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Cross-border export e-commerce concept: Through the e-commerce platform, export trade information display, customer communication and transaction processes are online to achieve cross-border sales and transaction business activities. It

mainly includes B2C (cross-border export enterprises directly provide goods and services to individual consumers) and B2B (cross-border export enterprises conduct business-to-business commercial activities with overseas purchasing

enterprises) models.

China’s cross-border e-commerce industry

Source: Independent research and drawing by iResearch Consulting Research Institute.
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Cause: Global economic development has been under downward pressure in recent years. Import and export trade has been affected by multiple factors such as epidemic control, supply chain crises,

geopolitical disputes, and regional protectionism. However, due to the high costs of anti-globalization, countries and regions around the world have The prospect of trading goods and services based

ABSTRACTS

on comparative advantages is still promising. At the same time, the restriction of offline channels during the epidemic has also accelerated the popularity of online transactions, further promoting the

increase in the penetration rate of global e-commerce. With the upgrading of industrial structure, policy encouragement and technological progress, my country's cross-border export e-commerce has

S U m m a y ushered in new development opportunities.

Current situation: The industry has experienced an evolution from building information platforms, developing transaction services, improving service chains to ecological development. Currently,
with the continuous improvement of compliance and supporting systems, the industry has officially entered a stage of high-quality development. Major platforms and service providers are increasing
their efforts to integrate resources, improve the convenience of cross-border export business, and promote the healthy and orderly development of the industry. Despite being affected by multiple
adverse factors, the cross-border export e-commerce industry still achieved a year-on-year positive growth of 9.4% in 2022, reaching a scale of 6.6 trillion yuan. It is expected that the industry will

maintain a steady and progressive development trend in the future, with transaction scale It is also expected to usher in new breakthroughs.

Players:
-Platform side: The advantages of third-party and self-operated platforms complement each other. The rising traffic cost of third-party platforms and the prevalence of emerging social media marketing

are good for the development of self-operated platforms. Leading cross-border sellers with a certain user base generally prefer multi-channel layout. . -

Brand owners: From going overseas in the form of industry and trade integration to going overseas in the form of brand power, each brand owner continues to strengthen its digital capabilities, accelerate

the integration of supply chains, and enhance brand influence. -Service

providers: Service providers use their own capabilities to help cross-border enterprises complete and optimize their business chains. The close supply and demand relationship between external

service providers and cross-border sellers accelerates the construction of the industry ecosystem and creates more value for the healthy development of the industry.

Category
- Cross-border export B2C: The hot-selling categories are traditional export advantage products such as apparel and footwear, 3C electronics and home furnishings. Outdoor and beauty products will
benefit from healthy living habits and spillover effects from the industrial chain and will also usher in new growth. In addition, maternal and infant, pet, wig and other categories will also show certain

growth. -Cross-border export B2B: Backed by the

advantages of manufacturing, tools and equipment, light industrial textiles and home products are at a high level and will remain stable in the short term. From a long-term perspective, based on
comprehensive consideration of policy development orientation and industry structure change trends, new energy Auto parts and outdoor energy storage products are expected to become emerging

potential categories and find new market opportunities in overseas regions with underdeveloped energy sources. At the same time, both B2C and B2B export products

are showing a branding trend. The increase in branding rate will not only drive the transformation of the industrial chain, but also help promote the profitability optimization and refined management

capabilities of cross-border enterprises.




Region:

-Export location: China's cross-border e-commerce industry clusters are mainly located in the southeastern coastal areas close to industrial belts and with high export activity, aiming to quickly
A B ST RACTS respond to market demand through the "front store and back factory" model. At present, the country is actively establishing cross-border e-commerce comprehensive pilot zones around
industrial clusters to promote regional resource integration and the construction of supporting facilities, provide a variety of services for cross-border sellers to "go global”, improve cross-

border export efficiency, and help high-quality new foreign trade formats

Summary

develop. -Destination: Mature markets such as Europe and the United States are still the main targets of Chinese cross-border sellers. With the implementation of relevant free trade
agreements and the "Regional Comprehensive Economic Partnership Agreement" policies, emerging markets such as Southeast Asia, Latin America, and the Middle East have gradually

become cross-border sellers. A new round of "nuggets", my country's trading partners tend to be diversified.

T e

Trends: -

Diversification of cross-border platforms: Competition on the overseas track has become increasingly fierce, and the characteristics of diversified types of platform players and differentiated
layouts have also begun to emerge , providing cross-border sellers

with more channel choices. -Multi-channel layout for sellers: Affected by stricter platform compliance and uncertainty in market policies, sellers will tend to have a multi-channel layout to spread
risks. At the same time, offline and emerging media will also become the focus and planned expansion of the seller group. core channels to deepen localized service capabilities and expand

traffic entrances. - Commodities drive service exports: Product

branding and merchant multi-platform development have highlighted the importance of refined operations. Cross-border sellers " increased demand for various value-added services such as

marketing, finance, and supply chain has directly promoted cross-border e-commerce. Serve the development of ecology. - Platform service chain extension: By combining internal

and external strategies to improve the ecological layout, leading platforms will maintain this business strategy in the future and accelerate chain expansion. Emerging players will also follow
the pace of leading players in ecological development as their business maturity increases. Optimize the layout and enhance competitiveness and monetization capabilities. - Deepening of
cross-border services: The autonomy and

resilience of my country's cross-border services need to be further enhanced. The future path optimization direction will come from the construction or cooperation of overseas hardware
facilities and key nodes on the one hand, and from the construction of overseas hardware facilities and key nodes on the other hand. In-depth insight into user needs and mature application

of related technologies.
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Against the background of global economic pressure, the development of import and export trade has slowed down.

The total global GDP will reach US$89.7 trillion in 2022, with year-on-year growth slowing to 3.1%. According to the World Bank's forecast, global GDP growth will further decline to 2.1% in 2023.

Operating pressure increases. As a core component of the global economy, the total global import and export trade will reach 50.5 trillion U.S. dollars in 2022. Affected by the continued impact of the macroeconomic situation on both supply and demand,
Compared with the previous year, global import and export trade growth will slow down to 12.5% in 2022. In the environment where downward pressure on the global economy still exists in the future, there is room for development of import and export trade.
Although there will be some squeeze, due to the high cost of anti-globalization, trade flows between countries and regions will remain active in the future, and global import and export trade will still have certain capabilities.

development resilience.

Global GDP and growth rate from 2018 to 2022 Total global import and export trade from 2018 to 2022
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Source: World Bank, independent research and drawing by iResearch Institute. Source: WTO, independent research and drawing by iResearch Consulting Research Institute.
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The penetration rate of global e-commerce is steadily increasing, and the development prospects of e-commerce in most regions are promising.

Catalyzed by the COVID-19 epidemic and the rapid development of digital technology, global e-commerce penetration is expected to reach 20.3% in 2022, and retail sales are expected to increase from US$2.4 trillion in 2017 to 2022.

5.5 trillion US dollars in 2022, the global e-commerce market environment is steadily improving; observed by region, e-commerce retail sales in Southeast Asia, the Middle East & Africa and Latin America in 2022 are expected to grow at the same rate as

The penetration rate of mobile e-commerce is at double high, and the development prospects of e-commerce are bright. The penetration rate of mobile e-commerce in Central and Eastern Europe and North America is still low, but e-commerce retail sales are expected to grow at a high rate.
The development prospects of e-commerce are promising. iResearch believes that whether it is cross-border export B2B or B2C e-commerce, its purchasing behavior will be affected by the purchasing decision-maker. The development of overseas retail e-commerce

The strong momentum will create a new round of development opportunities for China’s cross-border export e-commerce.

Global e-commerce retail sales from 2017 to 2022 and Estimated e-commerce retail sales by region in 2022

E-commerce penetration rate Growth rate and mobile e-commerce penetration rate
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Note: Global e-commerce penetration rate = global e-commerce retail sales/global retail sales
Source: eMarketer, independent research and drawing by iResearch Consulting Research Institute. Source: eMarketer, independent research and drawing by iResearch Consulting Research Institute.
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Export trade is stable and improving, with Europe, the United States and RCEP member countries being the main exporting countries.

Factors such as the increase in local prices brought about by high inflation in Europe and the United States and the implementation of the Regional Comprehensive Economic Partnership (RCEP) policy have promoted the improvement of the competitiveness of Chinese goods. In 2022
China's export trade volume of goods continues to recover, reaching US$3.6 trillion, accounting for 57.0% of the total import and export trade, and the proportion of exports has steadily increased. In 2021, Europe, the United States and RCEP member states will be China

As the main destination country for China's exports of goods, China will build deeper cooperative relationships with major trading partners to further release the potential of overseas markets and maintain China's export trade.
growth resilience.

China’s goods export volume and its share from 2017 to 2022 China’s exports of goods to key destination countries in 2021

Proportion of exports Transaction volume and its proportion to total export volume
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- China’s export trade volume of goods to key destination countries (100 million U.S. dollars)

[N china’s goods export trade volume (billion US dollars) === Proportion of China’s goods export trade volume (%)
Note: RCEP member states include China, Australia, New Zealand, Japan, South Korea, Singapore, Malaysia,
Brunei, Thailand, Vietnam, Laos, Cambodia, Philippines, Indonesia, Myanmar

Source: National Bureau of Statistics, independent research and drawing by iResearch Consulting Research Institute. Source: National Bureau of Statistics, independent research and drawing by iResearch Consulting Research Institute.
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China's export products are moving towards high value-added, and brands have achieved initial results in going overseas.

The rise of China's digital economy has driven the increase in the complexity of export technology, further enhancing China's participation and division of labor in the global value chain. China's export industry chain has gradually extended to both
ends of the smile curve. In addition, digital technology has become increasingly mature, empowering the industry chain. Intelligence and collaboration will push the smile curve as a whole to move upward and flatten. In 2022, China's high-tech
product exports will account for 26.5% of goods exports, an increase of 9 percentage points compared with the beginning of China's accession to the WTO. The proportion of value-added export products is gradually increasing, and the profit

margins of cross-border export e-commerce are gradually opening up. In addition, due to the large expansion space and growth potential of overseas markets, many brands have begun to go overseas in recent years. The recognition and trust of

Chinese brands overseas are increasingly improving, providing sufficient growth space for cross-border export e-commerce.

Logical analysis of digital technology empowering the added value growth of China’s export products Proportion of overseas Chinese brand users saying they are familiar

A
with Chinese brands in March 2022
Prodyct added value . X
Saudi Arabia 69.7%
Becoming intelligen rative, and customized LCOEE service oriented
Indonesia
| -
>
: USA 36.7%
R&D design manufacturing Marketing service industry chain
Proportion of China’s high-tech product exports in 2001&2022
U.K. 33.3%
26.5%
17.5%
Japan 15.4%
2001 2022 | Proportion of overseas Chinese brand users who say they are familiar with Chinese brands (%)

1 Proportion of China’s high-tech product exports to goods exports (%)

Note: The data survey samples are overseas users who have experience using Chinese brands. Source:

Source: WTO, independent research and drawing by iResearch Consulting Research Institute. Obtained through overseas user survey in March 2022, independently researched and drawn by iResearch Consulting Research Institute.
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Support the healthy development of the cross-border export e-commerce industry from multiple dimensions such as taxation, logistics, marketing, supervision

and settlement

Various national departments continue to optimize cross-border export e-commerce policies to improve industry standards. At the tax level, they have introduced tariff policies to facilitate cross-border export e-commerce returns and exchanges. At the logistics level,
the state supports companies to speed up the layout of overseas warehouses and improve corporate exports . transportation channels, etc.; at the marketing level, the state encourages export companies to use digital technology to carry out overseas marketing
and promotion; at the regulatory level, China will replicate and promote supervision pilots at customs across the country; at the settlement level, encourage net settlement to reduce sellers’ capital occupation costs etc.; the above policy measures will provide good

institutional guarantee for the healthy development of the industry.

A review of policies related to China’'s cross-border export e-commerce

Publishing timeRublishing organization Policy name main content

"Announcement on Returned Goods for Cross-Border E-Commerce Exports” Exemption from Import Tariffs, Import Value-Added Tax, Consumption Tax, and Export Tax Policy for Returned Goods that Meet the Regulations and Export

January 2023 Ministry of Finance, etc.

Tax Policies" Policies for the development of e-commerce overseas warehouses will strengthen the support of export
credit insurance for the construction of overseas warehouses. The Ministry of Commerce's "Several Policies and Measures to Support the Stable Development of Foreign

Trade" in September 2022 will support the transportation of export goods from ware £ the il ion of measures to facilitate cross-border e-commerce Tax policy on export returns and exchanges for merchants "Digitalization helps the "three products" of the consumer goods

industry.

Digitalization helps "create brands", support cross-border e-commerce to carry out overseas marketing and promotion, and consolidate the action plan for enhancing the international competitiveness of Chinese brands

July 2022 Ministry of Industry and Information Technology, etc.
(2022-2025)" "The high-quality development of foreign trade in the "14th Five-Year Plan" supports

overseas warehouses to connect with the online comprehensive service platforms of various cross-border e-commerce comprehensive pilot zones and domestic and foreign e-commerce platforms to explore plans" Create an

November 2021 Ministry of Commerce
overseas smart logistics platform

Encourage traditional foreign trade companies and others to participate in the construction of overseas warehouses, improve the digitalization and intelligence of overseas
warehouses, promote small and medium-sized enterprises to borrow
State Council in .]uly 2021 ships to go overseas, and drive domestic brands and mass entrepreneurship and innovation products to expand international market space; support enterprises to
accelerate
"Opinions": layout overseas warehouses in key markets, improve global service network, and establish transportation and sales channels for Chinese brands

"About the replication and promotion of cross-border e-commerce in
customs across the country. In order to further promote the healthy and orderly development of cross-border e-commerce, on the basis of the existing pilot customs, the
General Administration of Customs in June 2021 ication and pi ion of cross-border e-commerce B2B in the
national customs business-to-business export supervision pilot Export Supervision Pilot

Announcement"
In order to improve the level of facilitation of foreign exchange receipts and payments for trade, enterprises engaged in cross-border e-commerce can use

the warehousing, logistics, taxation, etc. incurred outside the borders of the export goods in May 2020. Netting settlement of expenses and export payment reduces seller’s cost of capital occupation

Source: Official websites of relevant departments, independently researched and drawn by iResearch Consulting Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn

11



Machine Translated by Google

. TResearch
technological progress % @

Digital technology empowers full-link operations of cross-border export e-commerce

Under the trend of industrial digitalization, in response to the long and complex operation problems of cross-border export e-commerce, service providers with industry experience actively provide digital solutions to industry participants and solve the problems of cross-
border export e-commerce based on the advantages of digital technology. Addressing pain points in marketing, payment, logistics, customs clearance and other links, we are committed to improving the efficiency of full-ink operations and helping participants reduce

costs and increase efficiency.

China’s cross-border export e-commerce operation pain points and digital technology empowerment methods

Diversification of consumer groups: There are differences in the living habits and cultural concepts of overseas ) . o ) ) .
Intelligent recommendation: Use overseas digital marketing tools, such as Google Analytics, to track consumer behavior data,

consumers in different regions. It is difficult for cross-border sellers to accurately match the customer groups that .
sense consumer preferences and recommend personalized products to them

match their products, and they are prone to acclimatization.

Foreign exchange settlement risk: Against the background of unstable RMB exchange rate, if the sales payment Build a cross-border payment system: Connect the cross-border payment system with cooperative banks and e-commerce

of cross-border export e-commerce enterprises cannot be received in time, exchange settlement risk will arise. platforms, monitor the entire transaction process, realize the rapid arrival of sellers' funds, ensure that sellers can check the latest

exchange rates in a timely manner, and make foreign exchange settlement operations more efficient

Intelligent order consolidation: Based on platform monitoring, parcels can be intelligently i or proactively i to

High costs: Cross-border logistics costs involve many links such as transportation fees, warehousing fees, and

reduce sellers’ logistics costs. Full-ink collaboration: Use
customs

. - . . . B digital technology to connect multi-link data to form an end-to-end unified standardized logistics service . Intelligent warehousing:
declaration fees : international mainline transportation methods are diverse and involve multiple links such as

People Intelligent picking can be realized through
Iog isti customs clearance and last-mile distribution. There are many uncontrollable factors P gent pf 9 9

- . . R . machine-to-machine collaboration, and the interconnection of seller, warehousing and platform data can be realized based on
and low efficiency: overseas warehouse labor costs High, high error rate in picking operations, poor warehouse

- - . digital information systems to improve the convenience of sellers’ inventory management.
data monitoring and difficulty in remote management of sellers, etc.

The level of digitalization in the customs clearance process is low: The low level of digitalization highlights Full-link traceability: Create a "full-link traceability system” from order placement to customs declaration, track the original data of

the problem of information asymmetry in the customs clearance process, resulting in low efficiency in the customs

each link, achieve efficient customs and put bord i under all-round supervision

clearance of goods in the destination country. If the goods are detained or confiscated, the seller's losses will

increase.

Source : public information, iResearch Consulting Institute conducts independent research and drawing.

©2023.9 iResearch Inc. www.iresearch.com.cn
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At present, the industry has entered a three-dimensional development stage, and high-quality development is the core tone.

Over the past decades, my country's cross-border export e-commerce industry has experienced an evolution from building information platforms, developing transaction services, improving ecological chains, to pursuing three-dimensional development. At the beginning of

its development, the cross-border export B2B platform took the lead in exploring the business and profit model of information matching and transaction services; subsequently, the surge in business expansion needs of domestic cross-border export sellers further promoted the

prosperity of the platform and service provider market, and provided opportunities for subsequent sellers. Brand cultivation has laid a good foundation; finally, with the establishment of the compliance and standardization system, the industry has officially entered the stage

of high-quality development. Through the accumulation of experience in brand, channel, supply chain, marketing, etc. in the early stage, major platforms and services Businesses will strengthen resource integration to provide brand owners with more comprehensive one-

stop services, improve the convenience of cross-border export business, and promote the healthy and orderly development of the industry.

he era of information matching

1 the budding stage of the industry

Stage i Cross-bord platforms conduct

business in the form of information yellow pages, mainly providing

information matching services

Key events:

« Platforms such as Huicong.com, Global Sources,

Made in China, and Alibaba International

Station were established

The development history of China’s cross-border export e-commerce industry

Industry exploration

period, online trading era

Stage characteristics: The platform begins to develop

transaction services, and the profit model tends to be diversified.

Key events:

+ B2B-Dunhuang.com, Alibaba International Station, Made in
China, etc. began to develop profit models based on
transaction commissions, while collecting value-added

service income

+ B2C- The emergence of B2C companies such as Yibao, Lantingjishi, and

AliExpress

Rapid development

period, full-link online era

Stage characteristics: The rapid expansion of channels,
platforms and categories helps domestic sellers quickly open up
the international market, while independent websites enter the
growth stage; a number of key events for foreign trade service

companies

also emerged during this stage:

« Domestic sellers actively enter domestic and foreign cross-
border e-commerce platforms such as Alibaba

International Station, Amazon, and AliExpress

+ Service providers such as Shopify and independent website companies

such as Shein have entered the growth stage

! High-quality development

period and three-dimensional development era

Stage characteristics: Accelerate the construction of advantages in
brands, channels, supply chains, marketing, etc., and the resilience
of the ecosystem continues to strengthen, showing an all-round

and three-dimensional development trend.

I Key events:

« The country has increased multi-dimensional policy support for cross-border
foreign exchange settlement and sales, taxation, returns, tax rebates,
overseas warehouses, intellectual property rights, etc., and actively

improved the level of cross-border trade facilitation.

« Leading cross-border e-commerce platforms pay more attention to brand
cultivation and actively provide sellers with one-stop foreign trade supply

chain services

1992 2004 2012 Source: Ministry of Commerce's “China's Cross-Border E

Export Compl D Report", public r

drawn by iResearch Consulting

arched and

A\ 4

2020
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Leading by the trend of refined development, the future volume is expected to usher in new breakthroughs

Between 2017 and 2021, the scale of China's cross-border export e-commerce industry continued to maintain a year-on-year growth rate of more than 20%. Superimposed on the ing effect of the epi ic on the online consumption of consumers around the world,
In 2021, the scale of the cross-border export e-commerce industry has exceeded 6 trillion yuan. In 2022, due to the comprehensive impact of factors such as supply chain pressure caused by partial lockdowns and changes in the international situation, cross-border exports will
The marginal growth rate of the export e-commerce industry has been setback, but it still achieved a year-on-year positive growth of 9.4% throughout the year, and its scale reached 6.6 trillion yuan. iResearch expects that with the economic recovery in the next three years, the industry will

The marginal growth rate of the industry will gradually recover and achieve steady and progressive development with an average annual compound growth rate of 16.4%, exceeding 10 trillion yuan by 2025.

Scale and growth rate of China’s cross-border export e-commerce industry from 2017 to 2025

Moving towards the stage of high-quality development

CAGR=25.1% = 9
| 0 | CAGR=16.4% ]

24.4% 28.2% 32.4% 26.9% 29.8% )
N 19.7% 15.2% 14.3%

9.4% 9.1
7.9

10.4

2017 2018 2019 2020 2021 2022 2023e 2024e 2025e

L China’s cross-border export e-commerce industry market size (trillion yuan) D Growth rate (%)

Source: General Administration of Customs, expert interviews, public information, independent calculation research and drawing by iResearch Consulting Research Institute.

TResearch
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B2B industry accounts for nearly 70% of the scale, and the development of new markets has boosted the rapid development of B2C

If the scale is split according to transaction attributes, it can be found that cross-border export B2B e-commerce has always been the major provider of industry scale, accounting for about 70%. At the same time, cross-border export B2B

The e-commerce industry has high barriers to entry. Compared with retail, it requires heavier resource investment to acquire corporate customer resources, and it also takes longer to accumulate information and channel layout.

The future development trend of cross-border export B2B e-commerce will be relatively stable, and the main markets will still be concentrated in relatively mature European and American regions. Cross-border export B2C e-commerce will also usher in rapid
development, on the one hand, the reason is that the B2C industry is more directly affected by the consumer side, and market expansion in emerging countries and regions will more easily bring new transaction increments; on the other hand, it is due to

Due to the fragmentation of orders and the intensification of platform competition, many small B merchants and new entrepreneurs will also shift their small batch purchases to retail platforms, which will promote cross-border exports.

The i of the B2C market has i

China’s cross-border export e-commerce B2B & B2C distribution from 2017 to 2025

2017 2018 2019 2020 2021 2022 2023e 2024e 2025e
. Proportion of B2C e-commerce (%) . Proportion of B2B e-commerce (%)
Source: expert il , public il ion, il Research Institute’s independent calculation research and drawing.
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According to the operating model, it is divided into third-party open platform and self-operated platform.

According to the classification of operating models, China's cross-border export e-commerce can be divided into third-party open platforms and self-operated platforms. The classification standard is that self-operated platforms have their own
products and cargo rights. It is less difficult for brands to enter a third-party open platform than to establish a self-operated platform, but they need to strictly abide by the platform rules and reasonably choose the corresponding third-party open
platform based on their own advantages; a self-operated platform is a brand owner Building a self-built independent website for product sales has high operating autonomy and the products have certain brand power, but it has higher requirements

on its own capital flow, customer base and market education capabilities.

Comparison of differences between China's cross-border export e-commerce third-party open platforms and self-operated platforms

Third-party open platform Self-operated platform (independent station)

Provide an online trading mall for settled cross-border sellers, integrate logistics and payment platforms to produce or buy out goods for sale in with q , and independently determine marketing, payment and logistics solutions and
definition
operations and other service resources

The platform infrastructure is complete. Cross-border sellers only need to master the basic skills of opening a store. Sellers need to operate the platform independently and find payment and logistics service providers independently. The threshold for
Operational difficulty
professionalism is low and the threshold for professionalism is high.

Early stage: It can obtain traffic and achieve rapid conversion based on the huge user group of third-party open platforms.

Early stage: It is difficult to attract traffic and requires certain brand ing and { ilities. Later stage: Sellers are limited by the difficulty of obtaining buyer data, which leads to The later stage of building a private domain : through the end
Difficulty in obtaining traffic
customer data accumulated by itself, it becomes more difficult to maintain the traffic pool for private domain customers.

The autonomy is low. Third-party open platforms have many and strict rules. Sellers have high autonomy. Sellers can adjust their business models according to their own needs. For example, if the pricing strategy does not comply with the platform rules for

operational autonomy
store operation, they will face the risk of account closure and Marketing strategy etc.

Product Types and Quality The product categories span a wide range and SKUs are abundant, making it difficult to control product quality. It is difficult to cover all categories, streamline SKUs, and have a high level of product branding

Sellers on the Amazon platform are relatively strong. Sellers on self-operated platforms such as eBay, Wish, and TikTok have
relatively high capital flows, strong customer bases, and market education. They are mainly small and medium-sized entrepreneurial sellers.

Seller group characteristics Sellers with stronger TEMU and SHEIN Marketplaces need to Customers of the Amazon platform with flexible supply chain
capabilities are mostly

European and American middle-class groups, while platforms

such as eBay, Wish and TikTok mainly target price-sensitive consumer groups.
Buyer group characteristics Customers have low price sensitivity and strong brand awareness

Source: public information, independent research and drawing by iResearch Consulting Research Institute
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Main players-platform parties
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The proportion of self-operated platforms is on the rise, and the demand for self-operated platforms from B2C brands is more significant.

Overall, the scale of China's cross-border export e-commerce self-operated platforms will account for 13.3% of the total scale in 2022, and will increase to 16.7% in 2025. The proportion of self-operated platforms is showing an upward trend. From a B2B perspective, the scale of B2B
self-operated platforms will account for 8% in 2022. As overseas buyers become younger, buyers tend to use social media channels to reach domestic brands, catalyzing the self-operated operations of domestic B2B sellers. The penetration rate of self-operated platforms has further

increased, and the scale of B2B self-operated platforms is expected to reach 10% in 2025; from a B2C perspective, the scale of B2C self-operated platforms will account for 24.5% in 2022. Although traffic costs continue to rise, some B2C Self-operated platforms are closed, but leading

brands with strong bilities still tend to ly reach the brand's target groups through social media channels to continuously increase sales scale, and cultivate mature cross-border sellers through third-party open platforms In order to enhance brand influence, self-operated

platforms will be gradually deployed. The proportion of B2C self-operated platforms is expected to reach 30% in 2025, an increase of 5.5 percentage points compared with 2022. The growth rate is higher than that of B2B self-operated platforms. Magnitude of change.

Proportion of the scale of China’s cross-border export e-commerce self-operated platforms to the total scale in 2022&2025

16.7% The scale of B2B self-operated

platforms accounts (o1 approximately
The scale of B2B self-operated

13.3%

9
platforms accounts o1 approximaiely 10.0% of the total scale of B2B

8.0% of the total scale of B2B

The scale of B2C self-operated
The scale of B2C self-operated platforms accounts ‘o1 approximately

platforms accounts for approximately 30.0% of the total B2C scale.

24.5% of the total B2C scale.

2022 2025e

| Proportion of the scale of China's cross-border export e-commerce self-operated platforms to the total scale (%)

Note: The statistical caliber of the scale and total scale of China's -border export If-ope d platforms are ion volume.

Source: Expert interviews, public information, independent research and drawings by iResearch Consulting Research Institute

©2023.9 iResearch Inc. www.iresearch.com.cn

TResearch

]

19



Machine Translated by Google

Key players — brands

Originated from a foreign trade factory, it has gone through the product orientation period and the brand building period, and gradually moved towards the brand intensive cultivation period.

From 1992 to 2003, brand owners took advantage of the dividends of China's manufacturing industry and went overseas in the form of industry and trade integration; from 2004 to 2012, as Chinese sellers settled on e-commerce platforms such as eBay and Amazon, B2C

brands emerged in large numbers, and most of them used the consignment model to sell high-quality products. Cost-effective products; from 2013 to 2018, brand owners began to pay attention to product research and development. In 2017, Amazon launched a brand

registration plan, which accelerated the process of Chinese sellers’ own brand construction; after 2019, domestic digital technology applications have become more mature, and Amazon will continue to rectify them in 2021 Due to the phenomenon of poor platforms, various

brands continue to strengthen their digital capabilities, accelerate the integration of supply chains, and build higher brand barriers. China's cross-border export e-commerce brands are entering a period of intensive brand cultivation.

Foreign trade factory period (1992-2003) Product orientation pq

Schematic diagram of the process of Chinese cross-border brands going overseas

(2004-2012) Brand building period (2013-2018) Brand intensive ci

ion period (2019-present)

Brand characteristics

In the dividend period of China's manufacturing industry, most

brand owners are foreign trade factories, that is, the business

model is the integration of industry and trade, and they

are mainly engaged in ToB trade.

Relying on China's supply chain advantages and the rise of

cross-border e-commerce platforms, B2C brand owners have

emerged. Brand owners pay more attention to cost-effective

products and mostly operate under the consignment model

with the majority being sellers of general products

Brand owners have i

their self-research capabilities and started building their own

brands based on self-developed products . Some general

product sellers have begun to shift to a boutique model.

inR&D to

Brand owners are gradually building higher brand

barriers, i

optimizing and iterating product designs, and providing

consumers with comprehensive services.

fullink digital

Innovations &

Anker *

2011: The company was established,

purchasing goods from foundries and

selling them as OEM

2012: The first self-developed
ultra-thin mobile power supply is

launched on the market

2016: Layout the research and development

of intelligent hardware and other products

2021: Won multiple design
awards, such as Japan Good

Design Award

2022: Explore consumer
needs and launch innovative

products such as 3D printing
.

) ! 2012: The company was established and 2016: Establish a strategy to deepen 2018: Self-developed flexible 2019: Strengthen full-link digital capabilities, supply chain
Key nodes in the
' E ﬂ m i_ﬁ acquired the initial customer base through the development of brand clothing clothing supply chain system to integration capabilities and brand operation capabilities
overseas journey of
) saivan Tives 2 distribution model, strengthen self-research capabilties
. e B
typical cross-border brand: o
[ oTTTTmm e Y e e
1 .
: 2007: The predecessor of the | : h I 2010: The company was established and 2016: Set up a product R&D 2018: Create a style furniture 2020: Multiple works 2021: The company plans to build a R&D and design
[ ]
i - % ! X g/
: company was founded and i [A \ entered the online home furnishing and design team to develop brand and pet home brand center that won the German Red Dot Institutional Design Award and the
1 .
]
1 mainly engaged in ToB trade. : SONGMICSHOME track with promising market prospects. products by ourselves “Contemporary Good Design Award" to accelerate digital operations.
i | B
e PR TTL S b P B
: i 2005: Transformation into linear : : 3 g N
2002: The company was established, 2010: Self-owned brands 2013: Start global layout and 2016: The company's own 2022: Own brand FlexiSpot selected
%%RLOETEK engaged in simple processing and drive technology ergonomic realize domestic online sales and  develop linear drive technology brand FlexiSpot independent BrandZ Top 50 Chinese Global Brands
export trade products operate in M2C mode website is launched
2
>

Source: public information, independent research and drawing by iResearch Consulting Research Institute
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Main players - service providers
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Based on their own advantages, service providers fully empower the industry's operating chain and accelerate the co-construction of the ecosystem.

The cross-border export e-commerce operation chain is long and involves many intermediate links. It is difficult for cross-border sellers to achieve refined, full-link and in-depth business operations by relying on their own capabilities. Tools,

Marketing, logistics and financial service providers can combine their own ad to help cross-border sellers and optimize their business chains, provide them with relevant solutions, and thereby improve their output.

mouth efficiency. The close supply and demand relationship between external service providers and cross-border sellers accelerates the construction of the industry ecosystem and creates more value for the healthy development of the industry.

China's cross-border export e-commerce operation chain and service provider empowerment links and directions

yProduct procurement yProduct warehousing yProduct sales yProduct promotion yProduct delivery yProduct delivery

Cross-border

exit _— .
Electronic business platiorm Acquisition/receipt
Procurement from production Domesti Brand Promotion First leg/last leg delivery
E-commerce
business social media platform Foreign exchange sefflement/sales.
Overseas warehou
chain .
Finished product procurement (Nt 0 b shipped o overseas warehouse i achance) Channel expansion Customs clearance
independent station Tax filing/payment

Service links and key empowerment directions of various types of service providers

ERP/CRM and other tool service providers Marketing service provider Logistics service provider Financial service provider

Serve
link
Link y: Procurement supplier management, etc. Step 1: Product selection before purchasing, etc. Link y: T ion of raw ials/finis products, etc. Link §: Supply chain finance, etc.
focus
Step 2: Inventory management, etc. Step 3: Store/social media/independent station operation, etc.  Link y: Order management, inbound and outbound management, etc. Step y: Cross-border payment, etc.
Empower
Link §: Customer management, order processing, etc. Link §: Advertising management, content marketing, Link y: i freight ing, i ion serviceLink y: Foreign card acquiring, overseas collection, settlement
direction
Step 5: Logistics tracking, transportation optimization, etc. ~ Customer lead management, on-site and off-site promotion, etc. services, overseas distribution, transportati and tracking, etc.  Foreign exchange/sale of foreign exchange, tax filing verification, etc.

Source: public information, independent research and drawing by iResearch Consulting Research Institute
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Industry chain map

X ® B8
China’s cross-border export e-commerce industry chain map
Brand/Manufacturer B2B third-party open platform B2B self-operated platform
@ ® Pick
=~ DERY TS ifh [l ) MRERERD Made-in-China.cor -7 -
Anker .. - gu%n‘;!‘uﬁ amazonbusiness Alibaba.com hEHEM ,4 8!$.Qﬂcgercom o
Innovations ® ~ ol Madaritle £ oy omari Syppii HEAVEN GIFTS

e lobalzsources & TRADE ; . >@
g{;%g&ﬁ jaEﬁg DH £ g FERER | 05 VM'“H’I‘?Q“’!“S"E”‘I EVE rfﬁ Hf,]— lf?')’! -
FHKIOCTEK  ZIBUYU

B2C third-party open platform B2C self-operated platform

UGREEN fRl#Xx BESTEK

s ) ERRM 1 i Gearbest =
eun © RRRE amazon AliExpress ebay SHEIN Llightfithebox o Gearbest -

-
baseusiE® wish QShopee @ Lozada TOMTOP ZAFUL OPatPaf

ERP/CRM and other tool manufacturers Marketing service provider Logistics service provider Financial service provider

o . i (, _— vl a AS i
OKKI (@it || TecBo20 Mestsocial | | () mpmmn “4\#z7v | | P Paypal  pingpong

©) ccane G TIRnIERP MURASEN ecer NI At\ anLian Pay s &%»b

popaya. aeEhe Coxalglobal

GOODCANG HEERER

EIR2F uNcxiNcsg| | () shopify Mmyyshop | | [Tl 24— | | SUNRATE 5B

Note: Each company is ranked in no particular order, and the companies shown in the picture are only representative companies in each field

Source: Expert interviews, public information, independent research and drawings by iResearch Consulting Research Institute
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B2C brands have higher profit margins than B2B brands, and there is a significant difference in the proportion of core costs and expenses between the two.

China's cross-border export e-commerce B2C brands have a pre-tax net profit margin of 25-30%, which is significantly higher than B2B brands. The highest cost for B2B brands is the cost of goods, which accounts for 50-60% of the transaction volume, while the cost of goods for B2C

brands accounts for 25-50%. This is an important reason for the low net profit margin of B2B brands. one of the reasons. In addition to the cost of goods, the proportion of platform service fees, marketing and promotion fees, transportation and warehousing fees of B2C brands are

basically larger than that of B2B brands. Among them, the difference in the proportion of transportation and warehousing fees is obvious, which is mainly due to the difference between the two . It is related to factors such as the volume of transportation and the mode of transportation

chosen.

0]

Dismantling analysis of the value chain of China's cross-border export e-commerce B2B and B2C brands in 2022

B2B brand owners’ core costs as a proportion of transaction volume

Product cost accounts for 50-60%

The pre-tax net profit

margin is about 15-20%

s

Platform service fee accounts for 5-8%

Marketing and promotion fees account for 8-12%

Transportation and warehousing fees account for 8-10%

B2C brand owners’ core costs as a proportion of transaction volume

The pre-tax net profit

margin is about 25-30%

Platform service fee accounts for 8-15%

Marketing and promotion fees account for 10-18%

Transportation and warehousing fees account for 20-28%

Source: Expert interviews, public information, independent research and drawings by iResearch Consulting Research Institute

e e e e o . P e . o e e e

Analysis on the differences between B2B and B2C value chain dismantling

yProportion of commodity cost: B2B > B2C. On the one hand, the main

category of cross-border export e-commerce B2B is tools and equipment, and the cost of raw materials is high; on the other hand,

some B2B products require and their ion i costs are high.

yProportion of platform service fees: B2B < B2C Some cross-border export e-
commerce B2B platforms do not charge commissions on transaction volume, but only charge platform entry/membership fees
and value-added service fees; in addition, the unit price of B2B products is higher. The commission ratio is relatively low, and the

commission ratio decreases step by step as the transaction size increases.

gProportion of marketing and promotion fees: B2B < B2C Usually, B2B
companies above the cross-border export scale have a stable customer base, and their online marketing needs are relatively

small, while the marketing budgets of small and medium-sized enterprises are relatively limited, resulting in a relatively small

of B2B's overall ing and ion fees. Low; while competition among B2C brands’ platforms to reach end

consumers is fierce, in-site traffic costs continue to rise, and independent sites need to acquire customers through higher traffic diversi

yTransportation and warehousing fee proportion: B2B<B2C
B2B products are mostly transported in batches and delivered to the destination country by sea at lower prices. After arriving
at the port, buyers mostly transport the goods directly to their own warehouses; while some B2C products are transported by

air, and B2C brands will involve the destination country. Warehousing fees and last-mile delivery fees, etc.

Research
ia

n costs
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Cross-border export B2B case-Amazon Business Shopping R

Innovate and develop DTB model and build core competitiveness with product + service matrix

Amazon Enterprise Shopping launched in China in 2017, deeply exploring the cross-border export B2B track, and innovatively proposed the DTB model in 2022, reducing the intermediate roles of importers, exporters, distributors, etc., and
helping domestic suppliers to reach more directly through digital channels . At the same time as overseas terminal enterprises and institutions, it also improves the procurement efficiency of demand parties in various stages and
categories, and reduces procurement costs. Amazon Business uses its extensive product reserves and intelligent tools covering the entire link to create a matrix integrating products and services, and continues to expand and deepen its
product and service capabilities around its core advantages of scale, digitalization and innovation, and consolidate Deepen competitiveness.

Schematic diagram of Amazon’s corporate purchasing business layout and core advantages

New foreign trade transaction chain

H L)
Manufacturer (Factory) > m—glm ]tu.l!'j!ﬂ DTB (Direct To Buyer) } Business users

amazon business
S—"
------------ core categories e [ Tool services “""""‘"'"""""‘"""""“'“"“""\\
(N /

\
N 3
§ . i
Five strategic categories « Inquiry Quotator « Bulk Sales Service * Corporate Product 1
« Opportunity Detector *+FBA |
@ g m g) 6 Price/Quantity Discount... « Integrated Buying System » :
S\ D .
4 1
. , Visualized Expenditure « Corporate Exclusive Price/ gty + Amazon firstleg logistics 1
MRO Industrial Products Office Supplies School Supplies Commercial Furniture + Product selection compass :
seller buygflusive Promotion... 1
1
Commercial IT Four Potentigl Categories :
1
. ion » i o + Dedicated cust 1
E] " Brand registration « Brand analysis « Brand « Compliance Reference « ACES ERP VAT edicated customer ]
1
= — Serve service » Official lecture I

ran " . a
1 protection « Brand promotion ComplianclN !
egration Services...

!‘ Commercial kitchen and hotel supplies scientific research Repair auto parts 9 + hall « Service provider network ;

\\ practice & medical care 7 ’

R e Se -7
Scal e Digitizing Innovative

new cross-border procurement model, covering various procurement needs y

yCovering 9 major sites around the world, including Europe, the United States, Japan and other yProvide buyers with online functions/tools such as integrated purchasing, visual

Optimized and innovative procurement: Use machine learning to meet different

major B2B e-commerce countries expenditures, supplier collections, and Business Prime

procurement expenditure goals and achieve automated procurement

. - . . o ¥ Provide sellers with online functions/ tools such as quotation management, bulk sales,
yReach 6 million+ high-quality corporate and institutional buyers around the world 4 g § Planned procurement: No longer sign deadlines and fixed prices for typical strategic

opportunity r i iated pricing, platform certification, _ o _
Core g procurement categories contracts to optimize resource allocation

¥ Global annual sales revenue is expected to reach US$35 billion in 2023 etc.

yLong tail procurement: collect a wide range of suppliers and integrate centralized

7 . N —— o yThrough digital intelligent operation tools and services, efficient interconnection of
§100 million+ products delivered to institutional customers within two days procurement §Visual procurement: help corporate customers of all sizes and verticals

procurement supply and demand high-quality ise pro
search for massive products in one stop and achieve procurement goals

Source: Company interviews, public information, independent research and drawings by iResearch Consulting Research Institute.
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Optimize supply chain services, product selection insights, branding and localization services to help Chinese sellers develop

in the long term

After nearly ten years of exploration and accumulation, Amazon Business has actively developed full-link services and products based on the needs and pain points of Chinese sellers, and has now reached more than 6 million corporate and
institutional buyers around the world. In 2023, Amazon Enterprise Shopping will continue to focus on the four business directions of supply chain services, product selection insights, branding, and localization services, continuously improve its full-

link service capabilities, and empower high-quality Chinese factories and brands to develop overseas sites.

Amazon's key business layout directions for enterprise shopping in 2023

' R i )
4 3 '
[ AGL (Amazon Cross-Border Logistics) } ’
P

Service category

SEND (Amazon Cross-Border Shipping Partner Program) 1 [ Industry Insights and Analysis B-side ProdlctFelecnon Business Opportunities Discussion ]
Logistics pide [
Provide sellers with stable and efficient cross-border logistics solutions . Tools
H
[ AMD (Amazon warehousing distribution network service provider) ] [ IRl PR I [ Iz D S ]
Supply chainservices Product selettign insights
u Help sellers solve warehousing and redundant inventory problems, etc., and provide Based on multi-faceted insights and digital intelligent tools, we provide sellers with product selection
Warehousing side

() intelligent inventory management solutions \suggesﬂons to further assist sellers in making product decisions.
L > K - J

' N
[ Manage Experimental Tools Seller I+ech1ive Tools ]
[ Localized industry community and salon

e )
Continuously optimize tools such as brand analysis to provide in-depth insights into the
learning and 1l cases for industry belts
effects of brand experiments and help sellers efficiently reach downstream buyers.
Brand building
[ Targeted resource support for sellers with different backgrounds ]
—
Launching incentive plans for global sites to optimize global
[ One-to-one strategic support ]
Brand byilding ., [ operations and management tools. Amazon will ] localizatjoh sefvices
continue to explore the development potential of sites around the world and use policies Carry out various types of Amazon corporate shopping activities in various industrial zones to promote high-
going overspas

and tools to improve sellers’ global operational efficiency.

quality factories and brands to connect with overseas corporate buyers /
. J/ " 4

Source: Public information, independent research and drawing by iResearch Consulting Research Institute.
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Examples of cross-border export brand solutions-Anker Innovation

A strong R&D base supports the brand’s multi-market, multi-channel, and multi-category layout strategy

Anker Innovation provides charging, smart innovation and wireless audio products to consumers around the world through online channels such as Amazon and independent websites and offline channels such as Walmart. company building
With a multi-dimensional R&D system, we continue to increase R&D investment, consolidate product technical barriers through self-developed core technologies, and use technical means to deeply serve consumers and capture consumer trends in a timely manner.

In 2022, the company obtained 103 invention patents and other research and development achievements. The strong research and development base supports the company's global layout and continuous expansion of emerging channels and new categories. 2022 Company
Total revenue reached 14.25 billion yuan, a year-on-year increase of 13.3%. It continues to occupy the minds of consumers with its own brand building, and has opened in 146+ countries and regions, with more than 120 million users.

Itis a typical example of China’s cross-border export brands.

Anker Innovation’s revenue structure and R&D base in 2022

multi-channel ...

multiple markets Multiple categories

Anke Innovation’s revenue and proportion by region in 2022 Revenue and proportion of each sales channel of Anker Innovation in 2022 Anker's innovative category distribution and revenue proportion in 2022
50.9% Charging products igi i i
19.9% 12.6% 5.4% 3.7% 7.6% 56.0% 33.7% ging [ Digital charging and peripheral products
5.6% 4.8%
725 79.7 Revenue accounted for 48.3% Home photovoltaic and energy storage products

| eufy smart home

48.0 Intelligent innovative productg

Nebula laser smart projection products

8.0 6.8 Revenue accounted for 30.8% \ .
| Others (such as 3D printer)

| wireless bluetooth headphones.

| billion, a year-on-year increase of 38.8% Smart Home Robotics Functional tools assist users in decision-making

i i i i . B . . Wireless audio products
North America Europe Japan Middle East Mainland China Others Amazon other third-party platform independent stations offline 3 ‘
| wireless bluetooth speaker
IS operaiing income (100 milion yuar) @@= proportion (%) I perating income (100 million yuan) @@= proportion (%) Revenue accounted for 19.8% audio glasses
— B — R& D results

I 1 T i 1 ¥

| Development Department i | i | i

| j § R&D investment in 2022 will reach 10.8 | Portable energy storage and household energy storage technology | ¥ Intelligent layout in Amazon’s main channel i |
L i

: R & D Center | | The company will obtain 103 inventions in 2022
|
|

Patents, 636 utility model patents,

design Center i N .
l | y The number of R&D personnel will reach 1820 in 2022 Based on multi-modal self-learning architecture ¥ Quantitative analysis based on VOC system
462 appearance patents authorized
| Software [_)e\fél_f)p_'_"e_m employees, as a proportion of total employees Home Security Al System Analyze user feedback information
| Product testing department ; 50.4% L e

Source: 2022 company annual report, company official website, independent research and drawing by iResearch Consulting Research Institute
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Cross-border export service provider case-Xiaoman Technology

Committed to providing full-process & diversified solutions for cross-border export enterprises

Since its establishment, Xiaoman Technology has always focused on the field of foreign trade SaaS. Through the upgrading and innovation of technology and service capabilities, it has gradually built a service product matrix covering the entire business process of cross-
border exports. In 2023, Xiaoman Technology will be upgraded to a foreign trade business intelligent workbench. Through its lead development, customer management, business analysis and independent station tools, it will integrate Al into its products, provide Al customer

management and Al decision-making management capabilities, and provide merchants at different stages with a variety of services. It provides comprehensive solutions to help merchants reduce costs and increase efficiency in key aspects of cross-border exports, thus

safeguarding the sustainable growth of performance.

Xiaoman Technology Development History Xiaoman technology product matrix review

R e B el e s Bl B st |
2013 . . i .

i Start-up business 11 Start-up business 11 Growth business 11 Mature business |
The company was established and received angel L —— e — — — — — l L —— o o —— — — l l— - mm mm s s l I— — o e ——— I
round investment from Zhenge and Yun Angel 2015 Pain points: few customers and single customer Pain points: Poor customer retention, Pain point; ow customer conversion rate, increasing Pain point: Business methods lag behind
Fund acquisition channel accumulated customer acquisition costs =itetvioiciess na Pt growth
und.

Customers exceeded 1,000, Series A
yDigital transformation of ylmprove scientific management

financing completed, valuatioh over 100 million i Help VAcquire customers through
Xiaoman business capabilities and build a
merchants multiple channels

operations and gold medal te;

OKKI CRM

CRM solution was released in 2017 , quickly accumulate customers and establish a private

deepening customer lifetime value

Pro

traffic pool

with more than 5,000 customers, and

In 2019 OKKI CRM
was certified as a national high-tech . o
Xiaoman-brand upgraded OKKI, Smart Provide more advanced digital
enterprise. Fieased Al solutions. and had more solutions for foreign trade B2B opefati
' OKKI Leads T
- Multi-channel cust .
20202021 Obtained D than 10,000 customers. dehenne e A [Customer Acquisition-
development I
. i . ~ = - Conversion] Digitalization of the entire procdss . .
round investment from Alibaba and One-stop lead generation o - Order management and business analysis
OKKI Leads
established business linkage with Alibaba 2022
Itlgen custamer backound s +
Internationial Station product upgrade, launch of
——— — — Digital solutions for team Digitalization of the entire business
development tool OKKI Leads Efficient marketing reach -~ ~N ' . ’
20 ' Global customer ‘ management link assists enterprise operation analysis and
g achieves large-scale growth
~ management _ _ g

OKKI has been upgraded to a smart T G GIEICER e —— -
/ OKKI CRM

orkbench for foreign trade business,

roviding full-process and diverse solutions

Independent OKKI
for merchants at different stages. : . 3 3 3 B a q
Website building ser¥lice, SEM service, marketig agency investment, social media agency operation

website building tool Shops

Source: Company official website, public information, independent research and drawing by iResearch Consulting Research Institte.
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Cross-border export service provider case-Xiaoman Technology

Pay attention to customer co-creation and use the advantages of products, technologies and services to help cross-border sellers successfully go global.

Xiaoman Technology has been working hard for ten years, using OKKI CRM as the basic disk, and continuously extending digital tools to provide cross-border B2B sellers with one-stop full-process foreign trade solutions. The company has currently established
high competition barriers in terms of products, technologies and services. It adheres to the vision of "becoming the most trustworthy digital partner for overseas enterprises"”, attaches great importance to co-creating products with customers, and uses new
technologies such as Al to upgrade products, providing Provide customers with a scenario-based, diversified and professional service system to help cross-border B2B sellers improve the operational efficiency of the entire foreign trade process and promote

continued growth in performance.

Analysis of core advantages of Xiaoman Technology

Product advantages | T | Technical advantages m service advantage

14

CRM is used as the basic platform to expand the types of tools horizontally Pay attention to R&D investment: The core product R&D team has more than

Provide one-stop full-process foreign trade solutions

Scenario-based solution delivery: Match differentiated operation solutions

according to the business scenario needs of the customer stage to ensure the
and vertically along the foreign trade process , covering business scenarios 150 people, and the members are all from top Internet companies and universities.
implementation of product use, and its customer service satisfaction reaches
such as early customer acquisition, customer management, and order
98+%
management. The tools collaborate efficiently to assist in ing one-stop

| 4

Al accumulation and innovation: At the beginning of its establishment, Al

Diversified service channels: a self-operated service team of 250+

Rapid iteration to meet customer needs: High-frequency summary of was introduced into the CRM field and accumulated a lot of experience. Integrating

people provides online service support, and has offline service teams in 35+

customer stage needs, and timely iteration and upgrade of products after a foreign trade business on the basis of complying with national security, Al

cities to provide business diagnostic consulting and other services

large number of customer surveys and verifications customer stewards and Al decision-making stewards will be launched to help

and improve efficiency

| 4 | 4 4

Have a complete security barrier: In addition to building a data security

Multi-port supports business development: The product fully supports

system , we promise to customers that we will never transmit customers’ Professionalization of the service system: Xiaoman management seminars,
mobile, desktop and web pages, flexibly adapts to various business scenarios

business information stored on Xiaoman products to any other third party without Xiaoman cloud classes and Xiaoman training camps are set up to empower
and operating habits, and can conduct business anytime and anywhere

customer authorization or legal provisions. customers to grow with "theory + practice”

Source: Company official website, public information, independent research and drawing by iResearch Consulting Research Institte.
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Cross-border export B2C category analysis

Traditional advantageous categories continue to lead the way, while emerging categories are ready to take off.

The top three cross-border export B2C categories in 2022 are apparel and footwear, 3C electronics and home furnishings, accounting for more than 60% of the total. As a traditional advantageous track, the scale effect cannot be underestimated, and the
share is expected to remain stable in the future. The future potential track mainly focuses on outdoor products and beauty products. Outdoor products are mainly affected by the increasing popularity of healthy living concepts. Chinese outdoor brands
may have the opportunity to find new opportunities in developing countries by leveraging the advantages of the manufacturing industry chain. At the same time, benefiting from the spillover effects brought about by the gradual maturation of the domestic
beauty industry chain and the rise of emerging short video and live broadcast overseas media, beauty is gradually developing and growing as an emerging export category, with its main advantageous markets concentrated in Latin America, Southeast

Asia and the Middle East. Region, in the future, as the market penetration deepens, the proportion of beauty products will continue to increase.

Distribution and changing trends of China’s cross-border export B2C e-commerce products in 2022

Clothing and shoes

23.3%

Trend

y|The proportion of clothing remains stable, but 3C & home furnishing may

decline slightly due to the cautious sentiment of overseas consumption.

y|Outdoor products are affected by the popularization of healthy living

makeups concepts. Chinese outdoor brands are expected to find new opportunities
in some developing markets.
6.5%
y|As a growing category, beauty cosmetics has core markets in Southeast

Asia , Latin America and the Middle East. It will develop rapidly in the
future, and its share is expected to increase to approximately 8% in 2025.

outdoor product 3C Electronics

11.4% 21.8%

y|Other potential tracks: maternal and child clothing, pet supplies, wigs, etc.

Home

17.4%

Source: Expert interviews, Statista, public information, independent research and drawings by iResearch Consulting Research Institute

©2023.9 iResearch Inc. www.iresearch.com.cn
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Cross-border export B2B category analysis I

Tools and equipment, light industrial textiles have a good industrial foundation, and new energy and energy storage potential tracks
Relying on the advantages of manufacturing, tools and equipment, light industrial textiles and household products are firmly at the top of cross-border export B2B categories. Years of production and operation experience have provided a good industrial foundation for the export

of these categories. The current product distribution status will remain stable in the short term. Based on comprehensive considerations of policy development orientation and changes in industry structure, new energy vehicle spare parts and outdoor energy storage products

are expected to become potential categories for B2B export e-commerce, finding new market opportunities in underdeveloped energy regions such as Africa and Latin America.

Distribution and changing trends of China’s cross-border export B2B e-commerce products in 2022

other Tools and equipment
Trend

27.0%

23.0%

y[Tools and equipment will maintain the current level. Textiles, home furnishings
or some players may transition to retail, resulting in a slight decline in the
proportion. Electronic products will benefit from the large trade volume or a

slight increase.

outdoor product §|With the rapid development of the new energy vehicle track, based on years of

industrial accumulation in the automotive aftermarket, new energy vehicle

8.5%

spare parts are expected to usher in advantageous markets in the future

¥ [Outdoor portable energy storage products show high growth potential and may

gain new growth opportunities in the African and Latin American markets.

electronic product Light industry textile

11.0% 17.5%

Home

13.0%

Source: Expert interviews, public information, independent research and drawings by iResearch Consulting Research Institute

©2023.9 iResearch Inc. www.iresearch.com.cn 31
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Proportion of cross-border export e-commerce brands
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B2B and B2C branding needs to be strengthened, and refinement and branding have become the general trend.

Affected by multiple factors such as platform rules and industry maturity, cross-border export sellers have gradually begun to explore branded, high value-added products from white-label, low-value-added products in the early

years . If trademark registration is used as the criterion, nearly 40% of sellers in the cross-border export B2C e-commerce field have achieved "trademark” layout in 2022. However, if popularity is used as the criterion of branding,
less than 20% of sellers have achieved it. Develop an effective brand layout. At the same time, in the B2B field, if the standard is to have an own brand rather than OEM, only about 10% of sellers currently have an effective branding
path. Specifically, thanks to the attributes of being close to consumer terminals, the branding degree of B2C products is generally better than that of B2B products. In the future, under the general trend of branding development, it is
expected that the B2C and B2B branding rates will reach 20-30% and 13-20% respectively in 2025. The increase in branding rate will not only drive the transformation of the industry chain, but also help Optimization of corporate

profit margins and improvement of management capabilities.

China’s cross-border export e-commerce branding situation in 2022&2025

B2C

Proportion Proportion

of well-known brand sellers in 2022 of well-known brand sellers in 2025

Proportion of brand sellers with

trademarks in 2022

~40% ~15% 20-30%

L 4
L

Proportion Proportion

of sellers with independent brands in 2022 of sellers with independent brands in 2025

B2B

~10% 13-20%

Source: Expert interviews, public information, independent research and drawings by iResearch Consulting Research Institute

©2023.9 iResearch Inc. www.iresearch.com.cn
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Analysis of China's cross-border export e-commerce industry clusters
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Relying on the industrial advantages of each region, it is mainly distributed in coastal areas with high export activity and some central

and western regions.

China's cross-border e-commerce industry clusters are mainly located in areas close to industrial belts and with high export activity, including Guangdong, Fujian, Jiangsu, Zhejiang, Shandong, Henan, Sichuan and Chongging. On the one
hand, being close to the industrial belt can quickly respond to market demand and realize the "front store and back factory" model; on the other hand, the advantageous industries corresponding to the industrial belt area have formed a
relatively complete industrial chain, which can satisfy the “"production, research and sales" of cross-border sellers. integration” needs. In addition, areas with high export activity have relatively complete trade policies and infrastructure, which

can attract cross-border sellers to gather.
Analysis of China’s cross-border export e-commerce industry clusters in 2022 (1)
Foshan furniture pan- Hangzhou clothing

home industry cluster has an output value of over 1.5 trillion yuan, 1 home industry sub-cluster with an output value of over 700 billion yuan, 6 home industry Yishang Town, with clothing and fashion as its leading industries, is one of the 8 trillion industries focused on building in Zhejiang

sub-clusters with an output value of over 100 billion yuan, and 10,000+ Province. Anji Chair

Guangdong Zhejiang . .
toy manufacturing

® In 2022, there will be more than 1,200 chair industry enterprises in Anji, and there wil be 313 regulated enterprises in the chair industry, accounting for 52.1%
companies in the Shantou Toy Toy Base. , there are 43,000 toy business units, 253 enterprises above designated size in 2022, with an output of the county's regulated enterprises.

Ningbo's office stationery/small home appliances
value of 33.5 billion yuan.

stationery industry will achieve a total industrial output value of 99.18 billion yuan in 2022; more than 2,000+ home appliance companies

Shenzhen Consumer Electronics and Medical Health in Cixi continue to innovate, and the output value of home appliance companies in 2022 will be nearly 76.7 billion yuan

The output value of the electronic information manufacturing industry in 2022 is 2.48 trillion yuan, accounting for one-sixth of the country, and there are more Wenzhou glasses

than 4,400 enterprises above designated size; the added value of the health industry in 2022 is 19.573 billion yuan Wenzhou Ouhai is the national glasses production base. There are more than 600 glasses-related companies in the region. The

Zhongshan lamps industrial output value of glasses in 2022 is 4.63

s

billion. Yongkang Hardware
Known as the "World Lighting Industry Center", lighting products are exported to more than 200 countries and regions around the world, with

an annual output value exceeding 100 billion yuan. In 2022, the total output value of the city's designated industries will reach 95 billion yuan, of which the hardware industry will account for 84.8% of the

total output value of designated industries.
Fujian, Quanzhou Shoes In

Jiangsu
® Nantong Home
2022, there will be 13,000+ textile, shoe and clothing companies in the city, with an output value of nearly 700
/ Textiles' home textile output value will reach 240 billion yuan in 2022, and its products will account for 80% of the domestic market.
billion yuan. Xiamen
Clothing is a modern textile and clothing industry gathering place with urban characteristics. Shandong

Qingdao Home Textiles

Sichuan+Chongqing . '

is an industrial cluster featuring foreign trade home textiles.

sichuan and Chongaing Auto Parts

[ ® Henan Xuchang wig

In 2022, Sichuan and Chongaing will produce a total of 3.18 million cars, with an output value of 750 billion yuan; the annual ' @

The world's largest human hair raw material distribution center and wig production and manufacturing base
production capacity of two-wheeled electric vehicles in the two places will exceed 10 million units

Source: "2022 White Paper on the Development of China's Export Cross-Border E-commerce Industry Clusters”, provincial and municipal statistical bureaus, public information, independent research and drawings by iResearch Consuling Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn
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The cross-border e-commerce ecosystem where the cluster is located is relatively complete and supports cross-border sellers in all aspects to “go global”.

The establishment of a cross-border e-commerce comprehensive pilot zone can promote the division of labor and collaboration among various entities in the industrial chain, thereby realizing the integration of regional resources, providing a variety of services for cross-border sellers to "go global",
improving the export efficiency of cross-border sellers, and promoting the high quality of new foreign trade formats. develop. By the end of 2022, a total of 165 cross-border e-commerce comprehensive pilot zones have been established across the country, covering 31 provinces and municipalities.

Among them, cross-border e-commerce industry clusters are located in multiple pilot zones, with obvious policy advantages. In addition to policy support, the locations where cross-border e-commerce industry clusters are located have relatively complete logistics systems and relatively stable "sea, land

and air" infrastructure, which can i reduce the trar ion costs of cross-border sellers and improve their transportation efficiency.

Analysis of China’s cross-border export e-commerce industry clusters in 2022 (2)

Policy support: The country has set up a comprehensive pilot zone for cross-border e-commerce to provide a variety of ' Solid logistics ir : A relatively logistics system can reduce transportation costs and ensure logistics
. services for cross-border sellers. .

timeliness.

The number of cross-border e-commerce comprehensive pilot zones established in China in 2022 e S .
Logistics infrastructure of China’s cross-border e-commerce industry clusters

1}
11
Shipping advantages

In 2022, 10 ports in the cross-border e-commerce industry cluster will be among the top 20 ports in the

world in terms of cargo throughput. Among them, Ningbo Zhoushan Port ranks first in the world with a

SR NE R

cargo throughput of 12.6 trillion tons.
Guangdong, S|

+ Fujian 8 Advantages of land vanspartaion
\/ Sichuan, 8
About 50% of China-Europe trains depart from the location of the cross-border e-commerce industry cluster, and Henan,
Hunan, As of 2022, a total of 165 cross-border e-commerce . . ) R . o
Sichuan, Chongging, and Shandong will rank among the top 5 in terms of number of trains operating in 2022
Anhui, comprehensive pilot zones have been established across the
Liaoning country, most of which are located in industrial cluster location) l '

Air freight advantages

In 2022, the cargo and mail throughput of the airports where the seven cross-border e-commerce industry clusters are located will rank
. Number of cross-border e-commerce comprehensive pilot zones established in China in 2022 (number) among the top 10 in the country.

Source: Public information, independent research and drawing by iResearch Consulting Research Institute. Source: "Global Port Development Report (2022)", independent research and drawing by Civil Aviation Administration of China and iResearch Consulting Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn ©2023.9 iResearch Inc. www.iresearch.com.cn 35
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Analysis of major export destinations for China’s cross-border e-commerce o
X = 1

The European and American markets are still the main trading areas for cross-border export e-commerce, and the Southeast Asian market is gradually rising.

According to data from the General Administration of Customs, the United States is the largest destination for China’s cross-border e-commerce exports, and mature markets such as Europe and the United States are still the main targets for Chinese cross-border sellers. With
the implementation of relevant free trade agreements and the "Regional Comprehensive Economic Partnership Agreement" policies, emerging markets have gradually become a new round of "nugget spots" for cross-border sellers, and China's cross-border export e-commerce
trading partners have become more diversified. Observed from the retail side, the growth rate of e-commerce retail sales in five Southeast Asian countries ranks among the top 10 in the world. The e-commerce ecosystem is thriving. Compared with the more saturated European

and American markets , the Southeast Asian market is gradually rising.

Distribution of China’s cross-border export e-commerce destinations in 2022 Global e-commerce retail SaleS grOWth in 2022

TOP10

USA
. 0
Other countries (regions) 34.3% * the Philippines 25.9%
47.8% India 25.5%
* Indonesia 23.0%
Brazil 22.2%
* Vietnam 19.0%
U.K. Argentina 18.6%
6.5%
’ * Malaysia 18.3%
Germany * Thailand 180%
0 .
Russia 4.6% Mexico 18.0%
2.9% Malaysia USA

3.9%

. Top 10 e-commerce retail sales growth rates in various countries around the world in 2022 (%)

Note: Other countries (regions) mainly include: Singapore, Japan, Canada, France, Thailand, Philippines, Brazil and Vietnam, etc. Source: General

Administration of

Customs, independent research and drawing by iResearch Consulting Research Institute. Source: eMarketer, independent research and drawing by iResearch Consulting Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn ©2023.9 iResearch Inc. www.iresearch.com.cn
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Channel competition is becoming fiercer, and frequent uncertain events increase the difficulty of exporting.

The development of e-commerce in the United States originated earlier and has formed a relatively mature e-commerce system, among which Amazon is the leading e-commerce platform in the United States. But during the U.S. economic downturn, TikTok,
Cross-border e-commerce platforms represented by TEMU and SHEIN have sprung up and developed the U.S. consumer market based on low-price strategies. Due to the overlap between the three in terms of audience and supply chain, internal competition has become
fierce. At the same time, they will gradually expand externally. Eroding the market share of other platforms, channel competition has entered a fierce stage. In addition, the U.S. government has successively introduced relevant trade protection policies or other relevant

regulations, which has had a multi-faceted impact on China’s cross-border export e-commerce industry and made it more difficult for cross-border sellers to export.

Analysis on the current situation of major cross-border e-commerce channels in the United States The impact of some relevant U.S. regulations on

China’s cross-border export e-commerce

In June 2022, the U.S. CPI growth rate reached 9.1% year-on-year. The high-inflation economic environment has reduced consumers’ actual spending ,

Changes on the

2018

consumtion side and 80% of the respondents have developed a tendency to downgrade their consumption.

« The United States has imposed additional tariffs on some Chinese goods,

TikTok SHEIN severely i ing China's border export

B2B industry raises costs for Chinese sellers

Customer
L The average price per customer of the three is significantly lower than Amazon, with TEMU having the lowest average price per customer. The three continue to occupy the low-price mentality of American consumers.
unit price 2021
. . . - i - « The United States signed the "Uyghur Forced Labor
S « Established partnerships with US warehouses to « Start building overseas warehouses to improve logistics
« Launch a platform model and introduce third- N " . N
. . . " Prevention Act", banning the import of any products
(As of July improve logistics fulfillment services » Will and
2023 party sellers to meet consumers’ needs for o . o
) launch a full custody model in the US to lower the distribution efficiency « Plan to open local stores in the related to Xinjiang, which led to a decline in the
product diversity
entry threshold for domestic sellers US market to reduce logistics and distribution time scale of China's cross-border apparel export orders
. . y « Apple has introduced a new privacy policy, restricting
In March 2023, the number of monthly active users reached In June 2023, 35.5% of SHEIN website traffic came
User In July 2023, ranked TOP1 among the most popular APPs licati s N bile ph a
150 million (the total population of the United States is 330 from the US market, and the traffic proportion applications’ access to users’ mobile phone privacy
performance in the Apple Store

million), an increase of 50% compared to 2020 was much higher than other markets information, significantly reducing the accuracy of

cross-border sellers ’

Faced with competition from TikTok, TEMU and SHEIN, Amazon continues to be under pressure and proactively adopts overseas marketing in 2023

response strategies. Performance under pressure: In March 2023, the number of Amazon’s monthly Prime members was 170 million, a decrease of 3 million compared « The United States plans to cancel the US$800 import tax exemption

to the same period in 2022. Response strategies have been introduced : Starting from August 29, 2023, lower FBA rates will be introduced for all products priced below US$10, and P i 2 et 2 o et e e e

party platforms that mainly focus on domestic direct shipping.

the platform will actively subsidize some products during the promotion period, with a discount of up to 20%.

Source: U.S. Department of Labor, McKinsey, similarweb, CIRP, public information, independent research and drawing by iResearch Consulting Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn
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Analysis of major export destinations for China’s cross-border e-commerce — Europe

The e-commerce environment is becoming more mature, and there is still room for development in the market. Risk factors cannot be ignored.

The COVID-19 epidemic has cultivated the online shopping habits of European corporate buyers and consumers. It is expected that European B2B e-commerce sales will reach 1.8 trillion US dollars in 2025, and about 41% of European companies are actively

involved in B2B e-commerce; from the C-side , the proportion of European online shopping users in Internet users will reach 75% in 2022, gradually approaching the penetration rate of Chinese online shopping users in the same year (79.4%). From

the perspective of regional distribution, the B2C e-commerce market in Western Europe is the most mature. In 2021, e-commerce sales accounted for 63% of the overall European market. In addition, the growth rate of e-commerce sales in Eastern Europe

is stronger than that in Western Europe, and the market potential is large. Cross-border sellers can actively explore with the support of national strategies. However, it is undeniable that cross-border sellers need to overcome difficulties such as "de-

industrialization ", "waves of strikes" and high compliance requirements when facing the European market , and they need to pay attention to possible risk factors to avoid losses.

Analysis of the current situation of European B2B and B2C e-commerce market

B
European B2B e-commerce sales in 2022&2025
2
= 0,
B |— CAGR=10.6% —l
1.8
1.3
2022(e) 2025(e) European B2B e-
I8 commerce sales (USD trillion)

B Proportion of online shopping users to Internet users
2

in Europe from 2018 to 2022

66.0% 69.0% 74.0% 73.0% 75.0%

2018 2019 2020 2021 2022(e)

[ European online shopping users as a proportion of Internet users (%)

2022 European B2B E-commerce Enterprise Survey

/ About 41% of

European companies are active in the B2B e-commerce field

/ 95%

European companies recognize the positive role of B2B e-commerce

Proportion of B2C e-commerce sales in various European regions in 20:

Eastem Europe

2.0%

Cental Europe

10.0%

Wesiem Europe

Sauthem Europe.

63.0%
16.0%

Analysis of opportunities and risk factors in the European market

[ £
@

Opportunities in the European market

§yThe e-commerce market in Eastern Europe has great potential, and China maintains close ties with

it: In 2021, the growth rate of B2C e-commerce sales in Eastern Europe is higher than that in Western

Europe, where e-commerce is more mature. Eastern European countries are an important component of the

countries along China's "One Belt, One Road" initiative. , is an important passage and destination for China-

Europe freight trains, providing a solid

foundation for cross-border sellers to go overseas yThe EU and the United States impose export
controls on Russia, providing

opportunities for China to open the Russian market: Chinese sellers can focus on the EU and the United

States in the context of the Russia-Ukraine conflict The categories of goods subject to export controls in Russia ha

, B

European market headwinds

§The "deindustrialization” of Europe restricts the expansion of the cross-border B2B market:
Geopolitical conflicts and climate factors have triggered the "deindustrialization" of Europe, and the demand for

which is not ive to the ion of the border B2B

industrial products has dropped si
market in Europe. yThe "strike wave" in Europe will lead to Logistics and distribution
efficiency has declined: European CPI continues to rise, intensifying labor disputes, and a large number of

transportation industry employees have gone on strike, causing some tail-haul distribution operations to

stagnate, reducing di efficiency y P i requi are

higher, raising compliance costs for sellers: European compliance requirements Including VAT tax

EPR product and product

sellers need to be more cautious when de!

‘e greater potential |

veloping business in

Source: Polish Chamber of Digital Economy, "EUROPEAN E-COMMERCE REPORT 2022", public information, independent research and drawing by iResearch Consulting Research Institute.

©2023.9 iResearch Inc.

www.iresearch.com.cn
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Analysis of major export destinations for China’s cross-border e-commerce — Southeast Asia

E-commerce GMV is growing rapidly, and development opportunities and challenges coexist.

The COVID-19 epidemic has driven the number of Internet users in key Southeast Asian countries to increase by nearly 100 million. Coupled with positive factors such as the increase in investment by Chinese Internet giants, the e-commerce GMV of key Southeast Asian countries in 2022 has reached
13.1 billion US dollars, and is forecast to reach 21.1 billion US dollars in 2025, with a CAGR of 17%. After the Regional Comprehensive Economic Partnership Agreement takes full effect, goods in the China and Southeast Asian markets will

Trade tariffs will further decline, and the traffic advantage of social media can drive local e-commerce conversion rates to increase. However, it is more difficult for cross-border sellers to open local stores, and the relatively high cost of goods

Logistics and distribution costs will squeeze profit margins, which will restrict the rapid development of the Southeast Asian market. In the future, as the e-commerce ecological environment continues to be optimized, its practical difficulties are to be

The current development status of e-commerce in the Southeast Asian market and the opportunities and difficulties for cross-border sellers to deploy in the Southeast Asian market

After the epidemic, the number of Internet users in key Southeast Asian countries[1] increased significantly E-commerce GMV in key Southeast Asian countries in 2019-2022 & 2025
211.0
Number of Internet users in key Southeast Asian countries from 2019 to 2022 ! 131.0 CAGR
112.0
74.0
4.6
44 19-22:45% 22-25:17%
4.0
36 2019 2020 2021 2022 2025
[ E-commerce GMV (USD 100 million)
2019 2020 2001 2022 Future development opportuni Difficulties in the future development of the Southeast Asian market
. Number of Internet users in key Southeast Asian countries (100 million people) Regional Comprehensive Economic Partnership Agreement

< stores have obvious traffic advantages

Effectively, tariffs on trade in goods have been significantly reduced Butit's more difficult to open a store

Local stores can gain recognition from the local platform

b i e e

AR
.\ Chinese internet giants are stepping up efforts to optimize the local e-commerce ecosystem
»

More than 90% of goods trade within RCEP member countries will gradually be implemerjte

! 2016 Now there is zero tariff; RCEP cumulative rules of origin expand the area Trust endorsement and traffic weighting, but violations

The cumulative scope can reduce the amount of final products exported by China. Opening a local store will face store closures and capital withdrawals.

Alibaba has successively invested in Lazada and is committed to improving its e-commerce technology and logistics system.

to the of tariff pi Difficulties and other risks
2017
Tencent invests in Shopee to provide resources and technical support High social media penetration rate drives social content e-commerce gr Logistics costs are high and compression is low
1
JD Logistics builds a smart warehousing and logistics center in Thailand to improve the efficiency of the local logistics system Development, able to accurately reach target consumer groups Profit margin for sellers based on customer unit pnceE
. 2021 The average social media penetration rate in key Southeast Asian countries reaches 82%. The infrastructure needs to be improved and the local mainstream
_. TikTok, a subsidiary of ByteDance, enters the Southeast Asian market and promotes it with the "goods find people” model Traffic advantages can accurately reach target consumer groups and promote The cash on delivery payment method will be significantly reduced

]
i
' Monetizing local traffic

Increased e-commerce conversion rate Low delivery rate and high logistics and distribution costs

2
e

Note [1]: Key countries in Southeast Asia include Singapore, Malaysia, Thailand, Indonesia, Philippines, and Thailand.

Source: "Regional Comprehensive Economic Partnership Agreement”, "e-Conomy SEA 2022", Statista, public information, independent research and drawing by iResearch Consulting Research Institute.
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Diversification of cross-border e-commerce platforms
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The diversity of platform player types and model innovation are driven by each other, providing more layout options for cross-border overseas enterprises.

Competition on the overseas track has become increasingly fierce, and the characteristics of diversified player types and differentiated layouts have begun to emerge. Domestic Internet giants mainly copy domestic marketing and operating models.
When it comes to overseas markets, leading traditional cross-border e-commerce players innovate their models through horizontal expansion and vertical deepening of their service systems, while leading independent platforms
We are also exploring third-party platform models and expanding categories to try to break through the growth bottlenecks that self-operated platforms may face.

Types and layout of major cross-border e-commerce platform players

p I ayer ty p é - Domestic e-commerce platform models copied overseas

° Slmllar to DOUyIn Shop, TKShOp 1S based on TIkTOk « Pinduoduo explores overseas markets and will be launched on TEMU in September 2022
Natural traffic p00| for user communication and prOdUCt sales line North America, adopting low-cost routes, and sharing through private domains and friends
'kshop The new channel is currently in the United States, the United Kingdom and Southeast Asia FS o ] Models such as friend recommendation quickly took off and became a
ByteDance -r E MU
= - : . .
ll lI '?‘ n E!EEI] Wait for layOUt n key countries. Ranked first among all app downloads in the iOS store.
e * Officially launched in September 2022, mainly engaged in jumpsuits « In 2023, based on the North American market, TEMU will continue to expand
Ir \0()()“ Skirts and swimsuits are represented, priced between 5 and 30 pounds. Expanded to the Australian, European and Japanese and Korean markets, and launched online in Australia,
fast fashion women's CIOthlng‘ targetlng the UK’ France, New Zealand, the United Kingdom, Germany and other sites, and plans to expand to Latin America,
Germany, ltaly and other European countries. African layout.

p | ayer ty p él - Traditional cross-border e-commerce giants launch new solutions

 The head of international business said that Lazada will be based in the local market in the future

» The 2022 Cross-Border Summit proposed to “broaden supply chain solutions and deepen
ization and adhere to the cross-border + local model of investment, except for Southeast Asia

Full-process plan for new product selection, light brand globalization path, and strong capital
ﬂ WEEE Outside the market, we will also actively pay attention to more new regional market opportunities.

amazon “Localized Services" to provide more convenience for Chinese sellers. i i o )
3 « In April 2023, AliExpress officially launched a comprehensive
« Release the “Ten Measures for Industrial Development” support plan in 2023 to expand business opportunities baby sitting program. The platform is for store
exhibition, brand building, localized services, talent cultivation and brand benchmarking In terms of after-sales service and other aspects, merchants only need to provide goods.
In five aspects, we will promote the integrated development of “cross-border e-commerce + industrial belt". Prepare goods for warehousing.

player typéll 1 oo rsmsion st s issons

« In April 2023, Shein piloted the platform model in Brazil and other places

mode, supporting more third-party sellers around the world including Chinese sellers

1.4

Sellers from all over the world settled in and officially launched the exploration of platform transformation. same

At that time, the "Xi You Gravity" million seller plan was launched to

S H E I N 2018 2019 2020 2021 2022 The business scope covers popular categories such as shoes, bags, jewelry, and beauty and makeup.

Gradually expand to all categories.

[ GMV (billions of dollars) e Growth rate (%)

Source: "China Cross-Border E-Commerce Development Report (2023)", The Wall Street Journal, public information, compiled and drawn by iResearch Consulting Research Institute.

©2023.9 iResearch Inc. www.iresearch.com.cn
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Sellers seek growth through multi-channel layout

The layout strategy that combines multi-platform, offline and social media will be widely used

Affected by the uncertainty of platform compliance and market policies, domestic sellers’ attention to multi-channel layout has increased significantly. Survey data shows that nearly half of the sellers surveyed plan to try
multiple platforms and new channels in 2023, which means that more seller groups will adopt a channel layout strategy that combines platforms and independent stations. At the same time, based on the general trend of

channel expansion, offline and emerging media will also become the core channels that sellers focus on and plan to expand, in order to deepen localized service capabilities and expand traffic entrances, to achieve the

goal of improving user satisfaction and brand awareness .

Overview of cross-border export multi-channel layout trends

Cross-border export seller plan layout strategy in 2023

Sellers adopt a multi-platform layout strategy and use the capabilities of third-party platforms and independent channels to achieve two-
way traffic diversion and risk avoidance, thereby forming a lasting i and ing their own brand value.

twenty three%
Increase the exploration of offline channels and form a linkage layout between online transactions and offline experiences to meet the

localized service demands of consumers in different overseas markets, improve satisfaction, and thereby enhance user stickiness.

Open stores on multiple platforms, diversify risks, 10% try cross-border e-

commerce live

streaming, etc.

b investment
TikTok, Youtube, and Instagram have become the apps that users around the world use the longest in a single day (1). Sellers will

in developing or
increase their marketing layout on such social media channels and expand traffic entrances by strengthening the penetration of

accelerating independent statior
social media channels.

Note: 2022Q2 monitoring data shows that the average daily usage time of global users of TikTok, Youtube and Instagram is 95, 74 and 51 minutes respectively. Source: Hugo Cross-

border, "China Cross-border E-commerce Development Report (2023)", "2022 Q2 Global "Social Media Interaction Volume", public information, compiled and drawn by iResearch Consulting Research Institute.
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Commodity exports drive service exports s &% &

Maturity and branding of commodity exports drive the development of cross-border service ecology

Under the trend of branding and multi-platform development of cross-border e-commerce in China, the importance of refined operations has been highlighted. The increasing demand of cross-border sellers for various value-added services such as marketing, finance, and
supply chain has directly driven the cross-border e-commerce industry. The development of business service ecosystem. In the future, with the in-depth application of big data, cloud computing, Al and other digital technologies in all aspects of cross-border export service

links, product operation efficiency will be further improved, the cost of providing products/services will be reduced, and the rapid development of cross-border service tracks will be promoted. develop.

Schematic diagram of cross-border commodity exports driving service exports

A ———— Commodity export Entering the stage of refined
development, the growth rate of

Service export commodity exports tends to be stable

Develogment speed Represented by border export . E—— _’

Technological empowerment promotes
the maturity and popularization of various
digital tools, and cross-border services

enter the fast lane of development '
-

-
-

Represented by cross-border export SaaS

v

1996 2004 2012 2014 2019 future

Source: "China Ci Border E: D p Report (2023)", public information, compiled and drawn by iResearch Consulting Research Institute.
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The platform extends the service chain and presents ecological characteristics

As the core component of the cross-border e-commerce ecological chain, the cross-border e-commerce platform is based on providing transaction services to upstream and downstream, and the business chain gradually extends to product selection, marketing, logistics, and support.
Value-added service areas such as payment and compliance are showing an ecological trend. Ecological layout strategies are usually divided into internal capability expansion and external investment/cooperation. Leading players are based on their own characteristics and
Advantages include focusing on internal incubation, attracting service providers to gather, or increasing investment and acquisitions based on the platform to broaden the capability quadrant. The leading platform will maintain its business strategy and continue to expand

To accommodate the service ecosystem and accelerate chain expansion, in the future, as the business matures, emerging players will also follow the pace of leading players to launch ecological layouts to enhance their competitiveness and monetization capabilities.

Cross-border export e-commerce platform service ecology

0
=

platform

& L =

Path 1: Internal-self-research and incubation Path 2: External-cooperation/investment and mergers and acquisitions
y As the business matures, the platform itself evolves into extensions such as logistics, payment and marketing. y The platform uses its own traffic and market share advantages to attract more service providers to gather on the platform.
services to provide support for the platform’s basic bord services and the platform’s comprehensive services gather and reach cooperative relationships; at the same time, the platform can also carry out external investments, mergers and acquisitions and other capital

capabilities and improve profitability. This action is to complete the i ecosystem and chain expansion.

== . o =n o

ama;on Platform business: %?z% giorgsﬁlkr% 2[?!@0“ ﬁ'slkﬁ Marketing selection: glli'l?zoLn;!vertlsmg Warehouse Logistics: a\m_a}-onfu”“ (Ment  payment !Ea%?n %[ﬂ(’u‘ﬁvh’ er Service Network: a@;ajon B
N o
& @
1 logistics: = :
A|IEXpI’eSS ogisties general Service: ?_ﬁﬂ logistics: = ﬁgﬁ
i HEEE Platform business: MR RE RS =
Alibaba.com Payment: WORLD

Payment: EhelloPay ng FIRST

Source: "China Cross-Border E-commerce Development Report (2023)", public information, compiled and drawn by iResearch Consulting Research Institute.
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Service export trend two: deepening of cross-border services .

Deepen the layout of value-added services and supporting facilities to enhance the resilience of cross-border services

As the industry matures and develops, the importance of service providers as key suppliers of software and hardware supporting facilities in the cross-border industrial chain has become highlighted. Taking logistics and financial services as an example, the
autonomy and resilience of my country's cross-border services need to be further strengthened. The strategic direction of future development will come from the construction or cooperation of overseas hardware facilities and key nodes on the one hand, and on

the other hand It comes from in-depth insights into the direction of user needs and mature progress in related technology applications.

Service depth strategy using logistics and financial services as examples

P : P " § Promote carriers to extend overseas logistics networks based on existing businesses , enhance freight
§ my country's exports generally adopt the FOB (free on board) trade form, and export goods are delivered China's dependence on foreign countries for international freight
- forwarding and overseas localized contract fulfilment supporting service capabilities, promote the

at my country's ports. Domestic logistics companies only provide basic domestic transportation services, logistics reaches 70%
construction of overseas logistics infrastructure and on-site distribution teams, and transform from
and the income from high value-added services such as international transportation, insurance, and

international logistics to general . ¥ Increase and
overseas customs declarations is often high. Obtained from foreign logistics companies. § China’s

international logistics services are unable in high-quality ports, build a number of overseas anchorages such as overseas distribution centers, overseas

10 support the demand for industrial transformation and upgrading and added value enhancement. The weak

voice and control capabilities pose security risks of disconnection in China’s international supply chain.
extends overseas.

warehouses and container return points, increase the proportion of return fixed cargo sources, build an

international logistics supply chain node network, and promote China's global logistics The system further

) ) ¥ Relying on technological progress and based on corporate operating data, we launch customized financing
y Short operating time, light assets, lack of collateral and other

Overseas collection 39.0% and loan plans to provide online services such as credit applicati i and for cross-
Collection, characteristics make most small and medium-sized cross-border e-
tand R ) o border ies with stable 1 and i good credit records, and the
. . | 32.0% paymentan commerce companies face the problem of “financing is difficult and
.0%
Flnancmg, oans financing are ability to repay. Promote the stable of bord supply chains. yBy
expensive”.
basic demands strengthening cross-sector
Foreign exchange seflement 28.0%
¥ Current n and supervision by cooperation with credit insurance institutions and logistics companies,

Financial investment 22.0% The trend of demand financial institutions are still insufficient to meet the increasingly

for derivative S
comprehensive and diversified financial service demands of cross-

authentication, overseas collection, foreign ttlement, fund transfer, insurance and

Insurance 20.0% customization is highlighted bord _
order e-commerce companies. other services

Provide cross-border e-commerce operators with a full-process financial solution integrating identity

Source: “Integrating long- and near-distance to improve my country's international supply chain logistics capabilties" China Communications News, "China Cross-border E-commerce Development Report (2023)", "2021 Cross-border E-commerce Financial Services Report", public information, compiled by iResearch Consulting Research Institute draw.
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LEGAL STATEMENT

Legal Notices

Copyright Notice

This report is produced by iResearch Consulting, a brand of iResearch Digital Intelligence, and its copyright belongs to iResearch Consulting.
No organization or individual may copy, disseminate or export in any form outside the territory of the People's Republic of China. Any unauthorized use of this report

All relevant commercial activities will violate the Copyright Law of the People's Republic of China, other laws and regulations, and relevant international conventions.

Disclaimer

The industry data and related market forecasts in this report are mainly provided by company researchers using desktop research, industry interviews, market surveys and other research
Methods, part of the text and data are collected from public information, and combined with iResearch monitoring product data, estimated through iResearch statistical prediction model
obtained; corporate data is mainly obtained through interviews. iResearch will make its best efforts to pursue the accuracy, completeness or reliability of such information.

But no guarantees are made. Under no circumstances does the information in this report or the opinions expressed in this report constitute any advice.

The survey data released in this report adopts a sample survey method, and the data results are affected by the sample. Due to the limitations of research methods and samples,
The system is limited by the scope of survey data collection. This data only represents the survey time and the basic situation of the population, and only serves the current survey purpose.
Provide basic reference for the market and customers. Limited by research methods and data acquisition resources, this report is only provided to users as a market reference

Information, the company does not assume legal responsibility for the data and opinions in this report.

Cooperation description

The case chapters of this report include business presentations of some companies, aiming to reflect the development status of the industry and provide reference for all walks of life.
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