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Wumart's humble beginnings started at Stanford University when Dr. Daniel Wenzhong Zhang was a postdoctoral et G
scholar doing research on computer software systems leading to the development of an IT system for retailers. o
After returning to China in the early 1990s and discovering that no one was interested in his technology, Dr. Zhang

opened a store that would showcase his software in a retail context, and thus Wumart was launched in 1994. |

Within a 10 year timeframe, Wumart expanded from a single store into 460 stores including hypermarkets, super
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Wumart 2014 vs 2020: The Retail Digitalization Journey Continues..

Wumart Stores

North-West
China

Wumart Stores

P

Map of China

METRO CHINA
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Wumart in 2020: Dmall + Wumart + METRO

® Back in 2014, Wumart’s presence only covered First Wumart store opened in 1994

North-west, East and South-west China '

Wumart Stores

® In 2015, Wumart was highly acclaimed for its &) 3 == ,@D C’” {8 38
buy-and-turnaround story of the China business of L,
B&Q (now B&T Home), a British multinational DIY " Xinhua Dept Stores @ &%
and home improvement retailer, solely owned by G
the Fortune 500 Kingfisher Plc. . 58T Home S
® |In 2019, Wumart became the biggest shareholder CBest _Zﬁm

of Cbest, the largest retailer in South-west China
after a highly acclaimed transaction

METRO
B METRO CHINA

J/ ® Transactions/year: 1.5 Bn+
® In April 2020, we successfully completed the deal ® Stores in China: 1,800+
of 14.5 billion RMB (eq. 2.1 billion USD) to hold ® Sales: 100 Bn CNY (eq. 16 Bn USD)
80% stake in the Fortune 500 Germany-based ® Wumart’s 80% of sales via Dmall APP

METRO’s China business.
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Retail Digitalization Is Ever Evolving...

The retail industry has always been playing an important role in driving the upgrading of

consumption, stabilizing the supply chain, keeping the society operating, and countering the
downward pressure on the economy.

Digitalization is overwhelming.

- The number of mobile Internet users has reached 3.5 billion around the world, and the digital
economy takes up more than 15% of the global GDP (and 1/3 of China’s GDP).
- In China, there are over 900 million netizens now

Digital technology is progressing fast, including Al, big data and cloud computing

- Manufacturers and retailers face the common challenges and opportunities of integrating the
digital economy with the real economy.

- Digitalization becomes the new growth driver, cultivating new industries and new forms of
business which did not exist a few years ago



Market Size of Retailing Industry in China & US Since 2014 & Beyond

Market Size of Retailing Industry{(China)

Market Size of Retailing Industryf{United States)|
RMB Trillion, 2015-2024E

RMB Trillion, 2015-2024E

CAGR 2015-2019  2019-2024E CAGR 2015-2019  2019-2024E
Total 9.8% 6.4% Total 3.4% 27%
Store-based [ 49%] 124%| Store-based [ 17%] | 0.9% |

Non-store 127 6%| 114.0%] Non-store 1 11.6%] | 8.2% |

I store-based Retailing

Il Non-store Retailing 045 I Non-store Retailing
20.0 206 214
A
3

19.3
s 135 148 163
' 12.1 16.5[17
100 11-5 :
>s 33 42 xl1 DN

2015 2016 2017 2018 2019 120200 2021E  2022E  2023E 12024 2015 2016 2017 2018 2019 J2020BH} 2021E 2022E 2023E J2024E

I store-based Retailing

231 236 245 253

2135

18.0 16.8

Since 2014, many retailers went bankrupt and the time was challenging while our peers were barely surviving
We made our digitalization strategy clear to tap into the trend: Dmall was launched in 2015 as a pivotal turn in
our digitalization process

The capital & corporate structure of Dmall (Silicon Valley style) was to adopt venture capital at the very
beginning & young entrepreneurs as top management & independent from Wumart



China: Fresh Food and FMCG Retailing by Sales Channels

Market Size of Fresh Food and FMCG Retailing Industry by Sales Channel (China)

Billion RMB, 2015-2024E

* From year 2015 to 2019, the market size for fresh

CAGR 2015-2019 2019-2024E
Online 17.9% 14.1% Predicted Period
Offline 1.6% 1.5%
Total 5.0% 5.5%
7,486.1
. 7,173.8
Online 6,831.6
I offline 6,457.2

2020E 2021E

2022E

2015 2016 2017 2018 2019 2023E 2024E

Online 17.2% 19.4% 21.9% 24.6% 27.3% 30.8% 33.7% 36.2% 38.3% 40.3%

Offline 82.8% 80.6% 78.1% 75.4% 72.7% 69.2% 66.3% 63.8% 61.7% 59.7%

food and FMCG retailing industry with online
channel, was increased from RMB 808 billion in
2015 to RMB 1,561 billion in 2019, with a CAGR of
17.9% from 2015 to 2019.

* This growing trend is estimated to be continued
@ for the coming years to reach a value of RMB
: 2,984.1 billion in 2024, revealing a CAGR at 14.1%
from 2019 to 2024.

* With perspective of offline channel, the market
size of this industry also illustrated an increasing
trend, from RMB 3,901 billion in 2015 to RMB
4,153 billion in 2019, representing a CAGR of 1.6%
during 2015 to 2019.

Source: Frost & Sullivan
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China: Online Grocery Sales Taking Share From Offline

China grocery market forecast, Bh RMB : .
(incl. fresh, personal and home care, packaged foods and appliance) CAGR Growth contribution
12-17 17-22 12-17 17-22
_,-f""#
omline 29% | 13% 43% | | 45%
Offline
4% 3% 57% 55%

2007 2012 2017 2022

Sourco: Euromonitor, AC Nielson, Kantar; BCG forocast
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Who Is Dmall — Milestone OSSpMALL

Shenzhen : International HQ
Beijing : Operation HQ

Chengdu : R&D HQ
. Project lighthouse —

Wuhan : R&D Office deploy successful

Dmall OS solutions

- Partn ith il °
Collaborated with Wumart, artnered with top retailers with proven results

Developed Dmall OS solutions natl.onW|de
Rapid growth and successfully o _ .
Launch digitalization products replicate to other retailers Striving for innovation
Unified operation model via digitalization
2015 2017 2019
2016 2018 2020
Seed round VC funding
of $100 million . . Strategic partnership with several
Dmall App Launched Partnered with Zhongbai domestic and international
Innovated Distributed Business Expansion retailers, CPG, and Banks
eCommerce Model Partnered & proven results Officially launched Dmall Mini OS
with other retailers Deployed Dmall OS to retailers

Dmall Alliance
12



Who Is Dmall — Mission, Vision, Value

/
Mission
Improve Retailers’ Efficiency and
Enhance Customers shopping
experiences
-

L]

Vision
Become the global leading

digital fresh grocery platform

OSBSpMALL

Y/

5

Value

Customer Centric
Collaboration
Integrity and Diligence

Strive for Innovation

J
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Who is Dmall — Innovative Business Model

01

02

03

04

05

Necessity goods and frequent visits lead to
huge traffic.

Proven path of digitalization for retailers;
low cost to acquire and to retain customers

Online and in-store retail practices integrated
into digitalized retail OS with more than 600
core business modules, successfully deployed
by 100+ retailers in the past five years

Leverage and optimize retailers’ supply
chain for stores and last mile delivery

The unique team with both retail and
technology DNA

OSBSpMALL

A

——Registered Users
—~GMV
—MAU

110M

M 2.4B

10.3B 16M+
10.7M
18M+
5.29M

18B -7

2015 2016 2017

[
>

2018 2019 2020.07
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Dmall OS — Linking People, Place & Product ¢)SSpmAaLL

DMALL Digital Retail Platform

Dmall Alliance

Al . Tech CPG Brand
Big Data O Dmaill 08 o Dmall 08™ Members  Standard

Supply
Chain

Could Tech loT

K : S

People Place Product

: Full system
Omnichannel Full Coverage

15



Dmall OS — Linking People, Place & Product ¢)SSpmAaLL

N
. N Retailers o
3 Scenarios

» Complete digital solutions

o=l Shopping e Neighborhood Home > In store or home delivery -
Al Centers Convenience stores 020 Instant/ Omnichannel
—  Supermartket Grocers Next Day Delivery —> » Reduce cost and improve
Stores productivity with more
. . sales and customers
2 Missions . )

o . T\
® Customers
% Enable B m Serve C

» Convenience: unified shopping

experience via one mobile app

=
1 System » Assurance: trustworthy retailers
and supply chain
» Variety of Selections: personalized
@ OS and one-stop shopping
J (G J

16



Dmall 2C— unification of In-Store & Home Delivery

finie

Members

Leverage and optimize retailers’ supply chain for lower cost and higher efficiency

—

—

Coverage

Supermarket

Neighborhood

CVS

Home

Online

Store

Front
Warehouse

a N
Scan&Go
One App Self Checkout
Omnichannel
Shopping
B2B
Group
Purchasing
g A
zm * wmm || 020
Global
\_ /) Selection

Store

Front

Warehouse

Store

Front
Warehouse

OSSpmMALL

DC

Processing
Plant

Central
Kitchen

Brands
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Dmall’s Partner Chain Stores Are Across the Nation

o . .
A ¥ X
Universality of Dmall OS
“Vanguard”
£RAA¥Vm . . eg e .
- D EED, * Various tiers of cities e Variety of store formats
& R @ 2R Hesne
SEC = L . i . .
T " * Omnichannel Solutions * Compatible and extensible
£.7%%: EEE LD 5 &8 5 »4es
0D BEEE @i P
Bl wms Qrasx
ey o @®wE hws UsHEh EEROM D KEE
BERRNaT oo B |00 e e 3
E5X8 y o gomesas METRO
e i B NG DEEEE ) spmen o #hinzone I
G ) m%? ‘ﬁ'nm R
Lo @ wman L : p-~- ATk =
QUM o TreS v QO22E Hogmg 5. bRb
T ares zmmn gupng e Branws ' '
T e g GXERED iy, fslEiam QEEAT B uugnmn
Dmall has partnered with @ ruer - ﬁé_ N\ EZIRTD 8 R HAT
top retailers in many regions, BEE <3 G = ? | L EEEs RESS
covering most of Chinese - “’ég Q mossEn
[_' i HE—-E “_m\ eeo 0000
provinces - T YIRA b -
- / o /
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Dmall’s Replication of Business Model with Wumart

Unicorn
MAU Ranked as NO.1 Digital

Fresh Grocery Platform in 202006
43 consecutive months 16.89M
MAU

f\valysys 574@ {Z %Xﬂlﬂlﬂ

CREE ST Hr | X Analysys.en

Dmall has been ranked as the 7th
most popular mobile retailing app in
China since January 2020

202051 BREZ T EEXME B A E S REE
FAPHIR (4 - H)\)

80000.0
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70000.0 WS SEARD) —o— ALl
60000.0
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’900002'76
wEno— 42,837 0.54%
40000.0 o

30000,0 Dy P 26 781 °74%\ /

-3.38 8. 5‘“"
20000.0 \
10,662 ) )

100000 k&% .4,722
I "/ 1578 | 1,407 1758 748
0'0 . . == Rand - e
F H IR 7 )3 x % i B &
fll 2 K I & ®|A18% = H
i £ £ 1
X &R 2

S—
© Analysys Si-SlTW www.analysys.cn

19



o S DMALL OBEbMAL

Now has Become the Leading Digital Fresh Grocery
Platform in China

110+ 13000+ 110M+ 18M+ ¥ 26.3B"
Provmces Retailers Stores Members MAU GMV

* In Chinese RMB, 2019



APP Sales Proportion: A Significant Indicator of Retail Digitalization

APP sales

Consumers using self-checkout

0%

52%

E-member on a broad basis

Gain consumer insights
Standardize channels
Tracable sales

Digitalization throughout
the whole process

21



Retail Digitalization and Unification of Online/Offline

*Six Years Gone: What Has Wumart Done Since Last Speech?
*The Strategic Choices Faced by Us Back In 2014

*Dmall’s Development Trajectory
*Dmall + Wumart + METRO: The Retail Digitalization Roadmap

*Digitalized Operation & Consolidation Is the Future

22



Consumer Centric Eco-system of Dmall

Multi-Formats

i Customers: One-stop Shopping & Service

End-to-End
Connected Chain

buiAng dnoup
32J3WwWo0)-3
jueine}say

940]1S 9JU9IUIAUO)D)
9103}S Ysa.i4

Omni Channel

Intelligent SCM: E-link B2B Digital Platform & Engine

! Digital Retail OS: Comprehensive Digital System Solution

23



Digital Fulfilment Center: Delivering Customer Satisfaction Beyond Physical Limits

Covering the Whole City
Deliver to home as fast as 30 minutes

3 3 + ,' b N .:mH'»\

Tiantongyuan Store's Digital Geo-fence

0 Predictable, accurate and achievable

delivery time. Let customers make

better use of time.

[0 Delivered as fast as 30 minutes

Turn Store into Warehouse 0 31 time slots per day

Pre-delivery calculation 1 Production lead time is 20 minutes.

Order pick management Set different production lead time

Picking and Delivery by raod areas.

OO 000

High customer satisfaction O Set different upper limit of orders

by time slots 24



Dmall + Wumart + METRO: In the Context of 2020 and Beyond

Since early 2020, the world has been sadly swamped in COVID-19 epidemic. It is still raging in many parts of
the world and some countries are seeing a rebound of the virus

The pandemic's impact on the world socio-economy is devastating. It has significantly limited the flow of
goods and people, while production and trade have slowed or even stopped, striking a further blow to the

already fragile global economy

The spillover effect of the impact will be long-term and profound. To tackle the possible global recession,
the global macroeconomic policies are shifting to quantitative easing around the world

We are witnessing rising unilateralism, protectionism, and headwinds against globalization, leading to
growing uncertainty and volatility in global economy

Sino-US relations are facing the gravest challenge ever since 1970s. Trade disputes have turned into an
ideological war, and so far there is no sign for seizing fire. It is likely to get worse before it gets better

25



Combatting COVID-19: Delivering Security and Reassurance

« “Only with conscience, we face daily lives” has been our
motto

| « We issued 23 booklets of prevention rules and tips and achieved
zero infection so far with stable supply, quality and quantity of
daily necessary food and goods

* At the peak time, we provided 5 times more of food and
vegetables than what we do normally, plus facemasks: Only in
Beijing, vegetable provided amounted 2,500 tons a day

* During the COVID-19 explosion in China, Wumart/Dmall created
. 6,200 self pick-up stations across China including 4,000 in Beijing

* They are based at community centers and local convenience
stores (whose owners receive incentives per order) to deliver safe
and sufficient goods to residents in lock-down communities

L ST 1SS

WF*B SRR

Gy

. © Residents can pick up their online order in a few minutes. This also
increased delivery efficiency significantly, as door-to-door home
delivery moved forth to the self pick-up stations so delivery
workers can handle more orders at a time safely

26



Our Innovation on Labor Sharing at the Peak of COVID-19 Crisis

Case 4: Partnering with other businesses to share labor
ChiSuper is a Chinese supermarket chain with more than 1000 stores across the country.

ChiSuper faced a severe labor shortage in the central weeks of the Covid-19 crisis due to the

high share of quarantined workers and the simultaneous increase in the demand for home-

deliveries, which raised the need for operators in its stores. They decided to work with catering

and cooking associations, whose operations were temporarily closed, to share labor with

them. Instead of staying at home, the employees belonging to food services could decide to
work for ChiSuper and return back to their original employers with a three-day’s notice. At the
peak of the pandemic, ChiSuper had over@o emp.’o@fmm other catering companies

who were allocated to different units such as logistic centers, food processing plants, and

supermarkets.

- Sadun, R. et al (June 2020) Re-starting under uncertainty: Managerial
experiences from around the world, Harvard Business School

27



Targeted Market Promotion: The Case of Moutai

Fixed-timeslot - Order Pickup
ordering window Quota Qualification  Qpline Instore

mE= N AT T
HmE ¥ [ PR
n \,}{‘ 1499

L) W s 3]

viayy 00

anan T 0

T

Lol Rl ] )

Screening members based on qualified purchases and shopping behaviors
Each qualified and loyal member has fair chance to buy

» Rigorous process to filter out market flippers rather than genuine

customers 28



Safety & Traceability: The Case of Star Farm

Follow the movement of a food through specified stages of production, processing and distribution.

\\\\W// 4 28 P
Sove  fiN @ @R k0
FARMBASE PROCESS PACKAGING LOGISTICS MARKET

Over 550 companies, 20,000 processing staffs, 30,000 farmers trained

Over 8,500 farm bases & factory assessed
Over 4,500 traceable products developed(3,100 SKU active)

Benefits: Provide safer foods at reasonable prices for customers.

29
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Overview of Retail Sales in China and United States

e China retailing industry is far
fragmented compared to the United

Total Retail Sales (US) = _

USD Trillion 69 62 States, that middle- and small-size
8 55355 il retailers are the major part of China
. 464850 m Bk retailing industry

s %3RS a3 o 4.3
38 il 3.8
4 ! ’ .
,3.33435 o 8 3 « As of 2019, top 10 retailers
3 55262745 2.8 contributed to a total market share of
L3 2.3 . . er:
, 20%7 o 24.2% by retail sales in the retailing
1.6 . . .
PrE industry in the United States,

1 0.8 .

0.20.20.20.30.30.40.40.40.40.50.50.6 P compared to the market share of in
5 China of 1.5%

N N ST N WO S 00 OV ©O v«i NN S WD W S 0 O ©O -t N M s N WO N 0 O

AR RIS S S8 88383c533335 3538 8 3 8
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* Dmall + Wumart + METRO model has
proven: with our strong consolidation
CAGR 2015-2019 CAGR 2015-2019 capacity and our unique way to
combine warehouse and stores
(“double-use”) in our digitalization
process, we will continue to embrace
further consolidation on they way... 31

China 8.2% United States 3.8%

Source: National Bureau of Statistics, United States Census Bureau



Conclusion: Embracing Digitalization and Further Consolidation

* The era of mobile Internet and Al technology make joint procurement and digital driven supply chain
possible, and promote large-scale consolidation opportunities

Dmall + Wumart + METRO model have stepped out of a road of Chinese retail enterprises embracing the
Internet and comprehensive digitalization, and have achieved initial results in strong organic growth and
post-M&A integration and synergies building.

Our digitalization strategy has enabled not only hundreds of chain retailers, including Wumart itself, with
improved efficiency and revenue, but also created more convenient and satisfactory omnichannel
shopping experience for millions of customers.

In the future, China will surely produce a 100 billion dollar sized retail consolidator. Our belief: Only

enterprises with scale can truly have sustained innovation ability, implement high standards of food
safety, opertate efficiently and achieve economies of scale.

32



Embrace Digitalization...
...Return to the Business Essence

Thank you!



