B 9,811,146 B 12,209,631
Revenue Increase 12.49% 18.41% 18.94% 15.38% 13.95%
Market Share
Market Size B 12,526,976 B 15,533,450 B 21,372,890 B 26,502,384 B 32,862,956
Total Revenue B 2,401,445 B 3,342,813 B 4,247,714 B 5,049,172 B 6,209,543
Market Share 19.17% 21.52% 19.87% 19.05% 18.90%
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NPV Waterfall Lazada

8400

B350

B300
NPV
hes0 Free Returns 'S 15,074.08
Customer Experience 'S 83,772.00
8200 Social Media Marketing ’'s 76,747.58
Influencer Marketing s 57,684.40
5150 LazHome ¥s  48,074.79
Brand Marketing S  58,794.72
oo Total $ 340,147.57
B50

B-
Customer Experience Influencer Marketing Brand Marketing
Free Returns Social Media Marketing LazHome Total
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LazMall MVP Revenue and Overall Market Sizing Lazada
Lazada Home and Living 2021 2022 2023 2024 2025
Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands
Assumptions
WACC 11.59%
Exchange Rate 31.57
Revenue
Alibaba International Commerce Customers 180000
Lazada Customers (Alibaba FY20 Report) 70000
Proportion 39%
Alibaba International Commerce Revenue B 108,442,950 B 136,638,117 B 172,164,027 B 216,926,675 B 273,327,610 B 344,392,789
Growth Rate 26%
Lazada Revenue B 42,172,258 B 53,137,046 B 66,952,677 B 84,360,373 B 106,294,071 B 133,930,529
Home and Living Proportion 8%
Lazada Home and Living Base Revenue B 4,250,964 B 5,356,214 B 6,748,830 B 8,503,526 B 10,714,442
Lazada Active Users 100000
Lazada Thailand Users (NationalThailand) 44000
Thailand Proportion 44%
Lazada Thailand Home and Living Base Revenue B 1,870,424 B 2,356,734 B 2,969,485 B 3,741,551 B 4,714,355
Thailand Home and Living E-Commerce Market Size B 10,102,400 B 12,526,976.00 B 15,533,450.24 B 21,372,890.00 B 26,502,383.60 B 32,862,955.66
Growth Rate 24%
Lazada Thailand Home and Living Base Market Share 15% 15% 14% 14% 14%
Customer Experience Revenue
Lazada Thailand Home and Living Base Revenue B 1,870,424 B 2,356,734 B 2,969,485 B 3,741,551 B 4,714,355
Revenue Improvement from Better CX (Mckinsey) 12% 5% 7% 10% 11% 12%
CX Incremental Revenue B 89,780 B 169,685 B 285,071 B 404,088 B 565,723
Free Returns Revenue
Lazada Thailand Home and Living Base Revenue B 1,870,424 B 2,356,734 B 2,969,485 B 3,741,551 B 4,714,355
Revenue Improvement from Free Returns Offered 10%
Free Returns Incremental Revenue B 187,042 B 235,673 B 296,949 B 374,155 B 471,435
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Social Media and Influencer Marketing Revenue Lazada

Lazada Home and Living 2021 2022 2023 2024

Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands

Social Media Marketing Revenue

Thailand Population 69,430

Thailand Social Media Users 52,000

Thailand Social Media Penetration 75%

Thailand Millenial Population 14,400

Thailand Millenial Social Media Users 10,785

% Reached Weekly 18%

Cannibalisation 20%

Target Market Weekly Impressions 1,553

Annual Target Market Impressions 80,758

Click Through Rate 2.98%

Annual Clicks 2,407 1,203 3,129 3,598 2,159 1,295
Conversion Rate 3.26%

Sales Generated 78 39 102 117 70 42
Average Transaction Value B 2,841

Social Media Advertisement Marketing Revenue B 111,457 B 289,787 B 333,255 B 199,953 B 119,972
Growth Rate 30% 30% 15% -40% -40%

Influencer Marketing

Influencers Engaged 140

Cost Per Influencer 157.85

Amount Spent on Influencer Marketing B 22,099 B 11,050 B 28,729 B 33,038 B 19,823 B 11,894
Revenue Per THB Spent on Influencer Marketing B 6.5

Influencer Marketing Revenue B 71,822 B 186,737 B 214,747 B 128,848 B 77,309
Growth Rate 30% 30% 15% -40% -40%
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LazHome and Brand Marketing Revenue Lazada

Lazada Home and Living 2021 2022 2023 2024 2025

Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands

LazHome Game Revenue

Lazada Thailand Users 44000
Thailand Millenial Gamer Proportion (TechSauce) 32%
Interested in Lazhome 0.25%
Interest to Player Conversion 30.0%
LazHome PlayerBase 11 11 18 28 39 51
Revenue per Player B 2,841
Lazhome Revenue B 30,004 B 51,007 B 79,061 B 110,685 B 143,891
LazHome Player Growth Rate 70% 70% 55% 40% 30%
Brand Marketing
Lazada Brands 4000
Lazada Home and Living Brands 320
Thailand Revenue Per Brand B 5,845
Brands Contacted 400
Brands Converted 1.75%
New Brands 4
Brand Marketing Revenue B 40,916 B 53,190 B 69,147 B 89,801 B 116,859
Brand Marketing Growth Rate 30%
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Revenue Summary Lazada

Lazada Home and Living 2021 2022 2023 2024 2025

Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands

CX Incremental Revenue B 89,780 B 169,685 B 285,071 B 404,088 B 565,723
Free Returns Incremental Revenue B 187,042 B 235,673 B 296,949 B 374,155 B 471,435
Social Media Advertisement Marketing Revenue B 111,457 B 289,787 B 333,255 B 199,953 B 119,972
Influencer Marketing Revenue B 71,822 B 186,737 B 214,747 B 128,848 B 77,309
Lazhome Revenue B 30,004 B 51,007 B 79,061 B 110,685 B 143,891
Brand Marketing Revenue B 40,916 B 53,190 B 69,147 B 89,891 B 116,859
Incremental Revenue B 531,021 B 986,079 B 1,278,229 B 1,307,621 B 1,495,188
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CAPEX Summary Lazada

Lazada Home and Living 2021 2022 2023 2024 2025
Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands
CAPEX
Lazada AR Development Cost B 142,065
Lazada Review Framework Redevelopment B 18,942
LazHome Development Cost B 28,413
Total CAPEX B 189,420 B - B - B - B -
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Fixed Opex including Wages, Rent, Coupons, Social Media Marketing and Influencer Marketing Lazada
Lazada Home and Living 2021 2022 2023 2024 2025
Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands
Fixed OPEX
Wage of Developers B 100
Number of Developers 50 65 85 89 93
Developer Wages B 5,000 B 6,500 B 8,450 B 8,873 B 9,316
Brand Sales Team Wage B 80
Number of Sales Representatives 20 26 34 44 57
Brand Sales Team Wages B 1,600 B 2,080 B 2,704 B 3,515 B 4,570
Wage of Support Staff B 60
Number of Support Staff 50 58 66 76 87
Support Staff Wages B 3,000 B 3,450 B 3,068 B 4,563 B 5,247
Sqr Metre per Person 16
New Staff 120 149 184 209 238
Rent Per SQR Metre B 5.23
Rent B 627 B 776 B 964 B 1,091 B 1,242
Coupon Size B 1.50
Winners Per Month 200
Coupon Payments B 300 B 390 B 507 B 659 B 857
Annual Clicks 1,203 3,129 3,508 2,159 1,295
Cost Per Click B 16
Social Media Marketing Expense B 18,994 B 49,384 B 56,792 B 34,075 B 20,445
Influencers Engaged 200
Cost Per Influencer B 158
Influencer Marketing Spend B 11,050 B 28,729 B 33,038 B 19,823 B 11,894
Social Media Marketing Expense 3] 18,994 B 49,384 B 56,792 B 34,075 B 20,445
Influencer Marketing Spend B 11,050 8 28,729 B 33,038 B 19,823 B 11,894
Coupon Payment B 300 B 390 B 507 B 659 B 857
Wages B 9,600 B 12,030 B 15,122 B 16,950 B 19,133
Rent B 627 B 776 B 964 B 1,091 B 1,242
Total Fixed OPEX B 40,571 B 91,309 B 106,422 B 72,598 B 53,571
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Variable Opex including additional return expenses and NPV Summary Lazada

Lazada Home and Living 2021 2022 2023 2024 2025
Baht Thousands Baht Thousands Baht Thousands Baht Thousands Baht Thousands

Variable OPEX

Cost of Revenue 55% B 292,061 B 542,343 B 703,026 B 719,191 B 822,354

Exisiting % of Sales Returned 10%

Global % of Sales returned due to change of mind 18%

% of Sales Returned including Change of Mind 12.2%

Shipping Cost % of Sales 3.0%

New Return Expense % 12.6%

Additional free returns expense 2.6% B 47,901 B 60,355 B 76,048 B 95,820 B 120,733

Product Development Expenses 9.00% B 47,792 B 88,747 B 115,041 B 117,686 B 134,567

Sales and Marketing Expenses 4.00% B 21,241 B 39,443 B 51,129 B 52,305 B 59,808

General and Admin Expenses 5.00% B 26,551 B 49,304 B 63,911 B 65,381 B 74,759

Total Variable OPEX B 435,546 B 780,193 B 1,009,155 B 1,050,383 B 1,212,221

Net Income B 54,904 B 114,577 B 162,652 B 184,639 B 229,396

FCF -B 134,516 B 114,577 B 162,652 B 184,639 B 229,396

Cumulative Cash Flow -B 134,516.09 -B 19,939.20 B 142,712.67 B 327,351.90 B 556,748.39

PV -B 120,543 B 92,010 B 117,048 B 119,068 B 132,565

v B 4,348,611

5Y NPV ) 340,148

NPV B 4,688,759
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WACKC Sensitivity Analysis Lazada

WACC Sensitivity Analysis
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Return Revenue, Customer Experience, Cost Per Click and Social Media Reach Sensitivity Analysis Lazada

Revenue Improvement from Free Returns Offered
B 340,148 6.94% 8.33% 10.00% 12.00% 14.40%

315426 B

Revenue Improvement from Better CX (Mcl

% Reached Weekly
] 340,148 12.50% 15.00% 18% 21.60% 25.92%
B 22.73 ' 282,360 B 319,074 B
B 18.94 313,880 B
Cost Per Click B 15.79 @ 340,148 B
B 13.15 B 362,037 B
B 10.96 B 320,309 B 347,567 B 380,278
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Influencer Return, Lazhome Player Conversion, Product Returns and Brand Conversion Sensitivity .
Analysis Lazada

Interest to Player Conversion

340,148
4.51
5.42
6.50
7.80 B
9.36

Revenue Per THB Spent on Influencer Mark

w@ o W o W .

B 340,148
26%
22% | |
Global % of Sales returned due to change o 18%
15% 376,758 B 383,217 B
13% | 404, /45 825,720
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