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last day for lodging applications under the Hong Kong Public Offering. In such a case, an announcement will be published on the websites of the Stock
Exchange (www.hkexnews.hk) and our Company (www.plscn.com) not later than the morning of the last day for lodging applications under the Hong Kong
Public Offering. For further information, please refer to the sections headed “Structure of the Global Offering” and “How to Apply for Hong Kong Offer
Shares.”
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Shares, are subject to termination by the Overall Coordinators (for themselves and on behalf of the Hong Kong Underwriters) if certain events shall occur prior to
8:00 a.m. on the Listing Date. Such grounds are set out in the section headed “Underwriting” in this Prospectus.
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accordance with Regulation S.
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Prospectus, you may download and print from the website addresses above.
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IMPORTANT NOTICE TO INVESTORS:
FULLY ELECTRONIC APPLICATION PROCESS

We have adopted a fully electronic application process for the Hong Kong Public Offering.
We will not provide printed copies of this Prospectus or printed copies of any application forms to
the public in relation to the Hong Kong Public Offering.

This Prospectus is available at the website of the Hong Kong Stock Exchange at
www.hkexnews.hk under the “HKEXnews > New Listings > New Listing Information” section,
and our website at www.plscn.com. If you require a printed copy of this Prospectus, you may
download and print from the website addresses above.

To apply for the Hong Kong Offer Shares, you may:

(1) apply online through the HK eIPO White Form service in the IPO App (which can be
downloaded by searching “IPO App” in App Store or Google Play or downloaded at
www.hkeipo.hk/IPOApp or www.tricorglobal.com/IPOApp) or at www.hkeipo.hk; or

(2) apply through the CCASS EIPO service to electronically cause HKSCC Nominees to apply on
your behalf, including by:

(i) instructing your broker or custodian who is a CCASS Clearing Participant or a CCASS
Custodian Participant to give electronic application instructions via CCASS terminals to
apply for the Hong Kong Offer Shares on your behalf; or

(ii) (if you are an existing CCASS Investor Participant) giving electronic application
instructions through the CCASS Internet System (https://ip.ccass.com) or through the
CCASS Phone System (using the procedures in HKSCC’s “An Operating Guide for Investor
Participants” in effect from time to time). HKSCC can also input electronic application
instructions for CCASS Investor Participants through HKSCC’s Customer Service Centre by
completing an input request.

We will not provide any physical channels to accept any application for the Hong Kong Offer
Shares by the public. The contents of the electronic version of this Prospectus are identical to the printed
prospectus as registered with the Registrar of Companies in Hong Kong pursuant to Section 342C of the
Companies (Winding Up and Miscellaneous Provisions) Ordinance (Chapter 32 of the Laws of Hong
Kong).

If you are an intermediary, broker or agent, please remind your customers, clients or principals,
as applicable, that this Prospectus is available online at the website addresses above.

Please refer to the section headed “How to Apply for Hong Kong Offer Shares” in this Prospectus
for further details on the procedures through which you can apply for the Hong Kong Offer Shares
electronically.
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Your application through the HK eIPO White Form service or the CCASS EIPO service must be for
a minimum of 200 Hong Kong Offer Shares and in one of the numbers set out in the table. You are required
to pay the amount next to the number you select.

No. of No. of No. of No. of
Hong Kong Amount Hong Kong Amount Hong Kong Amount Hong Kong Amount
Offer Shares payable on Offer Shares payable on Offer Shares payable on Offer Shares payable on
applied for application applied for application applied for application applied for application

HK$ HKS$ HKS$ HK$

200 2,383.79 4,000 47,676.01 60,000 715,140.18 800,000 9,535,202.40

400 4,767.61 5,000 59,595.01 70,000 834,330.21 900,000  10,727,102.70

600 7,151.40 6,000 71,514.02 80,000 953,520.25 1,000,000 11,919,003.00

800 9,535.19 7,000 83,433.02 90,000 1,072,710.26 1,100,000  13,110,903.30

1,000 11,919.01 8,000 95,352.02 100,000 1,191,900.30 1,250,000V 14,898,753.76
1,200 14,302.80 9,000 107,271.03 200,000 2,383,800.60
1,400 16,686.60 10,000 119,190.04 300,000 3,575,700.90
1,600 19,070.41 20,000 238,380.05 400,000 4,767,601.20
1,800 21,454.20 30,000 357,570.09 500,000 5,959,501.50
2,000 23,838.01 40,000 476,760.12 600,000 7,151,401.80
3,000 35,757.01 50,000 595,950.16 700,000 8,343,302.10

Note:

M Maximum number of Hong Kong Offer Shares you may apply for.

No application for any other number of the Hong Kong Offer Shares will be considered and any such
application is liable to be rejected.

— 11 —



EXPECTED TIMETABLE®

If there is any change in the following expected timetable of the Hong Kong Public Offering, we
will issue an announcement in Hong Kong to be published on our website at www.plscn.com and the
website of the Hong Kong Stock Exchange at www.hkexnews.hk.

Hong Kong Public Offering commences . . . . .......................... 9:00 a.m. on Friday,
28 April 2023

Latest time for completing electronic applications under the HK
eIlPO White Form service through one of the below ways®:

(1) the IPO App, which can be downloaded by searching
“IPO App” in App Store or Google Play or downloaded at
www.hkeipo.hk/TPOApp or www.tricorglobal.com/TPOApp

(2) the designated website www.hkeipo.hk. . . ... ... ... ... ... ... 11:30 a.m. on Thursday,

4 May 2023

Application lists open® . . . ... 11:45 a.m. on Thursday,
4 May 2023

Latest time for (a) completing payment of HK eIPO White
Form applications by effecting internet banking transfer(s) or
PPS payment transfer(s) and (b) giving electronic
application instructions to HKSCC™ . .. ... ... ... . ... ... ... .. .. 12:00 noon on Thursday,
4 May 2023

If you are instructing your broker or custodian who is a CCASS Clearing Participant or a CCASS
Custodian Participant to give electronic application instructions via CCASS terminals to apply for the
Hong Kong Offer Shares on your behalf, you are advised to contact your broker or custodian for the latest
time for giving such instructions which may be different from the latest time as stated above.

Application lists close®). . . . ... ... .. 12:00 noon on Thursday,
4 May 2023
Expected Price Determination Date™ . . . . ... ... ... ... .. ... ... . ...... Thursday, 4 May 2023

Announcement of the Offer Price to be published on our website
at www.plsen.com and the website of the Hong Kong Stock
Exchange at www.hkexnews.hk on or around'® . . .. ... ... ... .. ... Wednesday, 10 May 2023

Announcement of the level of indications of interest in the
International Offering, the level of applications in the Hong
Kong Public Offering and the basis of allocation of the Hong
Kong Offer Shares to be published on our website at
www.plscn.com and the website of the Hong Kong Stock

Exchange at www.hkexnews.hk on or before"” . ... ... .. ... . ... ... Wednesday, 10 May 2023

— il —



EXPECTED TIMETABLE®

The results of allocations in the Hong Kong Public Offering
(with successful applicants’ identification document numbers,
where appropriate) to be available through a variety of
channels, including:

e in the announcement to be posted on our website and
the website of the Hong Kong Stock Exchange at
www.plsen.com and www.hkexnews.hk,
respectively ' . Wednesday, 10 May 2023

e from the “IPO Results” function in the IPO App
or the designated results of allocations website at
www.tricor.com.hk/ipo/result or
www.hkeipo.hk/TPOResult with a “search by ID”
function from® 8:00 a.m. on
Wednesday, 10 May 2023 to
12:00 midnight on
Tuesday, 16 May 2023

e from the allocation results telephone enquiry line by
calling +852 3691 8488 between 9:00 a.m. and 6:00
pom. from"® Wednesday, 10 May 2023 to
Monday, 15 May 2023
(excluding Saturday, Sunday
and public holiday in Hong Kong)

Share certificates in respect of wholly or partially successful
applications to be dispatched or deposited into CCASS on or
before OO Wednesday, 10 May 2023

HK eIPO White Form e-Auto Refund payment
instructions/refund cheques in respect of wholly or partially
successful applications if the final Offer Price is less than the
maximum Offer Price per Offer Share initially paid on
application (if applicable) or wholly or partially unsuccessful
applications to be dispatched on or before®®O oL Wednesday, 10 May 2023

Dealings in the Shares on the Hong Kong Stock Exchange

expected to commence at 9:00 a.m. on'” . L Thursday, 11 May 2023



EXPECTED TIMETABLE®

Notes:

)

2

3

“
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(M

®)

®

All dates and times refer to Hong Kong local dates and time, except as otherwise stated.

You will not be permitted to submit your application through the IPO App or the designated website at www.hkeipo.hk after
11:30 a.m. on the last day for submitting applications. If you have already submitted your application and obtained an
application reference number from the IPO App or the designated website prior to 11:30 a.m., you will be permitted to
continue the application process (by completing payment of application monies) until 12:00 noon on the last day for
submitting applications, when the application lists close.

If there is/are a tropical cyclone warning signal number 8 or above, a “black” rainstorm warning and/or Extreme Conditions in
force in Hong Kong at any time between 9:00 a.m. and 12:00 noon on Thursday, 4 May 2023, the application lists will not
open or close on that day. See “How to Apply for Hong Kong Offer Shares — C. Effect of Bad Weather and/or Extreme
Conditions on the Opening and Closing of the Application Lists”.

Applicants who apply for Hong Kong Offer Shares by giving electronic application instructions to HKSCC via CCASS or
instructing your broker or custodian to apply on your behalf via CCASS should refer to the section headed “How to Apply for
Hong Kong Offer Shares — A. Applications for Hong Kong Offer Shares — 6. Applying Through the CCASS EIPO Service”.

The Price Determination Date is expected to be on or around Thursday, 4 May 2023 and, in any event, not later than Friday, 5
May 2023. If, for any reason, we do not agree with the Overall Coordinators (for themselves and on behalf of the Underwriters)
on the pricing of the Offer Shares by Friday, 5 May 2023, the Global Offering will not proceed and will lapse.

None of the websites set out in this section or any of the information contained on the websites forms part of this Prospectus.

Share certificates will only become valid at 8:00 a.m. on the Listing Date provided that the Global Offering has become
unconditional and the right of termination described in “Underwriting — Underwriting Arrangements and Expenses — Hong
Kong Public Offering — Grounds for Termination” has not been exercised. Investors who trade Shares on the basis of publicly
available allocation details prior to the receipt of Share certificates or the Share certificates becoming valid do so entirely at
their own risk.

e-Auto Refund payment instructions/refund cheques will be issued in respect of wholly or partially unsuccessful applications
pursuant to the Hong Kong Public Offering and also in respect of wholly or partially successful applications in the event that
the final Offer Price is less than the price payable per Offer Share on application. Part of the applicant’s identification document
number, or, if the application is made by joint applicants, part of the identification document number of the first-named
applicant, provided by the applicant(s) may be printed on the refund cheques, if any. Such data would also be transferred to a
third party for refund purposes. Banks may require verification of an applicant’s identification document number before
encashment of the refund cheques. Inaccurate completion of an applicant’s identification document number may invalidate or
delay encashment of the refund cheques.

Applicants who have applied through the HK eIPO White Form service for 1,000,000 or more Hong Kong Offer Shares may
collect any refund cheques (where applicable) and/or Share certificates in person from our Hong Kong Share Registrar, Tricor
Investor Services Limited, at 17/F, Far East Finance Centre, 16 Harcourt Road, Hong Kong from 9:00 a.m. to 1:00 p.m. on
Wednesday, 10 May 2023 or such other date as notified by us as the date of dispatch/collection of Share certificates/e-Auto
Refund payment instructions/refund cheques. Applicants being individuals who are eligible for personal collection may not
authorise any other person to collect on their behalf. If you are a corporate applicant which is eligible for personal collection,
your authorised representative must bear a letter of authorisation from your corporation stamped with your corporation’s chop.
Both individuals and authorised representatives must produce evidence of identity acceptable to our Hong Kong Share
Registrar at the time of collection.

Applicants who have applied for Hong Kong Offer Shares through the CCASS EIPO service should refer to the section headed
“How to Apply for Hong Kong Offer Shares — G. Despatch/Collection of Share Certificates/e-Auto Refund Payment
Instructions/Refund Cheques — Personal Collection — ii. If you apply through the CCASS EIPO service” for details.
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Applicants who have applied through the HK eIPO White Form service and paid their applications monies through single
bank account may have refund monies (if any) dispatched to the bank account in the form of e-Auto Refund payment
instructions. Applicants who have applied through the HK eIPO White Form service and paid their application monies
through multiple bank accounts may have refund monies (if any) dispatched to the address as specified in their application
instructions in the form of refund cheques in favour of the applicant (or, in the case of joint applications, the first-named
applicant) by ordinary post at their own risk.

Share certificates and/or refund cheques for applicants who have applied for less than 1,000,000 Hong Kong Offer Shares and
any uncollected Share certificates and/or refund cheques will be dispatched by ordinary post, at the applicants’ risk, to the
addresses specified in the relevant applications.

Further information is set out in “How to Apply for Hong Kong Offer Shares — F. Refund of Application Monies” and “How to
Apply for Hong Kong Offer Shares — G. Despatch/Collection of Share Certificates/e-Auto Refund Payment
Instructions/Refund Cheques”.

In case a typhoon warning signal no.8 or above, or a “black” rainstorm warning signal and/or Extreme Conditions is/are in
force in any days between Friday, 28 April 2023 to Thursday, 11 May 2023, then the day of (i) announcement of results of
allocations in the Hong Kong Public Offering; (ii) dispatch of Share certificates and refund cheques/HK eIPO White Form
e-Auto Refund payment instructions; and (iii) dealings in the Shares on the Stock Exchange may be postponed and an
announcement may be made in such event.

The above expected timetable is a summary only. For details of the structure of the Global Offering,

including its conditions, and the procedures for applications for Hong Kong Offer Shares, please refer to
“Structure of the Global Offering” and “How to Apply for Hong Kong Offer Shares” respectively.

If the Global Offering does not become unconditional or is terminated in accordance with its terms,

the Global Offering will not proceed. In such a case, we will publish an announcement as soon as
practicable thereafter.
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SUMMARY

This summary aims to give you an overview of the information contained in this prospectus. As it is
a summary, it does not contain all the information that may be important to you and is qualified in its
entirety by, and should be read in conjunction with, the full text of this prospectus. You should read the
entire prospectus before you decide to invest in the Offer Shares. There are risks associated with any
investment. Some of the particular risks in investing in the Offer Shares are set out in “Risk Factors” in
this prospectus. You should read that section carefully before you decide to invest in the Offer Shares.

OVERVIEW

We are an established sales and marketing service provider, primarily focusing on providing on-site
sales and marketing solutions to market-leading FMCG (i.e. fast-moving consumer goods) brand owners
and distributors with activities mainly carried out at offline retail stores, such as supermarkets, department
stores, outdoor promotional campaigns, etc. During the Track Record Period, we offer four types of
services, including (i) customised marketing solution; (ii) tasks and marketers matching service; (iii)
marketers assignment service; and (iv) SaaS+ subscription. Further details of our services are set out
below:

° Customised marketing solution. We formulate and implement customised sales and marketing
plans of our customers’ merchandise in offline retail stores with a view to raising brand
awareness, promoting merchandise and driving sales. In particular, we set up venues, arrange
marketers and event consumables and facilitate overall project management. Typical examples
of customised sales and marketing activities include promotional activities, marketing events,
roadshows, product launch events, order-placing events and appreciation ceremonies.

Being our long-established business, customised marketing solution contributed the largest
share of our revenue and accounted for 74.0%, 65.5% and 74.4% of our total revenue during
each year of the Track Record Period.

° Tasks and marketers matching service. We formulate and implement standardised sales and
marketing activities for our customers’ merchandise at offline retail stores with a view to
enhancing our customers’ sales performance. In particular, our customers’ marketing tasks are
published via our digitalised tool, namely Touchkit. We analyse historical task performance of
marketers to identify their strengths and characteristics. With such analysis, we provide
matching recommendation on tasks and suitable marketers. Also, with the aim to achieving our
customers’ performance targets, we regularly evaluate the impact of our services on sales
performance. Typical examples of standardised sales and marketing activities include sales and
promotion of our customers’ merchandise and in-store merchandise display.

Tasks and marketers matching service accounted for 7.7%, 14.2% and 13.3% of our total
revenue during each year of the Track Record Period.

° Marketers assignment service. We assign our employee marketers to execute sales and
marketing duties as instructed by our customers at designated offline retail stores and help
manage human resources-related administration matters of these employee marketers. In
particular, we enable our customers to reduce operating costs associated with human
resources-related administration matters and enhance management efficiency. As such, our
customers can focus on and allocate more management resources towards their core business
activities, while having access to stable supply of marketers.
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Marketers assignment service accounted for 17.8%, 16.7% and 7.8% of our total revenue during
each year of the Track Record Period.

° SaaS+ subscription. We offer customisation (on an as-needed basis) and subscription for our
readily-available digitalised tools. In particular, our digitalised tools support our customers to
streamline their sales and marketing process and manage their offline retail network, and to
make data-driven decisions as well.

During each year of the Track Record Period, SaaS+ subscription accounted for 0.5%, 3.6% and
4.5% of our total revenue.

Since our inception in 2004, we have strived to provide our customers with sales and marketing
services that are comprehensive to their corporate needs. We offer services to customers of different sizes
and scales which are scattered over different geographical locations in the PRC in support of their sales and
marketing initiatives. Generally, our services require on-site implementation by marketers. Marketers
mainly refer to the persons who directly interact with consumers and perform on-site implementation of
sales and marketing activities, such as salespersons, frontline staff, etc. In the context of our business
operations, we categorise our marketers into employee marketers (who have employment relationships with
us) and third-party marketers (who do not have any employment or contractual relationship with us). As of
the Latest Practicable Date, our services covered more than 320 cities in 31 provinces/municipalities in
China.

OUR MARKET OPPORTUNITY AND COMPETITION

Being a sales and marketing service provider which primarily serve FMCG customers in the PRC, our
operations are subject to the impact of any changes in the China’s offline retail market and we face
opportunities and challenges of the retail support services market, as well as retail sales and marketing
services market in China. According to the Frost & Sullivan Report, China’s retail sales and marketing
services market is fragmented and highly competitive, with the top five retail sales and marketing services
providers taking up approximately 23.4% of the market in 2021 and in terms of revenue, we accounted for
approximately 0.02% of the market in the PRC in 2021. For details, please refer to “Risk Factors — We
operate in a relatively competitive market and may not be able to compete successfully against our existing
and future competitors. In addition, we obtain some of our revenue through competitive tender or quotation
process. There is no assurance that we will succeed in the tender or quotation process.”.

According to the Frost & Sullivan Report, China’s retail market is categorised into online and offline
channels. In terms of the revenue generated by retail service providers, the online channel is the
faster-growing segment and increased rapidly at a CAGR of 26.5% from 2017 to 2021, whereas the offline
channel only grew at a CAGR of 4.1% for the same period. Going forward, online retail market is expected
to increase at a CAGR of 11.9% from 2021 to 2026, while offline retail market is expected to grow at a
CAGR of 3.3% during the same years. Accordingly, considering that our current business is primarily
offline-focused, such transformation may adversely affect our operations and performance and the growth
of our business due to the slower growth momentum of the offline retail channels. Nonetheless, the offline
channel represented more than 67% of the entire retail market over the last five years and according to
Frost & Sullivan, with the increasing costs of acquiring and retaining consumers in the online channel and
deeper and more tangible consumer experience in the offline channel, the offline retail market is expected
to remain larger than the online retail market. The offline channel is projected to represent more than 58%
of the entire retail market in the next five years.
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According to the Frost & Sullivan Report, China’s retail support services market in terms of revenue
is projected to increase from RMB7.9 trillion in 2021 to RMB11.0 trillion in 2026 at a CAGR of 6.8% and
the retail sales and marketing services market in China in terms of revenue is expected to grow from
RMB2,167.7 billion in 2021 to RMB3,350.1 billion in 2026, yielding a CAGR of 9.1%. The retail sales
and marketing services can be categorised into FMCG, durable goods, agricultural means of production,
and others. According to Frost & Sullivan, among all categories under retail sales and marketing services
market, FMCG sector holds the largest market share, which amounted to RMB1,261.5 billion and
accounted for approximately 58.2% of total market size of the retail sales and marketing services market in
2021 in terms of revenue, and is projected to reach RMB1,678.3 billion in 2026, attaining a stable CAGR
of 5.9%.

According to Frost & Sullivan, major market drivers of the retail sales and marketing services market
in China include (i) consumption upgrades prompt demand for more customised marketing services; (ii)
fiercer competition drives marketing effectiveness enhancement; and (iii) rising demand for offline
experience. Meanwhile, Frost & Sullivan expects that there will be (i) further expansion of publishing
channels and media resources; (ii) growing demand from various product sectors; (iii) prevalence of
marketing technology for integrated service capability; and (iv) performance-based advertising becoming
increasingly favourable.

OUR TECHNOLOGIES

Our FMES platform contains digitalised tools with different functionalities and data assets
accumulated from our provision of services over the years. We utilise our digitalised tools to manage
data collected during our daily operations and transform them into valuable data assets, which in turn
facilitate our business process. As such, our digitalised tools enable us to manage our business processes,
which include formulating implementation plans, managing implementation process and collecting,
verifying, processing and analysing data to produce data analytics.

We collect and process in our daily operations fragmented and unorganised first-hand information
relating to (i) sales and marketing performance by our and third-party marketers (including attendance and
task completion records); (ii) consumer behaviours and feedback; and (iii) sales and purchase transactions.
Our marketer user pool comprises marketers with different background, experience and skill sets, etc. For
FY2022, the number of average monthly active marketers was over 23,000 spreading across more than 320
cities in 31 provinces/municipalities in China. In order to effectively manage on-site performance of
marketers, we divide on-site implementation of sales and marketing activities into different tasks and
evaluate performance of our marketers on the tasks. Typical examples of tasks include sales and promotion,
assisting in marketing campaigns, in-store merchandise display, stock inventory management and other
daily operations. For FY2022, the total number of tasks completed was over 683,000. A task is regarded as
“completed” when all requirements prescribed by the customer in relation to such task have been
accomplished by marketers. In view of such volume of data, we need a reliable and scalable platform to
support our provision of effective sales and marketing services. In particular, MiJob Square, being one of
our flagship digitalised tools, facilitates easy task application for marketers, and also facilitates remote
management of marketers and monitoring of task performance and status for us.

Meanwhile, our tasks and marketers matching service utilises big data and Al technologies to
generate and continuously improve matching recommendations of marketers with tasks. Since different
tasks at offline retail stores in different areas which may have different target consumer groups, consumers’
behaviour and preference, merchandise variety, etc. require marketers with different background,
experience and skill sets, etc., we believe that we can enhance our ability in achieving better results
(such as sales amount) using Al-generated matching recommendations.
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OUR CUSTOMERS

Leveraging our proven track record and service quality, we have acquired positive market reputation
for providing our services and accumulated a solid customer base, comprising brand owners and
distributors. A majority of our brand owner customers and most of our top five customers in each year of
the Track Record Period are Fortune Global 500 companies, Top 500 Enterprises of China companies
and/or otherwise market-leading FMCG brand owners in the PRC and/or have global presence. For each
year during the Track Record Period, revenue from our five largest customers amounted to RMB269.2
million, RMB250.4 million and RMB438.7 million, representing 65.2%, 60.2% and 71.0% of our total
revenue, respectively. For each year during the Track Record Period, our revenue from our largest customer
amounted to RMB71.2 million, RMBS81.2 million and RMB166.8 million, representing 17.2%, 19.5% and
27.0% of our total revenue, respectively. As we derived a significant portion of our revenue from our top
five customers in each year of the Track Record Period, we are exposed to the risk of concentration of our
major customers. For further details, see “Risk Factors — We derived a significant portion of our revenue
from our major customers and we are exposed to the risk of concentration of our major customers during
the Track Record Period.” and “Business — Our customers — Customer concentration”.

OUR SUPPLIERS

Our suppliers mainly include labour service providers, event consumables suppliers and data service
and related IT service providers. For each year during the Track Record Period, our top five suppliers
include labour service providers and event consumables suppliers. For each year during the Track Record
Period, our purchases from our five largest suppliers amounted to RMB149.5 million, RMB156.4 million
and RMB121.5 million, representing 60.6%, 58.1% and 48.3% of our total purchases, respectively. For
each year during the Track Record Period, our purchases from our largest supplier, being a human
resources management service provider amounted to RMB90.8 million, RMB50.0 million and RMB43.2

million, representing 36.8%, 18.6% and 17.2% of our total purchases for the same periods, respectively.
For further details, see “Business — Our suppliers”.

OUR COMPETITIVE STRENGTHS
We believe that the following strengths have contributed to our success:
) Established sales and marketing service provider in China
° Strong network effect and synergy effect enabled by our business model
° Data-centric operation empowered by our FMES platform
° Large and diverse marketer pool
° High-quality customer base with expansion potential
° Seasoned and insightful management team

For further details, see “Business — Our competitive strengths”.
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OUR GROWTH STRATEGIES
We intend to leverage on our competitive strengths and implement the following strategies:

° Enhance our R&D capabilities and develop advanced sales and marketing digitalised tools as
well as attracting and retaining R&D talents

° Raise awareness of our brand and increase market share

° Establish our international presence

° Pursue strategic investment, acquisition and cooperation

For further details, see “Business — Our growth strategies”.
RISK FACTORS

Our business and industry and the Global Offering involve certain risks as set out in “Risk Factors”.
You should read that section in its entirety carefully before you decide to invest in our Shares. Some of the
major risks we face includes:

° We operate in a relatively competitive market and may not be able to compete successfully
against our existing and future competitors. In addition, we obtain some of our revenue through
competitive tender or quotation process. There is no assurance that we will succeed in the
tender or quotation process.

) Our growth may not be sustainable and depends on our ability to attract new customers,
diversify customer base and retain or increase revenue from existing customers.

° The offline retail market and retail sales and marketing services market in China is subject to
various uncertainties. In particular, the emergence of e-commerce and online marketing may
adversely affect the demand for our on-site sales and marketing services, as well as the overall
offline retail sales and marketing services market in China.

) If we fail to meet our customers’ requirements of our services to suit their evolving needs, our
customers may not renew our services, which, in turn, will have a material and adverse impact
on our business, financial condition, results of operations and prospects.

° Our efforts to develop new digitalised tools or functionalities may not succeed. If so, we may
not be able to provide services that are satisfactory to our customers, which, in turn, could harm
our business and prospects.

° Our financial results of tasks and marketers matching service depend on, among others,
performance of marketers which can be adversely affected by a number of factors, some of
which may be beyond our control.

° Our customers may switch between our services, which may materially and adversely affect our
financial performance.
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° If our digitalised tools contain serious errors or defects, our customers may lose confidence in
our services. In addition, system disruptions, distributed denial of service attacks, or other
hacking and phishing attacks on our digitalised tools, IT infrastructures or network systems may
delay or interrupt services to our customers. We may incur significant costs defending or
settling claims with our customers as a result of such serious errors or defects or disruptions.

° We derived a significant portion of our revenue from our major customers and we are exposed
to the risk of concentration of our major customers during the Track Record Period.

° Any interruptions to or delays in services from third parties, such as labour service providers,
event consumables suppliers and IT service providers, may impair the delivery of our services,
and adversely affect our business and results of operations.

° Our business generates and processes a large amount of data and we are required to comply with
constantly evolving PRC laws relating to information security and privacy protection. The
improper use or disclosure of data or alleged incidents of such could have a material and
adverse effect on our business and prospects.

OUR CONTROLLING SHAREHOLDERS

Immediately following the completion of the Share Subdivision and the Global Offering (assuming
the Over-allotment Option is not exercised), the Company shall be held as to 11.98% and 41.90% by
Guangjun Sun Holdings and Guangjun Holdings respectively. Guangjun Holdings is owned as to 99% by
Summit Plus (which in turn is wholly-owned by Mr. Sun’s Family Trust, a discretionary trust set up for the
benefit of Mr. Sun and Junshu Holdings) and 1% by Junshu Holdings respectively. Guangjun Sun Holdings
is wholly-owned by Junshu Holdings Limited, which in turn is wholly-owned by Mr. Sun. Accordingly,
Mr. Sun, Junshu Holdings, Guangjun Sun Holdings, Summit Plus and Guangjun Holdings will be our
Controlling Shareholders upon the Listing.

OUR PRE-IPO INVESTOR

Since the establishment of our Company, we have secured pre-IPO investment from New Mercury
Investments. For further details of the identity and background of the pre-IPO investor, and the principal
terms of the pre-IPO investment, see “History, Reorganisation and Corporate Structure — Pre-IPO
investment”.

SUMMARY OF HISTORICAL FINANCIAL INFORMATION

The following tables sets forth our summary historical financial information for the years or as of the
dates indicated. This summary has been derived from our historical financial information set forth in the
Accountant’s Report in Appendix I to this prospectus. The summary historical financial data set forth
below should be read together with, and is qualified in its entirety by reference to, the historical financial
information included in the Accountant’s Report in Appendix I to this prospectus, including the
accompanying notes, and the information set forth in “Financial Information”. Our historical financial
information was prepared in accordance with HKFRS.
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Summary of consolidated statements of comprehensive income

FY2020 FY2021 FY2022
RMB 000 RMB 000 RMB 000

Revenue 413,571 416,289 618,110
Gross profit 163,966 170,249 173,567
Other income 8,393 24,688 27,894
Operating profit 78,097 86,122 79,709
Profit before income tax 73,435 81,453 76,598
Profit for the year 53,897 59,010 52,702

Attributable to:

Owners of the Company 53,874 58,664 52,702
Non-controlling interests 23 346 —
53,897 59,010 52,702

Non-HKFRS measures

To supplement our consolidated financial statements which are presented in accordance with HKFRS,
we also use non-HKFRS measures, such as adjusted net profit (non-HKFRS measure) as an additional
financial measure, which is not required by, or presented in accordance with, HKFRS. We believe that such
measure provides useful information to investors and others in understanding and evaluating our
consolidated results of operations in the same manner as they help our management. However, our
presentation of the adjusted net profit (non-HKFRS measure) may not be comparable to similarly titled
measures presented by other companies.

We defined adjusted net profit (non-HKFRS measure) as profit for the year adjusted by adding back
Listing expenses. We exclude Listing expenses because Listing expenses are expenses related to the Global
Offering. Therefore, Listing expense is added back to the adjusted net profit (non-HKFRS measure) with a
view to eliminating the potential impacts of such items. The Directors believe that the presentation of such
non-HKFRS measure when shown in conjunction with the corresponding HKFRS measure provides useful
information to potential investors and management in better reflecting our underlying operating
performance and facilitating a better comparison of our underlying operating performance from period
to period. Adjusted net profit (non-HKFRS measure) is not a measure required by, or presented in
accordance with HKFRS. The use of adjusted net profit (non-HKFRS measure) has limitations as an
analytical tool, and you should not consider it insolation from, or as a substitute for analysis of, our results
of operations or financial position as reported under HKFRS.
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The following table reconciles our adjusted net profit (non-HKFRS measure) presented to the most
directly comparable financial measure calculated and presented in accordance with HKFRS:

FY2020 FY2021 FY2022
RMB 000 RMB 000 RMB’000

Profit for the year 53,897 59,010 52,702
Add:

Listing expenses — 8,370 17,853
Adjusted net profit (non-HKFRS measure) 53,897 67,380 70,555

Our adjusted net profit (non-HKFRS measure) amounted to RMB53.9 million, RMB67.4 million and
RMB70.6 million for FY2020, FY2021 and FY2022, respectively. Our adjusted net profit margin
(non-HKFRS measure) was 13.0%, 16.2% and 11.4% for FY2020, FY2021 and FY2022, respectively.
Revenue

Services types

The following table sets forth a breakdown of our revenue by service types for the years indicated:

FY2020 FY2021 FY2022
RMB’000 % RMB’000 % RMB’000 %
Customised marketing solution 305,888 74.0 272,724 65.5 459,623 74.4
Tasks and marketers matching service 32,127 7.7 59,238 14.2 82,062 13.3
Marketers assignment service 73,583 17.8 69,412 16.7 48,713 7.8
SaaS+ subscription 1,973 0.5 14,915 3.6 27,712 4.5
Total 413,571 100.0 416,289 100.0 618,110 100.0

Our revenue increased from RMB413.6 million for FY2020 to RMB416.3 million for FY2021. The
increase was primarily attributable to the significant increase in revenue from tasks and marketers matching
service and SaaS+ subscription, which was in line with our business strategy to promote our tasks and
marketers matching service and SaaS+ subscription, the effect of which was partially offset by the decrease
in revenue from customised marketing solution, which was due to the decrease in spending of some of our
brand owner customers of customised marketing solution in FY2021.

Our revenue increased from RMB416.3 million for FY2021 to RMB618.1 million for FY2022
primarily attributable to the increase in our revenue from customised marketing solution. Increase in
revenue from customised marketing solution was mainly due to (i) the increase in the average revenue per
brand owner customer from RMB6.7 million for FY2021 to RMB15.7 million for FY2022 as some of our
existing brand owner customers expanded their spendings on customised marketing solution; (ii) revenue
contributed by new customers procured by us in late 2021; and (iii) the fact that some of our marketers
assignment service customers switched to our customised marketing solution services, which was in line
with our strategies to put more focus on customised marketing solution and to cater changes in sales and
marketing strategies of our customers from time to time in response to the prevailing changes in their
industry.
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Geographical area

The following table sets forth a breakdown of our revenue by geographical area of our customers for

the years indicated:

FY2020 FY2021 FY2022

Revenue %  Revenue %  Revenue %
East China" 181,887 44.0 200,184 48.1 226,853 36.7
South China® 203,703 49.3 154,035 37.0 327,642 53.0
North China® 24,272 59 54,394 13.1 54,952 8.9
Others™® 3,709 0.8 7,676 1.8 8,663 1.4
Total 413,571 100.0 416,289 100.0 618,110 100.0
Notes:
(1) Included customers from Jiangsu, Shanghai, Zhejiang and other provinces/municipalities in East China.
2) Included customers from Guangdong, Guangxi and Hainan.
3) Included customers from Beijing, Tianjin, Shanxi and other provinces/municipalities in North China.
(4)  Included customers from Hubei, Sichuan, Henan and other provinces/municipalities in China except East China, South

China and North China.

We generated most of our revenue from customers located in East China and South China, which in
aggregate contributed revenue of RMB385.6 million, RMB354.2 million and RMB554.5 million and
accounted for 93.2%, 85.1% and 89.7% of our total revenue for each year during the Track Record Period,
respectively. Our revenue generated from customers located in North China increased substantially from
5.9% of our total revenue for FY2020 to 13.1% and 8.9% of our total revenue for FY2021 and FY2022,
respectively, mainly because we expanded our business presence in Beijing and thus, generated increased
revenue from customers in Beijing.

Cost of services

The following table sets forth a breakdown of our cost of services and as a percentage of our cost of
services for the years indicated:

FY2020 FY2021 FY2022

RMB 000 % RMB’000 % RMB’000 %
Labour service fees'” 197,806 79.3 182,310 742 154,263 34.7
Employee benefit expenses® 7,659 3.1 9,424 3.8 248,792 56.0
Event consumables®® 29,238 1.7 38,354 156 22,320 5.0
Travel and transportation expenses 10,030 4.0 10,611 43 9,315 2.1
Research, development and technical service expenses(4) 1,285 0.5 4,729 1.9 8,823 2.0
Impairment losses on inventories® 1,755 0.7 — — — —
Other expenses 1,832 0.7 612 0.2 1,030 0.2
Total 249,605 100.0 246,040 100.0 444,543 100.0
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Notes:

(1) Labour service fees mainly represented fees incurred in relation to third-party marketers engaged through labour
services providers.

2) Employee benefit expenses mainly represented salaries and benefits paid to our staff (including Group staff and
employee marketers).

(3)  Event consumables mainly represented production costs, event materials purchase fees, meeting and training fees and
venue fees.

(4)  Research, development and technical service expenses mainly represented the expenses associated with the provision of
SaaS+ subscription.

(5) Impairment losses on inventories mainly represented provision of loss allowance for our candy products.

Our cost of services remained relatively stable for FY2020 and FY2021, where our labour service
fees represented the largest component of our cost of services for FY2020 and FY2021 and accounted for
79.3% and 74.2% of our total cost of services, respectively.

The significant increase in cost of services associated with customised marketing solution from
RMB190.7 million for FY2021 to RMB368.7 million for FY2022 was mainly because the revenue
contribution of three of our top five customers for the Track Record Period, increased from 19.6% of our
revenue for FY2021 to 50.2% for FY2022. Such increase in contribution was mainly due to the fact that
these three customers switched from our marketers assignment service to our customised marketing
solution, to cater for changes in their sales and marketing strategies in response to the prevailing changes in
their industries. For FY2022, employee benefit expenses increased significantly to 56.0% of our total cost
of services and thus, became the largest component of our cost of services, mainly because some of our
marketers assignment service customers switched to our customised marketing solution. The employee
benefit and disbursements paid to these employee marketers were originally recorded to net-off the gross
transaction amounts of revenue generated from marketers assignment services, where under customised
marketing solution, such expenses were recorded in full in our cost of services as employee benefit
expenses.

Gross profit and gross profit margin

The following table sets forth a breakdown of our gross profit and gross profit margin by service
types for the years indicated:

FY2020 FY2021 FY2022
Gross Gross Gross
Gross Profit Gross Profit Gross Profit
Profit  Margin Profit  Margin Profit Margin

RMB’000 % RMB’000 % RMB’000 %
Customised marketing solution 87,474 28.6 82,040 30.1 90,958 19.8
Tasks and marketers matching service 10,357 322 16,764 28.3 20,386 24.8
Marketers assignment service 65,580 89.1 61,633 88.8 43,733 89.8
SaaS+ subscription 555 28.1 9,812 65.8 18,490 66.7
Total 163,966 39.6 170,249 40.9 173,567 28.1

Our gross profit was RMB164.0 million, RMB170.2 million and RMB173.6 million for FY2020,
FY2021 and FY2022, respectively. Our gross profit margin was 39.6%, 40.9% and 28.1%, for FY2020,
FY2021 and FY2022, respectively.

— 10 —
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Customised marketing solution

Our gross profit margin of customised marketing solution increased slightly from 28.6% for FY2020
to 30.1% for FY2021. The increase in gross profit margin was mainly due to the increase in project scale of
relatively higher profit margin projects with some brand owners. Our gross profit margin of customised
marketing solution decreased from 30.1% for FY2021 to 19.8% for FY2022. The decrease was mainly due
to increase in employee benefit expenses because some of our marketers assignment service customers
switched to our customised marketing solution to cater for changes in their sales and marketing strategies
in response to the prevailing changes in their industries. The customised marketing solution projects in
relation to these customers were relatively more labour intensive than our other customised marketing
solution projects as these customers required their products to be promoted in multiple locations with an
aim to improve their sales performances. Thus, compared with other promotional activities and marketing
events, which may require more event consumables rather than labour, these projects required more of our
employee marketers to cover such locations and we therefore incurred more employee benefit expenses,
thus the projects had a relatively lower gross profit margins.

Tasks and marketers matching service

Our gross profit margin of tasks and marketers matching service further decreased from 32.2% for
FY2020 to 28.3% for FY2021. The decrease in gross profit margin of tasks and marketers matching service
was mainly attributable to the increase in labour service fee as a result of the increase in number of
manshift performed by third-party marketers to enhance the level of project execution and to meet the
demands associated with the business expansion and the increase in average cost per manshift of
third-party marketers for tasks and marketers matching service. The average cost per manshift of
third-party marketers for tasks and marketers matching service increased at a higher rate than average
revenue from tasks and marketers matching service per manshift of third-party marketers. Our gross profit
margin of tasks and marketers matching service decreased from 28.3% for FY2021 to 24.8% for FY2022,
as average cost per manshift of third-party marketers for tasks and marketers matching service increased at
a higher rate than average revenue from tasks and marketers matching service per manshift of third-party
marketers, which was mainly because (i) with a view to ensuring the quality of our services and
maintaining a stable marketer base, we adjusted the calculation basis of the remuneration of the marketers
and did not substantially reduce our cost of services; the remuneration of the marketers is calculated based
on the marketers’ attendance and the amount of sales achieved and in FY2022, we have expanded the types
of sales-related incentives for certain of our customers and (ii) as affected by overall economic downturn,
sales performance of offline retail stores involved under our tasks and marketers matching service was
affected, which in turn reduced our revenue from tasks and marketers matching service that adopts a
“performance-based” fee model.

Marketers assignment service

Our gross profit margin of 89.1% for FY2020, marketers assignment service remained stable at 88.8%
for FY2021 and 89.8% for FY2022.

— 11 —
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SaaS+subscription

As a newly launched service type in 2020, our gross profit margin of SaaS+ subscription increased
significantly from 28.1% for FY2020 to 65.8% for FY2021. The increase was mainly due to the decrease in
the percentage of research, development and technical service expenses to the revenue from SaaS+
subscription from 65.1% for FY2020 to 31.7% for FY2021 as we generally only had to make modifications
to our software developed in 2020 to fit our customers’ specification requirements instead of having it
developed from scratch when we bring on new customers. Our gross profit margin of SaaS+ subscription
remained relatively stable at 65.8% and 66.7% for FY2021 and FY2022, respectively.

For detailed analysis of our results of operation during the Track Record Period see “Financial
Information”.

Other income and gains — net

Our other income and gains — net increased from RMBS8.6 million for FY2020 to RMB25.2 million
for FY2021. The increase was mainly attributable to the significant increase in government grants from
RMB3.7 million for FY2020 to RMB22.8 million for FY2021. The increase in government grants from
FY2020 to FY2021 was mainly attributable to a significant increase in the amount of financial support
received from RMBO0.7 million for FY2020 to RMB22.5 million for FY2021. Such government grant,
calculated based on our Group’s income tax payment and our business scale, was intended to incentivise
the development of Group in the Shanghai regions.

Our other income and gains — net further increased from RMB25.2 million for FY2021 to RMB28.9
million for FY2022, primarily due to the increase in government grants to RMB26.1 million for FY2022 as
a result of the increase in the amount of financial support granted by the PRC government. The increase in
government grants from FY2021 to FY2022 was mainly attributable to an increase in the financial support
received pursuant to a job-subsidy programme of local authorities in the PRC, for example Job Stability
Subsidies (F%f# #iififi) and Employee Retention Subsidies (¥4 f #fi 7).

Government grants we received during the Track Record Period mainly represented (i) the financial
support received from the Bureau of Finance of the relevant administrative areas, including Jiading District
Bureau of Finance, a local authority in the PRC, to incentivise the development of our Group in the
Shanghai regions; and (ii) job-subsidy programme of local authorities in the PRC according to the
respective local government policies (such as Job Stability Returns (% i 22 #2) and Job Stability Subsidies
(%% i #ii L)), the applications of which were subject to certain conditions (such as no employee complaint,
no report on arrears of salaries and a relatively low dismissal rate). There were no unfulfilled conditions or
contingencies relating to the government grants. The timing, amounts and conditions of these government
grants were within the sole discretion of the government and these government grants may be reviewed and
assessed by the government periodically and may fluctuate from time to time pursuant to the changes in
relevant government policies. The majority of our government grants received were non-recurring in
nature. For details, see “Risk Factors — Any discontinuation, reduction or delay of government grants that
may be available to us in the future could materially and adversely affect our business, financial condition
and results of operations.”.

— 12 —
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Profit for the year

Our profit for the year increased from RMB53.9 million for FY2020 to RMB59.0 million for
FY2021, primarily due to (i) the increase in other income from government grants by RMB19.1 million
during FY2021; and (ii) the increase in gross profit by RMB6.3 million for FY2021. The effect was
partially offset by the increase in administrative expenses of RMB11.6 million mainly as a result of Listing
expenses of RMBS8.4 million being recognised in FY2021.

Our profit for the year decreased from RMB59.0 million for FY2021 to RMB52.7 million for
FY2022, primarily due to (i) the increase in administrative expenses of RMB2.0 million mainly as result of
Listing expenses of RMB17.9 million being recognised for FY2022; and (ii) the increase in research and
development expenses of RMB12.9 million mainly as a result of the expenses incurred in relation to the use
of external third party database for the purpose of research and development.

Summary of consolidated statements of financial position

The following tables sets forth out a summary of our consolidated statements of financial positions as
at the dates indicated.

As at 31 December
2020 2021 2022
RMB’000 RMB’000 RMB’000

Current assets 575,355 616,272 618,482
Current liabilities 323,352 303,546 280,577
Net current assets 252,003 312,726 337,905
Non-current assets 19,004 14,438 8,644
Non-current liabilities 3,570 2,133 55
Net assets 267,437 325,031 346,494
Non-controlling interests 1,523 — —

Our net current assets increased from RMB252.0 million as at 31 December 2020 to RMB312.7
million as at 31 December 2021 primarily due to the increase in trade receivables as the result of increase in
revenue for the fourth quarter in 2021 as compared with the same period in 2020 and the decrease in the use
of trade receivables factoring facilities, the effect of which was partially offset by the (i) increase in our
borrowings; and (ii) decrease in our contract assets.

Our net current assets increased from RMB312.7 million as at 31 December 2021 to RMB337.9
million as at 31 December 2022 primarily due to (i) the increase in deposits, other receivables and
prepayments and cash and cash equivalents and (ii) the decrease in lease liabilities, trade and other
payables and income tax payables, the effects of which were partially offset by (i) the decrease in trade
receivables and financial assets at fair value through profit or loss and (ii) the increase in borrowings.

Net assets

Our net assets increased from RMB267.4 million as at 31 December 2020 to RMB325.0 million as at
31 December 2021 primarily due to the net profit of RMB59.0 million for FY2021, the effect of which was
partially offset by shareholding acquisition from non-controlling interests for a subsidiary of RMBI1.5
million for FY2021.
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Our net assets further increased from RMB325.0 million as at 31 December 2021 to RMB346.5
million as at 31 December 2022 primarily due to the net profit of RMBS52.7 million and capital injection
from a new sharecholder of RMB3.5 million for FY2022, the effect of which was partially offset by the
decrease in other reserves of RMB34.7 million arising from the acquisition of minority interests of Plus
Shanghai as a result of the Reorganisation.

Summary of consolidated statements of cash flows
The following table sets forth a summary of our cash flows for the years indicated:

FY2020 FY2021 FY2022
RMB’000  RMB’000  RMB’000

Net cash generated from operating activities 45,803 20,110 71,603
Net cash generated from investing activities 83,976 4,794 4,527
Net cash used in financing activities (139,889) (13,697) (33,743)
Net (decrease)/increase in cash and cash equivalents (10,110) 11,207 42,387
Cash and cash equivalents at the beginning of the year 19,220 9,110 20,317
Cash and cash equivalents at the end of the year 9,110 20,317 62,704

Our net cash generated from operations slightly decreased from RMB59.3 million for FY2020 to
RMB56.8 million for FY2021. The decrease was mainly attributable to the decrease in trade and other
payables by RMB37.6 million as the said social security payments reduction policy was an one-off policy
for FY2020, the effect of which was partially offset by (i) the increase in profit before income tax by
RMB&8.0 million; and (ii) the decrease in trade receivables by RMB27.0 million as the result of our efforts
in collecting trade receivables from certain of our major customers during the Track Record Period.

Our net cash generated from operations increased from RMB56.8 million for FY2021 to RMB95.9
million for FY2022. The increase was mainly attributable to (i) the decrease in trade receivables by
RMB120.2 million primarily because we entered into an agreement with one of our major customers during
the Track Record Period, pursuant to which such customer agreed on a shorter settlement period with us;
and (ii) the increase in contract liabilities by RMB3.6 million, the effects of which were partially offset by
(1) the increase in contract assets by RMB40.8 million which was in line with our increased revenue; and
(i1) decrease in trade and other payables by RMB30.7 million.

Key financial ratios

As at or for the year ended
31 December

2020 2021 2022
Revenue growth” ~13.1% 0.7% 48.5%
Gross profit margin® 39.6% 40.9% 28.1%
Net profit margin® 13.0% 14.2% 8.5%
Adjusted net profit margin (Non-HKFRS measure)® 13.0% 16.2% 11.4%
Current Ratio® 1.8 2.0 2.2
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Notes:

(€]

()

(3)

(C))

(%)

Revenue growth ratio equals revenue growth divided by revenue for the same period of the last year.

The calculation of gross profit margin is based on gross profit for the year divided by revenue for the year.

The calculation of net profit margin is based on profit for the year divided by revenue for the year.

Adjusted net profit margin (non-HKFRS measure) equals adjusted net profit (non-HKFRS measure) divided by revenues
for the year.

Current ratio is calculated based on the total current assets divided by the total current liabilities as at the end of the year.

OFFERING STATISTICS

Based on an Based on an
Offer Price of Offer Price of
HK$10.6 per HKS$11.8 per

Offer Share Offer Share

Market capitalisation of our Shares (Note 1) HK$1,327.1 HK$1,477.4
million million

Unaudited pro forma adjusted consolidated net tangible assets HK$5.12 HK$5.36

attributable to owners of our Company per Share (Note 2)

Notes:

The calculation of market capitalisation is based on 125,200,400 Shares expected to be in issue immediately upon
completion of the Global Offering, assuming the Over-allotment Option is not exercised.

Our unaudited pro forma adjusted consolidated net tangible assets attributable to owners of our Company per Share is
arrived at after the adjustments referred to in “Unaudited Pro Forma Financial Information” as set out in Appendix II to
this prospectus and on the basis that 124,200,400 Shares were in issue assuming the Share Subdivision and Global
Offering had taken place on 31 December 2022, excluding the 1,000,000 Shares (after Share Subdivision) under the
RSU Scheme that were accounted for as treasury shares, and without taking into account of any Shares which may be
allotted and issued upon the exercise of the Over-allotment Option, or any Shares which may be allotted and issued or
repurchased by our Company under the general mandate for the allotment and issuance of Shares or the general mandate
for repurchase of Shares.

LISTING EXPENSES

Listing expenses represented professional fees, underwriting commissions and other fees incurred in
connection with the Global Offering. Assuming an Offer Price of HK$11.2 per Offer Share (being the
mid-point of the indicative Offer Price range) and no exercise of the Over-allotment Option, we expect to
incur Listing expenses of a total of RMB46.8 million (equivalent to approximately HK$53.3 million),
representing approximately 19.0% of the gross proceeds from the Global Offering and consisting of
RMB1.9 million in underwriting fees and RMB44.9 million in non-underwriting fees (comprising fees and
expenses of legal advisers and reporting accountant of RMB27.5 million and other fees and expenses of
RMB17.4 million). Our Listing expenses charged to profit or loss amounted to nil, RMB&8.4 million and
RMB17.9 million, for FY2020, FY2021 and FY2022, respectively.
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In addition, we estimate that an additional Listing expenses of RMB20.5 million will be further
incurred by us, of which RMB11.3 million (comprising fees and expenses of legal advisers and reporting
accountant of RMBS8.7 million and other fees and expenses of RMB2.6 million) is expected to be charged
to our consolidated statement of profit or loss and RMB9.2 million (comprising underwriting fees of
RMB1.9 million, fees and expenses of legal advisers and reporting accountant of RMBS5.0 million and
other fees and expenses of RMB2.3 million) is expected to be deducted from equity upon Listing, which is
directly attributable to the issue of the Shares. The Listing expenses above are the best estimate as of Latest
Practicable Date and for reference only and the actual amount may differ from this estimate.

USE OF PROCEEDS

We estimate that we will receive net proceeds from the Global Offering of approximately HK$226.7
million, assuming an Offer Price of HK$11.2 per Offer Share (being the mid-point of the Offer Price range
of HK$10.6 and HK$11.8 per Offer Share) and after deduction of underwriting fees, commissions and
other estimated expenses payable by us in connection with the Global Offering and assuming the
Over-allotment Option is not exercised. We intend to utilise the net proceeds as follows:

° 32.0% of the net proceeds, or HK$72.5 million, will be used for enhancing our core technology
capabilities and fundamental R&D

— 17.1% of the net proceeds, or HK$38.7 million, will be used for continuous upgrading of
our FMES platform and digitalised tools;

—  5.0% of the net proceeds, or HK$11.3 million, will be used for establishing a cloud-based
sales and marketing platform as a service (PaaS) system;

—  6.6% of the net proceeds, or HK$15.0 million, will be used for enhancing our IT
infrastructure;

—  3.3% of the net proceeds, or HK$7.5 million, will be used for enhancing our Shanghai
headquarters and Dalian R&D centre;

° 30.0% of the net proceeds, or HK$68.0 million, will be used for strategic investment,
acquisition and cooperation;

° 20.5% of the net proceeds, or HK$46.5 million, will be used for enhancing our capabilities in
sales and marketing and business development to further our business growth and brand
awareness:

—  17.0% of the net proceeds, or HK$38.6 million, will be used for increasing the size of our
business team to accelerate the development of our customised marketing solution and
tasks and marketers matching service over the next three years;

—  2.0% of the net proceeds, or HK$4.5 million, will be used for providing more professional
training to our business and operation team to strengthen their capabilities to serve our

customers, thereby enhancing customer loyalty;

—  1.5% of the net proceeds, or HK$3.4 million, will be used for expanding and diversifying
our sales and marketing channels;
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° 7.5% of the net proceeds, or HK$17.0 million, will be used for repaying our bank borrowings;

and
° 10.0% of the net proceeds, or HK$22.7 million, will be used as our working capital for general
purposes.
DIVIDEND

No dividend has been paid or declared by our Company since its incorporation. Save for the
dividends of RMB165.0 million declared by Plus Shanghai to its then shareholders for FY2020, no
dividend was declared or paid by our Group during the Track Record Period and up to the date of this
prospectus.

Our Company is a holding company incorporated in the Cayman Islands. Although currently we do
not have a formal dividend policy or a fixed dividend distribution ratio, our Board may recommend a
payment of dividend in the future after taking into account our operations and earnings, capital
requirements and surplus, general financial condition, contractual restrictions, capital expenditure and
future development requirements, Shareholders’ interests and such other conditions and other factors which
they may deem relevant at such time. Any declaration and payment as well as the amount of the dividend
shall be proposed and approved by the Board in accordance with the Articles, the Cayman Companies Act
and any applicable laws and regulations. Any future declarations of dividend may or may not reflect our
historical declarations of dividend and will be at the absolute discretion of our Directors. There is no
assurance that dividends of any amount will be declared or be distributed in any year.

LEGAL PROCEEDINGS AND COMPLIANCE
Legal proceedings

We may be subject to legal proceedings, investigations and claims arising in the ordinary course of
our business from time to time. During the Track Record Period and up to the Latest Practicable Date, save
as disclosed in “Business — Legal proceedings and compliance — Legal proceedings”, our Directors
confirmed that there had been no litigation or arbitration or administrative proceedings pending or
threatened against our Group or any of our Directors which could have a material adverse effect on our
Group’s financial condition or results of operation.

Compliance

During the Track Record Period and up to the Latest Practicable Date, as advised by our PRC Legal
Adviser, there were no breaches or violations of applicable PRC laws and regulations that may have a
material and adverse impact on our business, financial condition or results of operation taken as a whole,
and we had obtained all material requisite licences and approvals from relevant governmental authorities
for our operations in the PRC.
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IMPACT OF COVID-19 PANDEMIC ON OUR OPERATIONS

Since December 2019, a novel strain of COVID-19, has severely impacted China and many other
countries. On 11 March 2020, the World Health Organisation declared COVID-19 a global pandemic.
Many businesses and social activities in China and other countries and regions have been severely
disrupted, particularly in the first quarter of 2020. Although conditions have substantially improved since
late March 2020 in the PRC, there was a slight rebound of number of confirmed cases of COVID-19 in
certain cities afterwards. In 2022, a number of positive COVID-19 cases appeared in certain areas of
Shanghai and other locations in China, which eventually led to resurgence of COVID-19 outbreak in
various parts of China. In response to COVID-19, the PRC government has from time to time imposed
various mandatory quarantine, which included temporary lockdown of residential areas and closures of
offline retail stores, offices and workplaces and other facilities, implementation of “closed-door”
production or work from home arrangement of non-essential business and suspension of public
transportation. These measures have caused a temporary decline in the business activities in various
industries in which our customers operate and the restricted movement of individuals has disrupted the
operations of the offline retail network and consumer demand for certain FMCG merchandise and thus, in
turn affect our business operations and financial results during the Track Record Period. For details, please
refer to “Business — Impact of COVID-19 Pandemic On Our Operation”. Moreover, our operation
efficiency was affected to a certain extent because our staff were required to work from home from time to
time.

In view of the PRC government’s recent relaxation of the national COVID-19 prevention measures
since December 2022 (such as the PRC authorities releasing measures to accelerate the economic recovery
and resume normal operations of the society and the lifting up of quarantine measures and travel
restrictions), and notwithstanding the soaring of infections in late December 2022 and early January 2023,
our Directors remain cautiously optimistic with our operations in the future. With information currently
available to our Directors (including (i) the fact that since December 2022 and up to the Latest Practicable
Date, there was no cancellation or postponement of contracts/projects; (ii) the fact that we did not
experience any material shortage of labour and the number of average monthly active marketers of over
26,000 for January 2023 remained relatively stable as compared with FY2021 and FY2022; (iii) the
number of completed tasks of around 69,000 in January 2023 remained relatively stable as compared with
other months in FY2022; (iv) our Group staff has gradually returned to offices and thus, our operation
efficiency has gradually resumed to normal; and (v) market information based on our regular
communication with our key customers and suppliers) and after taking into account the governmental
measures implemented, up to the Latest Practicable Date, our Directors were not aware of any material
adverse impact of such relaxation of the national COVID-19 policy and consequent resurgence of
COVID-19 in the PRC since late 2022 on the Group’s operations and financial performance. Our Directors
are of the view that COVID-19 shall not have a permanent impact on us or materially disrupt our business
operations as the demand for our services will gradually resume along with the recovery of the retail
market, as well as the retail support service market. Our Directors will continue to assess the impact of the
COVID-19 on our operations and financial performance and closely monitor our exposure to the risks and
uncertainties in connection with the COVID-19.

RECENT DEVELOPMENTS AND NO MATERIAL ADVERSE CHANGE
Business developments
Having considered our customers generally require a broader range of sales and marketing services

from us over the years, we believe that in the future, more of our marketers assignment service customers
may choose and switch to our customised marketing solution and/or tasks and marketers matching service.
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In January 2023, we entered into customised marketing solution service contracts with Customer D,
under which we shall provide a nationwide coverage of customised marketing solution, including raising
brand awareness and merchandise promotion at designated offline retail stores. Such service contracts have
an aggregate maximum contract amount of RMB375 million and will involve around 4,300 employee
marketers. We believe that these new contracts will strengthen our customised marketing solution and
enhance our income stream.

Financial developments

Our net profit may experience a decrease for the year ending 31 December 2023 as compared to that
of the year ended 31 December 2022, mainly due to (i) the expected Listing expenses to be incurred during
the year; and (ii) the possible decrease in our other income as majority of our government grants received
in FY2022 were non-recurring in nature and the timing, amounts and conditions of these government
grants were within the sole discretion of the government, which we may not be able to receive those
government grants at similar levels in 2023.

Our Company had granted with an aggregate of 20,000 underlying Shares, which has been adjusted to
1,000,000 underlying Shares after the completion of the Share Subdivision, representing 0.80% of the
issued Shares immediately upon completion of the Global Offering (assuming the Over-allotment Option is
not exercised) on 31 March 2023. It is expected that the grant of the RSU will cause our Group to incur
share-based payment expenses during the vesting period. As such, the recognition of share-based payment
expenses will lead to a negative financial impact on our Group’s net profit for the year ending 31 December
2023.

Recent regulatory developments
Trial Administrative Measures of the Overseas Securities Offering and Listing by Domestic Companies

On 17 February 2023, China Securities Regulatory Commission (the “CSRC”) issued the Trial
Administrative Measures of the Overseas Securities Offering and Listing by Domestic Companies ({}% A
TN TR SR A T BT HEA)) (the “Trial Measures”) and five supporting guidelines, the
Trial Measures came into effect on 31 March 2023. According to the Trial Measures, a filing-based
regulatory regime is adopted to regulate both direct and indirect overseas securities offering and listing by
the domestic companies.

The Trial Measures provide that an overseas listing or offering is explicitly prohibited under any of
the following circumstances: (i) such securities offering and listing is explicitly prohibited by provisions in
laws, administrative regulations and relevant state rules of the PRC; (ii) the intended securities offering and
listing may endanger national security as reviewed and determined by competent authorities under the State
Council in accordance with law; (iii) the domestic company, its controlling shareholder(s) or the actual
controller have committed relevant crimes such as corruption, bribery, embezzlement, misappropriation of
property or undermining the order of the socialist market economy during the latest three years; (iv) the
domestic company is currently under investigations for suspicion of criminal offenses or major violations
of laws and regulations, and no conclusion has yet been made thereof; or (v) there are material ownership
disputes over equity held by the domestic company’s controlling shareholder(s) or by other shareholder(s)
that are controlled by the controlling shareholder(s) and/or actual controller.
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According to the Trial Measures, if the listing applicant meets both of the following conditions, its
overseas offering and listing be determined as an indirect overseas offering and listing by a domestic
company: (i) any of the total assets, net assets, revenues or profits of its domestic operating entities in the
most recent accounting year accounts for more than 50% of the corresponding figure in its audited
consolidated financial statements for the same period; (ii) its major operational activities are carried out in
China or its main places of business are located in China, or the senior managers in charge of its operation
and management are mostly Chinese citizens or are domiciled in China. As advised by our PRC Legal
Adviser, our proposed offering and listing falls within the scope of indirect overseas offering and listing of
a domestic company because we meet both of the conditions stated above, and therefore we will be subject
to the filing procedures with the CSRC.

On 17 February 2023, the CSRC also issued the Notice on Administration for the Filing of Overseas
Offering and Listing by Domestic Companies (A58 A SESAMEEAT bl 4 528 B2 PE R 8 ).
According to the Notice, the domestic companies that have already been listed overseas on or before
the effective date of the Trial Measures shall be deemed as existing, which are not required to complete the
filling procedures immediately, and they shall be required to file with the CSRC when subsequent
corporate actions are involved. Further, domestic companies that have obtained approval from overseas
regulatory authorities or securities exchanges (for example, a contemplated offering and/or listing in Hong
Kong has passed the hearing for the listing application of its shares on the Stock Exchange) for their
indirect overseas offering and listing prior to the effective date of the Trial Measures (i.e. 31 March 2023)
but have not yet completed their indirect overseas issuance and listing, are granted a six-month transition
period from 31 March 2023. Those who complete their overseas offering and listing within such six-month
period, before 30 September 2023, are deemed as existing issuers and are not required to file with the
CSRC for their overseas offering and listing within such six-month transition period.

Based on the foregoing, as advised by our PRC Legal Adviser, we are not required to complete the
overseas listing filing provided that: (i) we pass the hearing for the listing application in relation to the
Listing on the Stock Exchange prior to 31 March 2023, (ii) we complete our offering and listing on the
Stock Exchange on or prior to 30 September 2023, and (iii) we are not required to go through a new
hearing with the Stock Exchange during the period between 31 March 2023 and 30 September 2023. Based
on the above advice of our PRC Legal Adviser, our Directors are of the view that, and the Joint Sponsors
concur that, we are not required to complete the overseas listing filing provided that the aforementioned
requirements are satisfied. Our Directors believe that there is no foreseeable material impediment for our
Company to complete such filing procedures, if required, because (i) as advised by our PRC Legal Adviser,
we do not fall under any of the circumstances specified in the Trial Measures under which overseas offering
and listing are prohibited; (ii) in addition, we had not received any inquiry, notice, warning, or order
prohibiting us from getting listed on the Stock Exchange from the CSRC or any other PRC government
authorities; and (iii) we will continue to monitor our compliance with the Trial Measures and we will
perform the filing procedures or information reporting procedures according to the timing requirements
applicable to us.

For details, see “Regulatory Overview — Laws and Regulations Relating to M&A and Overseas
Listings”.
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No material adverse change

Our Directors confirm that, up to the date of this prospectus, save for the subsequent events as
described in Note 29 to the Accountant’s Report in Appendix I to this prospectus and the recent
developments as set out in “Summary — Recent developments and no material adverse change”, there has
been no material adverse change in our financial, operational or trading positions or prospects since 31
December 2022, being the date of our consolidated financial statements as set out in the Accountant’s
Report included in Appendix I to this prospectus and there has been no event since 31 December 2022 that
would materially affect the information as set out in the Accountant’s Report in Appendix I to this
prospectus.
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DEFINITIONS

Technical Terms”.

In this prospectus, unless the context otherwise requires, the following terms shall have the
meanings set out below. Certain technical terms are explained in the section headed “Glossary of

“affiliate”

“AFRC”

“Articles” or “Articles of
Association”

“Beijing Ruosheng”

“Board”

“Brand Wisdom”

“BVI”

“CAC”

“CAGR”

“Capital Market
Intermediaries”

“Cayman Companies Act”
or “Companies Act”

“CCASS”
“CCASS Clearing
Participant”

“CCASS Custodian
Participant”

with respect to any specified person, any other person, directly or indirectly,
controlling or controlled by or under direct or indirect common control with
such specified person

the Accounting and Financial Reporting Council of Hong Kong

the articles of association of our Company (as amended from time to time),
conditionally adopted on 4 April 2023 with effect from the Listing Date, a
summary of which is set out in Appendix III to this prospectus

Beijing Ruosheng Technology Co., Ltd* (AtniABEHEARAFA), a
limited company established under the laws of the PRC on 16 August
2021 and an indirect wholly-owned subsidiary of our Company

the board of directors of our Company

Brand Wisdom Limited, a limited company incorporated in BVI on 1
November 2021 and wholly-owned by Mr. Pun Kai Cheung (3 BUEE)

the British Virgin Islands
Cyberspace Administration of China (B %K BB 4815 S0 A %)
compound annual growth rate

the capital market intermediaries as named in the section headed “Directors
and Parties Involved in the Global Offering”

the Companies Act, Cap. 22 (Law 3 of 1961, as amended or supplemented
or otherwise modified from time to time) of the Cayman Islands

the Central Clearing and Settlement System established and operated by
HKSCC

a person admitted to participate in CCASS as a direct clearing participant or
general clearing participant

a person admitted to participate in CCASS as a custodian participant
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“CCASS EIPO”

“CCASS Investor
Participant”

“CCASS Participant”

“Chairman”

“Channel Power”

“China”, “mainland China”,
“PRC” and “State”

“Companies Ordinance”

“Companies (Winding Up
and Miscellaneous
Provisions) Ordinance”

“Company” or “our
Company”

“Controlling
Shareholder(s)”

the application for the Hong Kong Offer Shares to be issued in the name of
HKSCC Nominees and deposited directly into CCASS to be credited to
your or a designated CCASS Participant’s stock account through causing
HKSCC Nominees to apply on your behalf, including by (i) instructing your
broker or custodian who is a CCASS Clearing Participant or a CCASS
Custodian Participant to give electronic application instructions via
CCASS terminals to apply for the Hong Kong Offer Shares on your behalf,
or (ii) if you are an existing CCASS Investor Participant, giving electronic
application instructions through the CCASS |Internet System
(https://ip.ccass.com) or through the CCASS Phone System (using the
procedures in HKSCC’s “An Operating Guide for Investor Participants” in
effect from time to time). HKSCC can also input electronic application
instructions for CCASS Investor Participants through HKSCC’s Customer
Service Centre by completing an input request

a person admitted to participate in CCASS as an investor participant who
may be an individual or joint individuals or a corporation

a CCASS Clearing Participant, a CCASS Custodian Participant or a CCASS
Investor Participant

the chairman of the Board

Channel Power Plus Inc., a company incorporated in the BVI with limited
liability on 12 October 2021 and a wholly-owned subsidiary of our
Company

the People’s Republic of China, but for the purpose of this prospectus and
for geographical reference only and except where the context requires
otherwise, references in this prospectus to “China” and the “PRC” do not
apply to Hong Kong, Macau Special Administrative Region and Taiwan

the Companies Ordinance (Chapter 622 of the Laws of Hong Kong), as
amended, supplemented or otherwise modified from time to time

the Companies (Winding Up and Miscellaneous Provisions) Ordinance
(Chapter 32 of the Laws of Hong Kong) as amended, supplemented or
otherwise modified from time to time

Plus Group Holdings Inc. (& 4% Hii 4 [# #5 A R 22 7), formerly known as
Plus Digital Technologies Inc. (& %4 FFH% A R/ ), an exempted
company incorporated under the laws of the Cayman Islands with limited
liability on 30 September 2021

has the meaning ascribed thereto in the Listing Rules, and unless the context
otherwise requires, refers to Mr. Sun, Junshu Holdings, Guangjun Holdings,
Summit Plus and Guangjun Sun Holdings
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“CSRC”

“Director(s)”

“EMBA”

“Extreme Conditions”

“Frost & Sullivan Report”

“FY2020”

“FY2021~

“FY2022”

“Global Offering”

“Gongqingcheng Cema”

“GREEN Application
Form(s)”

LRI

“Group”, “our Group”,

113 EEINT3

we”, “our” or “us”

“Guangjun Holdings”

“Guangjun Sun Holdings”

“Hannah Xia Holdings”

China Securities Regulatory Commission (' [B#5 75 B & 8 HLZ% B 6)
the director(s) of our Company
Executive Master of Business Administration

extreme conditions caused by a super typhoon as announced by the
government of Hong Kong

the industry report prepared by Frost & Sullivan and commissioned by our
Company regarding the China’s retail support services market, as referred to
in the section headed “Industry Overview” in this prospectus

for the year ended 31 December 2020
for the year ended 31 December 2021
for the year ended 31 December 2022
the Hong Kong Public Offering and the International Offering

Gonggingcheng Cema Investment Partnership (Limited Partnership)* (¥
WREHESBAEERE®)), a limited liability partnership
established under the laws of the PRC on 26 May 2016 and a former
shareholder of Plus Shanghai

the application form(s) to be completed by the HK eI[PO White Form
Service Provider designated by our Company

our Company and its subsidiaries from time to time or, where the context so
requires, in respect of the period before our Company became the holding
company of our present subsidiaries, such subsidiaries as if they were
subsidiaries of our Company at the relevant time or the business operated by
such subsidiaries or their predecessors (as the case may be)

Guangjun Holdings Limited, a company incorporated in the BVI with
limited liability on 13 September 2021, one of the Controlling Shareholders
and wholly-owned by Junshu Holdings

Guangjun Sun Holdings Limited, a company incorporated in the BVI with
limited liability on 13 September 2021, one of the Controlling Shareholders
and wholly-owned by Junshu Holdings Limited

Hannah Xia Holdings Limited, a company incorporated in the BVI with
limited liability on 13 September 2021 and wholly-owned by Jonson Xia
Holdings Limited
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“HK$”, “Hong Kong
dollars”, “HK dollars” or
“cents”

“HK eIPO White Form”

“HK eIPO White Form
Service Provider”

“HKFRS”

“HKSCC”

“HKSCC Nominees”

“Hong Kong” or “HK”

“Hong Kong Offer Shares”

“Hong Kong Public
Offering”

“Hong Kong Share
Register”

“Hong Kong Share
Registrar”

“Hong Kong Stock
Exchange” or “Stock
Exchange”

“Hong Kong Underwriters”

Hong Kong dollars and cents respectively, the lawful currency of Hong
Kong

the application for Hong Kong Offer Shares to be issued in the applicant’s
own name by submitting applications online through the TPO App or the
designated website at www.hkeipo.hk

the HK eIPO White Form service provider designated by our Company, as
specified in the IPO App or on the designated website at www.hkeipo.hk

Hong Kong Financial Reporting Standards which include standards and
interpretations as issued by the Hong Kong Institute of Certified Public
Accountants

Hong Kong Securities Clearing Company Limited, a wholly-owned
subsidiary of Hong Kong Exchanges and Clearing Limited

HKSCC Nominees Limited, a wholly-owned subsidiary of HKSCC
the Hong Kong Special Administrative Region of the PRC

the 2,500,000 Shares initially being offered by our Company for
subscription at the Offer Price pursuant to the Hong Kong Public
Offering (subject to reallocation as described in the section headed
“Structure of the Global Offering”)

the offer of the Hong Kong Offer Shares for subscription by the public in
Hong Kong at the Offer Price on the terms and conditions described in this
prospectus

the register of members of our Shares maintained by the Hong Kong Share
Registrar

Tricor Investor Services Limited

the Stock Exchange of Hong Kong Limited, a wholly-owned subsidiary of
Hong Kong Exchanges and Clearing Limited

the underwriters of the Hong Kong Public Offering whose names are set out
in the section headed “Underwriting — Hong Kong Underwriters”
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“Hong Kong Underwriting
Agreement”

“Houyang Zaixin”

“Independent Third
Party(ies)”

“International Offer Shares”

“International Offering”

“International
Underwriters”

“International Underwriting
Agreement”

“IPO App”

“Jiaxing Jiuding”

the underwriting agreement dated 26 April 2023 relating to the Hong Kong
Public Offering entered into by, among others, our Company, the Joint
Sponsors, the Overall Coordinators and the Hong Kong Underwriters, as
further described in “Underwriting — Underwriting Arrangements and
Expenses — Hong Kong Public Offering — Hong Kong Underwriting
Agreement” in this prospectus

Ningbo Houyang Zaixin Equity Investment Partnership (Limited
Partnership)* (SEEEHHGEREREGBCECAREGE)), a limited
liability partnership established on 17 February 2016 under the laws of
the PRC and a former shareholder of Plus Shanghai

party or parties that, to the best of our Directors’ knowledge, information
and believe, having made all reasonable enquiries, is or are not our
connected person(s), within the meaning of the Listing Rules

the 22,500,000 Shares being initially offered by our Company for
subscription at the Offer Price pursuant to the International Offering
together with, where relevant, any additional Shares which may be issued
by our Company pursuant to the exercise of the Over-allotment Option,
subject to reallocation as described in the section headed “Structure of the
Global Offering”

the offer of the International Offer Shares at the Offer Price in the United
States to QIBs only in reliance on Rule 144A and outside the United States
in offshore transactions in accordance with Regulation S or any other
available exemption from registration under the U.S. Securities Act, as
further described in the section headed “Structure of the Global Offering”

the group of international underwriters expected to enter into the
International Underwriting Agreement relating to the International Offering

the international underwriting agreement relating to the International
Offering to be entered into by, among other parties, our Company, the
Overall Coordinators and the International Underwriters on or about the
Price Determination Date

the mobile application for the HK eIPO White Form service which can be
downloaded by searching “IPO App” in App Store or Google Play or
downloaded at www.hkeipo.hk/IPOApp or www.tricorglobal.com/IPOApp

Jiaxing Jiuding Celue Investment Partnership 1 (Limited Partnership)* (&
B R — R E A B AEERAY)), a limited liability partnership
established under the laws of the PRC on 17 July 2013 and a former
shareholder of Plus Shanghai
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“Joint Bookrunners”

“Joint Global Coordinators”

“Joint Lead Managers”

“Joint Sponsors”

“Jonson Xia Holdings”

“Jonson Xia Smile

Holdings”

“Junshu Holdings”

“Kuwei Holdings”

“Kuzhong Holdings”

“Latest Practicable Date”

“Listing”

“Listing Committee”

“Listing Rules”

“M&A Rules”

the joint bookrunners as named in the section headed “Directors and Parties
Involved in the Global Offering”

the joint global coordinators as named in the section headed “Directors and
Parties Involved in the Global Offering”

the joint lead managers as named in the section headed “Directors and
Parties Involved in the Global Offering”

the joint sponsors as named in the section headed “Directors and Parties
Involved in the Global Offering”

Jonson Xia Holdings Limited, a company incorporated in the BVI with
limited liability on 3 September 2021 and wholly owned by Mr. Xia

Jonson Xia Smile Family Holdings Limited, a company incorporated in the
BVI on 31 March 2023 and wholly-owned by Mr. Xia’s Family Trust

Junshu Holdings Limited, a company incorporated in the BVI with limited
liability on 3 September 2021, one of the Controlling Shareholders and
wholly-owned by Mr. Sun

Kuwei Holdings Limited, a company incorporated in the BVI with limited
liability on 3 September 2021

Kuzhong Holdings Limited, a company incorporated in the BVI with
limited liability on 3 September 2021

20 April 2023, being the latest practicable date prior to the publication of
this prospectus for the purpose of ascertaining certain information contained
in this prospectus

the listing of the Shares on the Main Board of the Stock Exchange
the Listing Committee of the Stock Exchange

the Rules Governing the Listing of Securities on The Stock Exchange of
Hong Kong Limited, as amended or supplemented or otherwise modified
from time to time

Regulations on Mergers and Acquisitions of Domestic Companies by
Foreign Investors (B SMEIH & OF lEbE A ZERHE), which were
jointly promulgated by MOFCOM, the State-owned Assets Supervision
and Administration Commission of the State Council, the SAT, the SAIC,
the CSRC, and the SAFE on 8 August 2006, and came into effect on 8
September 2006 and subsequently amended on 22 June 2009, as amended,
supplemented or otherwise modified from time to time
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DEFINITIONS

“Main Board”

“MBA”

“Mecool Business
Consulting”

“Mecool Marketing”

“Memorandum” or
“Memorandum of
Association”

“Mingda Shengrui”

“MOFCOM”

“Mr. Lau”

“Mr Li”

“Mr. Ngan”

“Mr. Sun”

“Mr. Sun’s Family Trust”

“Mr. Xia”

“Mr. Xia’s Family Trust”

“Mr. Yang”

the stock market (excluding the option market) operated by the Stock
Exchange which is independent from and operated in parallel with the GEM
of the Stock Exchange

Master of Business Administration

Shanghai Mecool Business Consulting Co., Ltd.* (¥ B [ P 85 o 50 A B
/3 7)), a limited company established under the laws of the PRC on 29 June
2015 and an indirect wholly-owned subsidiary of our Company

Shanghai Mecool Marketing Services Co., Ltd.* (I BB & 85 I 15 A R
/3 7)), a limited company established under the laws of the PRC on 18 July
2012 and an indirect wholly-owned subsidiary of our Company

the memorandum of association of our Company (as amended from time to
time), conditionally adopted on 4 April 2023 with effect from the Listing
Date, a summary of which is set out in Appendix III to this prospectus
Ningbo Mingda Shengrui Equity Investment Partnership (Limited
Partnership)* (ZEJHHZRERMERESHLEHEREH)), a limited
liability partnership established under the laws of the PRC on 16
September 2015 and a shareholder of Plus Shanghai prior to the
Reorganisation

the Ministry of Commerce of the PRC (H#E A R L |8 75 155 &6)

Mr. Lau Man Tak, our independent non-executive Director

Mr. Li Jianbo (% &%), our non-executive Director

Mr. Ngan Wing Ho (B 7K5%), our independent non-executive Director

Mr. Sun Guangjun (#&J& ), our executive Director, chairman of the Board
of Directors, chief executive officer of the Company and one of our
Controlling Shareholders

a discretionary family trust established by Mr. Sun as settlor for the benefit
of Mr. Sun and Junshu Holdings, of which Trident Trust Company (HK)
Limited is a trustee

Mr. Xia Jingtang (2 5 %), an ultimate shareholder of our Company

a discretionary family trust established by Mr. Xia as settlor for the benefit

of Mr. Xia and Jonson Xia Holdings, of which Trident Trust Company (HK)
Limited is a trustee

Mr. Yang Hong (#51t), our executive Director
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DEFINITIONS

“Mr. Zhong”

“Ms. Li”

“New Mercury
Investments”

“Ningbo Hanzhong”

“Ningbo Kuwei”

“Ningbo Kuzhong”

“No.l Mercury Holdings”

“Offer Price”

“Offer Share(s)”

“Over-allotment Option”

Mr. Zhong Jiesheng ($if4/E), our non-executive Director
Ms. Li Yingkai (5% Bf), our independent non-executive Director

New Mercury Investments Limited (Hi/KEHEHFIRAT), a limited
company incorporated in Hong Kong on 8 November 2021 and an
indirect wholly-owned subsidiary of our Company

Ningbo Hanzhong Investment Management Partnership (Limited
Partnership)* (KB AREEHEREEAREGE)), a  limited
liability partnership established under the laws of the PRC on 2 July
2015 and a shareholder of Plus Shanghai prior to the Reorganisation

Ningbo Kuwei Investment Management Partnership (Limited Partnership)
(ERFERBEERSBEE(EREY)), a limited liability partnership
established under the laws of the PRC on 22 October 2014 and an employee
shareholding platform of Plus Shanghai prior to the Reorganisation

Ningbo Kuzhong Investment Management Partnership (Limited
Partnership)*  (ZEWB AR EEHEBCEERAE)), a  limited
liability partnership established under the laws of the PRC on 2 July
2015 and an employee shareholding platform of Plus Shanghai prior to the
Reorganisation

No.1 Mercury Holdings Limited, a limited company incorporated in BVI on
1 December 2021 and an indirect wholly-owned subsidiary of our Company

the final offer price per Offer Share (exclusive of brokerage of 1.0%, SFC
transaction levy of 0.0027%, AFRC transaction levy of 0.00015% and Stock
Exchange trading fee of 0.00565%) of not more than HK$11.8 and expected
to be not less than HK$10.6, such price to be agreed upon by our Company
and the Overall Coordinators (on behalf of the Underwriters) on or before
the Price Determination Date

the Hong Kong Offer Shares and the International Offer Shares together
with, where relevant, any additional Shares which may be issued by us
pursuant to the exercise of the Over-allotment Option

the option to be granted by us to and exercisable by the Overall
Coordinators (on behalf of the International Underwriters), pursuant to
which we may be required to allot and issue up to an aggregate of 3,750,000
additional Shares (representing in aggregate 15% of the number of Offer
Shares initially available wunder the Global Offering) to cover
over-allocations in the International Offering, details of which are
described in the section headed “Structure of the Global Offering —
Over-allotment Option”
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DEFINITIONS

“Overall Coordinators”

“PBOC”

“Plus (HK)”

“Plus Beijing”

“Plus Shanghai”

“PRC Legal Adviser”
“Price Determination

Agreement”

“Price Determination Date”

“Prospectus”

“Puzhong Holdings”

“QIBS”

“Regulation S”

“Reorganisation”

the overall coordinators as named in the section headed “Directors and
Parties Involved in the Global Offering”

the People’s Bank of China ([ A [&4R17), the central bank of the PRC

Plus (HK) Digital Technologies Limited (¥ 44FHl (&) BUFRHEL A R
F]), a limited company incorporated in Hong Kong on 5 November 2021
and an indirect wholly-owned subsidiary of our Company

Beijing Plus Technology Co., Ltd* (4t 5t 44RhEH A BR A7), a limited
company established under the laws of the PRC on 18 August 2021 and an
indirect wholly-owned subsidiary of our Company

Plus (Shanghai) Digital Technologies Co., Ltd.* (%440 ( i) #FERH%
F B2 ], formerly known as Shanghai Mecool Marketing Co., Ltd.* (&
TR IR T 77 5 85 IR S B BRZA 7)) and Plus (Shanghai) Digital Technologies
Co., Ltd. (4Rl ( Big) BOFRHHRM AR AF]), a limited company
established under the laws of the PRC on 6 August 2004 and an indirect
wholly-owned subsidiary of our Company

Jingtian & Gongcheng, our legal adviser as to the PRC laws

the agreement to be entered into between our Company and the Overall
Coordinators (for themselves and on behalf of the Underwriters) on the
Price Determination Date to record and fix the Offer Price

the date, expected to be on or about Thursday, 4 May 2023 on which the
Offer Price is to be fixed by agreement between our Company and the
Overall Coordinators (for themselves and on behalf of the Underwriters)
and, in any event, not later than Friday, 5 May 2023

this prospectus being issued in connection with the Hong Kong Public
Offering

Puzhong Holdings Limited, a company incorporated in the BVI with limited
liability on 15 September 2021

qualified institutional buyers pursuant to an exemption from registration
under Rule 144A under the U.S. Securities Act

Regulation S under the U.S. Securities Act

the reorganisation of our Group conducted in preparation for the Listing,
details of which are set out in the section headed “History, Reorganisation
and Corporate Structure” in this prospectus
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DEFINITIONS

“Retail Winner”

“RMB” or “Renminbi”

“Robert Sun Holdings”

“RSU”

“RSU Scheme”

“Rule 144A”

“SAFE”

“SAMR”

“STA”

“SFC”

“SFO” or “Security and
Future Ordinance”

“Shanghai Chengzhi”

“Shanghai Harvest”

“Shanghai Puwei”

Shanghai Retail Winner Digital Technologies Co., Ltd.* (2 B K un{E
BH AR 7)), a limited company established under the laws of the PRC
on 1 April 2017 and an indirect wholly-owned subsidiary of our Company

Renminbi, the lawful currency of the PRC

Robert Sun Holdings Limited, a company incorporated in the BVI with
limited liability on 13 September 2021 and wholly-owned by Kastle Limited

a restricted share unit awarded to a participant under the RSU Scheme

the restricted share unit scheme of our Company approved and adopted by
our Board on 13 January 2022, the principal terms of which are set out in
“Statutory and General Information — D. Other Information — 1. RSU
Scheme” in Appendix IV

Rule 144A under the U.S. Securities Act

the State Administration of Foreign Exchange of the PRC (* 3£ A & Al
KA B JR))

the PRC State Administration for Market Regulation (H # A [ ILAI X
15 BB HL48)R), formerly known as the PRC State Administration for
Industry and Commerce (SAIC) (4 # A R ILHI K LFATEUE P JR)
(G‘SAIC”)

the State Taxation Administration (1 Z 15 4 J5)
Securities and Futures Commission of Hong Kong

Securities and Futures Ordinance (Chapter 571 of the Laws of Hong Kong),
as amended or supplemented from time to time

Shanghai Chengzhi Information Technology Co., Ltd.* (¥ 2% {5 B &%
AR/ F]), a limited company established under the laws of the PRC on 6
August 2020 and an indirect wholly-owned subsidiary of our Company

Shanghai Harvest Marketing Solution Services Co., Ltd.* ({8 2 i 854
8 %K B A FR A 7)), a limited company established under the laws of the PRC
on 10 June 2009 and an indirect wholly-owned subsidiary of our Company

Shanghai Puwei Business Management Partnership (Limited Partnership)*
(FERBEEHSBAEAREY), a limited liability partnership
established under the laws of the PRC on 12 November 2020 and an
employee shareholding platform of Plus Shanghai prior to the
Reorganisation
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DEFINITIONS

“Share(s)”

“Share Subdivision”

“Shareholder(s)”

“Sky Xia Holdings”

“Stabilising Manager”

“Summit Plus”

“Takeovers Code”

“Track Record Period”

“Trident Trust”

“U.S.”, “US” or “United
States”

“U.S. Securities Act”

“Underwriters”

“Underwriting Agreements”

“US$”, “USD” or “U.S.
dollars”

“WFOE”

ordinary shares in the share capital of our Company of a par value of
US$0.0002 each

the subdivision of each share in the Company’s issued and unissued share
capital with par value of US$0.01 each into 50 shares of the corresponding
class with par value of US$0.0002 each on 4 April 2023, the details of
which are set out in “History, Reorganisation and Corporate Structure —
Share Subdivision”

holder(s) of our Share(s)

Sky Xia Holdings Limited, a company incorporated in the BVI with limited
liability on 13 September 2021 and wholly-owned by Jonson Xia Holdings

Jefferies Hong Kong Limited

Summit Plus International Holding Limited, a company incorporated in the
BVI on 10 March 2023 and one of our Controlling Shareholders

The Codes on Takeovers and Mergers and Share Buy-backs
the period comprising the three financial years ended 31 December 2022

Trident Trust Company (HK) Limited, the trustee of Mr. Sun’s Family Trust
and Mr. Xia’s Family Trust

the United States of America
the United States Securities Act of 1933, as amended and supplemented or

otherwise modified from time to time, and the rules and regulations
promulgated thereunder

the Hong Kong Underwriters and the International Underwriters

the Hong Kong Underwriting Agreement and the International Underwriting
Agreement

United States dollars, the lawful currency of the United States
Shanghai Channel Plus Technologies Co., Ltd.* (s &L A BR A
A]), a wholly foreign owned enterprise established under the laws of the

PRC on 30 November 2021 and an indirect wholly-owned subsidiary of our
Company
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DEFINITIONS

“Winning Marketing Shanghai Winning Idea Marketing Services Co., Ltd.* (k¥ i 2 & 85 fk 55
Services” AR F]), a limited company established under the laws of the PRC on 5

April 2017 and an indirect wholly-owned subsidiary of our Company

“Winning Marketing Shanghai Winning Idea Marketing Solution Co., Ltd.* (b 1 i 4 i1 555 &
Solution” ¥ A BRZA F]), a limited company established under the laws of the PRC

on 25 June 2004 and an indirect wholly-owned subsidiary of our Company

“Yuan’an Jiuding” Jiaxing Zhaoxuan Yuan’an Jiuding Venture Capital Centre (Limited

Partnership)* (F& B E 0L JUMAIERET O (ARE)), a limited
liability partnership established under the laws of the PRC on 21
November 2012 and a former shareholder of Plus Shanghai

In this prospectus, unless expressly stated or the context requires otherwise:

all information and data is as of the Latest Practicable Date,

certain amounts and percentage figures, including but not limited to, shareholdings and
operating data, may have been subject to rounding adjustments. Accordingly, figures shown as
totals in certain tables may not be an arithmetic aggregation of the figures preceding them;

the English translation of PRC laws, regulations, govermmental authorities, enterprises,
natural persons or other entities in Chinese included in this prospectus is for identification
purposes only. To the extent there is any inconsistency between the Chinese language and the
English translation of the foregoing, the Chinese language shall prevail; and

the terms “associate(s)”, “close associate(s)”, ‘“connected person(s)”’, ‘“connected
transaction(s)”, “core connected person(s)”, “controlling shareholder(s)”, “subsidiary(ies)”
and “substantial shareholder(s)” shall have the meanings given to such terms in the Listing
Rules, unless the context otherwise requires.
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GLOSSARY OF TECHNICAL TERMS

This glossary contains explanations of certain technical terms used in this prospectus. As such,
these terms and their meanings may not correspond to standard industry meanings or usage of these

terms.

“active marketer” marketers who have accepted task(s) via our digitalised tool at least once
during a given year

“Agency Scope” biennial research on trends within the advertiser-agency relationships and
the perception and image of the agencies conducted by Scopen, who offers
an unique strategic vision to drive businesses within the creative economy,
inspiring people and projects based on their research, rigorous analysis and
the numerous correlations derived from its comprehensive database, and R3
Worldwide, a leading global independent consultancy that helps companies
improve their marketing efficiency and effectiveness

“Al” artificial intelligence

“BI” business intelligence, which combines business analytics, data mining, data
visualisation, data tools and infrastructure and best practices to help
enterprises make data-driven decisions

“big data” or “data assets”  advanced analytic techniques against massive, diverse data sets to uncover
hidden patterns, unknown correlations, market trends, customer preferences
and other wuseful information that can help organisations make
more-informed business and risk management decisions

“brand owners” refer to those who own the intellectual property rights or brand labels of the
merchandise, who may be a manufacturer or retailer

“consumers” refer to end consumers of our customers’ merchandise who indirectly
benefit from our digitalised tools

“data analytics” the process of examining data sets in order to find trends and draw
conclusions about the information they contain

“data tags” non-hierarchical keywords or terms assigned to data which helps describe
an item and allows it to be found or processed automatically

“distributors” refer to those who buy merchandise from brand owners and sell the
merchandise to points of sale

“employee marketers” refer to our marketers who have employment relationships with us and are
assigned to work for our customers under customised marketing solution or

marketers assignment service

“FMCG” fast-moving consumer goods, including non-durable household goods such
as foods, beverages, cosmetics, tobacco, and other consumables
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GLOSSARY OF TECHNICAL TERMS

“FMES” or “FMES
platform”

“ISO”

“ISO 9001:2015”

“ISO/IEC 27001:2013”

“IT”

“marketers”

“market-leading
companies”

“points of sale” or
“offline retail stores”

L‘R&D?’

66Saas9’

“sales drive” or “drive the
sales”

“SMES”

field marketing ecology system, a digitalised system, on which all of our
digitalised tools are located

International ~ Organisation for  Standardisation, an independent
non-governmental international organisation based in Geneva, Switzerland
that develops and publishes international standards required by business,

government and society around the world

a standard published by ISO which specifies requirements for a quality
management system where an organisation needs to demonstrate its ability
to consistently provide products that meet its requisite standards and aims to
enhance customer satisfaction through the effective application of the
system, including processes for continual improvement of the system and
assurance of conformity to customer and applicable requisite requirements

a standard published by ISO that specifies requirements for establishing,
implementing, operating, monitoring, maintaining and
improving a documented information security management system within
the context of the organisation’s overall business risks and specifies
requirements for the implementation of security controls customised to the
needs of individual organisations or parts thereof

reviewing,

information technology

mainly refer to persons who directly interact with consumers and perform
on-site implementation of sales and marketing activities, such as
salespersons, frontline staff, etc.; in the context of our business
operations, we categorise our marketers into employee marketers and
third-party marketers

companies and/or their subsidiaries that have been Fortune Global 500
companies, Top 500 Enterprises of China companies and/or otherwise
market-leading FMCG brand owners in the PRC and/or have global
presence

refer to the places where retail transaction takes place, such as

supermarkets, grocery stores, convenience shops, department stores,
outdoor promotional campaigns and other retailers

research and development

software as a service, a cloud-based software licensing and delivery model
in which software and associated data are centrally hosted

promoting sales of a particular merchandise at the points of sale by special
effort, such as a series of sales and marketing events or activities

small and medium-sized enterprises
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GLOSSARY OF TECHNICAL TERMS

“third-party marketers” refer to marketers who do not have any employment or contractual
relationship with us and are supplied to us by labour service suppliers; they
are assigned by us to work for our customers under customised marketing
solution or tasks and marketers matching service

“users” refer to users (which can be the employees, service providers or agencies of

brand owners, distributors or points of sale or marketers) who have
registered with us for the use of our digitalised tools
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FORWARD-LOOKING STATEMENTS

This prospectus contains certain forward-looking statements and information relating to us and our
subsidiaries that are based on the beliefs of our management as well as assumptions made by and
information currently available to our management. When used in this prospectus, the words “aim”,

EEINNT3 LRI ELINN13 EEINNT3

“anticipate”, “believe”, “can”, “could”, “expect”, “going forward”, “intend”, “may”, “might”, “ought to”,
“plan”, “project”, “seek”, “should”, “will”, “would” and the negative of these words and other similar
expressions, as they relate to our Group or our management, are intended to identify forward-looking
statements. These forward-looking statements are based on numerous assumptions regarding our present
and future business strategies and the environment in which we will operate in the future.

Such statements reflect the current views of our management with respect to future events,
operations, liquidity and capital resources, some of which may not materialise or may change. These
statements are subject to certain risks, uncertainties and assumptions, including the other risk factors as
described in this prospectus and other factors, some of which are beyond our control, which may cause our
actual results, performance or achievements, or industry results to be materially different from any future
results, performance or achievements expressed or implied by the forward-looking statement. You are
strongly cautioned that reliance on any forward-looking statements involves known and unknown risks and
uncertainties. The risks and uncertainties facing us which could affect the accuracy of forward-looking
statements include, but are not limited to, the following:

° our business and growth strategies and ability to implement such strategies;

° our capital expenditure plans;

° capital market developments;

° our operation and business prospects;

° our business development, financial condition and results of operation;

° availability of bank loans and other forms of financing;

) our ability to develop and manage our operations and business;

° our dividend policy;

° our ability to identify and satisfy our customers’ demands and preferences;

° the actions of and developments of our competitors;

° our ability to maintain good relationships with business partners;

° the ability of third parties to perform in accordance with contractual terms and specifications;

° the amount and nature of, and potential for, future development of our business;

° future developments, trends and conditions in the industries and markets in which we operate;

° changes to the regulatory environment, policies, operating conditions and general outlook in the
industries and markets in which we operate;

° general economic, political and business conditions in the PRC; and
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FORWARD-LOOKING STATEMENTS

° certain statements included in the sections headed “Risk Factors”, “Industry Overview”,
“Regulatory Overview”, “Business”, “Financial Information” and “Future Plans and Use of
Proceeds” in this prospectus with respect to operations, margins, overall market trends, risk
management and exchange rates.

By their nature, certain disclosures relating to these and other risks are only estimates and should one
or more of these uncertainties or risks materialise or should underlying assumptions prove to be incorrect,
our financial condition and actual results of operations may be materially and adversely affected and may
vary significantly from those estimated, anticipated or projected, as well as from historical results.

Subject to the requirements of applicable laws, rules and regulations, we do not have any and
undertake no obligation to update or otherwise revise the forward-looking statements in this prospectus,
whether as a result of new information, future events or otherwise. As a result of these and other risks,
uncertainties and assumptions, the forward-looking events and circumstances discussed in this prospectus
might not occur in the way we expect or at all. Accordingly, the forward-looking statements are not a
guarantee of future performance and you should not place undue reliance on any forward-looking
information. Moreover, the inclusion of forward-looking statements should not be regarded as
representations by us that our plans and objectives will be achieved or realised. All forward-looking
statements in this prospectus are qualified by reference to the cautionary statements in this section.

In this prospectus, statements of or references to our intentions or any of our Directors are made as of
the date of this prospectus. Any such information may change in light of future developments.
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RISK FACTORS

An investment in our Shares involves significant risks. You should carefully consider all of the
information in this Prospectus, including the risks and uncertainties described below, before making an
investment in our Shares. The following is a description of what we consider to be our material risks.
Any of the following risks could materially and adversely affect our business, financial condition and
results of operations. The market price of our Shares could significantly decrease due to any of these
risks, and you may lose all or part of your investment.

These factors are contingencies that may or may not occur, and we are not in a position to express
a view on the likelihood of any such contingency occurring. The information given is as at the Latest
Practicable Date unless otherwise stated, will not be updated after the date hereof, and is subject to the
cautionary statements in “Forward-looking Statements”.

There are certain risks involved in our operations and many of these risks are beyond our control.
These risks can be characterised as: (i) risks relating to our business; (ii) risks relating to our industry; (iii)
risks relating to conducting business in the PRC; and (iv) risks relating to the Global Offering. Additional
risks and uncertainties that are presently not known to us or not expressed or implied below or that we
currently deem immaterial could also harm our business, financial condition and operating results. You
should consider our business and prospects in light of the challenges we face, including the ones discussed
in this section.

RISKS RELATING TO OUR BUSINESS

We operate in a relatively competitive market and may not be able to compete successfully against
our existing and future competitors. In addition, we obtain some of our revenue through competitive
tender or quotation process. There is no assurance that we will succeed in the tender or quotation
process.

According to the Frost & Sullivan Report, China’s retail sales and marketing services market is
relatively competitive. By the end of 2021, the Company, with revenue of approximately RMB416.3
million in 2021, accounted for approximately 0.03% in the FMCG retail sales and marketing services
market. In addition, the Company accounted for approximately 0.02% of the overall retail sales and
marketing market in the PRC in 2021. We face competition in various aspects of our business, including
tendering and quotations process, research and development capabilities, customer services and retention,
talents, brand awareness, commercial relationships and financial, technical, marketing and other resources.

We are subject to various threats and challenges. Our Directors are of the view that the sales and
marketing services in China is relatively competitive, with a large number of participants with different
skills and backgrounds, such as online sales and marketing service providers who are starting to engage in
offline business. With the increasing demand for more diverse, integrated and data tracking marketing
services and higher standards of data collection, market participants are under pressure to strengthen their
competitive advantages through cross-industry or intra-industry mergers and acquisitions. Also, cyclical
volatility in retail industry caused by external macroeconomic conditions can negatively impact brand
owners’ operations, leading to a reduction in their marketing spending, which in turn result in increasingly
fierce competition for limited customer resources.
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RISK FACTORS

There is no guarantee that in the future, we will succeed in the tender or quotation process. If we
receive a poor performance review in respect of our previous services, it may lead to a poor evaluation and
this may affect our success rate for future tenders and quotations. There is no assurance that our overall
score under the evaluation system of our customers will not reduce. Therefore, we may not be granted
tender or quotation and our reputation, business operations and financial results may be adversely
impacted.

Our competitors may be able to develop products better received by brand owners, distributors, points
of sale and/or marketers or may be able to respond more quickly and effectively to new business
opportunities and changing technologies, regulations and customers’ needs. In addition, some of our
competitors may quickly expand their existing customer base and adopt more aggressive pricing policies
and offer more attractive pricing terms. This could cause us to lose potential customers or compel us to sell
our services at lower prices to remain competitive, which may have a material adverse impact on our results
of operation and financial condition. We may be subject to more competition if any of our competitors
enter into business partnerships or alliances or raise significant capital, or if established companies from
other market segments or geographical markets expand into our market segment or geographical market.
Any existing or potential competitor may also choose to operate based on a different pricing model or
lower their price in order to increase their market share. If we are unable to compete successfully against
our current or potential competitors, our business, financial condition, and results of operations may be
materially and adversely impacted.

Any discontinuation, reduction or delay of government grants that may be available to us in the
future could materially and adversely affect our business, financial condition and results of
operations.

For each year of the Track Record Period, we received government grants of RMB3.7 million,
RMB22.8 million and RMB26.1 million, respectively. Government grants during the Track Record Period
mainly represented (i) the financial support received from the Bureau of Finance of the relevant
administrative areas, including Jiading District Bureau of Finance, a local authority in the PRC, to
incentivise the development of our Group; and (ii) job-subsidy programme from local authorities in the
PRC according to the respective local government policies (such as Job Stability Returns (£&# #2 %) and
Job Stability Subsidies (F&fw i llfi)), the applications of which were subject to certain conditions (such as
there should be no employee complaint, no report on arrears of salaries and a relatively low dismissal rate).
As confirmed by the government-related entities making the application of financial support on behalf of
the Company (namely Shanghai Hujia Economic Development Center ({87 &85 48 & HH.0>) and
Shanghai Waigang Industrial Park Management Service Co., Ltd. (45 Ri T35 7 1% & 2R A R A
F])), there was no written underlying government policy for such financial support and the amount of
financial support was calculated based on our Group’s income tax payment and our business scale. There
were no unfulfilled conditions or contingencies relating to the government grants. The timing, amounts and
conditions of these government grants were within the sole discretion of the government and these
government grants may be reviewed and assessed by the government periodically and may fluctuate from
time to time pursuant to the changes in relevant government policies The majority of our government
grants received was non-recurring in nature.
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In addition, we enjoyed certain exemptions from making employer contributions to employee social
security schemes in FY2020 due to the introduction of Notice by the Ministry of Human Resources and
Social Security, the Ministry of Finance and the State Taxation Administration of the Temporary Reduction
and Exemption of Social Insurance Premiums Payable by Enterprises { A\ JJ &AL & fREEHS ~ WIEGH ~ Bl
T A8 )= B iR P B I S A 24T & PR B 22 1948 A1) and Notice by the Ministry of Human Resources and Social
Security, the Ministry of Finance and the State Taxation Administration on the extension of the implementation
period of the policy of phased reduction and exemption of enterprise social insurance premiums and other issues { A
JE AL RIS ~ AR BB AR B A A= I B o G A S B DR B 2 BUR Bt ST BR A58 Pl RE 2 )
There is no guarantee that we will continue receiving or benefiting from them in the future. In some cases,
we may be required to satisfy certain conditions or contractual obligations before receiving government
grants. However, there can be no assurance that we will be able to fully satisfy these conditions or perform
such obligations, and it may be possible that governmental authorities may discontinue such grants, or
require us to repay part or all of the government grants we previously received.

Such government grants may be adjusted or revoked at any time in the future at the relevant
government authorities’ discretion. There is no assurance that we could continue to be able to meet the
requirements to be entitled to such government grants. There can further be no assurance that the
government grants that we currently enjoy will not be challenged, altered or discontinued. Any alteration,
suspension or termination of our government grants could have a material adverse effect on our business,
financial condition, results of operations, cash flows, profitability and prospects.

The offline retail market and retail sales and marketing services market in China is subject to various
uncertainties. In particular, the emergence of e-commerce and online marketing may adversely affect
the demand for our on-site sales and marketing services, as well as the overall offline retail sales and
marketing services market in China.

Being a service provider which primarily offers on-site sales and marketing services, our operations
are subject to the impact of the China’s offline retail market and we face competition from the offline retail
sales and marketing services market in China. For instance, the emergence of e-commerce and online
marketing may adversely affect the demand for our on-site sales and marketing services as well as the
overall offline retail sales and marketing services market in China, the retail sales and marketing services
market is subject to fierce market competition and occasional decline in marketing spending. Cyclical
volatility in China’s retail industry caused by external macroeconomic conditions can negatively impact
brand owners’ operations, which in turn could lead to a reduction in their marketing spending. These brand
owners tend to have less marketing budget available and might become more cautious in allocating
resources to offline marketing campaigns. As a result, we may face increasingly fierce competition for
limited customer resources.

China’s retail market can be further categorised into online and offline channels. The online channel
is the faster-growing segment and increased rapidly at a CAGR of 26.5% from 2017 to 2021, whereas the
offline channel only grew at a CAGR of 4.1% for the same period. Going forward, online retail market is
expected to increase at a CAGR of 11.9% from 2021 to 2026, while offline retail market is expected to
grow at a CAGR of 3.3% during the same years. Moreover, considering challenges faced by brand owners
in offline retail market, such as fragmented distribution network, information asymmetry in the retail value
chain and deferred information flow, brand owners are motivated to implement their sales and marketing
activities through online channels. Accordingly, considering our current business is primarily
offline-focused, such transformation may adversely affect our operations and performance and the
growth of our business due to the slower growth momentum of the offline retail channels.
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In addition, our Directors consider that since sales and marketing may be conducted through a
combination of online and offline channels, technology capability has gradually become the next core
competency of sales and marketing services providers. Nowadays, established services providers strive to
offer holistic marketing solutions to advertisers in one stop. Big data and cloud computing technology
enable sales and marketing services providers to gather a vast amount of information to build a
comprehensive customer profile for advertisers based on multiple tools and platforms. In addition, new
domestic FMCG brands normally were born from internet and are not familiar with offline interactions,
which urges sales and marketing services providers to digitalise their offline operations in order to improve
marketing efficiency for brand owners and distributors. As more advanced technologies emerge and are
applied, sales and marketing services providers are becoming more integrated and technology-driven. We
cannot assure you that we could advance our technology capability successfully or we could provide sales
and marketing services that are supported by technologies to the satisfaction of our customers. As a result,
we cannot predict with certainty the future growth rate and size of the market of our business. Further,
given the regulations in relation to cybersecurity and data privacy in the PRC, we may also face
unpredictable restrictions on the adoption and development of different digitalised tools.

Our growth may not be sustainable and depends on our ability to attract new customers, diversify
customer base and retain or increase revenue from existing customers.

We generate revenues through providing our sales and marketing services to our customers. Even
though the number of our customers has remained relatively stable during the Track Record Period, there
can be no assurance that we will be able to retain our customers and/or increase our sales to existing
customers. Our Directors consider that occasional decline in marketing spending by brand owners or
distributors is experiencing a downturn, such as the COVID-19. Cyclical volatility in retail industry caused
by external macroeconomic conditions can negatively impact brand owners’ operations, leading to a
reduction in their marketing spending. These brand owners tend to have fewer marketing budgets available
and become more cautious in allocating resources to marketing campaigns. As a result, market players in
the integrated marketing services market may face increasingly fierce competition for limited customer
resources.

We may experience customers turnover and we may have customers who are SMEs which may be in
the entrepreneurial stage of their development and there is no guarantee that their businesses will succeed.
New customers engaging us for our services may also decide not to continue or renew the engagement
when the relevant contracts expire for reasons outside of our control. If we are unable to retain or increase
revenue from existing customers, our operating results could be adversely impacted.

We may fail to attract new customers or diversify customer base or retain or increase revenue from
existing customers as a result of a number of other factors, including: reductions in our current or potential
customers’ spending levels; competitive factors affecting the retail support service market, including the
introduction of competing platforms, discount pricing and other strategies that may be implemented by our
competitors; our ability to execute on our growth strategy and operating plans; a decline in the number of
offline commerce looking for digital transformation or customers switching from outsourcing the
implementation of marketing plans to in-house in the future; a decline in our customers’ level of
satisfaction with our services; the difficulty and cost to switch to a competitor may be insignificant for
many of our customers; changes in our relationships with third parties; the timeliness and success of new or
enhanced services we may offer in the future; concerns relating to actual or perceived security breaches; the
frequency and severity of any system outages; technological changes or problems; and our focus on
long-term value over short-term results, meaning that we may make strategic decisions that may not
maximise our short-term revenue or profitability if we believe that the decisions are consistent with our
mission and will improve our financial performance over the long-term.
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If we fail to meet our customers’ requirements of our services to suit their evolving needs, our
customers may not renew our services, which, in turn, will have a material and adverse impact on our
business, financial condition, results of operations and prospects.

To date, our business growth has been based on our ability to identify and anticipate the needs of our
customers, in particular market-leading FMCG customers. Our ability to attract new customers, retain
existing customers and increase sales to both new and existing customers will depend, to a large extent, on
our ability to offer services that meet our customers’ requirements. Customers’ requirements may include
(1) requiring an end-to-end sales and marketing management system, which has high accuracy and can get
through and extract data with consistent data tags from other software and systems such as marketing
management system, finance system or employee management system; (ii) obtaining a set of data, such as
offline retail stores’ potential market size and capability to achieve sales and macro market data, to assist
its planning of business expansion and evaluation of the surrounding offline retail network and resources
allocation; and (iii) comprehensively upgrading performance management system of dispersedly located
points of sale and marketers and fully implementing a new salary system which is based on performance for
marketers. For further details, see “Business — Our service offerings”. To the extent we are not able to
provide services that meet our customers’ requirements, or we are not able to improve and enhance the
performance, reliability, design and scalability of our services in a manner that responds to our customers’
evolving needs, our existing customers may not continue to engage for or renew our services, and our
business, financial condition, results of operations, and prospects will be adversely affected.

Our efforts to develop new digitalised tools or functionalities may not succeed. If so, we may not be
able to provide services that are satisfactory to our customers, which, in turn, could harm our
business and prospects.

The provision of our services requires support from our digitalised tools. We continuously improve,
upgrade and enhance the functionality, performance, reliability, design, security and scalability of our
digitalised tools. However, developing new digitalised tools and functionalities require significant
investments of time and resources. Sometimes, our in-house R&D department may take months to update,
code and test new or upgraded digitalised tools or functionalities. We may experience difficulties with
developments in technology that could delay or prevent the development, introduction or implementation
of new services. We may also experience problems with the functionality and effectiveness of our
digitalised tools, to handle our business needs. In addition, since our services are provided to customers
from different industries, we may need to modify or enhance our digitalised tools to better accommodate
any specific needs of our certain customers. We may not be successful in developing either these
modifications or enhancements in a timely manner. Further, uncertainties regarding the timing and nature
of new network platforms or technologies, or modifications to existing platforms or technologies, could
increase our research and development or service delivery expenses. Any failure to develop new digitalised
tools or functionalities could result in our failure to provide services to the satisfaction of our customers,
and our business, financial condition, results of operations, and prospects will be adversely affected.

— 43 —



RISK FACTORS

Our financial results of tasks and marketers matching service depend on, among others, performance
of marketers which can be adversely affected by a number of factors, some of which may be beyond
our control.

Under tasks and marketers matching service, if the performance of the marketers could not meet the
performance indicators (such as sales amounts of the offline retail stores or number of completed tasks) as
set out in the service agreements entered into between us and our customers, we can only generate a
minimal amount of revenue based on the fixed service fees. As such, our financial results depend on,
among others, performance of marketers, which can be adversely affected by a number of factors and some
of the factors may be beyond our control. There is no guarantee that the marketers could meet the
performance indicators or in line with our and our customers’ expectation. In particular, performance of
marketers depends on our ability to optimise the matching recommendations on marketer against tasks, as
well as to effectively control the quality of services performed by marketers and continuously incentivise
marketers to achieve better sales performance. Performance of marketers might also be affected by factors
which may be beyond our control, such as changes in consumer behaviour and preferences, reputation and
popularity of our customers’ merchandise, consumer experiences from shopping in particular offline retail
stores, etc.

Our gross profit margin for tasks and marketers matching service decreased from 32.2% for FY2020
to 28.3% for FY2021, mainly due to the increase in labour service fees as a result of the increase in the
number of manshift performed by third-party marketers. Our gross profit margin for tasks and marketers
matching service decreased to 24.8% for FY2022 as average cost per manshift of third-party marketers for
tasks and marketers matching service increased at a higher rate than average revenue from tasks and
marketers matching service per manshift of third-party marketers.

If we are unable to provide satisfactory customer services, our business and reputation may be
materially and adversely affected.

The success of our business depends on our ability to provide reliable and satisfactory customer
services in a timely manner. However, there is no guarantee that we can provide satisfactory services to our
customers or that we can maintain or further improve our customer retention rate. In addition, there is no
assurance that our current turnover rate of staff will not increase, or the training provided to new staff will
be sufficient to meet our standards, or that an influx of less experienced staff will not dilute the quality of
our service offerings and/or customer services. If our staff fail to provide satisfactory services to customers,
our brand and customer loyalty may be adversely affected. Moreover, any negative publicity or feedback
regarding our customer service may damage our reputation and in turn result in the loss of customers and
market share.

Our customers may switch between our services, which may materially and adversely affect our
financial performance.

For each year during the Track Record Period, customers which engaged us for more than one service
types in the same year in aggregate contributed revenue of RMB238.8 million, RMB272.1 million and
RMB529.3 million, representing 57.7%, 65.4% and 85.6% of our total revenue, respectively. Depending on
our customers’ sales and marketing strategies in response to the prevailing offline retail market situation,
they may choose to engage us for more than one service types and/or switch from one service type to
another service type.
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During the Track Record Period, certain of our customers switched from one type of service to
another. For example, since 2022, three of our top five customers for the Track Record Period switched
from marketers assignment service to customised marketing solution for a broader range of customised
sales and marketing services as a result of their changes in sales and marketing strategies in response to the
prevailing changes in their industry. Due to the difference in accounting treatments of customised
marketing solution and marketers assignment service, such switch had an impact on our financial
performance, being increase in both overall revenue and cost of sales and as a result, a decrease in overall
gross profit margin with the gross profit contributed from these three customers unaffected.

Even though we consider our service types are complementary with each other and each offers a
different range of services and targets a different range of offline retail operation, there may be overlapping
coverage among our different service types. As such, the switching of services by our customers may cause
our revenue to fluctuate and have adverse effect on the overall performance and our profitability.

If our digitalised tools contain serious errors or defects, our customers may lose confidence in our
services. In addition, systems disruptions, distributed denial of service attacks, or other hacking and
phishing attacks on our digitalised tools, IT infrastructures or network systems may delay or
interrupt services to our customers. We may incur significant costs defending or settling claims with
our customers as a result of such serious errors or defects or disruptions.

Our digitalised tools, IT infrastructures and network systems may be subject to system disruptions,
computer virus and distributed denial of service (DDoS) attacks, a technique used by hackers to take an
Internet service offline by overloading its servers and we cannot assure you that any applicable recovery
system, security protocol, network protection mechanisms or other defence procedures are, or will be,
adequate to prevent such network or service interruptions, system failures or data losses. Additionally, our
IT infrastructure and network systems may also be breached if any vulnerabilities therein are exploited by
unauthorised third parties. Our digitalised tools, IT infrastructures and network systems are also vulnerable
to damage or interruption from power outages, computer and telecommunications failures, security
breaches and errors in usage by our staff. As at the Latest Practicable Date, there was no insurance policy to
protect our digitalised tools, IT infrastructures and network systems.

Given our digitalised tools support our provision of services, any error, defect, security vulnerability,
service interruption, software issue, system disruption, DDoS against our digitalised tools, IT
infrastructures or network systems may require significant additional capital and management resources
to resolve, causing material burden to our business. In addition, the said issues could result in losses to our
customers. Our customers may lose confidence in the security of our services. They may seek significant
compensation from us for any losses they suffer or cease conducting business with us altogether. Further,
our customers may share information about their negative experiences, which could damage our reputation
and result in a loss of future sales. Even if unsuccessful, a claim brought against us by any of our customers
would likely be time-consuming, costly to defend and may have a material adverse impact on our
reputation and brand, making it harder for us to promote our services and adversely affect our business,
results of operations and financial condition.
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We derived a significant portion of our revenue from our major customers and we are exposed to the
risk of concentration of our major customers during the Track Record Period.

A significant portion of our revenue was derived from a limited number of major customers during
the Track Record Period. For each year during the Track Record Period, the revenue derived from our top
five customers contributed to RMB269.2 million, RMB250.4 million and RMB438.7 million, representing
65.2%, 60.2% and 71.0% of our total revenue, respectively, and revenue derived from our largest customer
contributed to RMB71.2 million, RMB81.2 million and RMB166.8 million, representing 17.2%, 19.5%
and 27.0% of our total revenue, respectively. Furthermore, for each year of the Track Record Period, our
Group’s top 10 customers which engaged in the FMCG industry contributed approximately 53.5%, 60.4%
and 76.3% respectively of our Group’s total revenue. These major customers may continue to account for
similar or even higher proportion of our revenue in the future. As such, we face risks associated with
having customer concentration in the future.

During the Track Record Period, we generally enter into framework agreements or fixed-term
agreements with our customers. Our customised marketing solution and marketers assignment service
projects awarded to us were typically on an as-needed basis. As such, our major customers are not obliged
to continue to engage us in subsequent projects on terms favourable to us and/or at a level comparable to
the past or at all.

There is no guarantee that we will be able to maintain our current business relationship with our
major customers in the future. There is also no assurance that we will be able to diversify the composition
of our customer base or to secure new business projects from new customers. Should there be any
deterioration or discontinuation of business relationship with our major customers, our financial
performance would be materially and adversely affected.

Any interruptions to or delays in services from third parties, such as labour service providers, event
consumables suppliers and IT service providers, may impair the delivery of our services, and
adversely affect our business and results of operations.

We rely on third-party service providers, such as labour service providers, event consumables
suppliers and IT service providers, in our provision of sales and marketing services. Our failure to obtain
the necessary services from our suppliers in a timely manner could substantially limit our ability to provide
our services to our customers. We have minimal control over the services provided by and operations of our
suppliers. If our suppliers fail to provide relevant services to meet our current needs in an efficient and
cost-effective manner or fail to adequately expand their services to meet our needs in the future, our ability
to provide services to our customers may be limited.

In addition, we depend on our suppliers of cloud data service providers to maintain data assets. Any
damage to, or a failure of, cloud service providers generally, including systems of our third-party platform
providers, could result in interruptions to our services. Interruptions to our services may cause us to issue
credits or compensate our customers, or cause our customers to make warranty or other claims against us.
Any of this would create a material and adverse effect on our attrition rates and our ability to attract new
customers, all of which would reduce our revenue. Any security breach or other technological problem
faced by our third-party cloud providers may thus disrupt our services and/or compromise the sensitive
information we maintain, which could have a material adverse effect on our business and reputation and
could result in legal claims and liabilities, which would have a negative impact on our results of operations
and financial condition. Our business and reputation may also be harmed if our customers, or potential
customers believe that our services are unreliable.
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We engage suppliers to provide labour services in relation to third-party marketers, who attend to
on-site implementation of our services and thus, are important to our operations. However, we have
limited control over such third-party marketers. We may also subject to claims, lawsuits, arbitration
proceedings, administrative actions and other legal and regulatory proceedings seeking to
compensate third-party marketers.

We engage third-party marketers for on-site implementation of our services, mainly customised
marketing solution and tasks and marketers matching service. Occasionally, when our management
considers there to be a need to fill temporary shortages of marketers, we may engage third-party marketers
under marketers assignment service as temporary substitutes in place of our employee marketers during
their temporary and short-term absence. We do not have any employment or contractual relationship with
third-party marketers. Instead, we enter into service agreements with labour service suppliers, who engage
marketers as employees or contractors. We do not directly pay third-party marketers. Instead, we enter into
service contract with labour service suppliers and pay them service fees, which in turn make payments of
salaries/service fees to third-party marketers. Since third-party marketers do not have any employment
relationship with us, they can choose whether or not to accept tasks published on our platform. Even
though third-party marketers are required to abide by service standards as stated in the tasks once they have
accepted the same, we cannot assure you that third-party marketers will deliver services up to our
customers’ standards as we have limited control over such third-party marketers. Any failure in
performance by such third-party marketers in accordance with our instructions, policies and guidelines
could materially and adversely affect customer satisfaction and our reputation.

According to our agreements with labour service suppliers, we have required our labour service
suppliers to pay social insurance and housing provident funds for third-party marketers who have
employment relationship with them, and have required our labour service suppliers to settle service fees
and declare relevant tax for third-party marketers who have non-employment contractual relationship with
them. We are not liable to the third-party marketers if labour service suppliers fail to fulfil their contractual
duties to third-party marketers. However, third-party marketers may still file claims against us for labour
service suppliers’ violation of any laws and regulations or labour service suppliers’ employment
agreements with the third-party marketers as they provide their services on our platform. We may be
subject to claims, lawsuits, arbitration proceedings, administrative actions and other legal and regulatory
proceedings seeking to compensate third-party marketers for labour service suppliers’ violation of any laws
and regulations or labour service suppliers’ employment agreements with the third-party marketers. We
may be held liable for personal injuries and property damages caused by such third-party marketers to third
parties, or injuries to such third-party marketers. Also, such legal and regulatory proceedings could cause
us to incur significant additional expenses due to the potential application of labour and employment laws
to compensate third-party marketers, including employee benefits, social insurance and housing provident
fund contributions, as well as the application of relevant taxes and administrative fines. We may incur
significant additional expenses and legal liabilities, and our reputation, business, financial condition and
results of operations could be materially and adversely affected. In addition, laws and regulations that
govern such third-party marketers are subject to changes and divergent interpretations by authorities, and
we face uncertainties. Any such changes and divergent interpretations could cause us to change our pricing
methodologies and business model, and our business, financial condition and results of operations could be
materially and adversely affected.
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Our business generates and processes a large amount of data and we are required to comply with
constantly evolving PRC laws relating to information security and privacy protection. The improper
use or disclosure of data or alleged incidents of such could have a material and adverse effect on our
business and prospects.

Our business involves generation and processing of a large quantity of data. We face risks inherent in
handling and protecting large volume of data. In particular, we face a number of challenges relating to data
from transactions and other activities on our platforms, including:

° protecting the data in and hosted on our system, including against attacks on our system by
outside parties or fraudulent behaviour or improper use by our employees or users;

° addressing concerns related to privacy and sharing, safety, security and other factors; and

° complying with applicable laws, rules and regulations relating to the collection, use, storage,
transfer, disclosure and security of personal information, including any requests from regulatory
and government authorities relating to such data.

The PRC regulatory and enforcement regime with regard to information security and privacy
protection is evolving. To comply with the rapidly evolving laws and regulations in our industry, we have
set up internal procedures. With the assistance of our external annual retainer counsel, our compliance
team, who is in charge of our overall compliance, has set up internal legal compliance policies and will
continue to review, monitor and oversee compliance with laws and regulations relevant to the Group’s
operations as well as the adequacy and effectiveness of regulatory compliance procedures and system on an
ongoing basis. We may be required by PRC governmental authorities to share personal information and
data that we collect to comply with PRC laws relating to information security and privacy protection. All
these laws and regulations may result in additional expenses to us and subject us to negative publicity
which could harm our reputation and negatively affect our trading price. There are also uncertainties with
respect to how these laws will be implemented in practice. PRC regulators have been increasingly focused
on regulation in the areas of information security and privacy protection. See “Regulatory Overview —
Laws and regulations relating to information security and privacy protection”. We expect that these areas
will receive greater attention and focus from regulators, as well as attract continued or greater public
scrutiny and attention going forward, which could increase our compliance costs and subject us to
heightened risks and challenges associated with information security and privacy protection. Although we
collect personal information and data only with users’ prior consent and have adopted measures to protect
the data security and minimise the risk of data loss, we cannot assure you that the measures we have taken
are always sufficient and effective. If we are unable to manage these risks, we could become subject to
penalties, fines, suspension of business and revocation of required licences, and our reputation and results
of operations could be materially and adversely affected.

Failure to protect sensitive personal information of our customers and users against security
breaches may damage our reputation and brand and substantially harm our business and results of
operations.

A key focus to our business is the secure storage of sensitive personal information and its secure
transmission over public networks. During our operations, we collect user data directly or indirectly via
third party sources. We only collect and use real-name data and mobile phone numbers from our users
when necessary, such as when they register with us and sign digital contracts. We collect such necessary
user information strictly following government regulations and user privacy policies.
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Maintaining complete security for the storage and transmission of sensitive personal information on
our digitalised tools is essential to maintaining our operating efficiency and customer confidence as well as
complying with the applicable laws and standards. We have adopted security policies and measures to
protect user data and sensitive personal information. However, advances in technology, the expertise of
hackers, improper use or sharing of data, new discoveries in the field of cryptography or other events or
developments could result in a compromise or breach of the technology that we use to protect confidential
information. We may not be able to prevent third parties, especially hackers or other individuals or entities
engaging in similar activities, from illegally obtaining such confidential or private information we hold.
Such individuals or entities obtaining such confidential or private information may further engage in
various other illegal activities using such information. Users of our digitalised tools may also violate their
confidentiality obligations and disclose or use information about our customers illegally. Any compromise
of our information security or the information security measures by users of our digitalised tools may have
a material and adverse effect on our reputation of brand, business, prospects, financial condition and results
of operations. Practices regarding the collection, use, storage, transmission and security of personal
information by companies operating over the internet and mobile platforms are under increased public
scrutiny.

We store user data and are subject to PRC laws and regulations regarding privacy and the protection
of data. For the details, see “— We store personal information belonging to our customers and other users
of our digitalised tools and engage cloud service providers for storage of such information. If our security
is compromised, or such information is otherwise accessed without authorisation, our reputation may be
harmed, and we may be exposed to potential liability and significant loss of business.” and “Regulatory
Overview — Laws and Regulations relating to Foreign Investment in the PRC”.

We store personal information belonging to our customers and other users of our digitalised tools and
engage cloud service providers for storage of such information. If our security is compromised, or
such information is otherwise accessed without authorisation, our reputation may be harmed, and we
may be exposed to potential liability and significant loss of business.

We store personally identifiable information and other confidential information relating to our
customers and other users of our services and are subject to PRC laws and regulations regarding
cybersecurity, information security, privacy and data protection. For further information, see “Regulatory
Overview — Laws and regulations relating to information security and privacy protection — Information
security”. Although our digitalised tools are equipped with verification and inspection tools for detecting
errors, defects or inappropriate contents in information or document uploaded by our customers and other
users, we cannot guarantee that all substance and contents contained in information or document uploaded
by our customers and other users are appropriate and will not infringe any laws or regulations relating to
information security and privacy protection. We cannot assure you that third parties will not succeed in
their attempts to obtain unauthorised access to any personally identifiable information relating to our
customers and other users. Such information may also be otherwise exposed through human error
(including our staff who may be involved in the manipulation of data) or other malfeasance. Any
unauthorised access or compromise of such personally identifiable information could have an adverse
effect on our business, financial condition and results of operations.
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We may undertake loss-making projects in the future.

The profitability of our projects also depends on the accurate estimation of labour service fees and
event consumables. The amount of total costs we incur on a project is influenced by a variety of factors,
including variations in labour and changes in project scope or conditions, as well as fluctuations in the
price of event consumables, many of which are beyond our control. During the Track Record Period, we
undertook one loss-making customised marketing solution project and one loss-making tasks and marketers
matching service project. As a result, exposure to unexpected risks in execution of our projects could
materially and adversely affect our business, financial condition and results of operations. In respect to the
loss-making customised marketing solution project, we recognised revenue of RMB2.7 million and gross
loss of RMB1.6 million for FY2020. While, in respect to the loss-making tasks and marketers matching
service project, we recognised revenue and gross loss of RMBS8,600 and RMB280 for FY2020,
respectively. For further details, see “Business — Our service offerings — Customised marketing solution
— Fee model” and “Business — Our service offerings — Tasks and marketers matching service — Fee
model”.

Negative publicity may have an adverse impact on our reputation and business.

Our services may be publicly known or reported in social media. If any customer who is not satisfied
with our works raises any complaint or anyone from the public publishes an opinion on our works on social
media, whether justified or not, and such complaint or opinion comes to the attention of the public, our
reputation and business may be adversely affected, which will in turn adversely affect our growth prospects
and financial condition. Negative publicity or market perception associated with our Group may result in
the loss of customers and potential future referrals or lead to difficulty in securing new projects based on
our Group’s reputation and goodwill.

Our services, digitalised tools and brand name are integral to our success. If we fail to effectively
maintain, promote and enhance the popularity of our services, digitalised tools and reputation of our
product name, our business and competitive advantage may be harmed.

We believe that maintaining, promoting and enhancing services, digitalised tools and brand name is
critical to expanding our business. Maintaining and enhancing our services, digitalised tools and brand
name depends largely on our ability to continue to provide high-quality, well-designed, useful, reliable, and
innovative products and services, which we cannot assure you we will do successfully.

Errors, defects, disruptions or other performance issues with our digitalised tools may affect the
quality of our services and thus, harm our reputation and brand. Additionally, if our customers have a
negative experience using our services/our products or the users have a negative experience using our
digitalised tools, such an encounter may affect our brand and reputation within the industry. Our digitalised
tools enables third parties, such as distributors, points of sale and marketers, to offer their services to our
customers, such as brand owners, who engage them directly. Our reputation may be harmed if any of the
services provided by these third parties do not meet our customers’ expectations.

We believe the importance of brand recognition will increase as competition in our market increases.
In addition to our ability to provide reliable services at competitive prices, the successful promotion of our
brand will also depend on the effectiveness of our marketing efforts. During the Track Record Period, we
primarily market our services through our direct sales force and a number of free traffic sources, including
customer referrals and word-of-mouth, while in the future, we may also market our services using channel
partners. Our efforts to market our brand have involved significant costs and expenses, which we believe
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will increase going forward. We cannot assure you, however, that our marketing spendings will expand our
customer base or increase our revenue, and, even if so, such increases in profit may not be sufficient to
offset expenses we incur in building and maintaining our reputation and brand name.

Our business is subject to seasonal fluctuations and unexpected interruptions.

We experienced seasonality in our business during the Track Record Period. Historically, we
experienced relatively higher revenue in the fourth quarter of a calendar year than the other quarters of a
calendar year, mainly because there is a higher concentration of festive seasons and other marketing
campaigns and other activities, which tend to attract more users and stimulate sales, in the fourth quarter of
a calendar year. Accordingly, any comparison of our results of operations between interim and annual
results in a financial year may not be necessarily meaningful. As a result, our interim or quarterly results
should not be referred to as an indicator of our performance for that financial year.

If we are unable to attract and/or retain our qualified technical personnel, our business operation,
financial condition and growth prospects may be adversely affected.

We believe that our continued success and growth depends, to a large extent, on our ability to attract
and retain the services of our qualified personnel, who possess the technical knowledge and are familiar
with the industries that our services serve.

If we lose the services of any of our qualified personnel, we may not be able to locate suitable or
qualified replacements, and may incur additional expenses to recruit and train new personnel on a timely
basis, which could severely disrupt our business and growth. As we expect to expand our operations
internationally, we will need to attract and retain experienced management members with experience in
international operations. We will also need to recruit and retain experienced local management team to
manage our operations in other countries or regions. Competition for personnel in our industry is intense,
and the availability of suitable and qualified candidates is limited. We may need to increase our total
compensation costs to attract and retain experienced personnel and key technical personnel required to
achieve our business objectives and failure to do so may also adversely affect our business operations,
financial condition and growth prospects. Despite we may enter into confidentiality and/or
non-competition agreements with our staff and we may be entitled to terminate the employment
agreement, we may still lose business to our competitors if any member of our management team were to
join them after terminating employment with us. Although employees shall enter into the confidentiality
agreement with us which entitle us to terminate the employment agreement when employees breach their
confidential duty, we also cannot assure you that our departed technical personnel will not disclose our
patented technologies to our competitors. Failure to attract or retain key personnel may materially and
adversely affect our business, results of operation and financial condition.

Due to our limited history of providing sales and marketing services with the support of digitalised
tools, our ability to accurately forecast our future operating results and prospects is limited and
subject to a number of uncertainties.

We started to launched our first digitalised tool in 2013 and then launched SaaS+ subscription in
2020, respectively. While our profit from SaaS+ subscription has grown during the Track Record Period, as
a result of our limited history of providing sales and marketing services with the support of digitalised
tools, our ability to accurately forecast our future operating results is limited and subject to a number of
uncertainties, including our ability to plan for and model our future growth. We face various challenges and
uncertainties, including the fact that we operate in new and developing markets and elements of our
business strategy are new and subject to ongoing development. As a result, it may not be possible to fully
discern the challenges in commercialisation that we and our business are subject to.
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We cannot assure you that we will be able to achieve similar results or grow at the same rate as we
had in the past or at all. Rather than relying on our historical operating and financial results to evaluate us,
you should consider our business prospects in light of the risks and difficulties we may encounter as an
early stage company operating in emerging and dynamic industries, including, among other things, our
ability to attract and retain customers, our ability to create value for different stakeholders engaged in our
business and operations and increase monetisation, our ability to navigate an evolving regulatory
environment, our ability to develop attractive and popular digitalised tools and offer satisfactory services,
build up our reputation and promote our brand, and our ability to anticipate and adapt to changing market
conditions. We may not be able to successfully address these risks and difficulties, which could
significantly harm our business, results of operations and financial condition.

Our services depend on the data assets and user base accumulated on and traffic generated by our
digitalised tools, and our business may be adversely affected if our digitalised tools becomes less
attractive.

Our services depend on the data assets and user base accumulated on our digitalised tools. Our data
assets primarily include data provided by our customers and users, the “Offline Retail Stores Digital
Evaluation and Sales Performance Index” Feature Library (I £ 87 b 574 L2 7 55 B Fr #U=) that we
jointly developed with Baidu Smart Cloud (1 & i Z£), a leading AI company based in the PRC (further
details of which are set out in “Business — Our Research and development” in this prospectus). If we lose
access to such data assets or user base, our ability to offer services and attract new customers would be
materially and adversely affected, which would in turn affect our results of operations and financial
conditions.

In the event that our digitalised tools becomes less attractive to brand owners, distributors, points of
sale or marketers, the user base may decrease significantly, and the reach, coverage of retail network and
popularity of our services may be affected. As a result, our Directors are of the view that we may face
challenges as a result of fierce market competition. The sales and marketing services in China is relatively
competitive, with a large number of participants with different skills and backgrounds. With the increasing
demand for more diverse, integrated and data tracking marketing services and higher standards of data
collection in terms of efficiency, accuracy, and reflection speed covering different offline retail operation,
market participants are under pressure to strengthen their competitive advantages through cross-industry or
intra-industry mergers and acquisitions, so that they are able to provide more comprehensive services to
gain higher market recognition and expand businesses. Consequently, our business and results of
operations may be materially and adversely affected. Additionally, any negative development with respect
to the market position, financial condition, maintenance of our platform infrastructure or compliance with
legal or regulatory requirements in China, will likely have an adverse impact on the quality and
effectiveness of our services, as well as our reputation and brand.

Our historical performance may not be indicative of our future results, and we may not be able to
effectively manage our growth as a result of the increased complexity and evolving nature of our
business.

We experienced continuous growth in our adjusted net profit (non-HKFRS measure) for the year
during the Track Record Period, which amounted to RMB53.9 million, RMB67.4 million and RMB70.6
million, respectively. Although we strive to grow our business, we cannot assure you that our adjusted net
profit (non-HKFRS measure) will be able to grow at the same rate as in the past. As market competition
intensifies and our industry matures, our customer base and customer engagement may not grow as we
expected. In addition, labour costs have gradually increased in the PRC in the recent years. As labour costs
are affected by many factors such as demand and supply of labour and inflation, we cannot guarantee that
we can retain and attract sufficient qualified employees on commercially reasonable terms, or at all. We
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may need to increase our wage for the purpose of retaining our existing workers or recruit new workers,
which would inevitably increase our operating costs. If we may not be able to pass on all or part of the
increase in our labour costs to our customers, our business, financial condition and results of operations
may be materially and adversely affected.

Many aspects of our business are unique and evolving. We operate in a relatively new and rapidly
developing and evolving industry and is subject to significant challenges, including increasing government
regulation over the Internet industry and changes in customer preferences. As such, we may not be able to
predict future market trends and adjust our business accordingly. Our growth prospects should be
considered in light of the risks and uncertainties that a company operating in a rapidly evolving industry
may encounter, including but not limited to, changes in market conditions, increased competition within
our industry, our ability to maintain business relationships with existing clients and attract new clients,
retention of key personnel, and other unforeseen factors. Prospective investors should be aware of the
inherent risks in using our historical financial information as any indication of our future financial or
operating performance.

The amount of revenue that we are able to derive from a project may be higher or lower than the
original contract value.

The amount of revenue that we are able to derive from contracts/confirmed purchase orders, that is,
the final settlement value of such contracts/confirmed purchase orders, may be different from its original
amount as the final payment received by us from our customers are subject to the actual quantities of
services completed by us and calculated based on the pre-agreed unit price for each service item specified
in the contracts/confirmed purchase orders and the contract/confirmed purchase order amounts may include
floating service fees which are calculated based on the level of achievement of performance indicators
stipulated in the contracts. As such, there is no assurance that the amount of revenue expected to be derived
from our contracts/confirmed purchase orders in progress and on hand will not be substantially different
from the original contract/confirmed purchase order amounts as stipulated in the respective
contracts/confirmed purchase orders.

We are subject to credit and liquidity risks in collecting the trade receivables due from the customers
and the recoverability of our contract assets may also affect our results of operation, liquidity and
financial position.

As at 31 December 2020, 2021 and 2022, we recorded trade receivables of RMB323.4 million,
RMB393.0 million and RMB344.9 million, respectively and we had contract assets of RMB215.7 million,
RMB183.3 million and RMB190.6 million, respectively. Our trade receivables and contract assets turnover
days was 134 days, 139 days and 153 days for FY2020, FY2021 and FY2022, respectively. Fluctuations in
our trade receivables and contract assets turnover days for the Track Record Period mainly related to (i) our
policy and amount of trade receivables factoring facilities, and (ii) credit terms granted to our different
customers, depending on number of factors. We recorded impairment loss on trade receivables and contract
assets recognised in profit or loss of RMB483,000 and RMB518,000 for FY2021 and FY2022, respectively
and recorded reversal of impairment losses on trade receivables and contract assets of RMB298,000 for
FY2020.

Generally, we granted a credit term of 30 to 180 days to our customers. Our Directors may determine
and allow a longer credit period, after taking into account of our past business relationships with our major
customers and their past settlement history. We may also grant our market-leading customers with a more
generous credit period. For instance, we have extended credit terms of certain of our major customers
during the Track Record Period. Our Directors consider that a long credit period inevitably increases the
potential credit risk of our Group.
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Our management closely monitors the amounts and turnover days for our trade receivables and
contract assets to minimise and control credit risk. Our management also reviews the outstanding balance
with our customers at regular intervals to ascertain the collectability of our trade receivables and where
necessary, our business team may chase overdue balances from customers and the collection status would
be required to be reported to our management on a weekly basis. Furthermore, we have adopted credit
control procedures, which requires our finance team to (i) regularly provides information to senior
management and business team regarding updates on trade receivables, such as ageing condition; and (ii)
communicate with our customers from time to time to keep track of their business performance and
financial conditions so that our finance team can be informed of any anomaly in time. Our senior
management will also closely monitor the settlement status of our trade receivables. These internal credit
control procedures have been adopted to minimise our credit risk. We believe our long trade receivable
turnover days do not have a material adverse impact on our liquidity and cash management. However, there
is no assurance that all such amounts due to our Group will be settled on time or at all. If our trade
receivables turnover days were to increase further, or if our customers, fail to timely settle their accounts
with us in full, require us to extend credit to them beyond the credit term we granted to them, or otherwise
default on their payments, our cash flow and financial condition may be materially adversely affected. We
also would need to make provisions for doubtful debts or incur additional bad debt write-offs, which may
adversely affect our financial performance. Disputes that arise due to default in payment by customers may
also be time consuming and costly for us in the event we decide to claim for such payments and thus, affect
our liquidity, business, financial condition and results of operations. The bankruptcy or deterioration of the
credit condition of any of our major customers could also materially and adversely affect our business.

Accordingly, delay or default in payments from our customers may pose difficulties for us to manage
our working capital and/or adversely impact our liquidity. Our customers’ settlement day will generally be
affected by their internal policies. Our efforts in strengthening our trade receivable collection and
management may be in vain, and we cannot assure you that we will be able to fully recover the outstanding
amounts due from our customers, if at all, or that our customers will settle the amounts in a timely manner.
We might have to raise funds by resorting to internal resources and/or additional banking facilities
(including trade receivables factoring receivables) in order to meet our payment obligations in full and on
time, and our cash flows and results of financial position may be materially and adversely affected. Our
Group’s performance, liquidity and profitability will be adversely affected if significant amounts due to our
Group experience prolonged delay and are not settled on time or at all. The bankruptcy or deterioration of
the credit condition of any of our major customers could also materially and adversely affect our business.

Share-based compensation expenses may cause shareholding dilution to our existing Shareholders
and potentially have a material and adverse effect on our financial performance.

Our Company has adopted the RSU Scheme on 13 January 2022 to grant share awards to provide
incentives or rewards to eligible participants for their contributions to our Group. For details, see “History,
Reorganisation and Corporate Structure — RSU Scheme”. The adoption of the RSU Scheme may result us
to incur share-based compensation expenses in the future. To further incentivise our employees to
contribute to us, we may grant additional share-based compensation in the future. As a result, issuance of
additional Shares with respect to such share-based payment may dilute the shareholding percentage of our
existing Shareholders and expenses incurred with respect to such share-based compensation may also have
a material and adverse effect on our financial performance.
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We may incur impairment losses on deposits, other receivables and prepayments.

We recorded deposits, other receivables and prepayments of RMB15.6 million, RMB14.9 million and
RMB19.8 million as at 31 December 2020, 2021 and 2022, respectively. Our deposits, other receivables
and prepayments comprised (i) value-added tax receivables from customers; (ii) deposits from third parties;
(iii) other receivables from staff; (iv) prepayments for Listing expenses; and (v) prepayments to suppliers.
We have made an allowance for impairment loss of prepayments, other receivables and other assets
amounted to RMB126,000, RMB106,000 and RMB141,000 as at 31 December 2020, 2021 and 2022,
respectively. However, as the extent, the economic conditions and magnitude and duration of COVID-19
are still uncertain, we may need to change our assumption for measurement of expected credit loss, which
could result in future impairment losses for deposits, other receivables and prepayments. The possible
impairment losses on deposits, other receivables and prepayments may have a material and adverse effect
on our financial condition and results of operations.

The timing of our payment to suppliers may not match our receipt from customers.

To remain competitive in the market, we need to retain a high level of working capital to guarantee
smooth business operation and support the growth in demand. The credit period offered by us to our
customers with a larger scale and/or long-term relationship is generally longer than the credit period
offered to us by our suppliers. During the Track Record Period, we typically granted our customers a credit
term of 30 to 180 days, whereas the credit terms offered by our suppliers to us were within 90 days, except
for certain suppliers required us to make prepayment. With our revenue continuously growing, the
mismatch between trade receivables turnover days and trade payables turnover days may put us at liquidity
risk. Further, any default or delay in payment by our customers or our failure to collect trade receivables
from them may broaden our cashflow mismatch, which may result in cash flow shortcomings in the future
and adversely affect our cash position and results of operations.

We may fail to optimise the fees for our services, and any adverse trend in our fee model may impact
our results of operations and financial condition.

We charge our clients on a combination of fee models, depending on the type of services they require.
For details, see “Business — Our service offerings”. We may fail to optimise our fees, which is
predominantly determined by the competitive landscape and market conditions. As competitors introduce
new services that compete with ours or reduce their fees, we may be unable to attract new clients or retain
existing clients based on our historical fee models.

Market-leading customers, which are a primary focus of our business, may demand substantial price
concessions leveraging their significant bargaining power. In addition, if the mix of services offered
changes, we may need to, or choose to, revise our fee models. In the future, we may fail to increase our fee
levels, or may even be required or choose to reduce our fees or change our fee model, which could
materially and adversely affect our results of operations and financial condition.

We may be unable to achieve or maintain adequate data transmission capacity as required by our
customers.

As at the Latest Practicable Date, we had data assets of over 4 million of points of sale and over
453,000 marketers who have registered for the use of our digitalised tool. While we are generally able to
maintain adequate data transmission capacity to handle such traffic and process data transmission in a
timely manner, we cannot assure you that we are able to continue achieving, or maintaining, this in the
future, particularly when we encounter an unexpectedly significant increase in traffic. If we are unable to
achieve or maintain adequate data transmission capacity, this may significantly reduce our customers’
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demand for our services. In the future, we may have to allocate resources and incur a substantial amount of
expenses to build, purchase or lease additional data centres and equipment and upgrade our technology and
network infrastructure in order to handle the increased traffic.

Additionally, our ability to deliver our services also depends on the development and maintenance of
Internet infrastructure by third parties, including the maintenance of reliable networks with the necessary
speed, data capacity and bandwidth. If one of these third parties suffers from capacity constraints, our
business may be adversely affected.

We may be unable to obtain, maintain and protect our intellectual property rights and proprietary
information.

Our trade secrets, trademarks, copyrights, patents, and other intellectual property rights are critical to
our success. We rely on, and expect to continue to rely on, a combination of confidentiality and
non-compete and licence agreements with our employees (including our Group staff and personnel
assigned by us), and third parties with whom we have business relationships, as well as our trademark,
domain name, copyrights, trade secrets, patent rights, and other intellectual property rights to protect our
brand. However, events beyond our control may pose a threat to our intellectual property rights, as well as
to our services and business. Effective protection of trademarks, copyrights, domain names, patent rights,
and other intellectual property rights is expensive and difficult to maintain, both in terms of application and
costs, as well as the costs of defending and enforcing those rights. While we have taken measures to protect
our intellectual property rights, we cannot assure you that such efforts are either sufficient or effective. As
a result, our intellectual property rights may be infringed, misappropriated, or challenged, which could
result in them being narrowed in scope or declared invalid or unenforceable.

Similarly, our reliance on unpatented proprietary information and technology, such as trade secrets
and confidential information, depends in part on our confidentiality agreements with employees and third
parties. These agreements may be insufficient or may be breached, either of which could potentially result
in the unauthorised use or unauthorised disclosure of our trade secrets and other intellectual property,
including to our competitors. As a result, we could lose our crucial competitive advantage derived from
such intellectual property. Significant impairments to our intellectual property rights, and limitations on
our ability to assert our intellectual property rights against others, may result in a material and adverse
effect on our business.

We may be subject to claims by third parties for intellectual property infringement.

We depend, to a large extent, on our ability to effectively develop and maintain intellectual property
rights relating to our business. However, we cannot assure you that third parties will not put forward claims
that our business infringes upon or otherwise violates patents, copyrights or other intellectual property
rights which they hold, whether such claims are valid or otherwise. We may face allegations that we have
infringed the trademarks, copyrights, patents and other intellectual property rights of third parties,
including our competitors, or allegations that we are involved in unfair trade practice. Our products may
become involved in litigious proceedings relating to allegations of infringement of intellectual property
rights, unfair competition, invasion of privacy, defamation and violations of rights of third parties. The
validity, enforceability and scope of protection of intellectual property rights, particularly within China, are
still evolving. As we face increasing competition, and as litigation becomes a more commonly pursued
method for resolving commercial disputes in China, we face a higher risk of being the subject of
intellectual property infringement claims.
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Defending against intellectual property claims is costly and can impose a significant burden on our
management and resources. Further, there is no guarantee that we can obtain favourable final outcomes in
all cases. Such intellectual property claims may harm our brand and reputation, even if they are vexatious
or do not result in liability. Any resulting liability or expenses, or changes required to our products or
services to reduce the risk of future liability, may have a material adverse effect on our business, results of
operations, and prospects.

If we fail to obtain or maintain all required licences, permits and approvals or if we are required to
take actions that are time-consuming or costly, our business operations may be materially and
adversely affected.

Our failure to obtain and maintain requisite approvals, licences or permits applicable to our business
or any changes in government policies or regulations may have a material and adverse impact on our
business, financial condition and operation results. Our business and operations have been subject to
extensive regulations. The Ministry of Human Resource and Social Security of the PRC, along with other
regulatory authorities such as the Ministry of Commerce of the PRC, or the MOFCOM and the Ministry of
Industry and Information Technology of the PRC (9% A R AL AN T 2115 B 1L %K), have promulgated
laws and regulations that cover many aspects of our industry including entry into such industry, scope of
permitted business activities, licences and permits for various business activities and foreign investments
into such industry.

We are required to obtain and maintain applicable licences, permits and approvals from different
regulatory authorities in order to conduct our existing or future business in connection with our provision
of the services. The government authorities may continue to pass new rules or have new interpretation and
understanding to the existing laws and regulations regulating our industry and we have been continually
expanding into new business operations. They may require us to obtain additional licences, permits or
approvals so that we can continue to operate our existing or future businesses or otherwise prohibit our
operation of the types of businesses to which the new requirements apply. We cannot assure you that if we
are required to obtain these additional licences, permits or approvals, we will be able to do so in a timely
manner, if at all, and any non-compliance may result in fines or other penalties being imposed to us. In
addition, new regulations or new interpretations of existing regulations may increase our costs of doing
business and prevent us from efficiently delivering services and expose us to potential penalties and fines.
Lastly, our existing licences may expire without proper renewal or be revoked due to violations of relevant
licensure maintenance requirements. If any of our entities is deemed by governmental authorities to be
operating without appropriate permits and licences or outside their authorised scopes of business or
otherwise fail to comply with relevant laws and regulations, we may be subject to penalties and our
business, financial condition and results of operation may be materially and adversely affected.

We have a limited number of key suppliers.

During the Track Record Period, our major suppliers were labour service providers, event
consumables suppliers and data service and related IT service providers. For each year during the Track
Record Period, purchases from our five largest suppliers accounted for 60.6%, 58.1% and 48.3%,
respectively, of our total purchases. For each year during the Track Record Period, purchases from our
largest supplier accounted for 36.8%, 18.6% and 17.2%, respectively, of our total purchases.
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If any one of our cloud service providers terminates business with us, we may have to work with
alternative cloud providers to provide similar cloud services and therefore our customers’ experiences may
be compromised. In addition, we expect to continue to engage limited number of cloud service providers in
connection with our business operations. Any significant disruptions in services, the inability of our major
suppliers to meet their obligations or the unavailability of alternative suppliers could hinder our business
and marketing plans, which could, in turn, have a material adverse effect on our business, financial
condition and results of operations.

Potential defects related to certain of our leased properties may adversely affect our ability to use
these properties and/or we may be subject to administrative penalties.

As at the Latest Practicable Date, four of our leased properties (including three in Shanghai and one
in Chengdu) had title defects, which were due to lessors’ failure to prove the fulfilment or completion of
legal procedures relating to allocated land in the PRC. We had been actively communicating with the
lessors, requiring valid authorisation for leasing. In addition, the current usage of three (all in Shanghai)
out of these four leased properties, one leased property in Guangzhou and one leased property in Beijing
were inconsistent with the respective permitted usage stated in the building ownership certification.
Currently, these leased properties were used as offices, while the permitted usage under the building
ownership certification was warehouse or hostel.

With respect to the four leased properties with title defects, as advised by our PRC Legal Adviser, in
situations where a lessor fails to complete legal procedures relating to allocated land in the PRC, the
relevant lease agreement may not be valid or enforceable and as a result, we may face challenges from the
legal owners of the properties or other third parties, and may be forced to vacate the relevant properties and
relocate our offices. We may incur additional expenses during the process, and our business, financial
condition and results of operations may be negatively affected. With respect to leased properties which
usage were inconsistent with the respective permitted usage, as advised by our PRC Legal Adviser, we
might be ordered to rectify the inconsistency within a prescribed period, failing which we may be required
to vacate from such properties and relocate our office. However, we may not be able to relocate to other
premises on commercially reasonable terms, or at all. In addition, any relocation would incur additional
costs or interrupt our business and operations.

Pursuant to the applicable PRC laws and regulations, lease agreements must be registered with local
branch of Ministry of Housing and Urban-Rural Development of the PRC within 30 days after the
execution of such lease. As at the Latest Practicable Date, leases of 21 of the 22 properties had not been
registered with the relevant competent authorities, primarily due to the difficulty of gaining cooperation
from the landlords. Registration of lease agreements requires the landlords’ cooperation, including
submitting their identity documentations and building title certificates to the relevant authorities. As
advised by our PRC Legal Adviser, the failure to register the lease agreements for our leased properties for
actual use will not affect the validity of these lease agreements, but the competent housing authorities may
order us to register the lease agreements in a prescribed period of time and impose a fine ranging from
RMB1,000 to RMB10,000 for each non-registered lease if we fail to complete the registration within the
prescribed timeframe, and the estimated total maximum penalty for those leased properties would be
RMB210,000 if we fail to complete the registration within the prescribed timeframe. As at the Latest
Practicable Date, we had not received any notice from any regulatory authority with respect to potential
administrative penalties or enforcement actions as a result of our failure to register the leases described
above.
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There is no assurance that our landlords will honour their obligations to continue leasing these
properties to us. In the event of an early termination of the lease agreements that we have entered into for
any reason or any dispute or claim, we would be required to find alternative locations for our office
premises, which could be expensive and disruptive to our operations. Moreover, there is no assurance that
we would be able to secure alternative locations or negotiate lease agreements on commercially reasonable
terms in a timely manner, or at all. If we were required to enter into new lease agreements with less
favourable terms, our business, financial condition and future growth potential may be materially and
adversely affected.

Our risk management and internal control systems may not be adequate or effective in all respects,
which may materially and adversely affect our business and results of operations.

We seek to establish risk management and internal control systems consisting of an organisational
framework, policies, procedures and risk management methods that are appropriate for our business
operations, and seek to continue to improve these systems. For further information, see “Business — Risk
Management and Internal Controls”. However, due to the inherent limitations in the design and
implementation of risk management and internal control systems, we cannot assure you that our risk
management and internal control systems will be able to identify, prevent and manage all risks. Our
internal control procedures are designed to monitor our operations and ensure the overall compliance of our
risk management and internal control system. However, our internal control procedures may be unable to
identify all non-compliance incidents in a timely manner or at all. It is not always possible to timely detect
and prevent fraud and other misconduct, and the precautions we take to prevent and detect such activities
may not always be effective.

The effective implementation of our risk management and internal controls by our employees is
critical to our operations. Due to the significant size of our operations, we cannot assure you that such
implementation will not involve any human errors or mistakes, which may materially and adversely affect
our business and results of operations. As we are likely to offer a broader and more diverse range of
services in the future, the diversification of our service offerings will require us to continue to enhance our
risk management capabilities. If we fail to timely adapt our risk management policies and procedures to our
changing business, our business, results of operations and financial condition could be materially and
adversely affected.

We may not have sufficient insurance coverage to cover our potential liability or losses and, as a
result, our business, financial conditions, results of operations and prospects may be materially and
adversely affected should any such liability or losses arise.

We face various risks in connection with our business, and may lack adequate insurance coverage or
have no relevant insurance coverage. Further, insurance companies in China do not currently offer as
extensive an array of insurance products as insurance companies in other more developed economies. As at
the Latest Practicable Date, we had not taken out any business liability or disruption insurance to cover our
operations. We have determined that the costs of insuring against these risks, and the difficulties associated
with acquiring such insurances on commercially reasonable terms render these insurances, is impractical
for our business and purposes. However, any uninsured business disruptions may result in our incurring
substantial costs and the diversion of resources, which could have an adverse effect on our business and
results of operations.
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Our ability to continue to enhance our services is dependent on adequate R&D resources. If we are
not able to adequately fund our research and development efforts, we may not be able to compete
effectively and our business and operating results may be harmed.

In order to remain competitive, we must continue to develop new service offerings and enhancements
to our existing offerings. Maintaining adequate research and development staff and resources to meet the
demands of the market is essential. If we are unable to develop digitalised tools or features due to certain
constraints, such as high staff turnover, inability to hire sufficient research and development staff or a lack
of other research and development resources, we may miss market opportunities. Furthermore, many of our
competitors expend a considerably greater amount of funds on their research and development
programmes, and those that do not may be acquired by larger companies that would allocate greater
resources to our competitors’ research and development programmes. Our failure to devote adequate
research and development resources or compete effectively with the research and development programme
of our competitors could harm our business.

We experienced net cash outflow for FY2020

We experienced net cash outflow for FY2020. For FY2020, our net cash outflow amounted to
RMB10.1 million, which was mainly attributable to our net cash used in financing activities of RMB139.9
million. For details, see “Financial Information — Liquidity and capital resources — Cash flows” in this
prospectus.

While we generated net cash inflow for FY2021 and FY2022, we cannot assure you that we will be
able to continue to do so in the future or the amounts of cash generated from operating activities will
increase due to the expansion of our business and the corresponding increases in the level of inventories
and in trade and bills receivables. If we record net operating cash outflows in the future, our working
capital may be constrained, which may adversely affect our liquidity and financial condition. If we do not
have sufficient working capital and are unable to generate sufficient revenue or raise additional funds, we
may delay the completion of or significantly reduce the scope of our current business plan or substantially
curtail our operations, any of which could materially and adversely affect our business, financial condition
and results of operations. In addition, if we determine that our cash requirements exceed our available cash
on hand, we may seek to issue debt or equity securities or obtain a credit facility. We cannot assure you that
we would be able to obtain debt or equity financing at a reasonable cost, or at all, in the current economic
environment. In addition, any issuance of equity or equity-linked securities could dilute our Shareholders’
ownership, while any incurrence of indebtedness could increase our debt service obligations and cause us
to be subject to restrictive operating and financial covenants. As a result, we may face liquidity issues and
our business, financial condition and results of operations may be materially and adversely affected.

Our operations may subject us to litigation, claims or other disputes.

We may encounter disputes arising from contracts with our customers, suppliers or other third parties,
which may involve claims against them or us. Should any future claims against us or initiated by us fall
outside the scope and/or limit of insurance coverage, if any, our financial position may be adversely
affected. Regardless of the merits, legal proceedings can be time-consuming and costly, and may divert our
management’s attention away from our business operation, thereby adversely affecting our business
operation and financial position. Legal proceedings that result in unfavourable judgement may harm our
reputation, cause financial losses and damage our prospects of winning future contracts, thereby materially
and adversely affecting our business, financial position, results of operations and prospect.
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Further, any labour dispute or strikes that take place in our production bases may disrupt our
operations. We cannot assure that the above events will not occur in the future or we will be able to resolve
them shortly when any of them occurs. If a labour dispute or a strike takes place and we fail to deal with it
in a short period of time, our operations could be materially and adversely affected, which would impact
our business, financial condition and results of operations negatively.

The failure of our operating entities to pay us dividends would negatively affect our financial
condition.

We conduct most of our operations through our operating entities, comprising our subsidiaries. Most
of our assets are held by, and substantially all of our earnings and cash flows are attributable to, our
operating entities. If the earnings from our operating entities were to decline, our cash flows would be
negatively affected, which could in turn affect our ability to pay dividends to our Shareholders, including
the public Shareholders, or to meet our debt obligations. The ability of our operating entities to pay
dividends depends on a number of business considerations and regulatory restrictions. Under the applicable
PRC law, dividends may be paid only out of distributable profits. Distributable profits are our net profit as
determined under PRC Generally Accepted Accounting Principles, less any recovery of accumulated losses
and appropriations to statutory and other reserves that we are required to make. These restrictions could
reduce the number of distributions that we receive from our operating entities, which would restrict our
ability to pay dividends. There can be no assurance that our operating entities will generate enough
earnings and cash flows to pay dividends to enable us to meet our obligations or declare dividends to our
Shareholders.

We rely on information systems in managing our operations and any system failures or deficiencies of
our information systems may have an adverse effect on our business, financial conditions and result
of operations.

We depend on the capabilities of our information systems to process and store our business and
operational data on a timely and accurate basis. The proper functioning of our financial control, risk
management, credit analysis and reporting, accounting, customer service and other information systems are
critical for us to conduct our business in an orderly manner and to increase our competitiveness.

Our business activities could be materially disrupted if there is a partial failure or complete
breakdown of any of our information systems. Such failure can be caused by a variety of reasons, including
natural disasters, extended power outages, accidental power failures, breakdown of key hardware and
systems, software malfunction and computer viruses. The proper functioning of our information systems
also depends on accurate and reliable data input and installation of ancillary systems, which are subject to
error.

Our competitiveness will to some extent depend on our ability to upgrade and optimise our
information systems on a timely and cost-effective basis. In addition, the information available to and
received by us through our existing information systems may not be timely or sufficient for us to manage
risks and prepare for, and respond to, market changes and other developments in our current operating
environment. Any failure to improve or upgrade our information systems effectively or on a timely basis
could materially and adversely affect our competitiveness, results of operations and financial condition.
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Fluctuation of our financial assets at fair value through profit or loss has affected our results of
operations during the Track Record Period and may continue to affect our results of operations in
the future.

During the Track Record Period, we made short-term investments on treasury investment products
with a view to receiving returns on our available capital such as cash and undistributed profits. We
recorded fair value of financial assets at fair value through profit or loss of RMB9.2 million, RMB4.0
million and nil as at 31 December 2020, 2021 and 2022, respectively, which represented short-term
treasury investment products issued by reputable licensed commercial banks in the PRC. The fluctuations
in our financial assets at fair value through profit or loss as at the end of each reporting period was
primarily the result of (i) the different maturity profile of the treasury investment products that we invested
in; and (ii) the timing and amount we purchased and redeemed the treasury investment products during
each reporting period. We are exposed to systematic risks associated with the financial markets in the way
that the PRC financial markets may directly and indirectly affected by the global and local financial,
economic and social environments. For example, the recent collapses of Silicon Valley Bank and Signature
Bank, the acquisition of Credit Suisse by UBS with the assistance of the Swiss government and any other
sudden downturn in the financial markets in the future may adversely affect the market sentiment in
general, which would in turn adversely affect the results of our investment activities. We are also exposed
to credit risk in relation to our investments in treasury investment products which may adversely affect the
net changes in their fair value. We cannot assure you that market conditions and regulatory environment
will create fair value gains on the treasury investment products we invest in or we will not incur any fair
value losses on our investments in the treasury investment products in the future. If we incur such fair value
losses, our results of operations, financial condition and prospects may be adversely affected. For details of
our valuation techniques and the unobservable inputs, please refer to Note 3.3(b)(i) to the Accountant’s
Report in Appendix I to this prospectus. The valuation techniques are subject to uncertainty. We cannot
assure you that the fair value of our financial assets will not decrease in the future and any significant
decreases in the fair value of our financial assets would materially and adversely affect our financial
condition.

We face risk regarding the recoverability of deferred income tax assets.

As at 31 December 2020, 2021 and 2022, our Group’s deferred income tax assets amounted to
RMB2.7 million, RMB2.1 million and RMBO0.7 million, respectively, which may enable our Group to
reduce future income tax payment. However, the recoverability of such deferred income tax assets is
dependent on our Group’s ability to generate sufficient future taxable profit. There is no assurance that the
deferred income tax assets can be fully recovered. In the case that the deferred income tax assets are
determined to be non-recoverable, our Group may have to write-down the deferred income tax assets,
which may significantly affect our expenditure, profit and loss and financial condition for the respective
year.

We used third-party agencies to make contributions under various government-sponsored employee
benefits plans, which may have an adverse impact on us.

According to the PRC Social Insurance Law and other related regulations in the PRC, companies
operating in China are required to open its own account and complete related registration with the
competent authorities and contribute to the government-sponsored employee benefits plans in amounts
equal to certain percentages of salaries, including bonuses and allowances, of employees up to a maximum
amount specified by the local government from time to time at locations where our employees are based.
The regulations and local policies evolve from time to time, and as of the Latest Practicable Date, certain
regional authorities, such as those in the Beijing municipal, Shijiazhuang municipal and Taiyuan
municipal, had promulgated local policies to explicitly restrict third-party human resources agencies from
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making social insurance and housing provident funds contributions for non-employees. During the Track
Record Period and up to the Latest Practicable Date, we had operations and used third-party human
resources agencies in such regions to make social insurance and housing provident funds contributions for
our employees. As such, as advised by our PRC Legal Adviser, the use of third-party agencies to make
employee benefits payments is not fully in compliance with the applicable PRC laws and regulations. Up to
the Latest Practicable Date, the payment of social insurance and housing provident fund contributions
through third-party human resources agencies will not in itself directly lead to fines or other penalties
under the relevant PRC laws and regulations. We cannot guarantee there will not be a change in the
relevant regional policies which may explicitly restrict or set out penalty on the use of third-party agencies
to make employee benefits payments in the future, which may in turn lead to an adverse impact on our
business and operation. For details, please refer to “Business — Employees”.

During the Track Record Period, certain of our PRC subsidiaries engaged third-party human
resources agencies to pay social insurance and housing provident funds for certain of its respective
employees since some of our employees scattered in different areas of the PRC and it would be less likely
for us to incorporate companies in every city which we have employees. Pursuant to the agreements entered
into between such third-party human resources agencies and our Company or our relevant PRC
subsidiaries, the third-party human resources agencies have the obligation to pay social insurance and
housing provident funds for our relevant employees, while in return we pay service fees to such agencies.
Also, we are required to provide details necessary for the contribution and declaration of social insurance
and housing provident funds, such as the amount of contribution. In particular, it is a term in the agreement
that such agencies do not have the obligation to advance any contribution of social insurance and housing
provident funds and in case we delay our payment to such agencies, such agencies are entitled to suspend
their services. As at the Latest Practicable Date, we are not aware of our Group companies having received
any administrative penalty imposed by the relevant PRC authorities or labour arbitration application from
employees for its agency arrangement with third-party human resources agencies and we are also not aware
of the third-party human resources agencies that we cooperate with having failed to pay, or delayed in
paying, any social insurance premium or housing provident fund contributions for our employees. Major
third-party human resources agencies which in aggregate cover no less than 90% of the total amount paid
by the Group during the Track Record Period have confirmed in writing that it had paid such contributions
according to our agreements with them. However, if any of such human resources agencies fail to pay the
social insurance or housing provident funds for and on behalf of us as required by applicable PRC laws and
regulations or if the relevant competent government authorities determine that our use of such agency
arrangements does not satisfy the requirements under the relevant PRC laws and regulations, we may be
subject to additional contribution, late payment fee and/or penalties imposed by the relevant PRC
authorities for failing to discharge our obligations in relation to payment of social insurance and housing
provident funds as an employer or be ordered to rectify. This in turn may adversely affect our financial
condition and results of operations. In respect of housing provident funds, if we fail to process housing
provident fund registrations or open housing provident fund accounts for employees, we shall be ordered
by the housing provident fund administration centre to complete such procedures within a prescribed time
limit; where failing to do so, a fine of not less than RMB10,000 nor more than RMBS50,000 shall be
imposed. If we fail to pay the full amount of housing provident fund as required, the housing provident
fund management centre may require payment of the outstanding amount within a prescribed period. If the
payment is not made within such time limit, an application may be made to the PRC courts for compulsory
enforcement. As to the social insurance, if we fail to file the registration for social insurance, we shall be
ordered rectification within a certain period of time; where failing to do so, we shall be fined more than one
time and less than three times the amount of social insurance payable, and its directly responsible
supervisors and other directly responsible persons shall be fined more than RMB500 and less than
RMB3,000. We might be ordered to pay the outstanding balance within a certain period of time and might
be subject to a daily overdue charge of 0.05% of the delayed payment amount, and the failure to contribute
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the social insurance within such a prescribed period may subject us to a fine of one to three times of the
overdue amount further imposed by the competent authorities. As advised by our PRC Legal Adviser, if we
can pay the outstanding balance to the relevant authorities within a certain period of time when we are
required to do so, the likelihood of us being subject to fines by the relevant government authorities is low.

Our future plan relating to strategic investment, acquisition and cooperation may fail and may result
in material and adverse impact on our business, results of operations and financial condition.

As part of our future plans, we intend to continuously pursue strategic cooperation with selected
institutions and enterprises, including but not limited to strategic alliance, investment, joint venture and/or
acquisition, that may be complementary to our growth strategies, particularly those that can help us enrich
our service offerings, enhance our technologies, and expand our customer and user base. We also intend to
enrich our existing capabilities, enhance our core competencies and supplement our strategic business
development plan relating to international presence. Our ability to implement our investment, acquisition
and cooperation strategy will depend on our ability to identify suitable targets, our ability to reach
agreements with them on commercially reasonable terms, and within a desired timeframe, and the
availability of financing to complete such investments, acquisitions and/or cooperation, as well as our
ability to obtain any required Shareholder or government approvals. Our strategic investments, acquisitions
and cooperation could subject us to uncertainties and risks, including high acquisition and financing costs,
potential ongoing financial obligations and unforeseen or hidden liabilities, failure to achieve our intended
objectives, benefits or revenue-enhancing opportunities, uncertainty of entering into markets in which we
have limited or no experience, and in which competitors have stronger market positions, costs associated
with, and difficulties in, integrating acquired businesses and managing a larger business, and diversion of
our resources and management attention. Our failure to address these uncertainties and risks may have a
material adverse effect on our business, results of operations and financial condition. Even if we are able to
successfully acquire or invest in suitable businesses, we cannot assure that we will achieve our expected
returns on such investments, acquisitions and cooperation. If we fail to identify or acquire suitable projects
or achieve our expected returns on such investments, acquisitions and cooperation in the future, our
business, results of operations and financial condition may be materially and adversely affected.

Our strategic investments, acquisitions and cooperation also pose the risk that we may be exposed to
successor liability relating to the actions by the target and its management before and after the investments,
acquisitions and cooperation. The due diligence that we conduct in connection with an investments,
acquisitions and cooperation may not be sufficient to discover unknown liabilities, and any contractual
guarantees or indemnities that we receive from the sellers of the acquired companies or investment target
companies and/or their shareholders may not be sufficient to protect us from, or compensate us for, actual
liabilities. A material liability associated with an acquisition or investment could adversely affect our
reputation and reduce the benefits of the acquisition or investment. In addition, if the management team or
key employees of an acquired company fail to perform as expected, this may affect the business
performance of such acquired company and, in turn, have a material adverse effect on our business, results
of operations and financial condition.

Our business overseas expansion may fail and may result in material and adverse impact on our
business, results of operations and financial condition.

As part of our growth strategies, we plan to expand into the retail support services markets outside the
PRC, such as Southeast Asia (such as Singapore and Jakarta in Indonesia) and Japan (such as Tokyo). If
our overseas expansion plans are unsuccessful, our cash flows and profitability may be adversely affected.
In addition, our overseas expansion plans may require additional financing and place substantial demands
on our management and our operational, technological, financial and other resources. To manage and
support our overseas expansion plans, we may need to enhance our operational and administrative systems,
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strengthen our financial and management controls, improve our ability to recruit, train and retain additional
qualified management personnel and other administrative, sales and marketing staff, and continue
managing our relationships with our local and overseas suppliers, customers and other business partners.
All of these endeavours will require substantial attention and time from our management and significant
additional expenditures. As of the Latest Practicable Date, we have not yet commenced the implementation
of our overseas expansion plan. We cannot assure you that we will be able to manage any future overseas
expansion plans effectively and efficiently, and our ability to capitalise on new overseas business
opportunities may be materially and adversely affected if we fail to do so, which would in turn materially
adversely affect our business, financial condition, results of operations and prospects.

If we fail to perform our services in accordance with our service agreements, we could be subject to
significant costs or liability and our reputation could be harmed.

We enter into service agreements with our customers to provide a wide range of services to assist
them in various industries, including but not limited to FMCG, finance, electronic consumables, etc.. The
relevant services may be complex and subject to various requirements requested by our customers, and any
mistake or failure to perform in accordance with specifications on our part could result in our customers
suing us for breach of agreements as well as other severe consequences, which may deter prospective
customers and our business development.

RISKS RELATING TO OUR INDUSTRY
We are susceptible to systemic risks, including the global financial and economic situation.

The recent collapses of Silicon Valley Bank and Signature Bank and the acquisition of Credit Suisse
by UBS with the assistance of the Swiss government have adversely affected the U.S. and the global
financial market and economic situation. Any financial or economic crisis, or perceived threat of such a
crisis, including a significant decrease in consumer confidence, may materially and adversely affect our
business, financial condition and results of operations. With a deteriorating worldwide economy, consumer
spendings and consumption of non-essential items may diminish, which in turn will affect the demand for
our sales and marketing services. In addition, the credit tightening environment may aggravate the interest
expenses on our bank borrowings, or the banks may even reduce the amount of or discontinue the banking
facility currently available to us. It is unclear whether these challenges will be contained and what effects
they each may have. There is considerable uncertainty over the long-term effects of the expansionary
monetary and fiscal policies that have been adopted by the central banks and financial authorities of some
of the economies where we operate our businesses. To the extent any fluctuations in the global economy
significantly and adversely affect consumers’ demand for our customers’ merchandise, as well as our
customers’ demand for our services, our results of operations may be materially and adversely affected.

The COVID-19 pandemic presents challenges to our business and the effects of the pandemic could
adversely affect our business, financial condition and results of operations.

Beginning from December 2019, a novel strain of coronavirus, or the COVID-19, resulted in
prolonged mandatory quarantines, lockdown, closures of businesses and facilities and travel restrictions
imposed by the Chinese government and other countries around the world. The COVID-19 pandemic, as
well as the restrictions imposed and actions taken by the governments and society as a whole in response to
the COVID-19 pandemic, could present significant challenges and uncertainties. We have taken a series of
measures in response to the outbreak, including, among others, remote working arrangements for some of
our employees, suspension of our offline customer acquisition activities and cancellation of non-essential
business travels to ensure the safety and health of our employees. These measures temporarily reduced the
capacity and efficiency of our operations.
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Although conditions have substantially improved since late March 2020 in the PRC, there was a
slight rebound of number of confirmed cases of COVID-19 in certain cities afterwards. In 2022, a number
of positive COVID-19 cases appeared in certain areas of Shanghai and other locations in China. Further,
there was relaxation in the national COVID-19 policy in December 2022 and resurgence of COVID-19 in
the PRC in late December 2022 and early January 2023. In addition, any recurrence of the COVID-19
outbreak in China or continuance of the outbreak in other parts of the world could cause a temporary
decline in the business activities in various industries in which our customers operate and the restricted
movement of individuals has disrupted the operations of the offline retail network and consumer demand
for certain FMCG merchandise.

During the Track Record Period and up to the Latest Practicable Date, our business operations and
financial performance have been temporarily disrupted by COVID-19 and we believe that the business
operations of our customers were adversely affected by the COVID-19 pandemic which in turn reduced
their willingness in conducting sales and marketing activities, in particular:

° FY2020 — The COVID-19 pandemic and the corresponding restrictions had a negative impact
on (i) the overall sales performance of offline commerce in China; and (ii) our customers’
business operations (including but not limited to change in sales and marketing strategies and
temporary closure of offline retail stores), and thus, their demands for our customised marketing
solution. Our customers’ demands for roadshows and marketing campaigns shrank as a result of
the COVID-19 pandemic. On the other hand, our employee benefit expenses associated with
cost of services, administrative expenses and selling and marketing expenses were relatively
less in FY2020 mainly due to the introduction of Notice by the Ministry of Human Resources
and Social Security, the Ministry of Finance and the State Taxation Administration of the
Temporary Reduction and Exemption of Social Insurance Premiums Payable by Enterprises { A
FVE VAL PR BT - FAECER ~ BB 38R B B B I S A 564 & IR BR 2 A% K1) and Notice
by the Ministry of Human Resources and Social Security, the Ministry of Finance and the State
Taxation Administration on the extension of the implementation period of the policy of phased
reduction and exemption of enterprise social insurance premiums and other issues { A Jj & At
BREEES - BAECHR ~ BB AR B A= P B s o b 3E A € DR B 2 BOR T it 301 PR A5 Pl REL A ).
According to the two said Notice, the deduction in social insurance amounted to RMBS5.5
million. For FY2020, there was no cancellation or postponement of contracts/projects and we
did not incur any expense for projects that could not be recovered as a result of COVID-19.

° FY2021 — Although there was no large-scale outbreak of COVID-19 in FY2021, our revenue
from marketers assignment service decreased because the negative impact of the COVID-19
pandemic caused a slowdown in our customers’ sales, which led to a decrease in the number of
customers who engaged us for marketers assignment service. Nevertheless, we still maintained
a stable financial performance with 0.7% growth in our revenue and improvement in gross
profit margin from 39.6% for FY2020 to 40.9% for FY2021 as we had successfully promoted
our tasks and marketers matching service and SaaS+ subscription during the year. For FY2021,
there was no cancellation or postponement of contracts/projects and we did not incur any
expense for projects that could not be recovered as a result of COVID-19 and we did not receive
any government subsidies that are directly related to COVID-19.
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° FY2022 — Notwithstanding the COVID-19 outbreak in early 2022, our revenue increased by
48.5% for FY2022 as compared to FY2021 mainly due to the increase in our revenue from
customised marketing solution. Nonetheless, for the same period, 15 contracts were cancelled,
postponed or adjusted with less service scope and our Directors estimated and believed that it
had resulted in a loss in revenue by RMB13.2 million, representing 2.1% of total revenue for
FY2022. Our Directors believe that such cancelled, postponed or adjusted contracts were
attributable to the change in our customers’ sales and marketing strategies after having
considered, among others, impact of COVID-19 and temporary closure of offline retail stores.
In addition, we experienced temporary disruption in daily operations, such as our prolonged
settlement process to suppliers as a result of administrative disruptions caused by the
COVID-19 pandemic and certain of our offices were only allowed to remain opened to a limited
extent and thus, most of our Group staff were required to work from home from time to time in
response to local social distancing measures. Nonetheless, we had not experienced any material
difficulties in collecting payments from our customers. For FY2022 and up to the Latest
Practicable Date, save for the said 15 contracts, there was no cancellation, postponement or
adjustment of contracts/projects. As of the Latest Practicable Date, all such postponed contracts
remained postponed and had not resumed. Further, for FY2022 and up to the Latest Practicable
Date, we did not incur any expense for delayed and cancelled projects that could not be
recovered as a result of COVID-19 and we did not receive any government subsidies that are
directly related to COVID-19.

We cannot assure you that our efforts to mitigate the impact of the COVID-19 pandemic on our
business operations will always be effective or at all. Furthermore, we may in the future experience
additional disruptions caused by the COVID-19 pandemic that could materially and adversely impact our
business operations, financial condition and results of operations, including but not limited to:

° global economic recessions due to reduced level of economic activities and lockdown
restrictions, which in turn resulted in decrease in revenue from our services, reductions in
subscription duration and value, slower adoption of new technologies and increased price
competition;

° inefficiencies, delays and additional costs in sales and marketing and customer service efforts;

° delays or failure to collect receivables from our customers impacted by the COVID-19
pandemic; and

° the possibility that one or more clusters of COVID-19 cases could occur at one of our locations,
third-party cloud services providers or other third-party providers, affecting our employees or
employees of our customers or other third parties on which we depend;

There are no comparable recent events that provide guidance as to the effect the COVID-19 outbreak
as a global pandemic may have, and, as a result, the ultimate impact of the pandemic is highly uncertain
and subject to change, even though conditions have been gradually improving in China where we conduct
substantially all of our business. We do not yet know the full extent of the impacts on our business, our
operations or the global economy as a whole. The extent to which the COVID-19 pandemic may impact our
business will depend on future developments, which are highly uncertain and unpredictable, such as the
duration of the outbreak, the effectiveness of travel restrictions and other measures to contain the outbreak
and its impact, such as social distancing, quarantines and lockdowns across China where we and our
customers operate.
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Moreover, our operation efficiency was affected to a certain extent because our staff were required to
work from home from time to time. There remains substantial uncertainties about the dynamic of the
COVID-19 pandemic, which may have potential continuing impacts on subsequent periods if the pandemic
and the resulting disruption were to extend over a prolonged period. To the extent the global spread of
COVID-19 and deterioration cannot be contained, the risks and uncertainties set forth in this document
may be exacerbated or accelerated at a heightened level.

Any future occurrence of force majeure events, natural disasters or outbreaks of contagious diseases
in the PRC may materially and adversely affect our business, financial condition and results of
operations.

Any future occurrence of force majeure events, natural disasters or outbreaks of epidemics and
contagious diseases, including COVID-19, avian influenza, severe acute respiratory syndrome, HIN1
influenza or Ebola virus, may materially and adversely affect our business, financial condition and results
of operations. An outbreak of an epidemic or contagious disease could result in a widespread health crisis
and restrict the level of business activities in affected areas, which may, in turn, materially and adversely
affect our business. Moreover, the PRC has experienced natural disasters such as earthquakes, floods and
droughts in the past few years. Any future occurrence of severe natural disasters in the PRC may materially
and adversely affect its economy and therefore our business. We cannot assure you that any future
occurrence of natural disasters or outbreaks of epidemics and contagious diseases, including COVID-19,
avian influenza, severe acute respiratory syndrome, HIN1 influenza or other epidemics, or the measures
taken by the PRC government or other countries in response to such contagious diseases, will not seriously
disrupt our operations or those of our customers, which may materially and adversely affect our business,
financial condition and results of operations.

Our business, growth and prospects are significantly affected by the growth in retail support service
industry and usage of digitalised tools in China.

Market expansion for digitalised services in China depends on a number of factors, including the
growth of new digital channels and the cost, as well as performance and perceived value associated with,
digitalised tools. If digitalised tools do not achieve widespread acceptance, or there is a reduction in
demand for such products or services caused by weakening economic conditions, decreases in corporate
spending, technical challenges, data security or privacy concerns, governmental regulation, competing
technologies and services or otherwise, our business, growth prospects and results of operations will be
materially and adversely affected.

Regulatory, legislative or self-regulatory developments for online businesses may be expensive to
comply with, not clearly defined and rapidly evolving, which might create unexpected costs, subject
us to enforcement actions for compliance failures, or restrict portions of our business. These might
also have a material and adverse impact on our business, prospects, results of operations and
financial condition.

The PRC government extensively regulates the Internet industry. Therefore, we may face challenges
with respect to the complex and evolving legislations and regulations regarding cybersecurity and data
privacy. We collect personal data from our users in order to better understand them and their needs, and are
subject to cybersecurity and data privacy laws in China and other applicable jurisdictions, including
without limitation the PRC Cybersecurity Law ({3 A\ R ILFN B A4 22 4 1%)), the PRC Data Security
Law (CHP3#E A R ILA B 895 %2 22 7%)), the PRC Personal Information Protection Law (1% A R 315
B B R %)), Measures for Cybersecurity Review (CAH4% % 285 & #iF1%)), the Measures on Security
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Assessment of Cross-border Data Transfer (CB#E 5L 2FA5 L)), and “Network Data Security
Management Regulations” (Draft for Comments) ({45805 4 28 RG] (UK R )) (the “Draft
for Comments”).

Pursuant to above legislation and regulation, we are required to maintain the confidentiality, integrity,
and availability of the information of our users, customers, and suppliers, which is also essential to
maintaining their confidence in our services. Therefore, we may be subject to litigation or enforcement
action or reduced demand for our services if we or our clients fail to abide by applicable data security,
cybersecurity and privacy laws, or to provide adequate notice and/or obtain consent from end users. Any
proceeding or perception of concerns relating to our collection, use, disclosure, and retention of data and
personal information, including our security measures applicable to the data and personal information we
collect, whether or not valid, could adversely affect our reputation, force us to spend significant amounts
on defence of these proceedings, distract our management, increase our costs of doing business, which
could materially and adversely affect our business, results of operations and prospects.

However, the interpretation and implementation of such laws in China and elsewhere are often
subject to uncertainties. Although we have employed resources to develop and maintain our cybersecurity
measures, we cannot assure you that we always comply with all legislation and regulation
mentioned-above. As a result, these laws and regulations might adversely affect the demand for or
effectiveness and value of our brand, force us to incur substantial costs, or require us to change our
business practices in a manner that could adversely affect our business. In addition, some foreign countries
are considering or have passed legislation implementing data protection requirements or requiring local
storage and processing of data or similar requirements that could increase the cost and complexity of
delivering our services.

Our industry face ethical and reputational risks associated with the use of AI technologies.

During the Track Record Period and up to the Latest Practicable Date, we apply Al technologies in
our services, for example Touchkit provides matching recommendations on tasks and marketers using Al
algorithm. Alongside our business expansion and continued investment in research and development
activities, our application of Al technologies may expand which may in turn produce biassed analysis and
discrimination against inquiry subjects in certain stereotypes, such as unequal risk scoring based on racial
or cultural background or gender. If the recommendations, forecasts, or analyses that our future application
of AI technologies assist in producing are deficient or inaccurate, we could be subjected to competitive
harm, potential legal liability, and ethical or reputational harm. If the Al-based services we offer in the
future are controversial because of their purported or real impact on human rights, privacy, employment, or
other social issues, we may experience ethical or reputational harm and negative corporate social
responsibility record and regulatory compliance issues.

RISKS RELATING TO CONDUCTING BUSINESS IN THE PRC

Changes in the economic, political and social conditions and government policies of the PRC may
continue to affect our business and prospects.

All of our operations, business, assets and revenues are located in China. Accordingly, our business,
prospects, financial condition and results of operations may be influenced to a significant degree by
political, economic and social conditions in China generally and by continued economic growth in China as
a whole. The PRC government regulates the economy and the industries by imposing industrial policies
and regulating the PRC’s macro economy through fiscal and monetary policies.
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The Chinese economy may have many differences compare to the economies of most developed
countries in many respects, which mainly including the involvement of government, level of development,
growth rate, control of foreign exchange and allocation of resources. Although the Chinese government has
taken measures which could enhance the utilisation of market forces for economic reform, meanwhile
reducing the state ownership of productive assets and the establishing the improved corporate governance
in business enterprises, a substantial portion of productive assets in China may be still owned by the
government. Further, the Chinese government may still be able to impose industrial policies so as to
regulate the industry development. The Chinese government may also have significant control over China’s
economic growth by allocating resources, controlling payment of foreign currency-denominated
obligations, setting monetary policy and providing preferential treatment to particular industries or
companies.

The performance of our Group has been and would continue to be affected by China’s economy,
which in turn may be influenced by the global economy. The uncertainties of the global economy and the
political environment in various regions of the world would continue to influence China’s economic
growth. Due to the significant growth of Chinese economy over the past decades, growth could be uneven
among different geographical sectors and among various economic sectors.

The successful operations of our business and our growth depend upon the Internet infrastructure
and telecommunication network in the PRC.

Our business depends on the performance and reliability of the Internet infrastructure in China.
Almost all access to the Internet is maintained through state-owned telecommunication operators under the
administrative control and regulatory supervision of the Ministry of Industry and Information Technology
of China. In addition, the national networks in China are connected to the Internet through state-owned
international gateways, which are the only channels through which a domestic user can connect to the
Internet outside of China. We may not have access to alternative networks in the event of disruptions,
failures or other problems with China’s Internet infrastructure. In addition, the Internet infrastructure in
China may not support the demands associated with continued growth in Internet usage.

The failure of telecommunications network operators to provide us with the requisite bandwidth
could also interfere with the speed and availability of our websites. We have no control over the costs of the
services provided by the national telecommunications operators. If the prices that we pay for
telecommunications and Internet services rise significantly, our profit margins could be adversely
affected. In addition, if Internet access fees or other charges to Internet users increase, our user traffic may
decrease, which in turn may significantly reduce our revenues.

The filing of the China Securities Regulatory Commission and/or competent department is required
in connection with the listing. However, there is no guarantee that we will be able to complete such
filings.

On 17 February 2023, China Securities Regulatory Commission (the “CSRC”) issued the Trial
Administrative Measures of the Overseas Securities Offering and Listing by Domestic Companies ({5E A
EITANEEATRE SR AN LT BRI T HEL)) (the “Trial Measures”) and five supporting guidelines, the
Trial Measures came into effect on 31 March 2023. According to the Trial Measures, a filing-based
regulatory regime is adopted to regulate both direct and indirect overseas securities offering and listing by
the domestic companies. For details, see “Regulatory Overview — Laws and Regulations Relating to M&A
and Overseas Listings”. Where an issuer submits an application for initial public offering to competent
overseas regulators, filing application with the CSRC shall be submitted within three business days
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thereafter. If we fail to complete the filing with the CSRC in a timely manner or at all, for our Global
Offering or any other future capital raising activities, which are subject to the filings under the Trial
Measures, our ability to raise or utilise funds could be materially and adversely affected.

Subsequent securities offering of an issuer in the same overseas market where it has previously
offered and listed securities shall be filed with the CSRC within three business days after the offering is
completed. Subsequent securities offering and listing of an issuer in other overseas markets shall be filed as
initial public offering.

On 24 February 2023, the CSRC and other relevant government authorities promulgated the
Provisions on Strengthening the Confidentiality and Archives Administration of Overseas Securities
Issuance and Listing by Domestic Enterprises (<[B# 7 Ml 58 45 (A 1 SE 55 AN AT 78 J5 A0 b i AH B OR 2% ARG 52
B TA/ERHE)) (the “Provision on Confidentiality”), which became effective on 31 March 2023.
Pursuant to the Provision on Confidentiality, where a domestic enterprise provides or publicly discloses to
the relevant securities companies, securities service institutions, overseas regulatory authorities and other
entities and individuals, or provides or publicly discloses through its overseas listing subjects, documents
and materials involving state secrets and working secrets of state organs, it shall report the same to the
competent department with the examination and approval authority for approval in accordance with the
law, and submit the same to the secrecy administration department of the same level for filing. Domestic
enterprises providing accounting archives or copies thereof to entities and individuals concerned such as
securities companies, securities service institutions and overseas regulatory authorities shall perform the
corresponding procedures pursuant to the relevant provisions of the State. The working papers formed
within the territory of the PRC by the securities companies and securities service institutions that provide
corresponding services for the overseas issuance and listing of domestic enterprises shall be kept within the
territory of the PRC, and those that need to leave the PRC shall go through the examination and approval
formalities in accordance with the relevant provisions of the State.

However, given that the Trial Measures and Provision on Confidentiality were recently promulgated,
there remains substantial uncertainties as to their interpretation, application, and enforcement and how they
will affect our operations and our future financing. In addition, if we fail to complete the filing procedure
or conceals any material fact or falsifies any major content in our filing documents, we may be subject to
administrative penalties, such as order to rectify, warnings, fines, and the controlling shareholders, actual
controllers, the person directly in charge and other directly liable persons may also be subject to
administrative penalties, such as warnings and fines.

The M&A Rules and certain other PRC regulations establish complex procedures for some
acquisitions of Chinese companies by foreign investors, which could make it more difficult for us to
pursue growth through acquisitions in China.

M&A Rules jointly issued by the MOFCOM, the SASAC, the STA, the CSRC, SAIC, and the SAFE
on 8 August 2006, effective on 8 September 2006 and amended on 22 June 2009, and some other
established regulations and rules concerning mergers and acquisitions, as well as additional procedures and
requirements, could make merger and acquisition activities by foreign investors more time-consuming and
complex, including requirements that the approval from the MOFCOM be obtained in circumstances where
overseas companies established or controlled by PRC enterprises or natural persons acquire an affiliated
PRC domestic enterprise. Since the PRC Foreign Investment Law and its Implementation Regulations
became effective on 1 January 2020, the provisions of the M&A Rules remain effective to the extent they
are not inconsistent with the PRC Foreign Investment Law and its Implementation Regulations. Moreover,
the Anti-Monopoly Law requires that SAMR shall be notified in advance of any concentration of
undertaking if certain thresholds are triggered. In the future, we may grow our business by acquiring
complementary businesses. Complying with the requirements of the above-mentioned regulations and other
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relevant rules to complete such transactions could be time-consuming, and any required approval
processes, including obtaining approval from the MOFCOM, the SAMR, or other PRC government
authorities may delay or inhibit our ability to complete such transactions, which could affect our ability to
expand our business or maintain our market share.

In addition, the Provisions of the Ministry of Commerce on the Implementation of the Security
Review System for Mergers and Acquisitions of Domestic Enterprises by Foreign Investors (73 15 B it 71
B0 15 & D I T A 2 A I FE AR AE) issued by the PRC government authorities that became
effective in September 2011 specify that mergers and acquisitions by foreign investors that raise “national
defence and security” concerns and mergers and acquisitions through which foreign investors may acquire
de facto control over domestic enterprises that raise “national security” concerns are subject to strict review
by the PRC government authorities, and the rules prohibit any activities attempting to bypass a security
review, including by structuring the transaction through a proxy or contractual control arrangement. In
December 2020, the NDRC and the MOFCOM promulgated the Measures for the Security Review of
Foreign Investment (M 4% & % 23 &M% )), which came into effect on 18 January 2021. The NDRC
and the MOFCOM will establish a working mechanism office in charge of the security review of foreign
investment. Such measures define foreign investment as direct or indirect investment by foreign investors
in the PRC, which includes (i) investment in new onshore projects or establishment of wholly foreign
owned onshore companies or joint ventures with foreign investors; (ii) acquiring equity or asset of onshore
companies by merger and acquisition; and (iii) onshore investment by and through any other means.
Investment in certain key areas with bearing on national security, such as important cultural products and
services, important information technology and internet services and products, key technologies and other
important areas with bearing on national security which results in the acquisition of de facto control of
investee companies, shall be filed with a specifically established office before such investment is carried
out. Failure to make such filing may subject such foreign investor to rectification within prescribed period,
and will be recorded as negative credit information of such foreign investor in the relevant national credit
information system, which would then subject such investors to joint punishment as provided by relevant
rules. If such investor fails to or refuses to undertake such rectification, it would be ordered to dispose of
the equity or asset and to take any other necessary measures so as to return to the status quo and to erase the
impact to national security. As these measures are recently promulgated, official guidance has not been
issued by the designated office in charge of such security review yet. At this stage, the interpretation of
those measures remains unclear in many aspects such as what would constitute “important information
technology and internet services and products” and whether these measures may apply to foreign
investment that is implemented or completed before the enactment of these new measures.

In the future, we may grow our business by acquiring complementary businesses. Complying with the
requirements of the above-mentioned regulations and other relevant rules to complete such transactions
could be time consuming, and any required approval processes, including obtaining approval from the
MOFCOM or its local counterparts, may delay or inhibit our ability to complete such transactions. It is
unclear whether our business would be deemed to be in an industry that raises “national defence and
security” or “national security” concerns. However, the MOFCOM or other government authorities may
publish explanations in the future determining that our business is in an industry subject to the security
review, in which case our future acquisitions in the PRC may be closely scrutinised or prohibited. Our
ability to expand our business or maintain or expand our market share through future acquisitions would as
such be materially and adversely affected.
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We are likely to be classified as the “PRC resident enterprise” under PRC Enterprise Income Tax
law, therefore our profitability and the value of your investments maybe affected adversely.

According to the Enterprise Income Tax (“EIT”) Law and implementation rules, an enterprise
incorporated outside of the PRC but with a “de facto management body” in PRC may also be classified as
the resident enterprise of the PRC. The definition of “de facto management body” means the body that has
actual overall management and control over the business, personnel, accounts and properties of an
enterprise. In April 2009, July 2011 and January 2014, the STA issued several circulars, which provide
certain specific criteria for determining whether it is the “de facto management body” for foreign
enterprises controlled by PRC enterprises.

However, the tax-resident status of an enterprise is subject to determination by the PRC tax
authorities, and uncertainties remain with respect to the interpretation of the term “de facto management
body”. As substantially all of our management members are based in China, it remains unclear how the tax
residency rule will apply in our case. If the PRC tax authorities determine that our Company, or any of our
subsidiaries outside of China, is a PRC resident enterprise for PRC enterprise income tax purposes, then
our Company or such subsidiary could be subject to PRC tax at a rate of 25% on its world-wide income,
which could materially reduce our net income. In addition, we will also be subject to PRC enterprise
income tax reporting obligations.

Moreover, if the PRC tax authorities determine that we are a PRC resident enterprise for enterprise
income tax purposes, gains realised on the sale or other disposition of our ordinary shares may be subject to
PRC tax, and dividends we pay may be subject to PRC withholding tax, at a rate of 10% in the case of
non-PRC enterprises or 20% in the case of non-PRC individuals (in each case, subject to the provisions of
any applicable tax treaty), if such gains or dividends are deemed to be from PRC sources. It is unclear
whether non-PRC shareholders of our company would be able to obtain the benefits of any tax treaties
between their country of tax residence and the PRC in the event that we are treated as a PRC resident
enterprise. Any such tax may reduce the returns on your investment in our Shares.

Inflation in the PRC could materially and adversely affect our profitability and growth.

Since the economy of China has been experiencing significant growth in past decades, inflation may
occur and labour costs may keep increasing. According to the statistics from National Bureau of Statistics
of China, the year-on-year growth in the consumer price index in China was 0.9% from 2020 to 2021. The
overall economy of the PRC and the average salary in the PRC are more likely to keep increasing, therefore
future increases in China’s inflation and material increases in the cost of labour is likely to affect our
profitability and operations adversely.

PRC governmental control and restrictions on the convertibility of Renminbi may affect the value of
your investment.

The PRC government imposes controls and restrictions on the convertibility of the Renminbi into
foreign currencies and, in certain cases, the remittance of currency out of the PRC. The majority of our
income is received in Renminbi and shortages in the availability of foreign currencies may restrict our
ability to pay dividends or other payments, or otherwise satisfy their foreign currency denominated
obligations, if any. Under existing PRC foreign exchange regulations, payments of current account items,
including profit distributions, interest payments and expenditures from trade-related transactions, can be
made in foreign currencies without prior approval from SAFE, by complying with certain procedural
requirements. Approval from appropriate government authorities is required where Renminbi is to be
converted into foreign currency and remitted out of the PRC to pay capital expenses such as the repayment
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of loans denominated in foreign currencies. The PRC government may, at its discretion, impose restrictions
on access to foreign currencies for current account transactions and if this occurs in the future, we may not
be able to pay dividends in foreign currencies to our Shareholders.

Fluctuations in exchange rates could result in foreign currency exchange losses.

The value of the RMB against the Hong Kong dollar and other currencies fluctuates, is subject to
changes resulting from the PRC government’s policies and depends to a large extent on domestic and
international economic and political developments as well as supply and demand in the local market. It is
difficult to predict how market forces or government policies may impact the exchange rate between the
RMB and the Hong Kong dollar or other currencies in the future. In addition, the PBOC may regularly
intervenes in the foreign exchange market to limit fluctuations in RMB exchange rates and achieve policy
goals.

The proceeds from the Global Offering will be received in Hong Kong dollars. As a result, any
appreciation of the RMB against the Hong Kong dollar may result in the decrease in the value of our
proceeds from the Global Offering. Conversely, any depreciation of the RMB may adversely affect the
value of, and any dividends payable on, the Shares in foreign currency. In addition, there are limited
instruments available for us to reduce our foreign currency risk exposure at reasonable costs. All of these
factors could materially and adversely affect our business, financial condition, results of operations and
prospects, and could reduce the value of, and dividends payable on, our Shares in foreign currency terms.

PRC regulation of loans to and direct investments in PRC entities by offshore holding companies may
delay or prevent us from using the proceeds of the Global Offering to make loans or additional
capital contributions to our PRC subsidiaries, which could materially and adversely affect our
liquidity and our ability to fund and expand our business.

Any funds we transfer to our PRC subsidiaries, either as a shareholder loan or as an increase in
registered capital, are subject to approval by or registration with relevant governmental authorities in the
PRC. Foreign investors or foreign-funded enterprises shall submit investment information to the competent
commerce departments through the Enterprise Registration System and the National Enterprise Credit
Information Publicity System. In addition, foreign-invested enterprises submitting a change report shall
submit the change in basic information, investors and their actual controllers, investment transaction
information and other information. We may not be able to complete such recording or registrations on a
timely basis, if at all, with respect to future capital contributions or foreign loans by us directly to our PRC
subsidiaries. If we fail to complete such recording or registration, our ability to use the proceeds of this
Global Offering and to capitalise our PRC operations may be negatively affected, which could materially
and adversely affect our liquidity and our ability to fund and expand our business.

On 30 March 2015, the SAFE promulgated the “Notice on Reforming the Management Approach
Regarding the Foreign Exchange Capital Settlement of Foreign-Invested Enterprises” ({2 %< 41 HE 45 3L )5 B
T B A PG A SE A E AR < & T 38 7 Y4 1)) (the “SAFE Circular 197), which took effect on
1 June 2015. SAFE Circular 19 launched a nationwide reform of the administration of the settlement of the
foreign exchange capitals of foreign-invested enterprises and allows foreign-invested enterprises to settle
their foreign exchange capital at their discretion, but continues to prohibit foreign-invested enterprises
from using RMB funds converted from their foreign exchange capital for expenditures beyond their
business scopes. On 9 June 2016, the SAFE promulgated the “Notice on Reforming and Standardising the
Administrative Provisions on Capital Account Foreign Exchange” (55 4IMHE4E $ 5y BH 1 o & KR 8 &
ATE H & TEE HIBOR WA A1)) (the “SAFE Circular 16”). SAFE Circular 19 and SAFE Circular 16
continue to prohibit foreign-invested enterprises from, among other things, using RMB funds converted
from their foreign exchange capital for expenditure beyond their business scope, investment and financing
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(except for securities investment or non-guaranteed bank products), providing loans to non-affiliated
enterprises or constructing or purchasing real estate not for self-use. SAFE Circular 19 and SAFE Circular
16 may significantly limit our ability to transfer to and use in the PRC the proceeds from this Global
Offering, which may materially and adversely affect our business, financial condition and results of
operations.

We may be subject to penalties, including restrictions on our ability to inject capital into our PRC
subsidiaries and our PRC subsidiaries’ ability to distribute profits to us, if our PRC resident
Shareholders or beneficial owners fail to comply with relevant PRC foreign exchange regulations.

The SAFE has promulgated several regulations that require PRC residents and PRC corporate entities
to register with and obtain approval from local counterparts of the SAFE in connection with their direct or
indirect offshore investment activities. The “Notice on Issues Relating to Foreign Exchange Control for
Overseas Investment and Financing and Round tripping by Chinese Residents through Special Purpose
Vehicles”  (CBl A 458 A Je B2 2 0 Rk ) 9 20 W) 358 M50 Bl M i 2 50 0 A ME A LA B ) LA T ) (the
“SAFE Circular 37”), was promulgated by the SAFE in July 2014 and requires PRC residents or
entities to register with SAFE or its local counterparts in connection with their establishment or control of
an offshore entity established for the purpose of overseas investment or financing. These regulations apply
to our Shareholders who are PRC residents and may apply to any offshore acquisitions that we make in the
future.

Under these foreign exchange regulations, PRC residents who make, or have previously made, prior
to the implementation of these foreign exchange regulations, direct or indirect investments in offshore
companies are required to register those investments. In addition, any PRC resident who is a direct or
indirect shareholder of an offshore company is required to update the previously filed registration with the
local counterpart of the SAFE, with respect to that offshore company, to reflect any material change
involving its round-trip investment, capital variation, such as an increase or decrease in capital, transfer or
swap of shares, merger or division. If any PRC shareholder fails to make the required registration or update
the previously filed registration, the PRC subsidiary of that offshore parent company may be restricted
from distributing their profits and the proceeds from any reduction in capital, share transfer or liquidation
to their offshore parent company, and the offshore parent company may also be restricted from injecting
additional capital into its PRC subsidiary. Moreover, failure to comply with the various foreign exchange
registration requirements described above could result in liability under PRC laws for evasion of applicable
foreign exchange restrictions, including (i) the requirement by the SAFE to return the foreign exchange
remitted overseas or into the PRC within a period of time specified by the SAFE, with a fine of up to 30%
of the total amount of foreign exchange remitted overseas or into the PRC and (ii) in circumstances
involving serious violations, a fine of no less than 30% of and up to the total amount of remitted foreign
exchange deemed evasive or illegal.

We have requested PRC residents holding direct or indirect interest in our Company to our knowledge
to make the necessary applications, filings and amendments as required by applicable foreign exchange
regulations. However, we may not be fully informed of the identities of all our shareholders or beneficial
owners who are PRC residents and, therefore, we may not be able to identify all our sharcholders or
beneficial owners who are PRC residents to ensure their compliance with Circular 37 or other related
regulations. In addition, we cannot provide any assurance that all of our shareholders and beneficial owners
who are PRC residents will comply with our request to make, obtain or update any applicable registrations
or comply with other requirements required by Circular 37 or other related regulations in a timely manner.
Failure by any such Shareholders to comply with Circular 37 or other related regulations could subject us
to fines or legal sanctions, restrict our investment activities in the PRC and overseas or cross-border
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investment activities, limit our subsidiaries’ ability to make distributions, pay dividends or other payments
to us or affect our ownership structure, which could materially and adversely affect our business and
prospects.

Failure to comply with PRC regulations regarding the registration requirements for employee share
ownership plans or share option plans may subject the PRC plan participants or us to fines and other
legal or administrative sanctions.

In February 2012, SAFE promulgated the “Notice on Issues Concerning the Foreign Exchange
Administration for Domestic Individuals Participating in Stock Incentive Plans of Overseas Publicly-Listed
Companies”  (CBIZ A1 MEA B]JS) BT 358 1 (8 A 22 BELSE A1 b T 2 ) FIROHE VAR D w80 &/ e 4 P A ) ] R ) 2
F1)) (the “SAFE Circular 7”), which replaces the previous rules issued by SAFE in March 2007.
Under the new SAFE Circular 7 and other relevant rules and regulations, PRC residents who participate in
a stock incentive plan in an overseas publicly listed company are required to register with SAFE or its local
counterparts and complete certain other procedures. PRC residents who are also the participants of a stock
incentive plan must retain a qualified PRC agent, which could be a PRC subsidiary of the overseas publicly
listed company or another qualified institution selected by the PRC subsidiary, to conduct the SAFE
registration and other procedures with respect to the stock incentive plan on behalf of its participants. The
participants must also retain an overseas entrusted institution to handle matters in connection with their
exercise of stock options, the purchase and sale of corresponding stocks or interests and fund transfers. In
addition, the PRC agent is required to amend the SAFE registration with respect to the stock incentive plan
if there is any material change to the stock incentive plan, the PRC agent or the overseas entrusted
institution or other material changes. Also, SAFE Circular 7 requires that PRC residents who participate in
a share incentive plan of an overseas non-publicly-listed special purpose company may register with SAFE
or its local counterparts before they exercise the share options. We and our PRC employees who have been
granted share options will be subject to these regulations upon the completion of this Global Offering.
Failure of our PRC share option holders to complete their SAFE registrations may subject these PRC
residents to fines of up to RMB300,000 for entities and up to RMB50,000 for individuals, and legal
sanctions and may also limit our ability to contribute additional capital into our PRC subsidiary, limit our
PRC subsidiaries’ ability to distribute dividends to us, or otherwise materially and adversely affect our
business.

Uncertainties in the interpretation and enforcement of PRC laws and regulations could limit the legal
protections available to you and us.

The majority of our operations are conducted in China, and are governed by PRC laws, rules and
regulations. The PRC legal system is a civil law system based on written statutes. Unlike the common law
system, prior court decisions may be cited for reference but have limited precedential value.

In the late 1970s, the PRC government began to promulgate a comprehensive system of laws and
regulations governing economic matters in general. There has been significantly increase in the overall
effect of legislation over the past three decades in the protections afforded to various forms of foreign or
private-sector investment in China. Our subsidiaries are subject to various PRC laws and regulations
generally applicable to companies in China. However, since these laws and regulations are relatively have
not been enforced for a long time and the PRC legal system continues to rapidly evolve, the interpretations
of many laws, regulations and rules are not always uniform and enforcement of these laws, regulations and
rules involves uncertainties.
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Certain judgements obtained against us by our shareholders may experience some difficulties in
enforcement.

Although we are an exempted company incorporated in Cayman Islands with limited liability, all our
substantial assets and business operation are located in the PRC. On the other hand, all of our directors and
senior managements are nationals and residents of China and most of their assets are also located in the
PRC. Therefore, it is less likely for you to effect service of process within Hong Kong upon us or these
persons, or to bring an action in Hong Kong against us or against these individuals in the event that you
believe that your rights have been infringed under the applicable securities laws or otherwise. The PRC has
not entered into treaties or arrangements regarding the recognition and enforcement of judgements made by
courts of most other jurisdictions. On 14 July 2006, Hong Kong and the PRC entered into the
“Arrangement on Reciprocal Recognition and Enforcement of Judgments in Civil and Commercial Matters
by the Courts of the Mainland and of the Hong Kong Special Administrative Region Pursuant to Choice of
Court Agreements Between Parties Concerned” (CHi fmi A B Bt B A 1A b BiLA 85 45 1 AT 185 I 125 e A B0
AT FEAT B S ANk B R P H R IR ZPE)) (the “Arrangement”). Under the Arrangement,
where any designated PRC court or any designated Hong Kong court has made an enforceable final
judgement requiring payment of money in a civil or commercial case under a choice of court agreement in
writing, any party concerned may apply to the relevant PRC court or Hong Kong court for recognition and
enforcement of the judgement. Therefore, if the parties in the dispute did not agree to enter into a choice of
court agreement in writing, it may not be possible to enforce that judgement. As a result, it may be difficult
or impossible for investors to effect service of process against certain of our assets or Directors in the PRC
in order to seek recognition and enforcement of foreign judgements in the PRC.

Furthermore, on 18 January 2019, the Supreme People’s Court of the PRC and the government of the
Hong Kong entered into the Arrangement on Reciprocal Recognition and Enforcement of Judgements in
Civil and Commercial Matters by the Courts of the Mainland and of the Hong Kong Special Administrative
Region  (CBHA A b B ok A5 AT BB V6 B A ELRR T AN UAT IR P R RAFHIR I HE))  (the  “New
Arrangement”). Although the New Arrangement has been signed, it remains unclear when it will come
into effect. When the New Arrangement become effective, it will supersede the Arrangement and any party
concerned may apply to the relevant PRC court or Hong Kong court for recognition and enforcement of the
effective judgements in civil and commercial cases under the New Arrangement but will be subject to the
conditions set forth in the New Arrangement. Therefore, the outcome and effectiveness of any action
brought under the New Arrangement is still uncertain. We cannot assure you that an effective judgement
that complies with the New Arrangement can be recognised and enforced in a PRC court.

Any failure to comply with anti-corruption and anti-bribery laws of China and other jurisdictions
could subject us to penalties and other adverse effects.

We are subject to the anti-bribery laws of the jurisdictions in which we operate, particularly the PRC.
In addition, many of our customers are subject to the Foreign Corrupt Practices Act, or FCPA, enacted in
the United States, that generally bans an entity from bribery or corruption, which means directly or
indirectly, making improper payments to foreign officials for the purpose of obtaining or retaining
business. As a result, our service contracts often include anti-bribery provisions which require us to comply
with the applicable anti-bribery laws.
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Although we have procedures and controls to monitor anti-bribery compliance, we cannot guarantee
these measures can fully protect us from reckless or criminal acts committed by our employees or agents.
Furthermore, we could be held liable for actions taken by our employees or agents, which could expose us
to risks of regulatory investigations and penalties. If we fail to comply with applicable anti-bribery laws
due to our own deliberate or inadvertent acts or those of our employees, our reputation could be harmed
and we could incur criminal or civil penalties, other sanctions and significant expenses, which could have a
material adverse effect on our business, financial condition and results of operations.

We may be adversely affected by the complexity, uncertainties and changes in PRC regulation of
Internet-related businesses and companies, and any lack of requisite approvals, licences, permits or
filings applicable to our business may have a material adverse effect on our business and results of
operations.

The PRC government extensively regulates the Internet industry and the licencing and permit
requirements pertaining to companies in the Internet industry. These Internet-related laws and regulations
are relatively new and evolving, and their interpretation and enforcement involve significant uncertainties.
As a result, in certain circumstances, it may be difficult to determine what actions or omissions may be
deemed to be in violation of applicable laws and regulations.

Complying with such laws and regulations may require substantial expense, and any non-compliance
may expose us to liability. However, we cannot guarantee that we will be able to obtain all requisite
approvals, licences, permits and certifications in connection with our business operation and conduct our
business within the business scope as described in the approvals, licences, permits, fillings and
certifications held by us. Regulatory authorities who have extensive authority to supervise and regulate the
industry we operate in may not interpret relevant laws and regulations the way we do. In addition, as the
regulatory regime for Internet-related industry in China continues to evolve, new laws, regulations and
regulatory requirements are promulgated and implemented from time to time, and the interpretation and
application of existing laws, regulations and regulatory requirements are subject to changes. We may be
required to obtain approvals, licences, permits and certifications that we do not currently have for our
existing business or new scope of business that we may expand into in the future. In the event of
non-compliance, we may have to incur significant expenses and divert substantial management time to
rectify the incidents. In the future, If we fail to obtain all the necessary approvals, licences, permits, fillings
and certifications required by relevant laws and regulations or if we are deemed to have conducted business
operations requesting certain approvals, licences, permits and certifications without having one, we may be
subject to administrative penalties or the suspension of operations of the relevant business that do not have
all the requisite approvals, licences, permits and certifications, which could materially and adversely affect
our business and results of operations. For further details on the requisite approvals, licences, permits and
certifications for business operations, see “Regulatory Overview”. We may also experience adverse
publicity arising from non-compliance with government regulations, which would negatively impact our
reputation.

Furthermore, in the event that we are required to renew our existing licences or permits or acquire
new ones, whether as a result of the promulgation of new laws and regulations or otherwise, we cannot
assure you that we will be able to meet the requisite conditions and requirements, or that the relevant
government authorities will always, if ever, exercise their discretion in our favour. There may also be
delays on the part of government authorities in reviewing our applications and granting approvals, whether
due to the lack of human resources or the imposition of new rules, regulations, government policies or their
implementation, interpretation and enforcement. The eligibility criteria and requirements for such licences,
certificates, approvals and permits may change from time to time and may become more stringent in the
future. The introduction of any new and/or more stringent laws, regulations, licences, certificates,
approvals or permits requirements relevant to our business operations may significantly escalate our
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compliance and maintenance costs or may limit our ability to continue with our existing operations or may
limit or prohibit us from expanding our business. If we are unable to obtain, or experience material delays
in obtaining, necessary government approvals, our operations may be substantially disrupted, which could
materially and adversely affect our business, financial condition and results of operations.

RISKS RELATING TO THE GLOBAL OFFERING

There has been no prior public market for our Shares and there can be no assurance that an active
market would develop after the Global Offering.

Prior to completion of the Global Offering, there has been no public market for our Shares. Following
the completion of the Global Offering, there can be no guarantee that an active trading market for our
Shares will develop or be sustained. The Offer Price is the result of negotiations between our Company and
the Overall Coordinators (for themselves and on behalf of the Underwriters), may not be indicative of the
market price of the Shares following the completion of the Global Offering. The market price of our Shares
may be materially and adversely affected at any time after completion of the Global Offering. Factors such
as variations in our revenue, earnings and cash flows or any other developments of us may affect the
volume and price at which our Shares will be traded.

The trading price of our Shares following the Global Offering may be volatile, which could result in
substantial losses to you.

The trading price of our Shares may be volatile and could fluctuate widely in response to many
factors, some of which maybe beyond our control, including: our financial results, changes in securities
analysts’ estimates, if any, of our financial performance, general market conditions of the securities
markets in Hong Kong, the PRC, the United States and elsewhere in the world and the performance and
fluctuation of the market prices of other companies with business operations located mainly in the PRC that
have listed their securities in Hong Kong may affect the volatility in the price of and trading volumes for
our Shares. A number of PRC-based companies have listed their securities, and some are in the process of
preparing for listing their securities, in Hong Kong. Some of these companies have experienced significant
volatility, including significant price declines after their initial public offerings. The trading performance of
the securities of these companies at the time of or after their offerings may affect the overall investor
sentiment towards PRC-based companies listed in Hong Kong and consequently may impact the trading
performance of our Shares. These broad market and industry factors may significantly affect the market
price and volatility of our Shares, regardless of our actual operating performance.

Because the initial public Offer Price per Share is higher than the net tangible book value per Share,
purchasers of our Shares may incur immediate and substantial dilution in the Global Offering and
may experience further dilution in the future.

As the Offer Price of our Shares is higher than the net tangible book value per Share immediately
prior to the Global Offering, as a result purchasers of our Shares in the Global Offering will experience an
immediate dilution in terms of the pro forma net tangible book value. If the Overall Coordinators, on behalf
of the International Underwriters, exercises the Over-allotment Option or if we obtain additional capital in
the future through equity offerings, purchasers of our Offer Shares may experience further dilution.
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Substantial actual sales or future sales or the expectation of substantial sales of our Shares in the
public market, especially by our Directors, executive officers and Controlling Shareholders may
cause the price of our Shares to decline.

Sales of substantial amounts of Shares in the public market after the completion of the Global
Offering, especially by our Directors, executive officers and Controlling Shareholders, or the perception or
anticipation of such sales could adversely affect the market price of our Shares and could materially impair
our future ability to raise capital through offerings of our Shares.

The Shares owned by our Controlling Shareholders are subject to certain lock-up periods. There can
be no assurance that they will not dispose of these Shares following the expiration of the lock-up periods,
or any Shares they may come to own in the future. We cannot predict what effect, if any, significant future
sale will have on the market price of our Shares.

Since there will be a gap of several days between pricing and trading of our Shares, holders of our
Shares are subject to the risk that the price of our Shares could fall during the period before trading
of our Shares begins.

The Offer Price of our Offer Shares is expected to be determined on the Price Determination Date.
However, our Shares will not commence trading on the Stock Exchange until they are delivered, which is
expected to be several business days after the pricing date. As a result, investors may not be able to sell or
deal in our Shares during that period. Accordingly, holders of our Shares are subject to the risk that the
price of our Shares could fall before trading begins as a result of adverse market conditions or other adverse
developments, that could occur between the time of sale and the time trading begins.

Our historical dividends may not be indicative of our future dividend policy, and there can be no
assurance that we will declare and distribute any amount of dividends in the future.

During the Track Record Period and up to the Latest Practicable Date, no dividend has been
proposed, paid or declared by our Company, and save for the dividends of RMB165,000,000 declared and
paid by Plus Shanghai to its then shareholders for FY2020, no dividend was declared or paid by our Group
during the Track Record Period and up to the date of this prospectus. Distribution of dividends shall be at
the discretion of our Board and subject to Sharecholders’ approval. Any declaration and payment as well as
the amount of such dividends may depend on our future operations and earnings, capital requirements and
surplus, general financial conditions, contractual restrictions and other factors that our Directors may
consider relevant. We also cannot guarantee when and in what form dividends will be paid on our Shares
following the Global Offering. We may not have sufficient or any profits to enable us to make dividend
distributions to our Shareholders in the future, even if our financial statements indicate that our operations
have been profitable. For further information, see “Financial Information — Dividend.” On the other hand,
it would also be subject to our Articles of Association and the PRC laws or Cayman Islands laws, including
(where required) the approvals from our sharecholders and our Directors. As a result, there can be no
assurance whether, when and in what manner we will pay dividends in the future.
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Waivers have been granted from compliance with certain requirements of the Listing Rules by the
Stock Exchange. Shareholders will not have the benefit of the Listing Rules that are so waived. These
waivers could be revoked, exposing us and our Shareholders to additional legal and compliance
obligations.

We have applied for, and the Stock Exchange has granted to us, a number of waivers from strict
compliance with the Listing Rules. For details, see “Waivers from Strict Compliance with the Listing
Rules”. There is no assurance that the Stock Exchange will not revoke any of these waivers granted or
impose certain conditions on any of these waivers. If any of these waivers were to be revoked or to be
subject to certain conditions, we may be subject to additional compliance obligations, incur additional
compliance costs and face uncertainties arising from issues of multijurisdictional compliance, all of which
could adversely affect us and our Shareholders.

We have significant discretion as to how we will use the net proceeds of the Global Offering, and you
may not necessarily agree with how we use them.

Our management may spend the net proceeds from the Global Offering in ways you may not agree
with or that do not yield a favourable return to our shareholders. We plan to use the net proceeds from the
Global Offering mainly (i) to enhance our core technology capabilities and fundamental R&D, which
includes upgrading our digitalised tools, enhancing our IT infrastructure, establishing a cloud-based sales
and marketing platform as a service (PaaS) system and enhancing our Shanghai headquarters and Dalian
R&D centre; (ii) to pursue strategic investment, acquisition and cooperation; (iii) to enhance our
capabilities in sales and marketing to further our business growth and brand awareness; (iv) to repay our
bank borrowings and (v) to supplement our working capital. For details, see “Future Plans and Use of
Proceeds — Use of proceeds”. However, our management will have discretion as to the actual application
of our net proceeds. You are entrusting your funds to our management, whose judgement you must depend
on, for the specific uses we will make of the net proceeds from this Global Offering.

The laws of the Cayman Islands relating to the protection of the interests of minority shareholders
may differ from the laws of Hong Kong and other jurisdictions.

Our corporate affairs are governed by, among other things, our Memorandum of Association and
Articles of Association, the Cayman Companies Act, and the common law of the Cayman Islands. The
rights of our Shareholders to take action against our Directors, the rights of minority shareholders to
instigate actions and the fiduciary duties of our Directors to us under Cayman Islands law are to a large
extent governed by the common law of the Cayman Islands. The common law of the Cayman Islands is
derived in part from comparatively limited judicial precedent in the Cayman Islands as well as from
English common law, which has persuasive, but not binding, authority on a court in the Cayman Islands.
The rights of our Shareholders and the fiduciary duties of our Directors under Cayman Islands law may not
be the same as they would be under statutes or judicial precedent in Hong Kong or other jurisdictions. This
may mean that the remedies available to our minority Shareholders may be different from those available
under the laws of Hong Kong or other jurisdictions. In particular, the Cayman Islands have different
securities laws as compared to Hong Kong and may not provide the same protection to investors.
Furthermore, shareholders of Cayman Islands companies may not have standing to initiate a shareholder
derivative action in a Hong Kong court. A summary of the constitution of our Company and the Cayman
Islands Company Act is set out in Appendix III to this prospectus.
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Forward-looking statements contained in this document may be subject to risks and uncertainties.

This document contains certain forward-looking statements and uses forward-looking words such as
“aim,” “anticipate,” “believe,” “could,” “expect,” “going forward,” “intend,” “may,” “ought to,” “plan,”
“project,” “seek,” “should,” “will,” “would” “vision,” * target,” “schedules.” Such statements
reflect the current views of our management with respect to future events, operations, liquidity and capital

resources, some of which may not materialise or may change.
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Subscribers of our Shares are cautioned that reliance on any forward-looking statement involves risks
and uncertainties, and that any or all of those assumptions could prove to be inaccurate, and thus the
forward-looking statements which are based on those assumptions could be incorrect. The uncertainties in
this regard include those that are specified in the risk factors discussed above. In light of these and other
uncertainties, the inclusion of forward-looking statements in this document should not be regarded as
representations or warranties by us that our plans and targets will be achieved. The forward-looking
statements should be considered in light of various factors that are worth noting, including the factors
mentioned above. We do not intend to update these forward-looking statements in addition to our on-going
disclosure obligations pursuant to the Listing Rules or other requirements of the Hong Kong Stock
Exchange. Investors should not place undue reliance on such forward-looking statements. For details, see
“Forward-looking Statements”.

If securities or industry analysts do not publish research or reports about our business, or if they
adversely change their recommendations regarding our Shares, the market price and trading volume
for our Shares could decline.

If research analysts do not establish and maintain adequate research coverage or if one or more of the
analysts who covers us downgrades our Shares or publishes inaccurate or unfavourable research about our
business, the market price for our Shares would likely decline. If one or more of these analysts cease
coverage of our company or fail to publish reports on us regularly, we could lose visibility in the financial
markets, which, in turn, could cause the market price or trading volume for our Shares to decline.

Facts and statistics in this prospectus may come from various sources and may not be fully reliable.

Certain facts and statistics in this prospectus, including, but not limited to, the information and
statistics are derived from various publicly available publications of governmental agencies or Independent
Third Parties, which our Directors believe to be reliable.

However, we cannot guarantee the quality or reliability of such facts and statistics. We believe that
the sources of the said information are appropriate sources for such information and have taken reasonable
care in extracting and reproducing such information. We have no reason to believe that such information is
false or misleading or that any fact has been omitted that would render such information false or
misleading. No independent verification has been carried out on the information and statistics from official
government sources by us, the Joint Sponsors, the Overall Coordinators, the Joint Global Coordinators, the
Joint Bookrunners, the Joint Lead Managers, the Underwriters, the Capital Market Intermediaries or any
other parties involved in the Global Offering or their respective directors, officers, employees, advisers, or
agents, and no representation is given as to the accuracy. Collection methods of such information may be
flawed or ineffective, or there may be discrepancies between published information and market practice,
which may result in the statistics being inaccurate or not comparable to statistics produced for other
economies. Further, we cannot assure our investors that they are stated or compiled on the same basis or
with the same degree of accuracy as similar statistics presented elsewhere. In all cases, our investors should
consider carefully how much weight or importance should be attached to or placed on such facts or
statistics.
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Prospective investors should read the entire prospectus carefully and we strongly caution you not to
place any reliance on the information in any press article or other media coverage which contains
information not being disclosed or which is inconsistent with the information included in this
prospectus.

There may be, subsequent to the Latest Practicable Date but prior to the completion of the Global
Offering, press and media coverage regarding us and the Global Offering, which contained, among other
things, certain financial information, projections, valuations and other forward-looking information about
us and the Global Offering. We have not authorised the disclosure of any such information in the press or
other media and do not accept responsibility for the accuracy or completeness of such press articles or other
media coverage. We make no representation as to the appropriateness, accuracy, completeness or reliability
of any of the projections, valuations or other forward-looking information about us. To the extent such
statements are inconsistent with, or conflict with, the information contained in this prospectus, we disclaim
responsibility for them. Accordingly, prospective investors are cautioned to make their investment
decisions on the basis of the information contained in this prospectus only and should not rely on any other
information.

You should rely solely upon the information contained in this prospectus, the Application Forms and
any formal announcements made by us in Hong Kong in making your investment decision regarding our
Shares. We do not accept any responsibility for the accuracy or completeness of any information reported
by the press or other media, nor the fairness or appropriateness of any forecasts, views or opinions
expressed by the press or other media regarding our Shares, the Global Offering or us. We make no
representation as to the appropriateness, accuracy, completeness or reliability of any such data or
publication. Accordingly, prospective investors should not rely on any such information, reports or
publications in making their decisions as to whether to invest in our Global Offering. By applying to
purchase our Shares in the Global Offering, you will be deemed to have agreed that you will not rely on
any information other than that contained in this prospectus and the Application Forms.
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In preparation for the Global Offering, our Company has sought the following waivers from strict
compliance with the relevant provisions of the Listing Rules.

WAIVER IN RELATION TO MANAGEMENT PRESENCE IN HONG KONG

Rule 8.12 of the Listing Rules provides that an applicant applying for a primary listing on the Stock
Exchange must have a sufficient management presence in Hong Kong. This will normally mean that at least
two of its executive directors must be ordinary resident in Hong Kong.

Since our Company’s headquarters and our principal business operations are based outside Hong
Kong, all of our executive Directors spend the majority of their time supervising our Company’s principal
business operations from the PRC and do not ordinarily reside in Hong Kong. We consider that it is in the
best interests of our Company for our executive Directors and our senior management to be based in the
places where the Group has significant operations. As such, our Company does not, and will not for the
foreseeable future, have a sufficient management presence in Hong Kong for the purpose of satisfying the
requirements under Rule 8.12 of the Listing Rules.

Accordingly, we have applied to the Stock Exchange for, and the Stock Exchange has granted, a
waiver from strict compliance with Rule 8.12 of the Listing Rules, and the following arrangements have
been made for maintaining regular and effective communication with the Stock Exchange:

(a) we have appointed and will continue to maintain two authorised representatives pursuant to
Rule 3.05 of the Listing Rules, who will act as our principal channel of communication with the
Stock Exchange at all times. The two appointed authorised representatives are Mr. Yang, an
executive Director and Mr. Chow Kit Ting (Jif£%E), one of our Company’s joint company
secretaries. Although Mr. Yang resides in the PRC, he possesses valid travel document to visit
Hong Kong and is able to renew such travel document when it expires. In addition, the contact
details of the two authorised representatives (including the office and mobile phone numbers,
email addresses, correspondence addresses and facsimile numbers) have been provided to the
Stock Exchange. Accordingly, each of the two authorised representatives of our Company will
be readily contactable by the Stock Exchange by telephone, facsimile and/or email to deal
promptly with enquiries from the Stock Exchange and will be available to meet with the Stock
Exchange within a reasonable period of time upon the request of the Stock Exchange. Our
Company will also inform the Stock Exchange promptly in respect of any changes in the
authorised representatives and/or their contact details. Both of our authorised representatives
are authorised to communicate on our behalf with the Stock Exchange;

(b) each of the two authorised representatives of our Company has means to contact all members of
the Board (including the independent non-executive Directors) promptly at all times when the
Stock Exchange wishes to contact the Directors for any matters (including means to
communicate with Directors when they are travelling). Each of the Directors (including the
independent non-executive Directors) has provided his/her contact details (including their
respective office and mobile phone numbers and email addresses) to the authorised
representatives and the Stock Exchange. Each of our Directors who is not ordinarily resident
in Hong Kong either possesses, or can apply for, valid travel documents to visit Hong Kong in
order to meet with the Stock Exchange within a reasonable period upon the Stock Exchange’s
request. In addition, the Directors will provide their contacts of the place of their
accommodation to the authorised representatives in the event that they expect to travel
and/or be out of office, and make themselves readily contactable by the authorised
representatives;
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(¢) our Company has, in accordance with Rule 3A.19 of the Listing Rules, also appointed Guotai
Junan Capital Limited as our compliance adviser, who will act as an additional channel of
communication with the Stock Exchange for a period commencing on the Listing Date at least
until the date on which our Company complies with Rule 13.46 of the Listing Rules in respect
of our Company’s financial results for the first full financial year after the Listing Date. The
compliance adviser will advise ongoing compliance requirements and other issues arising under
the Listing Rules and other applicable laws and regulations in Hong Kong. Our Company will
inform the Stock Exchange promptly of any changes of our compliance adviser. The compliance
adviser will also be available to respond to enquiries from the Stock Exchange. We will ensure
that the compliance adviser has prompt access to our Company’s authorised representatives and
Directors who will provide to the compliance adviser such information and assistance as the
compliance adviser may need or may reasonably request in connection with the performance of
the compliance adviser’s duties; and

(d) our Company will appoint other professional advisers (including legal advisers and
accountants) to advise our Company on ongoing compliance requirements and other issues
arising under the Listing Rules and other applicable laws and regulations in Hong Kong after
the Listing.

WAIVER IN RELATION TO JOINT COMPANY SECRETARIES
Pursuant to Rules 3.28 and 8.17 of the Listing Rules, the company secretary of our Company must be
a person who has the requisite academic or professional qualifications or relevant experience to discharge

the functions of a company secretary.

Pursuant to Note 1 to Rule 3.28 of the Listing Rules, the Stock Exchange considers the following
academic or professional qualifications to be acceptable:

(i) a member of The Hong Kong Chartered Governance Institute;

(i1) asolicitor or barrister (as defined in the Legal Practitioners Ordinance (Chapter 159 of the Laws
of Hong Kong)); and

(iii) a certified public accountant (as defined in the Professional Accountants Ordinance (Chapter 50
of the Laws of Hong Kong)).

Pursuant to Note 2 to Rule 3.28 of the Listing Rules, in assessing “relevant experience”, the Stock
Exchange will consider the individual’s:

(i) length of employment with the issuer and other issuers and the roles they played;
(i1) familiarity with the Listing Rules and other relevant law and regulations including the SFO,
Companies Ordinance, Companies (Winding Up and Miscellaneous Provisions) Ordinance and

the Takeovers Code;

(iii) relevant training taken and/or to be taken in addition to the minimum requirement under Rule
3.29 of the Listing Rules; and

(iv) professional qualifications in other jurisdictions.
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We have appointed Mr. Chow Kit Ting (“Mr. Chow”) and Ms. Guo Yan (“Ms. Guo”) as our joint
company secretaries. See “Directors and Senior Management — Joint Company Secretaries” for their
biographies. Mr. Chow is a certified public accountant of the Hong Kong Institute of Certified Public
Accountants, and therefore meets the qualification requirements under Rule 3.28 of the Listing Rules and is
in compliance with Rule 8.17 of the Listing Rules. While Ms. Guo does not possess the formal
qualifications required of a company secretary, not meeting all requirements under Rules 3.28 and 8.17 of
the Listing Rules.

The following arrangements have been, or will be, put in place to assist Ms. Guo in acquiring the
qualifications and experience required under Rule 3.28 of the Listing Rules:

(i)  Mr. Chow will work closely with Ms. Guo to jointly discharge the duties and responsibilities as
the joint company secretaries of the Company and to assist Ms. Guo to acquire the relevant
experience as required under the Listing Rules for an initial period of three years from the
Listing Date, a period which should be sufficient for Ms. Guo to acquire the relevant experience
as required under the Listing Rules;

(i1) The Company will ensure that Ms. Guo continues to have access to the relevant training and
support in relation to the Listing Rules and the duties required for a company secretary of an
issuer listed on the Hong Kong Stock Exchange. Furthermore, both Ms. Guo and Mr. Chow will
seek advice from the Company’s Hong Kong legal and other professional advisers as and when
required. Ms. Guo also undertakes to take no less than 15 hours of relevant professional training
in each financial year of the Company; and

(iii) At the end of the three-year period, the qualifications and experience of Ms. Guo and the need
for on-going assistance of Mr. Chow will be further evaluated by the Company. The Company
will then endeavour to demonstrate to the Hong Kong Stock Exchange’s satisfaction that Ms.
Guo, having had the benefit of the assistance of Mr. Chow for the immediately preceding three
years, has acquired the relevant experience (within the meaning of Note 2 to Rule 3.28 of the
Listing Rules) such that a further waiver from Rules 3.28 and 8.17 of the Listing Rules will not
be necessary. The Company understands that the Hong Kong Stock Exchange may revoke the
waiver if Mr. Chow ceases to provide assistance to Ms. Guo during the three-year period or if
there are material breaches of the Listing Rules by the Company.

We have applied for and the Stock Exchange has granted, a waiver from strict compliance with the
requirements under Rules 3.28 and 8.17 of the Listing Rules. The waiver is valid for an initial period of
three years from the Listing Date. Before the end of such three-year period, the qualifications and
experience of Ms. Guo and the need for ongoing assistance of Mr. Chow will be further evaluated by our
Company. We will liaise with the Stock Exchange to enable it to assess whether Ms. Guo, having benefited
from the assistance of Mr. Chow for the preceding three years, will have acquired the skills necessary to
carry out the duties of company secretary and the relevant experience within the meaning of Rule 3.28 and
8.17 of the Listing Rules and decide whether a further waiver will be necessary.
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DIRECTORS’ RESPONSIBILITY FOR THE CONTENTS OF THIS PROSPECTUS

This Prospectus, for which our Directors (including any proposed Director who is named as such in
this Prospectus) collectively and individually accept full responsibility, includes particulars given in
compliance with the Companies (Winding Up and Miscellaneous Provisions) Ordinance, the Securities and
Futures (Stock Market Listing) Rules (Chapter 571 V of the Laws of Hong Kong) and the Listing Rules for
the purpose of giving information to the public with regard to our Group. Our Directors, having made all
reasonable enquiries, confirm that to the best of their knowledge and belief, the information contained in
this Prospectus is accurate and complete in all material respects and not misleading or deceptive, and there
are no other matters the omission of which would make any statement herein or this Prospectus misleading.

THE HONG KONG PUBLIC OFFERING AND THIS PROSPECTUS

This Prospectus is published solely in connection with the Hong Kong Public Offering, which forms
part of the Global Offering. For applicants under the Hong Kong Public Offering, this Prospectus contains
the terms and conditions of the Hong Kong Public Offering.

The Hong Kong Offer Shares are offered solely on the basis of the information contained and
representations made in this Prospectus and on the terms and subject to the conditions set out herein and
therein. No person is authorised to give any information in connection with the Global Offering or to make
any representation not contained in this Prospectus, and any information or representation not contained
herein must not be relied upon as having been authorised by our Company, the Joint Sponsors, the Overall
Coordinators, the Capital Market Intermediaries, the Joint Global Coordinators, the Joint Bookrunners, the
Joint Lead Managers and any of the Underwriters, any of their respective directors, agents, employees or
advisers or any other party involved in the Global Offering.

The Listing is sponsored by the Joint Sponsors and the Global Offering is managed by the Overall
Coordinators. The Hong Kong Public Offering is fully underwritten by the Hong Kong Underwriters under
the terms and conditions of the Hong Kong Underwriting Agreement, subject to agreement on the Offer
Price to be determined between the Overall Coordinators (for themselves and on behalf of the
Underwriters) and our Company on the Price Determination Date. The International Offering is expected to
be fully underwritten by the International Underwriters subject to the terms and conditions of the
International Underwriting Agreement, which is expected to be entered into on or around the Price
Determination Date.

For further information about the Underwriters and the underwriting arrangement, see the section
headed “Underwriting”.

Neither the delivery of this Prospectus nor any offering, sale or delivery made in connection with the
Shares should, under any circumstances, constitute a representation that there has been no change or
development reasonably likely to involve a change in our affairs since the date of this Prospectus or imply
that the information contained in this Prospectus is correct as of any date subsequent to the date of this
Prospectus.

PROCEDURES FOR APPLICATION FOR HONG KONG OFFER SHARES

The procedures for applying for the Hong Kong Offer Shares are set forth in the section headed “How
to Apply for Hong Kong Offer Shares”.
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STRUCTURE AND CONDITIONS OF THE GLOBAL OFFERING

Details of the structure of the Global Offering, including its conditions, are set forth in the section
headed “Structure of the Global Offering”.

RESTRICTIONS ON OFFERS AND SALES OF SHARES

Each person acquiring the Hong Kong Offer Shares under the Hong Kong Public Offering will be
required to, or be deemed by his/her acquisition of Offer Shares to, confirm that he/she is aware of the
restrictions on offers for the Offer Shares described in this Prospectus.

No action has been taken to permit a public offering of the Offer Shares in any jurisdiction other than
in Hong Kong, or the distribution of this Prospectus in any jurisdiction other than Hong Kong.
Accordingly, this Prospectus may not be used for the purpose of, and does not constitute an offer or
invitation in any jurisdiction or in any circumstances in which such an offer or invitation is not authorised
or to any person to whom it is unlawful to make such an offer or invitation. The distribution of this
Prospectus and the offering and sale of the Offer Shares in other jurisdictions are subject to restrictions and
may not be made except as permitted under the applicable securities laws of such jurisdictions and pursuant
to registration with or authorisation by the relevant securities regulatory authorities or an exemption
therefrom.

APPLICATION FOR LISTING ON THE STOCK EXCHANGE

We have applied to the Stock Exchange for the listing of, and permission to deal in, the Shares in
issue and to be issued pursuant to the Global Offering (including any Shares that maybe issued pursuant to
the exercise of the Over-allotment Option).

No part of our Shares or loan capital is listed on or dealt in on any other stock exchange and no such
listing or permission to list is being or proposed to be sought. All Offer Shares will be registered on the
Hong Kong Share Register of our Company in order to enable them to be traded on the Stock Exchange.

Under section 44B(1) of the Companies (Winding Up and Miscellaneous Provisions) Ordinance, any
allotment made in respect of any application will be invalid if the listing of, and permission to deal in, the
Shares on the Stock Exchange is refused before the expiration of three weeks from the date of the closing
of the application lists, or such longer period (not exceeding six weeks) as may, within the said three
weeks, be notified to our Company by the Stock Exchange.

COMMENCEMENT OF DEALINGS IN THE OFFER SHARES

Dealings in the Offer Shares on the Stock Exchange are expected to commence on Thursday, 11 May
2023. The Offer Shares will be traded in board lots of 200 Offer Shares each. The stock code of the Offer
Shares will be 2486.
OVER-ALLOTMENT OPTION AND STABILISATION

Details of the arrangements relating to the Over-allotment Option and stabilisation are set out in the

section headed “Structure of the Global Offering.” Assuming that the Over-allotment Option is exercised in
full, our Company may be required to issue up to an aggregate of 3,750,000 additional Shares.
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SHARES THAT WILL BE ELIGIBLE FOR ADMISSION INTO CCASS

Subject to the granting of the listing of, and permission to deal in, the Shares on the Stock Exchange
and compliance with the stock admission requirements of HKSCC, the Shares will be accepted as eligible
securities by HKSCC for deposit, clearance and settlement in CCASS with effect from the Listing Date or
any other date as determined by HKSCC. Settlement of transactions between participants of the Stock
Exchange is required to take place in CCASS on the second settlement day after any trading day. All
activities under CCASS are subject to the General Rules of CCASS and CCASS Operational Procedures in
effect from time to time.

All necessary arrangements have been made for the Shares to be admitted into CCASS. Investors
should seek the advice of their stockbroker or other professional adviser for details of the settlement
arrangements as such arrangements may affect their rights and interests.

SHARE REGISTER AND STAMP DUTY

Our principal register of members will be maintained by our principal registrar, Maples Fund Services
(Cayman) Limited, in the Cayman Islands, and our Hong Kong Share Register will be maintained by the
Hong Kong Share Registrar, Tricor Investor Services Limited, in Hong Kong.

All Offer Shares issued pursuant to applications made in the Hong Kong Public Offering and the
International Offering will be registered on the Hong Kong Share Register of our Company in Hong Kong.
Dealings in the Shares registered in our Hong Kong Share Register will be subject to Hong Kong stamp
duty. For further details of Hong Kong stamp duty, please seek professional tax advice.

PROFESSIONAL TAX ADVICE RECOMMENDED

Potential investors in the Global Offering are recommended to consult their professional advisers if
they are in any doubt as to the taxation implications of subscribing for, holding and dealing in the Shares or
exercising any rights attached to them. It is emphasised that none of our Company, the Joint Sponsors, the
Overall Coordinators, the Capital Market Intermediaries, the Joint Global Coordinators, the Joint
Bookrunners, the Joint Lead Managers, the Underwriters, any of our or their respective affiliates, directors,
supervisors, employees, agents or advisers or any other party involved in the Global Offering accepts
responsibility for any tax effects on, or liabilities of holders of the Shares resulting from the subscription,
purchase, holding or disposal of the Shares or exercising any rights attached to them.

EXCHANGE RATE CONVERSION

Solely for your convenience, this Prospectus contains translations of certain Renminbi amounts into
Hong Kong dollars and of Renminbi amounts into US dollars at specified rates. Unless otherwise specified,
or in respect of transactions that have occurred at historical exchange rates, the translation of Renminbi into
Hong Kong dollars and of Renminbi into US dollars, and vice versa, in this Prospectus was made at the
following rates:

° RMBO0.8782 to HKS$1
° RMB6.8936 to US$1

° HK$7.8499 to US$1
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We make no representation and none should be construed as being made, that any of the HK dollar,
U.S. dollar and RMB amounts contained in this Prospectus could have been or could be converted into
amounts of any other currencies at any particular rate or at all on such date or any other date.

LANGUAGE

If there is any inconsistency between the English version of this Prospectus and its Chinese
translation, the English version of this Prospectus shall prevail unless otherwise stated. However, if there is
any inconsistency between the names of any of the entities mentioned in this English prospectus which are
not in the English language and their English translations, the names in their respective original languages
shall prevail. The English translations of the Chinese names of such PRC entities, enterprises, titles, laws,
regulations and the like are provided for identification purposes only.

ROUNDING
Certain amounts and percentage figures included in this Prospectus have been subject to rounding

adjustments, or have been rounded to one or two decimal places. Any discrepancies in any table in this
Prospectus between total and sum of amounts listed therein are due to rounding.
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DIRECTORS AND PARTIES INVOLVED IN THE GLOBAL OFFERING

DIRECTORS
Name Address Nationality

Executive Directors
Mr. Sun Guangjun (5 /& &) Room A, 15/F Chinese
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For further information on our Directors, please refer to the section headed “Directors and Senior
Management” of this prospectus.
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INDUSTRY OVERVIEW

The information and statistics set out in this section and other sections of this prospectus were
extracted from the report prepared by Frost & Sullivan, which was commissioned by us, and from
various official government publications and other publicly available publications. We engaged Frost
& Sullivan to prepare the Frost & Sullivan Report, an independent industry report, in connection with
the Global Offering. The information from official government sources has not been independently
verified by us, the Joint Sponsors, Overall Coordinators, Capital Market Intermediaries, Joint Global
Coordinators, Joint Bookrunners, Joint Lead Managers, Underwriters, any of their respective
directors and advisers, or any other persons or parties involved in the Global Offering, and no
representation is given as to its accuracy.

SOURCE OF INFORMATION

In connection with the Global Offering, we engaged Frost & Sullivan, an independent market
research consultant, to conduct an analysis of, and to prepare a report about, China’s retail market, China’s
retail support services market and China’s SaaS market. Frost & Sullivan is an independent global
consulting firm, which was founded in 1961 in New York. It offers industry research and market strategies
and provides growth consulting and corporate training. The aggregate contract sum to Frost & Sullivan in
connection with the market research services provided was RMBI1,130,000, which we believe to be
consistent with market rates.

In compiling and preparing the Frost & Sullivan Report, Frost & Sullivan adopted the following
assumptions: (i) global social, economic and political environment is likely to remain stable in the period
of 2022 to 2026 (the “forecast period”); (ii) purchasing power is expected to continue to rise rapidly in
emerging regions and to grow steadily in developed regions; and (iii) related industry key drivers are likely
to drive the market in the forecast period.

Except as otherwise noted, all of the data and forecasts contained in this section are derived from the
Frost & Sullivan Report. Frost & Sullivan has prepared the Frost & Sullivan Report based on detailed
primary research which involved discussing the status of China’s retail support services industry market
with certain leading industry participants and secondary research which involved reviewing company
reports, independent research reports and data based on its own research database. Our Directors confirm
that, after taking reasonable care, there has been no material adverse change in the overall market
information since the date of the Frost & Sullivan Report that would materially qualify, contradict or have
an impact on such information.

OVERVIEW OF CHINA’S RETAIL MARKET

Retail refers to the activity of selling merchandise directly to individual consumers or end-users. The
retail activities often occur through a number of different channels, such as department stores,
supermarkets, specialty stores, and brick-and-mortar storefronts, online platforms, etc. Mostly, brand
owners own proprietorship of the merchandise they sell, whereas distributors act as the intermediate
between brand owners and consumers and make profits by earning the margin.
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According to the Frost & Sullivan Report, China’s retail market has registered moderate growth
between 2017 and 2021 at a CAGR of 9.2% and increased from RMB15.0 trillion in 2017 to RMB21.3
trillion in 2021. As China’s consumption environment and consumers’ needs are constantly evolving,
traditional offline brand owners and distributors are reformulating their strategies to attract and retain their
consumers. Usually, they choose to embrace the digitalisation transformation to expand their business and
stretch their network. Thus, China’s retail market is estimated to increase at a CAGR of 6.4% from
RMB21.3 trillion in 2021 to RMB29.2 trillion in 2026.

China’s Retail Market
By Category

According to the Frost & Sullivan Report, China’s retail market is categorised into four segments by
product category, namely FMCG'", durable goods'®, agricultural means of production®, and others®.
China’s retail market is entering a relatively mature stage and raises a variety of new retail formats and
brands.

Attributable to the development of e-commerce in the last decades, the retail market in China in terms
of revenue reached RMB21.3 trillion in 2021 with a CAGR of 9.2% between 2017 and 2021. During the
same period, FMCG was the leading segment of the China’s retail market in terms of revenue, with a
CAGR of 5.2%, increasing from RMB9.8 trillion in 2017 to RMB12.0 trillion in 2021. With new retail
brands emerging in the market, the FMCG segment is projected to reach RMB14.6 trillion in 2026 with a
CAGR of 4.1% between 2021 and 2026. With the increasing level of purchasing power, the durable goods
segment is estimated to grow fast with a CAGR of 8.9% from 2021 to 2026 and achieve RMB9.1 trillion by
2026.

Notes:

(1) FMCG (Fast-moving consumer goods) include non-durable household goods such as foods, beverages, cosmetics, tobacco, and
other consumables.

(2) Durable goods include home appliances, consumer electronics, furniture, sports equipment, jewellery, and homebuilding and
renovation materials.

(3) Agricultural means of production include chemical fertilisers, pesticides, and machinery.

(4) Others include vehicles and automobile parts, clothing, pet supplies, over-the-counter drugs and other products.

- 100 —



INDUSTRY OVERVIEW

By Channel

According to the Frost & Sullivan Report, China’s retail market is categorised into online and offline
channels. Benefiting from the well-established internet infrastructures and the fast development of the
e-commerce economy, online channels is the fast-growing segment in the market and increased rapidly at a
CAGR 0f 26.5% from RMB2.7 trillion to RMB6.9 trillion from 2017 to 2021. Offline channels represented
a majority of the market, increasing from RMB12.3 trillion in 2017 to RMB14.4 trillion in 2021 at a CAGR
of 4.1%. With the increasing costs of acquiring and retaining consumers in the online channel and deeper
and more tangible consumer experience in the offline channel, the offline retail market is expected to
remain larger than the online retail market, and is projected to reach RMB17.0 trillion by 2026, registering
a CAGR of 3.3% from 2021 to 2026, while the online retail market is expected to increase to RMB12.2
trillion by 2026, registering a CAGR of 11.9% during the same years. The following chart illustrates the
historical and projected market size in terms of the revenue of China’s retail market breakdown by channel
from 2017 to 2026.

Retail Market Size by Channel, China

RMB Trillion; 2017-2026E

CAGR Total Online Offline
2017-2021 9.2% 26.5% 4.1%
2021-2026E 6.4% 11.9% 3.3%

M Online Offline Forecast
28.0
25.0
23.4
21.3 11.1
182 19.0 9.1
150 16.5
: 45 59
E
12.3 13.0 13.7 13.2 14.4 15.4 16.0 16.5 16.8 17.0
2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E 2026E

Note: the market size refers to the sum of revenue generated by retail service providers.

Source: Frost & Sullivan Analysis and Estimates
Retail Market Challenges Analysis

° Fragmented Distribution Network. In terms of the distribution channels, China has rather fragmented
retail networks due to its wide territorial distribution. The vast majority of the distribution networks
are individually owned by small retail stores, and the management of such distribution networks is
relatively labour-intensive. In order to improve efficiency, the traditional distribution systems are
seeking the possibilities to be integrated so as to create the economies of scale to maximise its value
on the existing long value chain.
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° Information Asymmetry in the Value Chain. Brand owners in the retail market mainly focus on the
production of standardised merchandise on a large scale. However, given that brand owners are at the
back-end of the retail value chain, they usually lack first-hand information on the consumer side as to
their needs and preference. It is due to such information asymmetry that those brand owners have
considerable difficulties in figuring out the actual demand of consumers from the retail sellers, as the
relay of information will have to pass through multi-layers and diverse types of distribution channels.

° Deferred Information Flow. As for widespread and scattered retail networks, brand owners are also
generally not able to adjust their promotional activities in a timely manner due to different spending
patterns and consumer behaviours in different locations and the long distribution process. In order to
solve these problems, back end brand owners have been striving to navigate real situations at retail
storefronts (i.e. points of sale).

COVID-19 Impact Analysis

° Online Channels Experienced a Significant Boost. The offline retail market experienced considerable
impact since a number of retail stores were closed in 2020 due to the government lockdown policies
to stop the spread of COVID-19. Meanwhile, from the consumers’ perspective, people spent more
time staying at home and had greater exposure to the internet, gradually forming the habit of
shopping online. In addition, an escalating proportion of traditional brand owners cooperating with
retail support service providers to quickly develop their online channels as well to sustain their
businesses, and as a result, the online retail market experienced a significant boost since 2020.

° An Increasing Number of Companies Recognise the Importance of Adopting Digital Technology.
Negatively affected by the pandemic, the retail market experienced the shutdown of factories and the
delay of logistics in 2020 and 2022. A great number of the traditional brand owners recognise the
necessity to adopt digital transformation as their businesses were stagnant due to the lack of
digitalisation. Subsequently, they are more willing to work in collaboration with retail support
services providers that allow brand owners to better monitor the procurement, logistics, sales and
marketing to reduce unnecessary costs.

° The Integration of Online and Offline Channels is Accelerated. As the increasing digitalisation trend
was accelerated during the pandemic, the retail market becomes more consumer-centred. As more and
more brand owners incorporate retail services in their businesses, they not only are able to improve
consumer experience in offline channels but also flourish their business by involving online channels
as a supplement distribution channel. Empowered by advanced digital technologies, brand owners in
the market are able to capture consumer needs to better tailor products and improve operation
efficiency.

Impact Analysis of Policy Relaxation on COVID-19

The PRC authorities first released the “Ten New Guidelines” on 7 December 2022, following the
release of “The 20 Measures” on 11 November 2022, in order to accelerate the economic recovery and
resume normal operations of the society. Furthermore, on 26 December 2022, the National Health
Commission announced that COVID-19 will be formally downgraded from a Category A to Category B
infectious disease starting from 9 January 2023, which means that there will be no quarantine measures and
travel restrictions. The sudden relaxation of national COVID-19 policies in one month did lead to the
soaring of infections in late December 2022 and early January 2023 and some offline activities were
affected due to the shortage of labour. However, as PRC authorities are spending more resources to support
China’s existing medical system and assure adequate medical supplies, it is anticipated that the adverse
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impact will be short-term. In the foreseeable future, according to “Domestic Demand Expansion Strategy
for the “14th Five-Year Plan” Period” that the State Council released on 31 December 2022, the vital role
of spending and domestic demand is strengthened, the government plans to comprehensively promote
spending and domestic demand, and accelerate the cultivation of new types of spending and domestic
demand which encourages traditional offline businesses to embrace digital transformation and operation
upgrading. In addition, PRC authorities also released favourable fiscal policies to promote spending and
domestic demand from both of the investment perspective and residents spending perspective. In return, the
retail market, which is highly impacted by spending and domestic demand, is also predicted to rebound
back to its original growth path before 2020, so as to the retail support service market.

China’s Retail Support Services Market

Retail support services are deeply integrated into all aspects of the retail market by matching supply
with demand, improving the efficiency of product distribution, simplifying the transaction process,
enhancing information transparency and accuracy, exploiting consumers’ potential needs, and empowering
the interactions between brand owners or distributors and consumers. With the distinctive development of
China’s retail market and the rapid technology advancement, China’s retail support services market has
experienced explosive growth in recent years. In addition, the landscape of China’s retail support services
market is gradually upgrading since digitalisation has encouraged different types of players entering into
the market and offer diversified services for retail brand owners and distributors. The following chart
illustrates the value chain analysis of the retail support services market:
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Source: Frost & Sullivan Analysis and Estimates
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There are six main types of retail support services, namely sales and marketing services, transaction
services, payment services, logistics services, technology empowered services and operation support
services.

° Sales and marketing services: the action of promoting and selling merchandise by effectively
delivering commodity information, and market players include advertising companies and
marketing agents.

° Transaction services: the service of providing a platform (brick-and-mortar or virtual, such as
malls, supermarkets and e-commerce platforms) for brand owners to display merchandise and
complete transactions.

° Payment services: the means of currency transferring for participants (such as through banks,
third-party payment institutions, etc.) in retail market.

° Logistics services: the method of transporting commodities from brand owners to end
consumers. It includes warehousing, logistics management, distribution management, and
transportation like express and community delivery services.

° Technology empowered services: the technique of leveraging data and IT infrastructure, such as
big data analytics, Al analytics, business intelligence (BI), cloud services, information
technology, etc., to improve operational efficiency and ultimately enhance sales.

° Operation support services: the practice of reducing the operational stress of brand owners by
offering outsourced service packages, such as human resources, training programmes,
maintenance of platforms, etc.

By Category

According to the Frost & Sullivan Report, China’s retail support services market in terms of revenue
increased from RMBS5.9 trillion in 2017 to RMB7.9 trillion in 2021 at a CAGR of 7.6% during the last five
years. The slight shrinkage in 2020 was mainly offset by the continuing growth in sales and marketing
services and technology empowered services markets. From 2021 to 2026, the retail support services
market in terms of revenue is expected to increase to RMB11.0 trillion at a CAGR of 6.8% in the next five
years. In particular, the sales and marketing services is a significant category, accounting for over 50% of
retail support services market, coupling with an stable CAGR of 9.0% from 2017 and 2021.
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The following chart illustrates the historical and projected market size in terms of the revenue of
China’s retail support service providers by category from 2017 to 2026.

Retail Support Services Market Size by Category, China

RMB Billion; 2017-2026E

Sales and

CAGR Total Marketing Transa.cnon Payn‘lcnt Loglfncs Technology !Zmpowcrcd Opcranon' Support
N Services Services Services Services Services
Services
2017-2021 7.6% 9.0% 3.2% 5.0% 8.4% 19.5% 5.6%
2021-2026E 6.8% 9.1% 2.2% 5.0% 7.5% 10.1% 5.3%

Sales and Marketing Services [l Logistics Services

I Transaction Services Technology Empowered Services
[ | Payment Services [ | Operation Support Services
Forecast
11,015.1
10,450.2
9.853.1
9.231.0 3.350.1
8.597.1 3,102.0
2,859.0
7.925.7 26229
7,190.0 7.168.4 2,395.3
6.530.4 2¥513]

59046 19269 1935.5

1.730.6 2643

1,535.2 240.8
228.3
2154
206.4

192.6
177.1

12208 Lagbl
10126 11169

2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E 2026E

Note: the market size refers to the sum of revenue generated by retail support service providers.

Source: Frost & Sullivan Analysis and Estimates
China’s Retail Sales and Marketing Services Market
Value Chain Analysis

Retail sales and marketing services providers generally provide their competitive mix of tactics,
methods, channels, media, and activities based on their resources or brand owners’/distributors’
requirements, so that all work together as a unified force. It is a process designed to ensure that all
strategies are consistent across all channels and are centred on the customer in order to achieve the
purposes that brand owners/distributors set in advance. In addition, all information could be reflected to
brand owners or distributors. However, there are some hurdles to influence the accuracy of information and
timeliness of delivery. Briefly, the participants in the value chain of China’s retail sales and marketing
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services providers’ market consist of advertisers, sales and marketing services providers, audiences or
consumers. The following chart illustrates the value chain analysis of the retail sales and marketing
services market:

Value | Upstream >> Midstream >> Downstream >
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For brand owners or distributors in the retail industry, sales and marketing strategy is a long-term and
forward-looking approach to planning with the fundamental goal of achieving sustainable business growth.
Under such circumstances, an increasing number of brand owners or distributors demand professional sales
and marketing services to build a positive social reputation and promote the sales of products and services.
In the past five years, the market size of the retail sales and marketing services market in China in terms of
revenue experienced fast growth at a CAGR of 9.0% between 2017 and 2021, increasing from
approximately RMB1,535.2 billion to approximately RMB2,167.7 billion. The emergence of media
resources in various marketing channels and the rise of digitalization are likely to greatly assist brand
owners or distributors to select the most effective and professional sales and marketing services providers
and engage them at relatively low cost. By 2026, the market size of China’s retail sales and marketing
services market in terms of revenue is forecasted to reach approximately RMB3,350.1 billion, yielding a
CAGR of 9.1% between 2021 and 2026.

By Category

In consistent with retail industry, the retail sales and marketing services can be categorised into
FMCG, durable goods, agricultural means of production, and others. Among all categories under retail
sales and marketing services market, FMCG sector holds the largest market share, accounting for
approximately 58.2% in 2021. Between 2017 and 2021, the FMCG retail sales and marketing services
market in terms of revenue increased from approximately RMB1,000.5 billion to approximately
RMB1,261.5 billion, representing a CAGR of 6.0% during the period. The retail sales and marketing
services market is generally relatively competitive, especially in the FMCG category, as the FMCG has
sustained robust growth over the past years and attracted so many sales and marketing services providers to
develop service matrix and tactics for them. Durable goods, in terms of revenue, presented the highest
growth rate of 16.1% during the same period, increasing from approximately RMB340.2 billion in 2017 to
approximately RMB617.6 billion in 2021. Undoubtedly, the pandemic posed huge negative impacts to
offline activities in 2020, some retail sales and marketing service providers speeded up the digitalisation
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progress and enhanced the connection between online and offline sales and marketing services. With the
resume of retail and offline commercials in the incoming years, the sales and marketing service providers
are expected to achieve bigger growth potentials. In the perspective of FMCG product category in terms of
revenue, it is projected to reach approximately RMB1,678.3 billion in 2026, attaining a stable CAGR of
5.9%.

The following chart illustrates the historical and projected market size in terms of the revenue of
China’s retail sales and marketing service providers by product category from 2017 to 2026.

Retail Sales and Marketing Services Market Size by Category, China

RMB Billion; 2017-2026E

CAGR Total FMCG Durable Goods Agricultural Means of Production Others
2017-2021 9.0% 6.0% 16.1% 5.4% 11.4%
2021-2026E 9.1% 5.9% 13.7% 3.2% 12.8%

FMCG B Agricultural Means of Production
I Durable Goods Others Forecast

3,350.1
3,102.0
2,859.0
2,622.9
2,395.5 1,678.3
2,167.7 1,592.3
1,926.9 1,935.5 1,507.8

1,730.6
1,535 1,425.2

1,344.5
1,151.6 1,154.8 1,261.5
1,081.4
1,000.5
. 495 50.6 o
e B B B .m ./m 3
/,158.6 y

183.2 2214 2122 2444 284.5 325.6 366.5 407.1 4473

2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E 2026E

Note: The market size refers to the sum of revenue generated by sales and marketing services providers.
Competitive Landscape

According to the Frost & Sullivan Report, China’s retail sales and marketing services market is
fragmented. The top five retail sales and marketing services providers took up approximately 23.4% of
China’s retail sales and marketing services market in 2021. With the rapid digitalisation transformation
progress in recent years, China’s retail sales and marketing services market is becoming more
well-established and integrated, which would create long-term and positive impact on the development
of retail market, in return. Further propelled by policies like National Economic and Social Development
during the “l4th Five-Year Plan” Period, instructed by the PRC government, creating a favourable
development environment for starting new businesses, which creates new growth potentials for the retail
sales and marketing services market. For the year ended 31 December 2021, the Group recognised revenue
of RMB416.3 million, accounting for approximately 0.03% in the FMCG retail sales and marketing
services market. In addition, the Company accounted for approximately 0.02% of the overall retail sales
and marketing market in the PRC in 2021.
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Ranking of the Leading Retail Sales and Marketing Services Providers
by Revenue (China), 2021

Market

Ranking Company Name Revenue Share
(RMB Billion)

1 Company A 175 8.1%
2 Company B 156 7.2%
3 Company C® 65 3.0%
4 Company D 60 2.8%
5 Company E® 51 2.4%

Source: Frost & Sullivan Analysis and Estimates
Notes:

(1)  Founded in 2012, Company A is a Beijing-based, non-listed internet technology company that provide platform-based
content and sales and marketing solutions for advertisers.

(2)  Founded in 1999, Company B is a Hangzhou-based, New York Stock Exchange and Hongkong Stock Exchange-listed
company that provides e-commerce platform services for customers and business entities, along with related sales and
marketing services.

(3)  Founded in 1998, Company C is a Shenzhen-headquartered, Hong Kong Stock Exchange-listed company that offers
communication tools and games. In addition, it uses its sales and marketing solutions to help advertisers reach to target
audience.

4) Founded in 2000, Company D is a Beijing-headquartered, Nasdaq Stock Exchange and Hong Kong Stock
Exchange-listed company that specialises in search engine and video platform services, which mainly generate
revenues from its sales and marketing services.

(5) Founded in 2000, Company E is a Beijing-headquartered, Nasdaq Stock Exchange and Hong Kong Stock
Exchange-listed company that provides e-commerce platform services for customers and business entities, along with
related sales and marketing services.

Source: Frost & Sullivan Analysis and Estimates

FMCG Retail Sales and Marketing Services Market

Due to the complex nature of FMCG business which involves diverse channels and enormous
transaction scenario (both of online and offline channels), FMCG enterprises normally rely on sales and
marketing services providers to assist them to reach and interact with target consumers on a daily basis
considering the nature of FMCG’s high consumption and purchase frequency. With the prevalence of
digitalisation transformation in recent years, the growth of FMCG retail sales and marketing services
market in terms of revenue increased from approximately RMB1,000.5 billion in 2017 to approximately
RMB1,261.5 billion in 2021, representing a CAGR of 6.0% during the period. Further propelled by the rise
of domestic FMCG brands from various channels and consumer groups, the retail sales and marketing
services market in China is expecting burgeoning growth potential in the future. With increasing cost of
implementing sales and marketing plans through online channels, the technology empowered offline sales
and marketing service providers also continuously attract brand owners and distributors to enhance
collaboration in the foreseeable future. In this customer-centric era, brand owners and distributors are
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expected to integrate online and offline to a new level. Under such circumstance, the market in terms of
revenue is estimated to reach approximately RMB1,678.3 billion by 2026 with a CAGR of 5.9% between
2021 and 2026.

The following chart illustrates the historical and projected market size in terms of the revenue of
China’s FMCQG retail sales and marketing service providers from 2017 to 2026.

FMCG Retail Sales and Marketing Services Market Size, China

RMB Billion; 2017-2026E

CAGR 2017-2021 2021-2026E
FMCG Retail Sales and Marketing Services Market 6.0% 5.9%
Forecast
1,678.3
1,592.3
1,507.8
1,425.2
1,344.5
1,261.5

1,151.6  1,154.8
1,081.4

1,000.5

2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E 2026E

Note: The market size refers to the sum of revenue generated by sales and marketing services providers from FMCG
enterprises.

Major Market Drivers

Consumption Upgrades Prompt Demand for More Customised Marketing Services. The economic
development and upgrade in China have contributed to higher disposable income and rising purchasing
power of consumers, which in turn stimulate their consumption demand for different and new products that
better align with their diverse social statuses, lifestyles and values. This shift in consumer behaviour
prompts brand owners and distributors to increase their spending on retail sales and marketing services to
formulate more targeted and customised marketing strategies to cater to the various needs and preferences
of these consumers.

Fiercer Competition Drives Marketing Effectiveness Enhancement. Changes in product life cycles,
customer preferences, and consumer demands cause brand owners and distributors to ensure the
effectiveness of marketing to drive more sales. Thus, as competition in the retail industry intensifies, brand
owners and distributors increasingly seek and are more and more willing to pay for retail sales and
marketing services that focus on boosting the return on investment (ROI). It creates opportunities for retail
sales and marketing services providers, which have a large pool of marketers and can effectively match the
right marketers with the right tasks to enhance the effectiveness.
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Rising Demand for Offline Experience. In this era of the rapid upgrade of products, consumers are
more inclined to buy products that they have positive offline trial experiences or have seen offline
marketing efforts even if there are extensive online product exposures. Therefore, brand owners and
distributors are eager to cooperate with retail sales and marketing services providers to develop profound
offline sales and marketing initiatives and campaigns in order to attract and retain consumers. It expands
the growth potential for service providers that offer trackable records for campaigns and sales, and deliver
consumer-insights-based sales and marketing strategies.

Entry Barriers

° Capital. The reason that brand owners or distributors hire sales and marketing service providers is
because these companies have relatively easier access to customers which is built through covering a
wide range of media terminals and living scenario. In order to enter this industry and meet various
needs of advertisers, significant media and human resources and the continuous investment on the
development of technology place great demand on the level of initial investment for enterprises.
Moreover, market players have to cover wide range of communities in the short-term which also
requires large capital costs at the beginning and thus forming a capital barrier.

° Database. Due to the scarcity of media resources, the leading players in the industry are normally
equipped with width and depth of sales and marketing data and target customer profiles. In addition,
considering the complex nature of retail industry which covers a lengthy value chain, especially in
FMCG category, service providers in the retail sales and marketing market generally have
digitalisation capability so that they are able to provide in-depth analysis on performance based on
accurate real-time data. While new entrants are likely to face limitation to provide such accurate
information and fulfil clients’ complex demands. In consequence, database barrier is created.

° First-mover Advantage. Retail industry has experienced substantial growth in China in the past years.
Nowadays, retail brands have cooperated with established sales and marketing companies who
possess valid resourceful network so as to track marketing performance on a long-term basis. Also,
these sales and marketing companies have built industry knowhow and deep understanding in respect
of brand operation, products, and target customers during cooperation. In addition, the
well-established client resources also provide a continuous and stable cash flow for market
players, thus posing a first-mover advantage barrier to new entrants in the industry.

° Experience. Possessing qualified and experienced management capability and service professionals
are key success factors for sales and marketing companies as outstanding talents are able to quickly
provide sales and marketing solutions due to their experience and business acumen. Meanwhile, these
talents are much likely to handle business development and collaborate with technology teams to
integrate technology empowered sales and marketing tools or service innovations. Industry expertise
and experience require sufficient and long-term accumulation that a new entrant may not be able to
afford or develop such capability in the short term.

Future Trends

° Further Expansion of Publishing Channels and Media Resources. Given the consolidation and
business expansion of media companies and Internet conglomerates, media platforms have developed
a landscape in which mainstream media platforms have massive customer traffic. To increase
awareness, advertisers tend to advertise heavily on mainstream platforms such as popular search
engines and social media. To some extent, the cost of implementing sales and marketing plans
through online channels is increasing in recent years, giving sales and marketing services providers
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more opportunities in offline channels. Due to the longevity of media resources and the continuous
diversification of technology enabled tools and platforms, it is expected that offline channels and
media resources will expand and diversify in the future to meet the needs of various advertisers.

° Growing Demand from Various Product Sectors. Attributable to robust economic foundation and the
rise of Chinese enterprises, Chinese advertisers’ demand for sales and marketing service has
increased significantly. Advertisers have gradually expanded to offer various production or service
innovation which contribute new growth potentials to retail sales and marketing industry. And
traditional retail brands gradually develop awareness of brand image management and focus more on
how to improve their sales targets. The rise of domestic FMCG brands will also lead the growth of
sales and marketing service industry. It is expected that the type of advertisers will continue to
increase. In the long term, sales and marketing services providers will continue to help advertisers
capture the value of their customer base and strengthen their monetisation capacity.

° The Prevalence of Marketing Technology for Integrated Service Capability. Technology capability
has gradually become the next core competency of sales and marketing services providers.
Nowadays, established services providers strive to offer holistic marketing solutions to advertisers in
one stop. Big data and cloud computing technology enable sales and marketing services providers to
gather a vast amount of information to build a comprehensive customer profile for advertisers based
on multiple tools and platforms. In addition, new domestic FMCG brands normally were born from
internet and are not familiar with offline interactions, which urges sales and marketing services
providers to digitalize their offline operations in order to improve marketing efficiency for brand
owners and distributors. As more advanced technologies emerge and are applied, sales and marketing
services providers are becoming more integrated and technology-driven.

° Performance Based Advertising become Increasingly Favourable. Technology has radically changed
the marketing industry, giving advertisers the ability to target potential consumers very specifically.
Advertisers are able to aggregate search data and social media data to create an accurate customer
profile and determine whether or not they are being targeted. As digitalization proliferates, both
advertisers and sales and marketing services providers are expected to shift their focus from single
channel, either offline or online, to omni-channel. In addition, advertisers will become increasingly
performance-driven since there is a possibility that they can collect real-time information. In the
future, the proliferation of marketing technologies is expected to further help advertisers improve the
efficiency and effectiveness of their campaigns to maximise ROI, sales volume, and profitability.

Threats and Challenges

° Fierce market competition. The sales and marketing services in China is relatively competitive, with a
large number of participants with different skills and backgrounds. With the increasing demand for
more diverse, integrated and data tracking marketing services and higher standards of data collection
in terms of efficiency, accuracy, and reflection speed covering various channels and more
complicated sales and marketing scenario, market participants are under pressure to strengthen
their competitive advantages through cross-industry or intra-industry mergers and acquisitions, so
that they are able to provide more comprehensive service solutions to gain higher market recognition
and expand businesses.
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° Occasional decline in marketing spending. Occasional decline in marketing spending by brand
owners or distributors is experiencing a downturn, due to the COVID-19. Cyclical volatility in retail
industry caused by external macroeconomic conditions can negatively impact brand owners’
operations, leading to a reduction in their marketing spending. These brand owners tend to have fewer
marketing budgets available and become more cautious in allocating resources to marketing
campaigns. As a result, market players in the integrated marketing services market may face
increasingly fierce competition for limited customer resources.

Opportunities and Potentials

° Technology can empower traditional sales and marketing services with relatively low cost. The
proliferation of media channels, including the rapid development and integration of interactive
technologies and digital media, has made it possible for brand owners or distributors to clearly profile
customers. In addition, with the help of big data, sales and marketing companies are able to obtain
various valuable insights of data flow, marketing effects, sales volume, and so forth. In turn, it helps a
great amount of business opportunities for the sales and marketing services providers, who are
capable of providing evaluation of different sales and marketing events. Moreover, it will not be
costly for them to cover various kinds of sales and marketing services since they could also adopt
cloud technology to support their execution of sales and marketing campaigns.

° Proficiency enhances collaboration between advertisers and sales and marketing services providers.
With experience and expertise, many sales and marketing services providers have become more
familiar with the effectiveness of different types of sales and marketing campaigns towards target
customers. On the other hand, advertisers understand that the effectiveness and efficiency of the
collaboration between advertisers and services providers significantly determines the performance of
market campaigns. Therefore, a sustainable and mature cooperation between both sides can ensure
the long-term development for both participants.

OVERVIEW OF CHINA’S SaaS INDUSTRY

The construction of basic infrastructures promoted by the government’s policies significantly
improve the performance of SaaS products. Further accelerated by the COVID-19 pandemic, more
enterprises begin to actively participate in the application of such software delivery model as they
recognised the benefits of reduced cost and enhanced profitability brought about by SaaS products.
According to the Frost & Sullivan Report, from 2017 to 2021, China’s SaaS market in terms of revenue
increased from RMBI11.6 billion to RMB44.3 billion at a CAGR of 39.8%. As the market becomes
increasingly competitive, SMEs are increasingly adopting SaaS products due to their capital-light and
easy-to-use features.
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The following chart illustrates the historical and projected market size in terms of the revenue of
China’s SaaS providers from 2017 to 2026.

SaaS Market Size, China

RMB Billion; 2017-2026E

CAGR 2017-2021 2021-2026E
China’s SaaS Market 39.8% 31.3%
Forecast
173.0
136.6
105.2
79.9
59.6

2017 2018 2019 2020 2021 2022E 2023E 2024E 2025E 2026E
Note: the market size refers to the sum of revenue generated by SaaS service providers.

Source: Frost & Sullivan Analysis and Estimates

By virtue of SaaS products, brand owners and distributors are able to better track and analyse
comprehensive consumer and business information at a lower cost, delivering marketing activities that
efficiently increase traffic and retain consumers. With the technological advancement going forward, such
trend is expected to prevail among traditional companies as the price and capabilities of SaaS products
become more affordable and crucial to the development of their business. Thus, the market in terms of
revenue is expected to increase at a CAGR of 31.3% to RMB173.0 billion by 2026.

Major Market Drivers

° Development of basic infrastructures and advanced technologies provide better user experience and
efficiency. The development of basic infrastructures significantly improves the internet speed and
connection stability which, in turn, creates an ideal environment in which the SaaS products are able
to operate smoothly. After years of development, the performance of SaaS products has been
drastically improved as compared with traditional software. Coupled with its unique advantages, such
as customised, easy-to-use and capital-light features, they are becoming a better alternative than
traditional software.

° Transformation of traditional software companies. Traditional software companies have to conduct
frequent installations for updates and extensions, which are costly to both the users and the software
providers. Recognising the flexibility and the growth potential of SaaS products, a number of
traditional software companies have instantly initiated their SaaS businesses in the past several years.
In addition, traditional software companies possess valuable client resources, and hence are able to
easily expand their SaaS business to take advantage of the expanding SaaS market in China.

- 113 -



INDUSTRY OVERVIEW

° Low-cost SaaS products are particularly suitable for small and mid-sized companies under the
digitalisation trend. Given that the return on the marketing costs on mainstream shopping platforms
has been barely profitable, small and mid-sized brand owners and distributors begin to collaborate
with retail support service providers to establish their own private traffic on their own platforms to
enhance profitability. In addition, compared with the traditional software that requires a considerable
upfront payment and complex maintenance and operation responsibilities, SaaS products usually
charge their users based on a flexible and relatively much cheaper subscription fee. Thus, an
escalating number of small and mid-sized brand owners and distributors consider SaaS products as an
appropriate and efficient tool for them to participate in the digitalisation trend to reduce unnecessary
costs and enhance profitability.

Future Trends

° Bipolar development of standardisation and personalisation. The emergence of SaaS products helps
minimise redundant work and subsequently improve efficiency in the industry. As the entry barriers
of the standardised SaaS market are relatively low and the new entrants have few competitive
advantages, an increasing number of new SaaS market entrants have to differentiate themselves to
stand out. In general, they utilise their industry experience through providing personalised SaaS
products to meet clients’ fragmented needs. As the personalisation trend in the SaaS market begins to
prevail, the service characteristics of SaaS is expected to become more evident in the future.

° Diversified expansion of the SaaS market. The variety of SaaS products are expected to boom in the
future. Vertical SaaS products, which focuses on a particular industry, have begun to increase over the
past few years and are anticipated to sustain such momentum in the next several years. In addition, as
the SaaS model requires less upfront capital investment, more companies, especially small and
mid-sized enterprises, are projected to participate in the digitalisation trend through the application of
horizontal SaaS products which provide basic or general standardised products for enterprises for
supporting single or multiple specific functions in business.

° The integration of standardised SaaS products. As more and more enterprises choose SaaS products
to promote their digitalisation progress, SaaS product providers began to either launch their own
software platforms, or release their own standardised SaaS products. For one thing, the integration of
SaaS and its development platforms can unify various isolated SaaS products. In addition, such
integration accelerates the development of the platform, and in turn, elevated the R&D efficacy. In the
future, certain SaaS development platforms launched with low or little coding requirements are
expected to significantly simplify the SaaS development process and enhance the rapid expansion of
the SaaS market. Along with the integration of SaaS and its development platforms, various forms of
SaaS products are anticipated to emerge.

RETAIL MARKET OF JAPAN AND MAJOR ECONOMIES IN SOUTHEAST ASIA

The development of Asia’s retail market is partly driven by the steady growth of the retail market in
Japan, Singapore in addition to China. Considering robust economic outlook, large population sizes, and
steady political environment, the retail market in these countries would sustain the momentum and also
brew the development of the retail support services market, making it an opportunity for retail brand
owners and retail support services providers. Since Singapore and Japan are relatively mature markets, the
market sizes of two countries in terms of revenue are projected to grow from approximately RMB164.0
billion and RMB6.7 trillion in 2021, respectively, to RMB179.3 billion and RMB6.8 trillion in 2026,
respectively. Furthermore, the retail sales and marketing service markets in the aforementioned nations
(Japan, Singapore and Indonesia) have a relatively fragmented domestic competitive landscape. In
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addition, some well-established foreign retail sales and marketing service providers operate in these
nations. The following charts illustrate the historical and projected retail market sizes in Japan, Singapore
and Indonesia:

Retail Market
RMB Billion; 2017-2026E

CAGR 2017-2021 2021-2026E CAGR 2017-2021 2021-2026E CAGR 2017-2021 2021-2026E
Japan 0.4% 0.4% Singapore 1.1% 1.8% Indonesia -2.6% 7.1%
6,798.1
1,288.5

_Em Em o, s ,

2017 2021 2026E 2017 2021 2026E 2017 2021 2026E

Note: the market size refers to the sum of revenue generated by retail service providers.

Source: Frost & Sullivan Analysis and Estimates
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This section sets forth a summary of the most significant laws and regulations that affect our business
activities in China.

LAWS AND REGULATIONS RELATING TO FOREIGN INVESTMENT IN THE PRC

Company Law of the PRC ({13 N RILFE A H]i%)) (the “Company Law”), which was latest
amended by the SCNPC on 26 October 2018 and became effective on the same day, provides for the
establishment, corporate structure and corporate management of companies, which also applies to
foreign-invested enterprises in PRC. Furthermore, the Draft Amendment to the Company Law ({H#E A&
ILFNE A AL (BRI HE42) )) was released to seek public comments on 24 December 2021 and proposed to
improve the system for company registration and facilitates the establishment and exit channels of
companies, to offer greater autonomy for companies in terms of corporate structure, improve the capital
system for companies, boost the responsibility system of company shareholders and management
personnel, and highlight social responsibility efforts of enterprises. As of the Latest Practicable Date, the
Draft Amendment to the Company Law has not been formally adopted.

Pursuant to the Provisions on Guiding the Direction of Foreign Investment ({F& 34k pg 4% & 5 1] K
7E)), which was promulgated by the State Council on 11 February 2002 and took effect on 1 April 2002,
industries in the PRC are classified into four categories: permitted, encouraged, restricted and prohibited.
Encouraged, restricted and prohibited foreign investment projects are stipulated in the Guideline Catalogue
of Foreign Investment Industries (M #& 7 2£45 8 H #%)) (the “Catalogue”). Moreover, investments
activities in China by foreign investors are principally governed by the Catalogue for the Encouragement of
Foreign Investment Industries (2020 Edition) (CE¢JEh4M+¢ & 7E 2 H 8k (20204 /) )) and the Special
Administrative Measures (Negative List) for Access of Foreign Investment (2021 Edition) ({7} & A
F5 R P e (BT BE) (20214F8R) )) (the “Negative List”), which were both promulgated by the
MOFCOM and the NDRC and each became effective on 27 January 2021 and 1 January 2022. The
Catalogue for the Encouragement of Foreign Investment Industries (2020 Edition) and the Negative List
replace the Catalogue and set forth the industries in which foreign investments are encouraged, restricted
and prohibited. Industries that are not listed in any of these three categories are generally open to foreign
investment unless otherwise specifically restricted by other PRC rules and regulations.

As advised by our PRC Legal Adviser, the current four types of services including (i) customised
marketing solution; (ii) tasks and marketers matching service; (iii) marketers assignment service; and (iv)
SaaS+ subscription operated by the Group during the Track Record Period do not constitute operational
internet information services which refers to the provision with charge of payment of information through
internet to web users and therefore does not require an ICP certificate, or fall within any other restricted or
forbidden foreign-invested industries under the relevant PRC laws and regulations, based on the following:

(1)  With regard to the Group’s customised marketing solution, such business is mainly carried out
offline and the Group does not charge for information provided to the customer and hence does
not involve operational Internet information services.

(i) With regard to the tasks and marketers matching service, the digitalised tools involved are
operated through WeChat mini programme (f#{%/P£/¥) and WeChat Official Account
(15 A A 9%). The Group does not charge the customers and the marketers for the information
published in these digitalised tools and they could freely access the relevant information; thus,
this business does not involve operational Internet information services. Meanwhile, upon our
consultation with Shanghai Communications Administration, we were informed that such
business operated by the Group through the WeChat mini programme and the WeChat Official
Account does not require an ICP certificate.
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(ii1) Finally, with regard to the Group’s marketers assignment service and SaaS+ subscription, the
customers subscribe our digitalised tools to support their business and operations and such
subscriptions do not involve any charges for information provided to the customer; therefore, it
does not involve operational Internet information services. Moreover, after consulting the
Shanghai Communications Administration (7% %815 & 3L 5), it is confirmed that the digital
sales and marketing services and SaaS business operated by the Group do not constitute the
operation of Internet information services, and it is not necessary for the Group to obtain an ICP
certificate.

On 15 March 2019, the NPC approved the Foreign Investment Law of the PRC ({7 #E A [ 31 [ 4
P4 & 1L)) (the “Foreign Investment Law”), which became effective on 1 January 2020 and replaced the
three old rules on foreign investment in China, namely, the Sino-foreign Equity Joint Venture Enterprise
Law of the PRC ({3 A\ RALFNE MG & 48 B 2£7%)), the Sino-foreign Cooperative Joint Venture
Enterprise Law of the PRC ("1 # A\ R ILFNE 45 1ERE & & 2£75)) and the Wholly Foreign-Owned
Enterprise Law of the PRC ({H % A\ R ILFI[E 4P & 3£ )). The Foreign Investment Law establishes the
basic framework for the access to, and the promotion, protection, and administration of foreign investments
in view of investment protection and fair competition. Moreover, the Foreign Investment Law grants
foreign invested entities the same treatment as PRC domestic entities, except for those foreign invested
entities that operate in industries deemed to be either “restricted” or “prohibited” in the Negative List. And
the state will take measures to prompt foreign investment such as ensuring fair competition for
foreign-invested enterprises to participate in government procurement activities, and protection of
intellectual property rights of foreign investment. Besides, the state shall protect foreign investors’
investment, earnings and other legitimate rights and interests, such as free remittance of capital
contribution, profits, capital gains, assets disposal income, intellectual property licence fees,
legally-obtained damages or compensation, liquidation proceeds, etc.

Furthermore, on 26 December 2019, the State Council promulgated the Implementation Rules to the
Foreign Investment Law of the PRC ({H & A R 3 5 40 p3 % & 1 B i f% $1) ), which came into effect on
1 January 2020, and replaced the Regulations on Implementing the Sino-Foreign Equity Joint Venture
Enterprise Law of the PRC ({13 A\ RILFNE Hh b & K88 b S B0 1)), Provisional Regulations
on the Duration of Sino-Foreign Equity Joint Venture Enterprise Law of the PRC ({3 & & MES
EHABRE 1T HLE)), the Regulations on Implementing the Wholly Foreign-Owned Enterprise Law of the
PRC ({3 N R ILFI B SN A 3L B4 L)), and the Regulations on Implementing the Sino-foreign
Cooperative Joint Venture Enterprise Law of the PRC (3 A R LA B A5 1F 488 b 35 15 B e 4
HII)). The implementation rules further clarified that the state encourages and promotes foreign investment,
protects the lawful rights and interests of foreign investors, regulates foreign investment administration,
continues to optimise foreign investment environment, and advances a higher-level opening.

On 30 December 2019, the MOFCOM and the SAMR jointly promulgated the Measures for
Information Reporting on Foreign Investment (¢4 & f5 B 5 ##7%)), which became effective on 1
January 2020 and replaced the Interim Administrative Measures for the Record-filing of the Incorporation
and Change of Foreign invested Enterprises (€A #5043 5% 37 5 B4 22 B BT 17 3% )). Pursuant to
the Measures for Information Reporting on Foreign Investment, since 1 January 2020, for carrying out
investment activities directly or indirectly in China, the foreign investors or foreign-invested enterprises
shall submit investment information to the commerce administrative authorities through the Enterprise
Registration System ({&3£ 550 & 4%) and the National Enterprise Credit Information Publicity System (I
FA#AE AME B A /R R 4) pursuant to these measures.
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On 19 December 2020, the NDRC and the MOFCOM jointly promulgated the Measures on the
Security Review of Foreign Investment (A% & % 4 35 & HF1A)), effective on 18 January 2021, setting
forth provisions concerning the security review mechanism on foreign investment, including the types of
investments subject to review, review scopes and procedures, among others. The Office of the Working
Mechanism of the Security Review of Foreign Investment (¥hpf#% &% 2HF A TAEMGIHEAE) (the
“Office of the Working Mechanism”) is established under the NDRC, undertakes the daily work of
foreign investment security review. Foreign investor or relevant parties in China must declare the security
review to the Office of the Working Mechanism prior to (i) the investments in the military industry, military
industrial supporting and other fields relating to the security of national defence, and investments in areas
surrounding military facilities and military industry facilities; or (ii) investments in important agricultural
products, important energy and resources, important equipment manufacturing, important infrastructure,
important transport services, important cultural products and services, important information technology
and Internet products and services, important financial services, key technologies and other important
fields relating to national security, and obtain control in the target enterprise. Control exists when the
foreign investor (i) holds over 50% equity interests in the target, (ii) has voting rights that can materially
impact on the resolutions of the board of directors or sharcholders meeting of the target even when it holds
less than 50% equity interests in the target, or (iii) has material impact on target’s business decisions,
human resources, accounting and technology.

LAWS AND REGULATIONS RELATING TO MARKETING BUSINESS

The Advertising Law of the PRC ({*F#E A RILAIEE41%)) (the “Advertising Law”) was
promulgated by the SCNPC on 27 October 1994 and latest amended on 29 April 2021, which stipulates that
within the territory of the PRC, commercial advertising activities in which commodity operators or service
providers directly or indirectly introduce the commodities or services they promote through certain media
and forms shall be governed by the Advertising Law. Furthermore, advertisers, advertising operators, and
advertisement publishers shall abide by the Advertising Law and other laws and regulations, be honest and
trustworthy, and compete in a fair manner in advertising business.

On 4 July 2016, the SAIC (since March 2018 known as the SAMR) promulgated the Interim
Measures for the Administration of Internet Advertising (€ EI 4 & 2 & #1172 )) which became
effective on 1 September 2016. The Interim Measures for the Administration of Internet Advertising
regulates any advertisement published on the internet, including but not limited to, those on websites,
webpage and APPs, those in the forms of word, picture, audio and video. Moreover, internet information
service providers must stop any person from using their information services to publish illegal
advertisements if they are aware of, or should reasonably be aware of, such illegal advertisements even
though the internet information service provider merely provides information services and is not involved
in the internet advertisement businesses. The following activities are prohibited under the Interim Measures
for the Administration of Internet Advertising: (i) providing or using applications and hardware to block,
filter, skip over, tamper with, or cover up lawful advertisements provided by others; (ii) using network
access, network equipment and applications to disrupt the normal transmission of lawful advertisements
provided by others or adding or uploading advertisements without permission; or (iii) harming the interests
of others by using false statistics or traffic data.

On 25 February 2023, the SAMR promulgated the Measures for the Administration of Internet
Advertisement (€ F 48 & 75 45 BEHEIL)), which will take effect on 1 May 2023 and simultaneously repeal
the Interim Measures for the Administration of Internet Advertising. Such measures explicitly include
commercial advertisements and cross-border e-commerce advertisements that directly or indirectly promote
goods or services through online live streaming; further strengthen the system provisions in areas such as
“one-click closure” of pop-up advertisements and implanted advertisements, and strengthen the
responsibility of relevant subjects, etc.
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LAWS AND REGULATIONS RELATING TO INFORMATION SECURITY AND PRIVACY
PROTECTION

Information Security

Internet content in the PRC is also regulated and restricted from a state security point of view. The
Decision Regarding the Safeguarding of Internet Security (<[4 B 48 % 2 1P E )), enacted by the
SCNPC on 28 December 2000 and amended with immediate effect on 27 August 2009, makes it unlawful
to: (i) gain improper entry into a computer or system of strategic importance; (ii) disseminate politically
disruptive information; (iii) leak state secrets; (iv) spread false commercial information; or (v) infringe
intellectual property rights.

Pursuant to the Decisions on Strengthening the Protection of Online information (<7 il 5 44 4515
BARERPE)), issued by the SCNPC in 2012 and the Protection Provisions for the Personal Information
of Telecommunications and Internet Users (&5 F1 5548 F 5 8 A5 B AR # 8 E)) promulgated by the
MIIT in 2013, telecommunication business operators and internet service providers are required to set up
their own rules for collecting and use of internet users’ information and are prohibited from collecting or
using such information without consent from users. Moreover, telecommunication business operators and
internet service providers shall strictly keep users’ personal information confidential and shall not divulge,
tamper with, damage, sell or illegally provide others with such information.

On 4 February 2015, the CAC promulgated the Provisions on the Administrative of Account Names
of Internet Users (CE B4 ] P MR 9% 44 B34 AL 22 )), which became effective as of 1 March 2015, setting
forth the authentication requirement for the real identity of internet users by requiring users to provide their
real names during the registration process. In addition, these provisions specify that internet information
service providers are required by these provisions to accept public supervision, and promptly remove
illegal and malicious information in account names, photos, self-introductions and other
registration-related information reported by the public in a timely manner.

On 1 July 2015, the SCNPC issued the National Security Law of the PRC ({H#& A [ 3150 [8] 5K %
4:1%)), which came into effect on the same day. The National Security Law of the PRC provides that the
state shall safeguard the sovereignty, security and cyber security development interests of the state, and that
the state shall establish a national security review and supervision system to review, among other things,
foreign investment, key technologies, internet and information technology products and services, and other
important activities that are likely to impact the national security of the PRC.

Pursuant to the Cyber Security Law of the PRC (1% A\ R ILFN B A 4% 4 215 )) promulgated by the
SCNPC on 7 November 2016 and became effective from 1 June 2017, those who build and operate the
network or provide services through the network, should be in accordance with the provisions of laws,
administrative regulations and mandatory requirements of national standards, to take technical measures
and other necessary measures to ensure network security, stable operation, effective response to network
security incidents, prevent network criminal activities, and maintain the integrity of network data,
confidentiality and availability.

On 10 June 2021, the SCNPC promulgated the PRC Data Security Law (1 3 A [ A0 B0 #4 % 2
%)) to regulate data processing activities and security supervision in the PRC, which became effective on
1 September 2021. Pursuant to the PRC Data Security Law, data processing activities should be carried out
in accordance with the laws and regulations, establish and improve the whole process of data security
management system, the organisation of data security education and training, take appropriate technical
measures and other necessary measures to protect data security. The use of the internet and other
information networks to carry out data processing activities, should be based on the network security
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multi-level protection scheme, to fulfil the above data security protection obligations. Important data
processors should specify the person responsible for data security and management agencies, the
implementation of data security protection responsibilities. Data processing activities should be carried out
to strengthen risk monitoring and conducive to promoting economic and social development, enhance the
well-being of the people, in line with social morality and ethics. Moreover, the PRC Data Security Law
provides for a national data security review system, under which data processing activities that affect or
may affect national security are subject to review. Any organisation or individual who conducts data
processing activities in violation of the PRC Data Security Law shall bear the corresponding civil,
administrative or criminal liability depending on the specific circumstances.

According to the Provisions on Technological Measures for Internet Security Protection ({ .M 48 %
2 ARER M ML E )) promulgated on 13 December 2005 by the Ministry of Public Security, came into
effect on 1 March 2006, internet service providers and networking entities should implement the following
internet security protection technical measures: (a) the technical measures for preventing computer viruses,
network intrusion and attack damage and other matters or acts that endanger network security; (b)
important databases and systems of major equipment redundant backup measures; (c) technical measures
for recording and retaining the users’ login and exit time, caller ID, account number, internet address or
domain name, log files of system maintenance; (d) any other technical measures for internet security
protection to be implemented as prescribed by any law, regulation or rule. Furthermore, the technical
measures for record retention implemented by internet service providers and networking entities in
accordance with the Provisions on Technological Measures for Internet Security Protection shall have the
function of keeping records as a backup for at least 60 days.

On 6 July 2021, the General Office of the Communist Party of China Central Committee and the
General Office of the State Council jointly issued the Opinions on Strictly Combating Illegal Securities
Activities in Accordance with the Law (KB KIZEAE BAT B FEEIEF N E D)) (the “Combating
Illegal Securities Activities Measures”), which stressed on improving the laws and regulations on data
security, cross-border data flow and management of confidential information, speeding up the revisions to
Provisions on Strengthening the Confidentiality and Archives Administration of Overseas Securities
Issuance and Listing (B NN 75 55 A8 47 76 25 B b 7 A BH OR 25 N RS 28 L TAEMBLAE D) to increase
the accountability of entities listed outside the mainland of the PRC to information security, enhancing
standardised management of mechanism and procedure for cross-border data transfer, and enhancing the
cooperation of cross-border audit supervision.

On 17 August 2021, the State Council promulgated the Regulations on Security Protection of Critical
Information Infrastructure (FH#E(5 B30 EE % 2R W) (the “CII Regulation™), which became
effective on 1 September 2021. According to the CII Regulation, a critical information infrastructure, or
CII, refers to an important network facility or information system in important industries and fields such as
public communication and information services, energy, transportation, water conservancy, finance, public
services, e-government, national defence technology industry, etc., and CII also refers to other important
network facility and information system that may seriously endanger national security, national economy
and the people’s livelihood, and public interests in the event of damage, loss of function, or data leakage.
The competent departments and supervision and management departments of the aforementioned important
industries and fields are the departments responsible for the CII security protection work. They will be
responsible for organising the identification of ClIs in this industry or field in accordance with the
identification rules, promptly notify the critical information infrastructure operators (the “CIIO(s)”) of the
identification results, and notify the public security department of the State Council. As of the Latest
Practicable Date, the responsible authorities have not promulgated any implementation provisions or
identification rules of CII and we have not received any notification from relevant regulatory authorities
regarding our identification as a CIIO.
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On 31 December 2021, the CAC, the MIIT, the Ministry of Public Security, the SAMR jointly
promulgated the Administrative Provisions on Internet Information Service Algorithm Recommendation
(CH A5 B Bk S & P 22 )), which became effect on 1 March 2022. The Administrative
Provisions on Internet Information Service Algorithm Recommendation implements classification and
hierarchical management for algorithm recommendation service providers based on various criteria, and
stipulates that algorithm recommendation service providers with public opinion attributes or social
mobilisation capabilities shall file with the CAC within ten business days from the date of providing such
services.

On 27 June 2022, the CAC promulgated the Provisions on the Administrative of Account Information
of Internet Users (CHIHAH PR 585 S MM E)), which will take effect on 1 August 2022. These
provisions apply to the registration, use, and management of internet users’ account information by internet
information service providers. These provisions stipulate that internet information service providers must,
among other things, equip themselves with professional and technical capabilities appropriate to the scale
of services, establish, improve and strictly implement the authentication of real identity information,
verification of account information, security of information content, ecological governance, emergency
responses, protection of personal information and other management systems. These provisions also
require that the internet information service providers should protect and handle internet users’ account
information in accordance with law, and take measures to prevent unauthorised access, as well as leakage,
tampering, and loss of personal information. The internet information service providers shall set up a
convenient portal for complaints and whistleblowing at an eye-catching position, release the ways of
complaints and whistleblowing, improve the acceptance, screening, disposal and feedback mechanisms,
specify the handling process and feedback time limit and timely handle the complaints and whistleblowing
of users and the public.

INFORMATION SECURITY IN RELATION TO NETWORK DATA SECURITY MANAGEMENT
REGULATIONS (DRAFT FOR PUBLIC COMMENTS), MEASURES FOR CYBERSECURITY
REVIEW AND MEASURES ON SECURITY ASSESSMENT OF CROSS-BORDER DATA
TRANSFER

On 14 November 2021, the CAC promulgated the Network Data Security Management Regulations
(Draft for Public Comments) (CHH 485 %248 MGG (BOKRE ) )) (the “Draft Regulations on
Network Data Security Management”). According to Article 2 of the Draft Regulations on Network Data
Security Management, the Draft Regulation on Network Data Security Management applies to the activities
relating to the use of networks to carry out data processing activities within the territory of the PRC. Tian
Yuan Law Firm is of the view that once the Draft Regulation on Network Data Security Management
become effective in the current form, it will be applicable to certain PRC domestic entities of the Company.
With respect to the requirements of the Draft Regulation on Network Data Security Management, the
regulation stipulates that data processors shall, in accordance with relevant state provisions, apply for
cybersecurity review when carrying out the following activities: (i) the merger, reorganisation or separation
of internet platform operators that have acquired a large number of data resources related to national
security, economic development or public interests, which affects or may affect national security; (ii) data
processors that handle the personal information of more than one million people intend to be listed abroad;
(ii1) data processors seeking to be listed in Hong Kong that affects or may affect national security; and (iv)
other data processing activities that affect or may affect national security. Scenario (i) and (ii) do not apply
to the Group. As to scenarios (iii) and (iv), given the criteria for the determination of “affect or may affect
national security” as stipulated in Article 13 of the Draft Regulation on Network Data Security
Management are still uncertain and subject to further elaboration by the CAC, the government authorities
may have discretion in the interpretation for “affect or may affect national security”. If the regulatory
authorities determine that the Company’s proposed listing in Hong Kong or its data processing activities
affect or may affect national security, it may be subject to cybersecurity review. As advised by Tian Yuan
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Law Firm, the likelihood of the Company’s proposed listing in Hong Kong and its business operations
being classified as one that affects or may affect national security is relatively low, nevertheless, it is
ultimately subject to the review by regulatory authorities on a case-by-case basis. Please see the paragraph
below for detailed analysis.

On 28 December 2021, the CAC and other twelve PRC regulatory authorities jointly revised and
promulgated the Measures for Cybersecurity Review ((RH%E % 2 8 & #¥1%)) (the “Cybersecurity Review
Measures”), which came into effect on 15 February 2022. According to Article 2 of the Cybersecurity
Review Measures, CIIO purchasing network products and services, and network platform operators
carrying out data processing activities which affect or may affect national security, are subject to
cybersecurity review. Specifically, the obligations of voluntary filing for cyber security review must be
fulfilled under two circumstances: (i) if a CIIO anticipates that its procurement of network products and
services affect or may affect national security after the network products and services are put into use, it
should apply for cyber security review to the Cybersecurity Review Office; and (ii) network platform
operators possessing personal information of more than one million users that seek for listing in a foreign
country must apply for cybersecurity review to the Cybersecurity Review Office.

Based on Tian Yuan Law Firm’ s opinion, the Group is of the view that the obligations of voluntary
filings for cybersecurity review are not applicable to the Group on the basis that:

(i) according to the Regulations of Security Protection for Critical Information Infrastructure (£
HEAE BB % 2 IR M ]) (the “CII Protection Regulations™), which became effective
on 1 September 2021, CII refers to important industries and sectors such as public
communications and information services, energy, transportation, water conservancy, finance,
public services, e-government, and defence technology industries, as well as other major
network facilities and information systems that once are damaged or lose their functions or data,
may seriously endanger national security, national economy, the people’s livelihood, and public
interests. Moreover, the competent departments and supervision and management departments
of important industries and sectors (“CII Protection Work Departments”) are responsible for
the formulation of CII identification rules, identifying the CII in their respective industries and
notifying the operators who are identified as CIIO on timely basis. As the Group is engaged in
the provision of sales and marketing services and its business does not involve the relevant
industries and sectors specified in the above regulations, it is not likely to be identified as a
CIIO. As of the Latest Practicable Date, the Group has not received any notification from
relevant regulatory authorities regarding its identification as a CIIO; and

(i1) certain PRC domestic entities of the Group are network platform operators, however, the Group
possesses personal information of less than one million users, and as advised by Tian Yuan Law
Firm, “listing in Hong Kong” does not fall into the scope of “listing in a foreign country”.
Furthermore, Tian Yuan Law Firm, was authorised by the Company to consult with the China
Cybersecurity Review Technology and Certification Centre (the “Centre”) on 1 June 2022,
which is delegated by the Cybersecurity Review Office of CAC and is competent to provide
public consultation and accept submissions in relation to cybersecurity review. The consultation
was made on a no-name basis but detailed description of the Group’s business model and the
Company’s proposed listing in Hong Kong was communicated to the CAC officer during the
consultation. During the consultation, the Centre informed Tian Yuan Law Firm that the
Company is not required to apply for cybersecurity review for its proposed listing in Hong
Kong since “listing in a foreign country” does not include “listing in Hong Kong”.
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However, the regulatory authorities can initiate cybersecurity review if they determine that the
Group’s data processing activities affect or may affect national security. Due to the fact that uncertainty
remains as to the interpretation and applicability of the Cybersecurity Review Measures, especially the
criteria for determining the risks that “affect or may affect national security”, Tian Yuan Law Firm, cannot
preclude the possibility that the risk factors may apply to the Group as network platform operator, however,
the likelihood of its operations being classified as one that affects or may affect national security is
relatively low, nevertheless, it is ultimately subject to the review by regulatory authorities on a
case-by-case basis. Detailed analysis as to whether the Group’s business operations or the Company’s
proposed Listing may give rise to national security risks based on the factors set out in Article 10 of the
Cybersecurity Review Measures is set forth below.

Article 10 of the Cybersecurity Review Measures focuses on the following factors in the assessment
of national security risks:

(i)  the risk that the use of products and services could bring about the illegal control of,
interference with, or destruction of CII;

(i1) the harm to CII business continuity of product and service supply disruptions;

(iii) the security, openness, transparency, and diversity of sources of products and services, the
reliability of supply channels, as well as the risk of supply disruptions due to political,
diplomatic, and trade factors;

(iv) product and service providers’ compliance with Chinese laws, regulations, and department
rules;

(v) the risk that core data, important data or large amount of personal information being stolen,
leaked, damaged, illegally used and illegally exported;

(vi) the risk of CII, core data, important data, or large amount of personal information being
affected, controlled, or maliciously used by foreign governments, as well as the risk of network
information security, if a company goes public; and

(vii) other factors that could harm CII security, cybersecurity and data security.

Scenarios (i)—(iv) mainly focus on supply chain security risks associated with CIIOs purchasing
specific network products and services. As of the Latest Practicable Date, the Group has not received any
notification from CII Protection Work Departments regarding its identification as CIIO and therefore,
scenarios (i)—(iv) are not applicable to the Group.

As advised by Tian Yuan Law Firm, in terms of scenario (v), the Group is of the view that it is not
likely to trigger scenario (v) on the basis that: (i) As confirmed by our Directors, as of the Latest
Practicable Date, it has not experienced any material cybersecurity and data privacy incident including
without limitation, data or personal information theft, leakage, damage, tampering, loss, and illegal use, or
any claim from any infringement upon any third parties’ right to data privacy; (ii) as the compliance status
of the Group disclosed in the section headed “Business — DATA PRIVACY AND SECURITY” of the
Prospectus, it has implemented a comprehensive set of internal policies, procedures, and measures to
protect data from unauthorised access, disclosure, theft, leakage, damage, tampering, loss, illegal use,
illegal export or other serious incidents and breaches; (iii) As confirmed by our Directors, as of the Latest
Practicable Date, the user data collected by the Group within the territory of mainland China during its
business operations has been stored within the territory of mainland China. Moreover, considering the
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definitions of “core data” and “important data” and the nature of the data the Group collected and generated
during our business operations, such data is unlikely to be regarded as “core data” or “important data”; and
(iv) during the Track Record Period and up to the Latest Practicable Date, the Group has not received any
investigation, notice, warning, or sanctions from applicable government authorities with regard to its
business operations concerning any issues related to cybersecurity and data security. Also, the Group is not
likely to trigger scenario (vi) with respect to the proposed listing in Hong Kong, on the basis that, in
addition to the fore-mentioned factors: (i) as of the Latest Practicable Date, the Group has not been
identified as a CIIO by relevant regulatory authorities; and (ii) pursuant to the consultation with the Centre
as mentioned above, listing in Hong Kong is not considered as listing aboard.

As advised by Tian Yuan Law Firm, based on the above, the likelihood of our operations being
classified as one that “affects or may affect national security” is relatively low, nevertheless, it is ultimately
subject to the review by regulatory authorities on a case-by-case basis.

However, as advised by Tian Yuan Law Firm, the interpretation and applicability of “important data”,
“core data” and “network information security” and other factors considered in scenario (vii) remains
uncertain and subject to further clarification by the CAC or relevant regulatory authorities, the Group
cannot preclude the possibility that these scenarios may apply. The Group will also keep abreast and
conform to the legislative and regulatory requirement to prevent the related risks that may trigger scenario
(v), (vi) and (vii).

Since the criteria for the determination of “affect or may affect national security” as stipulated in
Cybersecurity Review Measures are still uncertain and subject to further elaboration by the CAC, further
elaboration and guidance is expected to be forthcoming for us to evaluate the implications. If the Group is
subject to cybersecurity review, it will apply for the cybersecurity review in due course.

On 7 July 2022, the CAC promulgated the Measures on Security Assessment of Cross-border Data
Transfer (CEUPE 55 % 2574 HF7%)) (the “Measures on Security Assessment of Cross-border Data
Transfer”), which became effective on 1| September 2022. These Measures specify that any of the
circumstances below will require security assessment before any cross-border data transfer out of mainland
China can occur: (i) the data transferred out of mainland China is important data; (ii) cross-border data
transfer of personal information by CIIO and data processor that processes personal information of more
than 1 million individuals; (iii) cross-border data transfer of personal information by a data processor who
has made cross-border data transfers of personal information of more than 100,000 individuals, or sensitive
personal information of more than 10,000 individuals, in each case as calculated cumulatively, since
January 1 of the previous year; or (iv) under other circumstances as stipulated by the CAC.

As advised by Tian Yuan Law Firm, scenarios (ii) and (iii) are not applicable to the Group given the
fact confirmed by our Directors that, (a) as of the Latest Practicable Date, the Group has not received any
notification from relevant regulatory authorities regarding its identification as CIIO; (b) the Group
processes personal information of less than 1 million individuals; (c) the Group has not met the threshold
as stipulated under scenario (iii). Nonetheless, as advised by Tian Yuan Law Firm, since the identification
of important data as stipulated under scenario (i) remains uncertain and subject to further clarification by
the CAC or relevant regulatory authorities as analysed above, and the implementation under scenario (iv) is
still subject to elaboration by relevant government authorities, there remains uncertainty as to how the new
regulation will be applied and implemented. The Group will closely monitor the application and
implementation of these measures.
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According to the Centre officer consulted with during the aforesaid consultation by Tian Yuan Law
Firm with the Centre on 1 June 2022:

(1)

(ii)

the Company is not required to apply for cybersecurity review for its proposed listing in Hong
Kong since “listing in a foreign country” does not include “listing in Hong Kong”.

as of the date of the consultation, there had been no detailed rules on determining “affect or may
affect national security”.

In addition, the Group and Tian Yuan Law Firm are of the view that, under the currently effective
Cybersecurity Review Measures and the Measures on Security Assessment of Cross-border Data Transfer,
and assuming that if the Draft Regulation on Network Data Security Management become effective in the
current form, they do not foresee any material impediments for the Group to comply with the Cybersecurity
Review Measures, the Draft Regulation on Network Data Security Management and the Measures on
Security Assessment of Cross-border Data Transfer (“Relevant Regulations”) in all material respects and
these Relevant Regulations would not have a material adverse impact on the Group’s business operations,
the Company’s proposed listing in Hong Kong or its potential overseas expansion thereafter, on the basis

that:

(1)

(ii)

(iii)

(iv)

as the compliance status of the Group disclosed in section headed “Business — DATA
PRIVACY AND SECURITY” of the Prospectus as of the Latest Practicable Date, the Group has
implemented a comprehensive set of internal policies, procedures, and measures to ensure its
cybersecurity and data protection compliance practice;

although we expect to expand our operations internationally, as at the Latest Practicable Date,
the Group had not yet commenced implementation of our overseas expansion plan. If the Group
expands its international presence, the directors confirm that the data collected and generated by
the Group within the territory of mainland China during its business operations will still be
stored and processed within the territory of mainland China in the future, and the Group will not
transfer such data outside mainland China. In addition, the Group adheres to the internal
policies, including the Data Security Management Procedures (¥ % 24 #F2)¥)), the User
Personal Information Protection Management Procedures (< Fi 7 il Af5 5 R # & HLAF)), and
the Personal Information Security Impact Assessment Procedures ((ffl Af5 5 % 2 5 2L 5PAG 72
J¥)), which stipulates that: (i) users’ personal information the Group collect within the territory
of mainland China shall not be provided outside of mainland China, except as otherwise
provided by laws and regulations; (ii) for the cross-border data transfer, an assessment should
be made to ensure that the cross-border data transfer meets the requirements of relevant
applicable laws and regulations;

as of the Latest Practicable Date, the Group has not received any inquiry, notice, warning,
investigation, sanctions or objection regarding the proposed listing plan or requesting any
cybersecurity review regarding Relevant Regulations from relevant regulatory authorities;

as of the Latest Practicable Date, the Group has not been subject to any material administrative
penalties, mandatory rectifications, or other sanctions by any competent regulatory authorities
in relation to cybersecurity and data protection, nor had there been any material cybersecurity
and data protection incidents or infringement upon any third parties, or other legal proceedings,
administrative or governmental proceedings, pending or, to the best of the knowledge of the
Group, threatened against or relating to the Group; and
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)

the Group confirms that it will closely monitor the legislative and regulatory development in
cybersecurity and data protection, including the Relevant Regulations, and will adjust its
cybersecurity and data protection practices in a timely manner to ensure compliance with the
currently effective Cybersecurity Review Measures, the Measures on Security Assessment of
Cross-border Data Transfer and the Draft Regulation on Network Data Security Management
when it comes into effect.

The Joint Sponsors have conducted, among other things, the following independent due diligence
work in respect of the implications of the Relevant Regulations on the Group’s business operations and
proposed listing in Hong Kong:

)

(ii)

(iii)

(iv)

)

reviewed the Relevant Regulations published by the CAC and relevant regulatory authorities
with the assistance of Tian Yuan Law Firm;

discussed with the management of the Company to understand, among others, the Group’s
business and the type of data collected and processed by the Group and the cybersecurity and
data privacy control of the Company;

discussed with the management of the Company and Tian Yuan Law Firm in relation to the
scope of and the requirements imposed by the Relevant Regulations, and the potential impact
and applicability of the Relevant Regulations and aforementioned regulatory developments on
the Group’s business operations and listing plan from PRC legal perspective;

obtained and reviewed advanced draft of the PRC data compliance report prepared by the Tian
Yuan Law Firm in relation to compliance of the Company with the applicable laws and
regulations of cybersecurity and data compliance; and

conducted desktop search and engaged independent search agent to conduct background search
on the Group, and nothing has come to the attention of the Joint Sponsors regarding any
outstanding investigations on cybersecurity review, administrative penalties, mandatory
rectifications or other sanctions imposed, or any litigation or proceedings pending or
threatened against the Group.

Based on the view of Tian Yuan Law Firm, the independent due diligence work conducted as
described above and the information currently available to the Joint Sponsors, nothing has come to the
attention of the Joint Sponsors as of the date of this prospectus that would cause them to disagree with the
Company’s views that these Relevant Regulations would not have a material adverse impact on the Group’s
business operations, the Company's proposed listing in Hong Kong or its potential overseas expansion

thereafter.

Privacy Protection

The Civil Code of the PRC ({H #E A R AN E )% 818)) was issued on 28 May 2020 and took effect
on 1 January 2021, which provides that personal information of natural persons is protected by law. Any
organisation or individual who needs to obtain the personal information of others, shall obtain and ensure
information security in accordance with the law, shall not illegally collect, use, process, transmit personal
information of others, shall not illegally trade, provide or disclose the personal information of others.
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Pursuant to the Several Provisions on Regulating the Market Order of Internet Information Services
(R 88 B Bt 485 BRI T 5 Bk P 4 TH1E)) promulgated by the Ministry of Industry and Information
Technology (the “MIIT”) on 29 December 2011, effective as of 15 March 2012, without the consent of the
user, the internet information service providers shall not collect information related to the user, alone or in
combination with other information to identify the user, shall not provide personal information of the user
to others, except as otherwise provided by laws and administrative regulations. Meanwhile, the internet
information service providers should properly store user personal information; where users’ personal
information is leaked or may be leaked, remedial measures shall be adopted immediately; where the
personal information leakage causes or may cause serious consequences, the internet information service
providers shall immediately report to the telecommunications management authorities which issue the
internet information service permit or filing, and investigation and handling shall be conducted in
cooperation with the relevant department.

Pursuant to the ninth Amendment to the Criminal Law of the PRC (13 A R 3L A1 B R 48 1E 2
(JL))) issued by the SCNPC on 29 August 2015 and became effective on 1 November 2015, any internet
service provider that fails to fulfil the obligations related to the internet information security administration
as required by the applicable laws and refuses to rectify upon orders, shall be subject to criminal penalty.
Pursuant to the Notice of the Supreme People’s Court, the Supreme People’s Procuratorate and the Ministry
of Public Security on Legally Punishing Criminal Activities Infringing upon the Personal Information
of Citizens ((Hfmi NRIERE ~ e NRAREERE ~ 2% A8 B AR ROl 1R 3 2 BB S B0 3R 16 By i 78
1)), issued on 23 April 2013, Article 253 of the Criminal Law of the PRC ({+H #¢ A\ R AL F1E 7% )), and
the Interpretation of the Supreme People’s Court and the Supreme People’s Procuratorate on Several Issues
regarding Legal Application in Criminal Cases Infringing upon the Personal Information of Citizens ({ix
R N BIERE s N BOAREE  B  H BEAR AT 2 R AR\ AR TR = S 8 VA A T P LR 88 )), which
was issued on 8 May 2017 and took effect on 1 June 2017, the following activities may constitute the crime
of infringing upon a citizen’s personal information: (i) providing a citizen’s personal information to
specified persons or releasing a citizen’s personal information online or through other methods in violation
of relevant national provisions; (ii) providing legitimately collected information relating to a citizen to
others without such citizen’s consent, unless the information is processed, not identifiable to a specific
person and not recoverable; (iii) collecting a citizen’s personal information in violation of applicable rules
and regulations when performing a duty or providing services; or (iv) collecting a citizen’s personal
information by purchasing, accepting or exchanging such information in violation of applicable rules and
regulations.

On 27 July 2021, the Supreme People’s Court of the PRC issued the Provisions on Several Issues
concerning the Application of Law in the Trial of Civil Cases Involving the Use of Face Recognition
Technologies to Process Personal Information (B A 7% BRI Jei sk 1l 5 007 2 2ER 18] A A5 S B B = 84
AL T REM R E)) (the “Face Recognition Provisions”). The Face Recognition Provisions
apply to civil disputes arising from the use of face recognition technology to deal with facial information
between equal civil subjects. The Face Recognition Provisions clarify the nature and responsibilities of the
abuse of utilising face recognition technologies to process facial information. To process the facial
information of a natural person, the separate consent of such natural person or his/her guardian must be
obtained. Any violation of individual consent, or forcing or de facto forcing of a natural person to consent
to the processing of facial information constitutes an infringement of the personal rights and interests of
natural persons. The Face Recognition Provisions further stipulate that if the information processor enters
into a contract with a natural person using boilerplate terms that would require such natural person to grant
the processer an indefinite right to process his/her human facial information, or that such terms are
irrevocable or would permit the information processor to assign the right to process such facial
information, and if the natural person claims to confirm that the boilerplate terms are invalid, the people’s
court shall support such claim pursuant to the law.
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Pursuant to the PRC Personal Information Protection Law (™73 A B 3L A1 B {8 A5 B AR H#75)) (the
“PIPL”) promulgated by the SCNPC on 20 August 2021, effective as of 1 November 2021, personal
information is all kinds of information related to identified or identifiable natural persons recorded by
electronic or other means, excluding information after anonymisation processing. The handling of personal
information includes the collection, storage, use, processing, transmission, provision, disclosure, and
deletion of personal information. The activities of handling personal information of natural persons in the
PRC shall be governed by the PIPL. Furthermore, a processor of personal information may process
personal information only under any of the following circumstances: (a) where the consent of the
individual concerned is obtained; (b) where it is necessary for the conclusion or performance of a contract
to which the individual is a party, or for the implementation of human resources management in accordance
with the labour rules and regulations established by law and the collective contract signed in accordance
with the law; (c¢) where it is necessary for the performance of legal duties or legal obligations; (d) where it
is necessary for the response to public health emergencies, or for the protection of the life, health and
property of natural persons in an emergency; (¢) where such acts as news reporting, public opinion
monitoring and others are implemented for the public interest, and the processing of personal information
is within a reasonable range; (f) where the personal information disclosed by the individual concerned or
other personal information that has been legally disclosed is processed within a reasonable scope in
accordance with the provisions of PIPL; and (g) other circumstances specified in laws and administrative
regulations. The processing of personal information shall obtain the consent of the individual concerned in
accordance with other relevant provisions of the PIPL, however, the consent of the individual concerned is
not required under the circumstances set forth in items (b) to (g) of the preceding paragraph.

The laws and regulations of cybersecurity and data protection are relatively new and evolving and
their interpretation and enforcement involve significant uncertainty. Tian Yuan Law Firm is of the view that
there is no material impediment for us to comply with relevant laws and regulations in all material respect.

LAWS AND REGULATIONS RELATING TO INTELLECTUAL PROPERTY RIGHTS
Trademarks

Pursuant to the Trademark Law of the PRC ("% A\ R I [ F 1% )) promulgated by the SCNPC
on 23 August 1982 and latest amended on 23 April 2019 and became effective from 1 November 2019 and
the Implementation Rules of the PRC Trademark Law (3 A R A0 5 o3 42205 B4 491)) promulgated
by the State Council on 3 August 2002 and latest amended on 29 April 2014 and subsequently enforced on
1 May 2014, the period of validity for a registered trademark is ten years, commencing from the date of
registration. The trademark registrant shall complete the renewal formalities twelve months prior to the
expiry date if continued using is intended. Where the registrant fails to do so, a grace period of six months
may be granted. The validity period for each renewal of registration is ten years commencing from the day
immediately after the expiry of the preceding period of validity for the trademark. In the absence of a
renewal upon expiry, the registered trademark shall be cancelled. Industrial and commercial administrative
authorities have the right to investigate any behaviour in infringement of the exclusive right under a
registered trademark pursuant to the law. In case of a suspected criminal offences, the case shall be
promptly referred to a judicial authority for handling according to the law.
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Patents

According to the Patent Law of the PRC (1% A [ A1 [ #L R 7% )) promulgated by the SCNPC on
12 March 1984, and most recently amended on 17 October 2020 and became effective on 1 June 2021, the
patents are divided into three types. According to the Patent Law of the PRC and the Interim Measures on
the Handling of Examination Operations in relation to the Implementation of the Amended Patent Law (B
A HEAT A6 AR SR i M B B A SE 5 IR ST 4T 1)) issued by the China National Intellectual Property
Administration on 24 May 2021, invention patents are valid for twenty years, utility model patents are
valid for 10 years and design patents filed no later than 31 May 2021 are valid for 10 years while design
patents filed on or after 1 June 2021 are valid for 15 years, from the date of application.

On 15 June 2001, the State Council promulgated the Implementation Rules for the Patent Law of the
PRC ({3 A AN B AL B 40 HI D), which was amended on 9 January 2010 and became effective
on | February 2010. According to the Patent Law of the PRC and its implementing regulations, the patent
administrative department under the State Council is primarily responsible for administering patents in the
PRC. The patent administration departments of provincial or autonomous regions or municipal
governments are responsible for administering patents within their respective jurisdictions. The Chinese
patent system adopts a “first come, first file” principle, which means that where more than one person files
a patent application for the same invention, a patent will be granted to the person who files the application
first. To be patentable, invention or utility models must meet three criteria: novelty, inventiveness and
practicability. A third-party player must obtain consent or a proper licence from the patent owner to use the
patent. Otherwise, the use constitutes an infringement of the patent rights.

Copyright

The Copyright Law of the PRC (¥ A [ IL AN B 2 VE#E %)), which was issued by the SCNPC on 7
September 1990, came into effect on 1 June 1991 and latest amended on 11 November 2020 and became
effective from the 1 June 2021, provides that the copyright includes but not limited to computer software,
authors and other copyright owners may complete work registration formalities with the registration
agency recognised by the competent copyright authority of the State. According to the Regulation on
Computer Software Protection ({5 ##{4 (R M 1)), which took effect on 1 October 1991 and latest
amended on 30 January 2013 and subsequently enforced on 1 March 2013, the software copyright shall
exist from the date on which its development has been completed, and software copyright owner may
register with the software registration institution recognised by the copyright administration department of
the State Council. On 20 February 2002, the National Copyright Administration of the PRC issued the
Measures on Computer Software Copyright Registration (i3 #H{4 2 VERESFCHFIZ)), which outlines
the operational procedures for registration of software copyright, as well as registration of the licence for
the software copyright and software copyright transfer contracts. The National Copyright Administration of
the PRC is mainly responsible for the registration and management of national software copyright and
recognises the China Copyright Protection Centre as the software registration organisation.

Domain names

On January 1,2018, the Circular of the Ministry of Industry and Information Technology on
Regulating the Use of Domain Names in Providing Internet-based Information Services (¢ L& Fi{5 B L&
B8 7 1 A6 I A 45 R RS o I 38042 R4 1)) issued by the MIIT became effective, which stipulated that
an internet access service provider shall, pursuant to requirements stated in the Anti-Terrorism Law of the
PRC (Hpafe A RN E fz 244 2635 )) and the Cybersecurity Law of the PRC (€ 3 A R L i1 B 4 4% %
41%)), verify the identities of internet-based information service providers, and the internet access service
providers shall not provide access services for those who fail to provide their real identity information.
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Domain names are regulated under the Administrative Measures on the Internet Domain Names ({ .
Wi 4 35 44 5 FHEIL D)) issued by the MIIT on 24 August 2017 and effective from 1 November 2017. The
MIIT is the main regulatory authority responsible for the administration of PRC internet domain names.
Domain name registrations are handled through domain name service agencies established under the
relevant regulations, and the applicants become domain name holders upon successful registration.

LAWS AND REGULATIONS RELATING TO EMPLOYMENT, SOCIAL SECURITY AND
HOUSING PROVIDENT FUNDS

Labour Law, Labour Contract Law, and its Implementation Regulations

The major PRC laws and regulations that govern employment relationship are the PRC Labour Law
(CHP#E N R ILFNE 45 874 )) promulgated by the SCNPC on 5 July 1994 and latest amended on 29
December 2018 and became effective on the same day, the PRC Labour Contract Law (% A &3 A1 5]
W) & R4 )) promulgated by the SCNPC on 29 June 2007, came into effect from 1 January 2008 and
latest amended on 28 December 2012 and became effective on 1 July 2013, and the Implementation Rules
of the PRC Labour Contract Law ({13 A RILFIE 45 8) & [F1VE H a6 #1)) promulgated by the State
Council on 18 September 2008 and came into effect on the same day. Pursuant to the aforementioned laws
and regulations, employers shall execute written labour contracts with full-time employees. Employers
shall establish a comprehensive management system to protect the rights of their employees, including a
system governing occupational health and safety to provide employees with occupational training to
prevent occupational injury. The employers shall establish a system for labour safety and sanitation, strictly
abide by corresponding rules and standards, provide education regarding labour safety and sanitation to its
employees, provide employees with labour safety and sanitation conditions and necessary protection
materials in compliance with corresponding rules, and carry out regular health examinations for employees
engaged in work involving occupational hazards. In addition, employers are required to truthfully inform
prospective employees of the job description, working conditions, working location, occupational hazards,
and status of safe production as well as remuneration and other conditions. Violations of the PRC Labour
Contract Law, the PRC Labour Law and the Implementation Rules of the PRC Labour Contract Law may
result in the imposition of fines and other administrative and criminal liability in the case of serious
violations.

Regulations on Social Insurance and Housing Provident Funds

According to the PRC Social Insurance Law (€H 3 A RAEF1E 4+ €& fR [ )) promulgated on 28
October 2010 by the SCNPC, came into effect on 1 July 2011 and newly revised on 29 December 2018, the
Interim Regulations on the Collection and Payment of Social Security Funds ({1 & B 2 BUs e 1715
f51)) promulgated by the State Council on 22 January 1999, came into effect on the same day and latest
amended on 24 March 2019, the employer shall register with the social insurance authorities and contribute
to social insurance plans covering basic pensions insurance, basic medical insurance, maternity insurance,
work injury insurance and unemployment insurance. If the employer fails to file the registration for social
insurance, the administrative department of social insurance shall order rectification within a certain period
of time; if it fails to do so, the employer shall be fined more than twice or three times the amount of social
insurance payable, and its directly responsible supervisors and other directly responsible persons shall be
fined more than five hundred yuan and less than three thousand yuan. If the employer does not pay the full
amount of the social insurance as scheduled, the social insurance collection institution shall order the
employer to make or supplement contributions within a stipulated period, and shall be subject to a late
payment fine computed from the due date at the rate of 0.05% per day; and where payment is not made
within the stipulated period, the relevant administrative authorities shall impose a fine ranging from one to
three times the amount of the amount in arrears.
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On 3 April 1999, the State Council promulgated the Regulations on the Administration of Housing
Provident Funds ({5 /A% 4 & 45 91)), latest amended on 24 March 2019 and came into effect on the
same day, the employer shall apply to the housing provident fund management centre for registration of
housing provident fund contributions, and for the enterprises of workers for the establishment of housing
provident fund account procedures. Employers should be on time, full payment of housing provident funds,
not late or underpayment. If the employer fails to register the housing provident fund deposit or does not go
through the formalities for the establishment of the housing provident fund account for the employees, the
housing provident fund management centre shall order the employer to handle it within a time limit. If the
employer fails to do so within the time limit, it shall be subject to a penalty of more than 10,000 yuan and
less than 50,000 yuan fine. Moreover, if the employer fails to pay or underpays the housing provident fund
within the time limit, the housing provident fund management centre shall order the employer to make the
payment within a time limit. If the employer fails to pay the housing fund within the time limit, the
employee can apply to the court for compulsory execution.

LAWS AND REGULATIONS RELATING TO ANTI-UNFAIR COMPETITION

On 2 September 1993, the SCNPC promulgated the Anti-Unfair Competition Law of the PRC (' #E
N BRALFIE] [ A IEE $3+1%)) (the “Anti-unfair Competition Law”), which became effective as of 1
December 1993 and last amended on 23 April 2019. According to the Anti-unfair Competition Law, unfair
competition refers to that the operator disrupts the market competition order and damages the legitimate
rights and interests of other operators or consumers in violation of the provisions of the Anti-unfair
Competition Law in the production and operating activities. Operators shall abide by the principle of
voluntariness, equality, impartiality, integrity and adhere to laws and business ethics during market
transactions. Operators in violation of the Anti-unfair Competition Law shall bear corresponding civil,
administrative or criminal liabilities depending on the specific circumstances. Furthermore, the Supreme
People’s Court promulgated the Interpretation of the Supreme People’s Court on Several Issues Concerning
the Application of the Anti-unfair Competition Law of the PRC ({5 A B i e B i 8 i (o 3 N R 3L A
B S A IE 50 ) 4 i R R iR %)), which further clarify the conduct of anti-unfair competition and
the application of Anti-unfair Competition Law.

On 17 August 2021, the SAMR issued the Provisions on the Prohibition of Unfair Competition on the
Internet (Draft for Public Comments) ({2 11 48 4& A 1E & %t F17 & B E (A BIECR 2 RRE) ), under which
business operators should not use data or algorithms to hijack traffic or influence users’ choices, or use
technical means to illegally capture or use other business operators’ data. Furthermore, business operators
are not allowed to (i) fabricate or spread misleading information to damage the reputation of competitors,
or (ii) employ marketing practices such as fake reviews or use coupons or “red envelopes” to entice
positive ratings. As of the Latest Practicable Date, the Provisions on the Prohibition of Unfair Competition
on the Internet (Draft for Public Comments) has not been formally adopted.

LAWS AND REGULATIONS RELATING TO TAXATION
Regulations on Enterprise Income Tax

Pursuant to the PRC Enterprise Income Tax Law (1% A [0 [2 4 3£ fr 58115 )) promulgated by
the NPC on 16 March 2007, effective as of 1 January 2008 and latest amended by the SCNPC on 29
December 2018, the income tax rate for both domestic and foreign-invested enterprises is 25% with certain
exceptions. To clarify certain provisions in the PRC Enterprise Income Tax Law, the State Council
promulgated the Implementation Rules of the PRC Enterprise Income Tax Law (2 A R 44 5] 1> 2 fir
S BLEEHMA1)) on 6 December 2007, it was later amended and the amendment became effective on 23
April 2019. Under the PRC Enterprise Income Tax Law and the Implementation Rules of the PRC
Enterprise Income Tax Law, enterprises are classified as either “resident enterprises” or “non-resident
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enterprises.” Aside from enterprises established within the PRC, enterprises established outside of China
whose “de facto management bodies” are located in China are considered “resident enterprises” and are
subject to the uniform 25% enterprise income tax rate for their global income. In addition, the PRC
Enterprise Income Tax Law provides that a non-resident enterprise refers to an entity established under
foreign law whose “de facto management bodies” are not within the PRC, but has an establishment or place
of business in the PRC, or does not have an establishment or place of business in the PRC but has income
sourced within the PRC. A non-resident enterprise without a permanent establishment in the PRC or a
non-resident enterprise which has set up a permanent establishment in the PRC whose earning income is
not connected with the above mentioned permanent establishment will only be subject to tax on its
PRC-sourced income.

The Implementation Rules of the PRC Enterprise Income Tax Law provides that since 1 January
2008, an income tax rate of 10% shall normally be applicable to dividends declared to non-PRC resident
enterprise investors that do not have an establishment or place of business in the PRC, or that have such
establishment or place of business but the relevant income is not effectively connected with the
establishment or place of business, to the extent such dividends are derived from sources within the PRC.
The income tax on the dividends may be reduced pursuant to a tax treaty between China and the
jurisdictions in which the non-PRC shareholders reside.

On 22 April 2009, the Notice Regarding the Determination of Chinese-Controlled Offshore
Incorporated Enterprises as PRC Tax Resident Enterprises on the Basis of De Facto Management Bodies
(CBRA S A0 R M o S e e A S AR DR D R B A A YE B0 0y o R A B P38 1)) promulgated
by the STA and last amended on 29 December 2017 sets out the standards and procedures for
determining whether the “de facto management body” of an enterprise registered outside the PRC and
controlled by PRC enterprises or PRC enterprise group located within the PRC.

Regulations on Dividend Tax

According to the PRC Enterprise Income Tax Law, the income from equity investment between
qualified PRC resident enterprises such as dividends and bonuses, which refers to investment income
derived by a resident enterprise from direct investment in another resident enterprise, is tax-exempt.

Moreover, pursuant to the Notice of the State Administration of Taxation on Delivering the Table of
Negotiated Dividends and Interest Rates to Lower Levels (CBFY T #8 1  B S 8RGO — B R M)
issued by the STA on 29 January 2008, latest revised on 29 February 2008, and the Arrangement Between
the Mainland of China and the Hong Kong Special Administrative Region for the Avoidance of Double
Taxation and Prevention of Fiscal Evasion with Respect to Taxes on Income (< [AJHh 1 5 i 4 7l 47 K i 4]
i 36 T A5 2 o B i OB AN 7 1 IR BL ) 22 BE)) (the “Double Tax Avoidance Arrangement”) issued by
the STA and the government of the Hong Kong Special Administrative Region on 21 August 2006, the
withholding tax rate in respect of the payment of dividends by a PRC enterprise to a Hong Kong enterprise
may be reduced to 5% from a standard rate of 10% if the Hong Kong enterprise directly holds at least 25%
of the PRC enterprise and certain other conditions are met, including: (i) the Hong Kong enterprise must
directly own the required percentage of equity interests and voting rights in the PRC resident enterprise;
and (ii) the Hong Kong enterprise must have directly owned such required percentage in the PRC resident
enterprise throughout the 12 months prior to receiving the dividends. However, based on the Circular on
Certain Issues with Respect to the Enforcement of Dividend Provisions in Tax Treaties (<[ i 3017 B U s
7B BB KA B TR BB #E 1)) issued on 20 February 2009 by the STA and became effective on the same
day, all of the following requirements should be satisfied where a tax resident of the counterparty to the tax
treaty needs to be entitled to such tax treatment specified: (i) such tax resident who obtains dividends
should be a company as provided in the tax treaty; (ii) the all equity interests and voting shares of the
Chinese resident company directly owned by such a tax resident reach a specified percentage; and (iii) the
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capital ratio of the Chinese resident company directly owned by such a tax resident reaches the percentage
specified in the tax treaty at any time within 12 months prior to acquiring the dividends; and based on the
Announcement on Certain Issues Concerning the Beneficial Owners in a Tax Agreement (B i Bi Ui i &
Hpeesz i A N A B R 245 )) issued by the STA on 3 February 2018 and effective as of 1 April
2018, if an applicant’s business activities do not constitute substantive business activities, it could result in
the negative determination of the applicant’s status as a “beneficial owner”, and consequently, the applicant
could be precluded from enjoying the above-mentioned reduced income tax rate of 5% under the Double
Tax Avoidance Arrangement.

Pursuant to Notice on the Applicable Scope of the Policy of Temporary Exemption of Withholding
Taxes on the Direct Investment Made by Overseas Investors with Distributed Profits (B it & K55 /M % &
& DA e R 5 N A T R U A5 1B SR 8 [ (1998 A1), promulgated by the STA and took
effect on 1 January 2018, where the profits distributed by a resident enterprise within the territory of China
to an overseas investor are directly invested in an investment project which does not fall under the
prohibited category and meets the specified conditions, the project shall be governed by the deferred tax
payment policy and be temporarily exempt from withholding income tax.

Regulations on Value-Added Tax

Pursuant to the Provisional Regulations of the PRC on Value-added Tax (€ #E A [ A0 B 384 {8 A 7
171 %1)), promulgated by the State Council on 13 December 1993 and newly amended on 19 November
2017, and the Detailed Rules for the Implementation of the Provisional Regulations of the PRC on
Value-added Tax (€H 2 A A B85 (BB 1T R G BT a4 FIJ)), promulgated by the MOF and the STA
on 25 December 1993 and latest amended on 28 October 2011 and came into effect on 1 November 2011
(collectively, the “VAT Law”), all enterprises and individuals engaged in the sale of goods, the provision
of processing, repairing and replacement of services, and the importation of goods within the territory of
the PRC must pay value-added tax (the “VAT”). On 19 November 2017, the State Council promulgated the
Decisions on Abolition of the Provisional Regulations of the PRC on Business Tax and Revision of the
Provisional Regulations of the PRC on Value-added Tax (B 58 1E (rpr 3 A R LA B 2 2ERLE 1710 1))
FE ek (e AR LR B 8 (B BB AT 1) B P 22 )) (the “Order 6917). According to the VAT Law and
Order 691, all enterprises and individuals engaged in the sale of goods, the provision of processing,
repairing and replacement of services, sales of services, intangible assets, real property, and the importation
of goods within the territory of the PRC are taxpayers of VAT and shall pay the VAT in accordance with the
law and regulation. The VAT tax rates generally applicable are simplified as 17%, 11%, 6% and 0%, and
the VAT tax rate applicable to the small-scale taxpayers is 3%. The Notice of the Ministry of Finance and
the State Administration of Taxation on Adjusting Value-added Tax Rates (CHABLH - B 2B 15 4 )= B
(BB R WA AT)), was promulgated on 4 April 2018 and came into effect on 1 May 2018. The
VAT tax rates of 17% and 11% are changed to 16% and 10%, respectively. On 20 March 2019, the MOF,
STA and General Administration of Customs jointly promulgated the Announcement on Policies for
Deeping the VAT Reform (CBH A AL BE(ELBL ok 55 A B BUR 1922 45 )), or Notice 39, which came into effect
on 1 April 2019. Pursuant to Notice 39, the tax rate of 16% applicable to the VAT taxable sale or import of
goods shall be adjusted to 13%, and the tax rate of 10% applicable thereto shall be adjusted to 9%.

Regulations on Urban Maintenance and Construction Tax as well as Education Surcharges

On 11 August 2020, the SCNPC promulgated the Urban Maintenance and Construction Tax Law of
the PRC (€ Hr 32 A [ LA 3 % i 4 7 42 5% 7% )), which became effective on 1 September 2021. Pursuant
to the Urban Maintenance and Construction Tax Law of the PRC, the urban maintenance and construction
tax is based on the actual amount of VAT and consumption tax paid by the taxpayer according to the law
and the tax basis of which shall be based on the deduction of the VAT refunded by the tax credit refund at
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the end of the period. Furthermore, the urban maintenance and construction tax rate is: (a) seven percent if
the taxpayer is located in the urban area; (b) five percent if the taxpayer is located in the county or town; (c)
one percent if the taxpayer is not located in the urban area, county or town.

In accordance with the Interim Provisions on the Collection of Educational Surcharges ((FUX %k & %
BRI BT 1785 )) promulgated by the State Council on 28 April 1986 and last amended on 8 January
2011 and became effective from the same day, the educational surcharges are based on the actual amount of
VAT, business tax and consumption tax paid by each entities and individuals, and the rate of educational
surcharges is 3%, which is paid at the same time with VAT, business tax and consumption tax respectively.

LAWS AND REGULATIONS RELATING TO DIVIDEND DISTRIBUTIONS

The principal laws and regulations regulating the dividend distribution of dividends by foreign
invested enterprises in China include the Company Law last amended in 2018 and the Foreign Investment
Law. Under the current regulatory regime in the PRC, foreign-invested enterprises in the PRC may pay
dividends only out of their accumulated profit, if any, determined in accordance with PRC accounting
standards and regulations. A PRC company, including foreign-invested enterprise, is required to set aside
as general reserves (75 E/ATE4) at least 10% of its after-tax profit, until the cumulative amount of such
reserves reaches 50% of its registered capital unless the provisions of laws regarding foreign investment
otherwise provided, and shall not distribute any profits until any losses from prior fiscal years have been
offset. Profits retained from prior fiscal years may be distributed together with distributable profits from
the current fiscal year.

LAWS AND REGULATIONS RELATING TO FOREIGN EXCHANGE

The PRC Foreign Exchange Administration Regulations ({H % A RN 40 REE HLHA1)) (the
“Foreign Exchange Regulations”) promulgated by the State Council on 29 January 1996, which was latest
amended on 5 August 2008, are the principal regulations governing foreign currency exchange in China.
Under the foreign exchange regulations, domestic institutions, domestic personal foreign exchange
earnings can be transferred back to the territory or deposited abroad; the foreign exchange administration
department under the State Council in accordance with the balance of payments and foreign exchange
management needs to make the conditions and period of transfer back to the territory or deposited abroad.

On 30 March 2015, the SAFE promulgated the Notice on the Reform of the Management Method for
the Settlement of Foreign Exchange Capital of Foreign-invested Enterprises ([ %4 45 FiL 5y B i ole
AP A% A ZE AT B A A 45 FEAE B XA D) (the “SAFE Circular 197), which came into effect on 1
June 2015 and replaced the Notice of the General Affairs Department of the SAFE on the Relevant
Operating Issues concerning the Improvement of the Administration of Payment and Settlement of Foreign
Currency Capital of Foreign-invested Enterprises (€4 MR 45 A 7 B 76 & S0 i % & £ 50
AL SO 4 A PG B SRS A B (48 A1) promulgated by the SAFE on 29 August 2008. Under
SAFE Circular 19, a foreign-invested enterprise may, according to its actual business needs, settle with a
bank the portion of the foreign exchange capital in its capital account, i.e., a bank account opened by a
foreign-invested enterprise where the foreign sharecholder(s) are required to remit and deposit the amount of
respective capital contributions, for which the relevant foreign exchange bureau has confirmed monetary
contribution rights and interests (or for which the bank has registered the account-crediting of monetary
contribution). Meanwhile, the use of such RMB should still comply with the restrictions set in the SAFE
Circular 19 that it cannot be directly or indirectly used for making payments beyond the business scope of
the enterprise or payments prohibited by national laws and regulations, investing in securities unless
otherwise provided by laws and regulations, granting the entrust loans in RMB (unless permitted by the
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scope of business), repaying the inter-enterprise borrowings (including advances by the third party)
repaying the bank loans in RMB that have been lent to a third party, and paying the expenses related to the
purchase of real estate not for self-use, except for the foreign-invested real estate enterprises.

On 23 October 2019, SAFE promulgated Notice on Further Promoting Cross-border Trade and
Investment Facilitation (Bl 54 HE R BH A — AR EBS 45 & 5 0 G E AL 19 1)) (the “SAFE
Circular 28”), which cancelled restrictions on domestic equity investments made with capital funds by
non-investing foreign-funded enterprises. If a non-investing foreign-funded enterprise makes domestic
equity investment with capital funds obtained from foreign exchange settlement, the investee shall undergo
registration formalities for accepting domestic reinvestment and open the “capital account — account for
settled foreign exchange to be paid” to receive the corresponding funds according to relevant provisions.
Moreover, according to the Circular on Optimising Administration of Foreign Exchange to Support the
Development of Foreign-related Business (€ [B A (8 Ab A1 HEFS H S 47 95 A1 SE 5 55 R (19 48 1)), issued by the
SAFE on 10 April 2020, on the premise of ensuring that the use of funds is truly compliant and in
compliance with the current capital project revenue use management regulations, eligible enterprises are
allowed to capital funds, foreign debt and foreign listings and other capital project income for domestic
payments, without the need to provide proof of authenticity to the bank in advance. The bank should follow
the principle of prudent business to control the relevant business risks, and according to the relevant
requirements of the capital project income payment facilitation business for post-check. The local foreign
exchange bureau should strengthen the monitoring and analysis and post-event supervision.

SAFE Circular 37, SAFE Circular 13 and SAFE Circular 7

On 4 July 2014, SAFE promulgated the Notice of the State Administration of Foreign Exchange on
Issues concerning Foreign Exchange Administration of the Overseas Investment and Financing and the
Round-tripping Investment Made by Domestic Residents through Special-Purpose Companies ({5 % 7} i
LR BV S 0N B AR R R R 2 R A R B R R R SR B AT B R RE A R )) (the “SAFE
Circular 37”), which replaces the Notice of the State Administration of Foreign Exchange on Relevant
Issues concerning Foreign Exchange Administration for Domestic Residents to Engage in Financing and in
Return Investment via Overseas Special Purpose Companies (€Bi A58 A & B 8 55 Rk H 192 7 g
TR G A4S AT B ] A 4 ). The SAFE Circular 37 provides that a “special purpose vehicle”
means an overseas enterprise directly established or indirectly controlled by a domestic resident (including
domestic institutions and domestic individual residents) for the purpose of engaging in investment and
financing with the domestic enterprise assets or interests he legally holds, or with the overseas assets or
interests he legally holds. Domestic residents establishing or taking control of a special purpose vehicle
abroad which makes round-trip investments in PRC are required to file foreign exchange registration with
the local foreign exchange bureau.

On 13 February 2015, SAFE promulgated the Circular of the State Administration of Foreign
Exchange on Further Simplifying and Improving the Policies of Foreign Exchange Administration
Applicable to Direct Investment (€[5 AIMIE4E B 5y BE A i — 45 fi AL A0 plode B 12 4% 4 A1 e /87 2 IO (1) %8
H1)) (the “SAFE Circular 13”), which took effect as of 1 June 2015. Under SAFE Notice 13, applications
for foreign exchange registration of inbound foreign direct investments and outbound direct investments,
including those required under SAFE Circular 37, shall be filed with qualified banks instead of SAFE.
Foreign exchange regulatory authorities will perform indirect regulation over the direct investment-related
foreign exchange registration via the banks. Qualified banks should examine the applications and accept
registrations under the supervision of SAFE.
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On 15 February 2012, the SAFE promulgated the Notice of the State Administration of Foreign
Exchange on Issues concerning the Foreign Exchange Administration of Domestic Individuals’
Participation in Equity Incentive Plans of Overseas Listed Companies ([ 54 3 &) B i 45 (A0
S B AN T B JBRE R ) AN A A B B R %)) (the “SAFE Circular 77). In accordance
with the SAFE Circular 7 and relevant rules and regulations, PRC citizens or non-PRC citizens residing in
China for a continuous period of not less than one year (except for foreign diplomatic personnel in China
and representatives of international organisations in China) who participate in any stock incentive plan of
an overseas publicly listed company shall, through the domestic company to which the said company is
affiliated, collectively entrust a domestic agency (may be the Chinese affiliate of the overseas publicly
listed company which participates in stock incentive plan, or other domestic institutions qualified for asset
trust business lawfully designated by such company) to handle foreign exchange registration, and entrust
an overseas institution to handle issues like exercise of options, purchase and sale of corresponding stocks
or equity and transfer of corresponding funds. In addition, the domestic agency is required to amend the
SAFE registration with respect to the stock incentive plan if there is any material change to the stock
incentive plan.

LAWS AND REGULATIONS RELATING TO M&A AND OVERSEAS LISTINGS

The Provisions on the Merger or Acquisition of Domestic Enterprises by Foreign Investors (B it 4k
B0 1 G D I N 2E R E ) (the “M&A Rules”) was jointly promulgated by six PRC governmental
authorities including the MOFCOM, the STA, the SAFE, the SAIC, the State-owned Assets Supervision
and Administration Commission of the State Council and the CSRC on 8 August 2006, and amended on 22
June 2009. Foreign investors must comply with the M&A Rules when they purchase equity interests of a
domestic company or subscribe the increased capital of a domestic company, and thus changing of the
nature of the domestic company into a foreign-invested enterprise; or when the foreign investors establish a
foreign-invested enterprise in China, purchase the assets of a domestic company and operate the asset; or
when the foreign investors purchase the assets of a domestic company by agreement, establish a
foreign-invested enterprise by injecting such assets, and operate the assets. According to Article 11 of the
M&A Rules, where a domestic enterprise, or a domestic natural person, through an overseas company
established or controlled by it/him/her, acquires a domestic enterprise which is related to or connected with
it/him/her, approval from the MOFCOM is required. The M&A Rules, among other things, further purport
to require that an offshore special purpose vehicle, formed for listing purposes and controlled directly or
indirectly by PRC companies or individuals, shall obtain the approval of the CSRC prior to the listing and
trading of such special purpose vehicle which acquires shares of or equity interests in the PRC companies
in exchange for the shares of offshore companies.

On 17 February 2023, with the approval of the State Council, the CSRC released the Trial
Administrative Measures of Overseas Securities Offering and Listing by Domestic Companies ({3 A 13
BEANEEAT RS SR AN b FEAAT IR )) (the “Trial Measures™) and five supporting guidelines, which came
into effect on 31 March 2023. According to the Trial Measures, (1) domestic companies that seek to offer
or list securities overseas, both directly and indirectly, should fulfil the filing procedure and report relevant
information to the CSRC; if a domestic company fails to complete the filing procedure or conceals any
material fact or falsifies any major content in its filing documents, such domestic company may be subject
to administrative penalties, such as order to rectify, warnings, fines, and its controlling shareholders, actual
controllers, the person directly in charge and other directly liable persons may also be subject to
administrative penalties, such as warnings and fines; (2) if the issuer meets both of the following
conditions, the overseas offering and listing shall be determined as an indirect overseas offering and listing
by a domestic company: (i) any of the total assets, net assets, revenues or profits of the domestic operating
entities of the issuer in the most recent accounting year accounts for more than 50% of the corresponding
figure in the issuer’s audited consolidated financial statements for the same period; (ii) its major
operational activities are carried out in China or its main places of business are located in China, or the
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senior managers in charge of operation and management of the issuer are mostly Chinese citizens or are
domiciled in China; and (3) where a domestic company seeks to indirectly offer and list securities in an
overseas market, the issuer shall designate a major domestic operating entity responsible for all filing
procedures with the CSRC, and where an issuer makes an application for listing in an overseas market, the
issuer shall submit filings with the CSRC within three business days after such application is submitted.

As advised by our PRC Legal Adviser, our proposed offering and listing falls within the scope of
indirect overseas offering and listing of a domestic company because we meet both of the conditions stated
above, and therefore we will be subject to the filing procedures with the CSRC.

On the same day, the CSRC also held a press conference for the release of the Trial Measures and
issued the Notice on Administration for the Filing of Overseas Offering and Listing by Domestic
Companies (BB N A AN AT B i 25 I L PERYHEH)) (the “Notice”). According to the Notice
from the CSRC, domestic companies that have obtained approval from overseas regulatory authorities or
securities exchanges (for example, a contemplated offering and/or listing in Hong Kong has passed the
hearing for the listing application of its shares on the Stock Exchange) for their indirect overseas offering
and listing prior to the effective date of the Trial Measures (i.e. 31 March 2023) but have not yet completed
their indirect overseas issuance and listing, are granted a six-month transition period from 31 March 2023.
Those who complete their overseas offering and listing within such six-month period, before 30 September
2023, are deemed as Existing Issuers and are not required to file with the CSRC for their overseas offering
and listing. Within such six-month transition period, however, if such domestic companies need to reapply
for offering and listing procedures to the overseas regulatory authority or securities exchanges (such as
requiring a new hearing for the listing application of it shares on the Stock Exchange), or if they fail to
complete their indirect overseas issuance and listing, such domestic companies shall complete the filling
procedures with the CSRC. As advised by our PRC Legal Adviser, we are not required to complete the
overseas listing filing provided that (i) we pass the hearing for the listing application in relation to the
Listing on the Stock Exchange prior to 31 March 2023, (ii) we complete our offering and listing on the
Stock Exchange on or prior to 30 September 2023, and (iii) we are not required to go through a new
hearing with the Stock Exchange during the period between 31 March 2023 and 30 September 2023. Based
on the above advice of our PRC Legal Adviser, our Directors are of the view that, and the Joint Sponsors
concur that, we are not required to complete the overseas listing filing provided that the aforementioned
requirements are satisfied.

Our Directors believe that there is no foreseeable material impediment for our Company to complete
such filing procedures, if required, because (i) as advised by our PRC Legal Adviser, we do not fall under
any of the circumstances specified in the Trial Measures under which overseas offering and listing are
prohibited; (ii) in addition, we had not received any inquiry, notice, warning, or order prohibiting us from
getting listed on the Stock Exchange from the CSRC or any other PRC government authorities; and (iii) we
will continue to monitor our compliance with the Trial Measures and we will perform the filing procedures
or information reporting procedures according to the timing requirements applicable to us. As confirmed by
the Company, if the above requirements of the Existing Issuers cannot be met, the Company will schedule
the submission of the filing application in a reasonable manner after submitting the application documents
for issuance and listing, and undertake not to implement the issuance before completion of filing
procedures with the CSRC.
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On 24 February 2023, the CSRC and other relevant government authorities promulgated the
Provisions on Strengthening the Confidentiality and Archives Administration of Overseas Securities
Issuance and Listing by Domestic Enterprises (<7 I 56 45 1A £ 2E 55 S84 776 25 A0 i1 AH BH OR 25 R 22
B TAERHIAED) (the “Provision on Confidentiality”), which became effective on 31 March 2023.
Pursuant to the Provision on Confidentiality, where a domestic enterprise provides or publicly discloses to
the relevant securities companies, securities service institutions, overseas regulatory authorities and other
entities and individuals, or provides or publicly discloses through its overseas listing subjects, documents
and materials involving state secrets and working secrets of state organs, it shall report the same to the
competent department with the examination and approval authority for approval in accordance with the
law, and submit the same to the secrecy administration department of the same level for filing. Domestic
enterprises providing accounting archives or copies thereof to entities and individuals concerned such as
securities companies, securities service institutions and overseas regulatory authorities shall perform the
corresponding procedures pursuant to the relevant provisions of the State. The working papers formed
within the territory of the PRC by the securities companies and securities service institutions that provide
corresponding services for the overseas issuance and listing of domestic enterprises shall be kept within the
territory of the PRC, and those that need to leave the PRC shall go through the examination and approval
formalities in accordance with the relevant provisions of the State.
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OVERVIEW

Our Group can be traced back to the establishment of one of our principal subsidiaries Plus Shanghai
in August 2004 by Mr. Xu Jiwu (R4 ) (“Mr. Xu”), currently a director of Plus Shanghai, and a director
and legal representative of Shanghai Harvest, and Ms. Wu Yungqiu (£ #k) (“Ms. Wu”), an Independent
Third Party, using their personal funds. Plus Shanghai is primarily engaged in providing sales and
marketing services since its establishment. In September 2008, Ms. Wu transferred the entirety of her 70%
equity interests in Plus Shanghai to Mr. Sun, who got acquainted with Mr. Xu through work and decided to
invest in Plus Shanghai due to the business prospects and growth potential of the industry. Upon
completion of such equity transfer, Plus Shanghai was held as to 70% and 30% by Mr. Sun and Mr. Xu,
respectively. For details on the relevant industry experience of Mr. Sun, see “Directors and Senior
Management”.

We are an established sales and marketing service provider, primarily focusing on providing on-site
sales and marketing solutions to market-leading FMCG (i.e. fast-moving consumer goods) brand owners
and distributors at offline retail store, such as supermarkets, department stores, outdoor promotional
campaigns, etc. During the Track Record Period, we offer sales and marketing services supported by FMES
platform to customers, which primarily included brand owners and distributors. We started as a traditional
sales and marketing service provider in 2004 and started to digitalise our business process in 2012. Since
then, we have gradually transformed ourselves into a sales and marketing service provider that is supported
by our FMES platform, which contains digitalised tools with different functionalities and data assets
accumulated from our provision of services over the years. With a view to generating recurring revenue
from a wider range of customers, we launched our tasks and marketers matching service and SaaS+
subscription in 2019 and 2020, respectively. For further details, see section headed “Business”.

Our Company was incorporated as an exempted company with limited liability in the Cayman Islands
on 30 September 2021. Upon completion of the Reorganisation, our Company became the holding
company of our subsidiaries. See “— Reorganisation” for more details.

OUR BUSINESS MILESTONES

The following sets out our major business development milestones of our Group:

Year Milestone

2004 Plus Shanghai was established and we commenced traditional sales and marketing
service

2008 Mr. Sun joined our Group as a director and controlling shareholder of Plus
Shanghai

2013 We launched Remotes, a sales and marketing project management tool and MiJob

Square, a public connector of marketers
2017 We launched BrandKEY, an integrated offline commerce management platform
2019 We launched our tasks and marketers matching service, Touchkit, an integrated
tasks management platform and eHR, a digital employment contract and human
resources management tool

2020 We launched SaaS+ subscription and SMV, an on-site visit task tool

2021 We launched digitalised tools, such as Channel Station, an integrated digitalised
storefront and Site DNA, an offline retail stores analytics tool
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OUR PRINCIPAL OPERATING SUBSIDIARIES
We conduct our business principally through the following subsidiaries which made a material
contribution to our results of operations during the Track Record Period. Corporate information of these

principal subsidiaries as of the Latest Practicable Date is shown below:

Date and place of

Name Principal business activities establishment
p
Plus Shanghai" providing sales and marketing services 6 August 2004, PRC
Winning Marketing providing sales and marketing services 25 June 2004, PRC
Solution"”

Mecool Marketing!" providing sales and marketing services 18 July 2012, PRC
Shanghai Harvest" providing sales and marketing services 10 June 2009, PRC
Shanghai Chengzhi'"”  providing sales and marketing services 6 August 2020, PRC
Retail Winner system development 1 April 2017, PRC

Note:

(1) Each of the principal operating subsidiaries is indirectly wholly-owned by the Company as of the Latest Practicable
Date.

For details of the corporate history and major shareholding changes of our principal operating
subsidiaries, see subsection headed “— Corporate History Prior to the Reorganisation” below.

CORPORATE HISTORY PRIOR TO THE REORGANISATION
Plus Shanghai
1.  Establishment and early development of Plus Shanghai

Plus Shanghai was established on 6 August 2004 in the PRC under the name of Shanghai Mecool
Marketing Co., Ltd.* (¥ B i 5578 85 I 75 A FRA 7). The initial registered capital of Plus Shanghai
was RMBO.5 million. At the time of its establishment, Plus Shanghai was owned as to 70% and 30% by
Ms. Wu and Mr. Xu, respectively. Mr. Xu is currently a director of Plus Shanghai and executive director
and legal representative of Shanghai Harvest.

On 22 September 2008, Ms. Wu, who decided to cease the investment and management in Plus
Shanghai due to her health condition, entered into an equity transfer agreement with Mr. Sun, pursuant to
which Ms. Wu agreed to transfer the entirety of her 70% equity interests in Plus Shanghai to Mr. Sun at a
consideration of RMBO0.4 million. The consideration was determined after arm’s length negotiation with
reference to the then registered capital of Plus Shanghai and was fully settled by Mr. Sun by cash on even
date. Upon completion of the share transfer, Plus Shanghai was owned as to 70% and 30% by Mr. Sun and
Mr. Xu, respectively.
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Between 2004 and 2012, Mr. Sun and Mr. Xu established (either by themselves or through entrusted
shareholding) Winning Marketing Solution, Shanghai Harvest and Mecool Marketing, principally engaging
in sales and marketing and Shanghai Lishou Props Production Co., Ltd.* (I B FJ@/miE R REFRA
A]) (“Shanghai Lishou”), principally engaging in advertising design and production business. In 2014, the
then shareholders of Winning Marketing Solution, Shanghai Harvest, Shanghai Lishou and Mecool
Marketing decided to integrate businesses of these companies and allow certain management and
employees of these companies to subscribe for equity interests in Plus Shanghai as incentives. Therefore,
they carried out a series of capital increase, equity transfer and share swap transactions. As a result, the
registered capital of Plus Shanghai was increased to RMB25 million on 8 December 2014, of which Mr.
Sun, Mr. Xu, Mr. Xia and Ningbo Kuwei, being a limited liability partnership established under the laws of
the PRC on 22 October 2014 as the employees’ shareholding platform of Plus Shanghai, having Shanghai
Guangku Business Consulting Centre* (- if J& i B 75 5 7 11 .L>) as its general partner and Mr. Yang, our
executive Director and other seven then employees of our Group as limited partners, subscribed for
RMBI11.3 million, RMB4.8 million, RMBO0.5 million and RMB3.4 million (representing 45.15%, 19.35%,
2% and 13.5% of the enlarged registered capital of Plus Shanghai), respectively, by transferring their
respective equity interests in Winning Marketing Solution, Mecool Marketing, Shanghai Harvest and

113

Shanghai Lishou to Plus Shanghai. For details of the corporate history of these companies, see “—
Corporate History Prior to the Reorganisation — Winning Marketing Solution”, “— Corporate History
Prior to the Reorganisation — Shanghai Harvest”, and “— Corporate History Prior to the Reorganisation

— Mecool Marketing”.

Upon completion of such transactions on 8 December 2014, Plus Shanghai was held as to 59.15%,
25.35%, 2% and 13.5% by Mr. Sun, Mr. Xu, Mr. Xia and Ningbo Kuwei, respectively, and Winning
Marketing Solution, Mecool Marketing, Shanghai Harvest and Shanghai Lishou became wholly-owned
subsidiaries of Plus Shanghai. Corporate structure upon completion of such transactions was set forth as
follows:

Mr. Sun® Mr. Xu Mr. Xia® Ningbo Kuwei®
59.15% 25.35% 2% 13.5%
A A 4 A 4 A 4
Plus Shanghai®
100% 100% 100% 100%
v v v v
Winning . .
Marketing Mecool Shanghai Shanghai
L Marketing® Harvest® Lishou®
Solution”
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Note:
(1) Being an executive Director of our Company.
(2)  Mr. Xia has been an adviser of Plus Shanghai since January 2015.

(3)  Ningbo Kuwei is a limited liability partnership established on 22 October 2014 under the laws of the PRC and an
employee shareholding platform of Plus Shanghai prior to the Reorganisation. At the time of the transactions, the
partnership interest in Ningbo Kuwei was held by Shanghai Guangku Business Consulting Centre* (I ¥} & I i 165 5 #fi
#.0) as general partner which was in turn wholly-owned by Mr. Sun, our executive Director, and by Mr. Yang, our
executive Director, and other seven then employees of our Group as limited partners. Prior to the conversion of Plus
Shanghai into company with limited liability in July 2021, Ningbo Kuwei, which held 6,873,204 shares of Plus
Shanghai (which were later converted into approximately RMB6.87 million registered capital, representing 11.17% of
registered capital of Plus Shanghai immediately prior to the Reorganisation), was in turn held by nine current and former
employees of our Group.

4) Being the principal subsidiaries of our Group as of the Latest Practicable Date.

(5) Shanghai Lishou was a wholly-owned subsidiary of Plus Shanghai prior to its deregistration in December 2016 since
Plus Shanghai intended to focus on its principal business of sales and marketing.

2. Investment by Jiaxing Jiuding and Yuan’an Jiuding

In or around July 2014, Jiaxing Jiuding and Yuan’an Jiuding expressed their interest to invest in Plus
Shanghai. Jiaxing Jiuding and Yuan’an Jiuding are two private equity funds incorporated under the laws of
the PRC under the same control of Kunwu Jiuding Investment Holdings Co., Ltd.* (& JU&h 4% & 2 i ik
134 BRZN ) (the shares of which are listed on the Shanghai Stock Exchange, stock code: 600053.SH). For
the purpose of capital realisation, Mr. Xu as a shareholder of Plus Shanghai entered into an equity transfer
agreement with Jiaxing Jiuding and Yuan’an Jiuding on 15 July 2014, pursuant to which Mr. Xu agreed to
transfer 12.73% and 5.45% equity interests in Plus Shanghai held by him to Jiaxing Jiuding and Yuan’an
Jiuding at the considerations of RMB35 million and RMB15 million, respectively. The implied valuation of
Plus Shanghai at the time of the investments by Jiaxing Jiuding and Yuan’an Jiuding was RMB275.0
million. The considerations were determined after arm’s length negotiation between the parties with
reference to the then valuation of Plus Shanghai based on the net profit forecast for 2014 and was fully
settled by Jiaxing Jiuding and Yuan’an Jiuding on 25 and 24 December 2014, respectively. Such share
transfer was completed on 24 June 2015.

Upon completion of such share transfers, Plus Shanghai was held as to 59.15%, 13.5%, 12.73%,
7.17%, 5.45% and 2% by Mr. Sun, Ningbo Kuwei, Jiaxing Jiuding, Mr. Xu, Yuan’an Jiuding and Mr. Xia,
respectively. Jiaxing Jiuding and Yuan’an Jiuding ceased to be shareholders of Plus Shanghai after a series
of equity transfers in November 2019. For details, see “— Divestment by Jiuding and Houyang”.

3. Capital increase and conversion into a joint-stock company

In July 2015, the registered capital of Plus Shanghai was increased from RMB25 million to RMB25.8
million. Ningbo Kuzhong and Ningbo Hanzhong contributed RMB4.8 million and RMB4 million, among
which RMBO0.4 million and RMBO0.3 million respectively, was recorded as registered capital with the rest of
the funds allocated to the capital reserve, respectively. The implied valuation of Plus Shanghai at the time
of the capital increase was RMB303.9 million. The considerations were based on arm’s length negotiation
between relevant parties and were fully settled by Ningbo Kuzhong and Ningbo Hanzhong on 15 July 2015
and 27 July 2015, respectively. Ningbo Kuzhong and Ningbo Hanzhong are limited liability partnerships,
both of which were established on 2 July 2015 under the laws of the PRC. Ningbo Kuzhong was an
employee shareholding platform of Plus Shanghai prior to the Reorganisation. At the time of the capital
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increase, the partnership interest in Ningbo Kuzhong was held by Mr. Xu Jiwu (fR# ), an employee of
our Group, as the general partner, and other 24 then employees of our Group as limited partners. Prior to
the conversion of Plus Shanghai into company with limited liability in July 2021, Ningbo Kuzhong, which
held 834,865 shares of Plus Shanghai (which were later converted into approximately RMB0.83 million
registered capital, representing 1.36% of registered capital of Plus Shanghai immediately prior to the
Reorganisation), was in turn held by 20 current and former employees of our Group. Ningbo Hanzhong was
owned by Mr. Xia as the general partner and other 12 Independent Third Parties as limited partners. After
such capital increase, Plus Shanghai was held as to 57.42%, 13.11%, 12.35%, 6.97%, 5.30%, 1.94%,
1.59% and 1.32% by Mr. Sun, Ningbo Kuwei, Jiaxing Jiuding, Mr. Xu, Yuan’an Jiuding, Mr. Xia, Ningbo
Kuzhong and Ningbo Hanzhong, respectively.

On 5 November 2015, Plus Shanghai was converted into a joint-stock company with limited liability
and was renamed as Plus (Shanghai) Digital Technologies Co., Ltd.* (& 44Fif ( b i ) BUF R B A0 A R A
).

4.  Investment by Mingda Shengrui

In December 2015, Mingda Shengrui subscribed for 7.6% shareholding interests in Plus Shanghai at a
consideration of RMB38 million and the implied valuation of Plus Shanghai at that time was RMBS500
million. The consideration was determined after arm’s length negotiation between the parties with
reference to the valuation based on the net profit of Plus Shanghai as of 31 July 2015 and was fully settled
by Mingda Shengrui on 17 December 2015.

Mingda Shengrui is a limited liability partnership established under the laws of the PRC on 16
September 2015 with Suzhou Houyang Sailing Investment Centre (Limited Partnership)* (#5855 B
HEH.O(HREY)) (“Houyang Sailing”) as its then limited partner, which was also the limited partner
of Houyang Zaixin, which invested in Plus Shanghai in June 2016. See “— Investment by Houyang Zaixin
and Gonggqingcheng Cema” for details. Mingda Shengrui came to know Plus Shanghai through its business
relationship with Mr. Sun and decided to invest in our Group because of the potential growth and business
prospects of our Group. Houyang Sailing ceased to be the limited partner of Mingda Shengrui after
disposing its 22% equity interests in Mingda Shengrui to Mr. Sun on 26 September 2018. For details, see
“— Divestment by Jiuding and Houyang”.

In December 2015, the registered capital of Plus Shanghai was further increased to RMBS57 million
using capital reserves by the then sharcholders in proportion to their respective shareholding prior to the
capital increase.

5. Investment by Houyang Zaixin and Gongqingcheng Cema

In June 2016, the registered capital of Plus Shanghai was increased to RMB61.6 million, of which
RMB3.4 million (representing 5.46% of the enlarged registered capital of Plus Shanghai) was contributed
by Houyang Zaixin at a consideration of RMB29.5 million with an implied valuation of Plus Shanghai of
RMB540.3 million, and RMB1.2 million of which (representing 1.94% of the enlarged registered capital of
Plus Shanghai) was subscribed by Gongqingcheng Cema at a consideration of RMB10.50 million with an
implied valuation of Plus Shanghai of RMB541.2 million. The considerations were determined after arm’s
length negotiation between the relevant parties with reference to the valuation of Plus Shanghai based on
the net profit for 2015 and were fully settled by Houyang Zaixin and Gongqgingcheng Cema on 23 June
2016 and 22 June 2016, respectively.
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Houyang Zaixin was a limited liability partnership established under the laws of the PRC on 17
February 2016 primarily engaged in equity investment before its deregistration in April 2020. Houyang
Zaixin came to know our Group through one of its limited partners Houyang Sailing, which was also a
limited partner of Mingda Shengui, one of the then shareholders of Plus Shanghai. Houyang Zaixin ceased
to be a shareholder of Plus Shanghai after the shareholding transfer in September 2018. For details, see “—
Divestment by Jiuding and Houyang”.

Gongqingcheng Cema was a limited liability partnership established under the laws of the PRC on 26
May 2016 for the sole purpose to invest in Plus Shanghai. Its general partner was Mr. Yu Siwei (T k)
(“Mr. Yu”), who is also the founder of Guangzhou Cema Information Technology Consulting Co., Ltd.*,
(RN RS 5 BT #55A FR/A 7)) (“Guangzhou Cema™), which was a subsidiary of Plus Shanghai
before Plus Shanghai disposed 36% equity interests in Guangzhou Cema in December 2019. For details,
see subsection headed “— Acquisitions and disposals — Acquisition and disposal of Guangzhou Cema”.
As Plus Shanghai intended to invest in Guangzhou Cema in 2016, Mr. Yu came to know Plus Shanghai and
decided to invest in Plus Shanghai due to its business prospects and growth potential. Gongqingcheng
Cema ceased to be the shareholder of Plus Shanghai after shareholding transfer in December 2019. For
details, see “— Divestment by Gongqingcheng Cema”.

6.  Divestment by Jiuding and Houyang

We had been exploring the possibility of seeking an initial public offering in the PRC. For details,
please see the subsection headed “— Previous A Share Listing Attempt”. In December 2017, we decided
not to proceed with the A share listing attempt. Therefore, some of our then shareholders, including Jiaxing
Jiuding, Yuan’an Jiuding, Houyang Sailing (via Mingda Shengrui) and Houyang Zaixin, successively
transferred their respective shares in Plus Shanghai to Mr. Sun between August 2018 and November 2019.

1)  Pursuant to the repurchase agreement entered into between Mr. Sun, Jiaxing Jiuding and
Yuan’an Jiuding on 31 August 2018, Mr. Sun purchased 10.53% and 4.51% of the
shareholdings interests in Plus Shanghai from Jiaxing Jiuding and Yuan’an Jiuding at a
consideration of RMB48.7 million and RMB20.9 million with an implied valuation of Plus
Shanghai of RMB462.5 million and RMB462.8 million, respectively, which was fully settled by
Mr. Sun on 15 November and 14 November 2019, respectively. The consideration was based on
arm’s length negotiation with reference to the original investment amount made by Jiaxing
Jiuding and Yuan’an Jiuding plus a simple interest rate of 10% per annum accruing from the
settlement of the investment until the divestment consideration was settled. Jiaxing Jiuding and
Yuan’an Jiuding ceased to be the sharcholder of Plus Shanghai upon completion of such
transfers.

2)  Pursuant to the repurchase agreement entered into between Mr. Sun and Houyang Zaixin on 26
September 2018, Houyang Zaixin transferred 5.46% sharcholding interests in Plus Shanghai to
Mr. Sun at a consideration of RMB35.9 million with an implied valuation of Plus Shanghai of
RMB657.5 million, which was fully settled by Mr. Sun on 6 May 2019. The consideration was
based on arm’s length negotiation with reference to the original investment amount plus a
simple interest rate of 10% per annum minus received dividends and income before divestment.
Houyang Zaixin ceased to be the shareholder of Plus Shanghai upon completion of this transfer.
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3)  Pursuant to the repurchase agreement mentioned in 2) above and its supplemental agreement
entered into between, among others, Mr. Sun, Houyang Sailing and Mingda Shengrui on 26
September 2018, Houyang Sailing agreed to transfer its entire 22% partnership interests in
Mingda Shengrui (representing 1.55% indirect shareholding interest in Plus Shanghai) to Mr.
Sun at a consideration of RMB14.0 million with an implied valuation of Plus Shanghai of
RMB902.9 million, which was determined after arm’s length negotiation with reference to the
investment amount of Houyang Sailing as a limited partner of Mingda Shengrui in Plus
Shanghai plus a simple interest rate of 10% per annum minus received dividends and income
before divestment and was fully settled by Mr. Sun on 29 September 2018.

7. Divestment by Gongqingcheng Cema

Pursuant to the supplemental agreement to the capital increase agreement dated 30 May 2016 and
repurchase agreement entered into between Mr. Sun and Gongqingcheng Cema on 9 September 2019,
Gongqingcheng Cema transferred 1.94% equity interests in Plus Shanghai to Mr. Sun at a consideration of
RMB7.2 million with an implied valuation of Plus Shanghai of RMB371.1 million, which was determined
after arm’s length negotiation taking into account of the personal demand of funds of Mr. Yu and with
reference to the asset value of Plus Shanghai as at 30 June 2019. Such consideration was fully settled by
Mr. Sun on 10 December 2019. The divestment by Gongqgingcheng Cema was mainly because Plus
Shanghai changed the direction of its business development. Gongqingcheng Cema ceased to be the
shareholder of Plus Shanghai upon completion of such transfer.

8.  Equity transfers in 2019 and 2020

On 15 July 2019, in order to realise his investment return, Mr. Xu entered into an equity transfer
agreement with Mr. Xia who is optimistic of the growth potential and business prospects of our Group.
Pursuant to the equity transfer agreement, Mr. Xu agreed to transfer 5.93% of the shareholding interests of
Plus Shanghai held by him to Mr. Xia at a consideration of RMB4.7 million, which was determined after
arm’s length negotiation between the parties taking into account of then personal financial condition of Mr.
Xu and was fully settled by Mr. Xia on even date.

On 22 October 2020, Mr. Sun entered into an equity transfer agreement with Mr. Xia, pursuant to
which Mr. Sun agreed to transfer 2% of the shareholding interests of Plus Shanghai held by him to Mr. Xia
at a consideration of RMB11.1 million, which was determined after arm’s length negotiation between the
parties with reference to the valuation of the investment by Houyang Zaixin and Gongqingcheng Cema in
2016, being the latest investments by external investors and was fully settled by Mr. Xia on the same day.

On 26 November 2020, Mr. Sun further entered into an equity transfer agreement with Shanghai
Puwei, pursuant to which Mr. Sun agreed to transfer 4.87% of the shareholding interests of Plus Shanghai
held by him to Shanghai Puwei for employee incentive purpose at a consideration of RMB27 million,
which was determined after arm’s length negotiation with reference to the above valuation of the transfer
between Mr. Sun and Mr. Xia in October 2020. The consideration was fully settled by Shanghai Puwei on 1
December 2020. Shanghai Puwei is a limited liability partnership established under the laws of the PRC on
12 November 2020 and was an employee shareholding platform of Plus Shanghai prior to the
Reorganisation. At the time of the equity transfer, the partnership interest in Shanghai Puwei was held
by Mr. Yang, our executive Director, as the general partner and by Mr. Sun, our executive Director, Mr. Bai
Fuli (F14&#), our vice president, Ms. Chen Li (Ff /), our financial controller, Mr. Cui Yanan (£ 5f ),
our technical controller and other 29 then employees of our Group as limited partners. Prior to the
conversion of Plus Shanghai into company with limited liability in July 2021, Shanghai Puwei, which held
3,000,000 shares of Plus Shanghai (which were later converted into RMB3.0 million registered capital,
representing 4.87% of registered capital of Plus Shanghai immediately prior to the Reorganisation), was in
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turn held by 35 current and former employees of our Group. After completion of the conversion and prior
to the Reorganisation, two former employees exited from Shanghai Puwei. Immediately prior to the
Reorganisation, Shanghai Puwei held 4.87% of registered capital of Plus Shanghai, among which 4.22% of
registered capital of Plus Shanghai were held by 33 current and former employees of our Group, while the
remaining 0.65% of registered capital of Plus Shanghai was held by one Independent Third Party who was
also a limited partner of Mingda Shengrui immediately prior to the Reorganisation.

Upon completion of such shareholding transfer, Plus Shanghai was held as to 64.49%, 11.17%,
9.95%, 7.04%, 4.87%, 1.36% and 1.12% by Mr. Sun, Ningbo Kuwei, Mr. Xia, Mingda Shengrui, Shanghai
Puwei, Ningbo Kuzhong and Ningbo Hanzhong, respectively.

9. Conversion into a company with limited liability in July 2021

On 30 July 2021, Plus Shanghai was converted from a joint-stock company into a company with
limited liabilities and was renamed as Plus (Shanghai) Digital Technologies Co., Ltd.* (i 4&Hfi ( | ) B
FHEZ A BRA 7).

Winning Marketing Solution

Winning Marketing Solution was established on 25 June 2004 under the laws of the PRC with an
initial registered capital of RMBO0.5 million. At the time of its establishment, Winning Marketing Solution
==

was owned as to 70% and 30% by Ms. Tan Hui (:%) and Mr. Xu, respectively. Ms. Tan Hui is the spouse
of Mr. Sun and she held the equity interests for and on behalf of Mr. Sun.

On 4 February 2009, in order to release the entrusted shareholding, Ms. Tan Hui transferred her
equity interests in Winning Marketing Solution to Mr. Sun, respectively.

After a series of capital increases, equity transfers and share swap transactions, Winning Marketing
Solution became wholly-owned by Plus Shanghai on 28 November 2014. There has been no change of
equity interests of Winning Marketing Solution since then. As a result of the Reorganisation, Winning
Marketing Solution became an indirectly wholly-owned subsidiary of our Company.

Mecool Marketing

Mecool Marketing was established on 18 July 2012 under the laws of the PRC with registered capital
of RMB3 million. At the time of its establishment, Mecool Marketing was owned as to 70% and 30% by
Mr. Sun and Mr. Xu, respectively.

On 22 September 2014, the registered capital of Mecool Marketing was increased from RMB3
million to RMB12 million by RMB9 million, which was contributed by Plus Shanghai. Upon completion of
such capital increase, Mecool Marketing was held as to 75%, 17.5% and 7.5% by Plus Shanghai, Mr. Sun
and Mr. Xu, respectively.

After a series of capital increases, equity transfers and share swap transactions, Mecool Marketing
became wholly-owned by Plus Shanghai on 20 November 2014. There has been no change of equity
interests of Mecool Marketing since then. As a result of the Reorganisation, Mecool Marketing became an
indirectly wholly-owned subsidiary of our Company.
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Shanghai Harvest

Shanghai Harvest was established on 10 June 2009 under the laws of the PRC with an initial
registered capital of RMBI1 million. At the time of its establishment, Shanghai Harvest was owned as to
70% and 30% by Mr. Sun Guangzhi (&%) and Ms. Fu Wenjing (f3C##), respectively. Mr. Sun
Guangzhi, being the brother of Mr. Sun, and Ms. Fu, being the spouse of Mr. Xu, held their respective
equity interests in Shanghai Harvest for and on behalf of Mr. Sun and Mr. Xu, respectively. On 25
September 2013, the registered capital of Shanghai Harvest was increased from RMB1 million to RMB2
million, which was contributed by Mr. Sun Guangzhi and Ms. Fu Wenjing in proportion to their respective
equity interests in Shanghai Harvest held for and on behalf of Mr. Sun and Mr. Xu, respectively.

On 24 October 2013, in order to release the entrusted shareholding, Mr. Sun Guangzhi and Ms. Fu
transferred their respective entire equity interests in Shanghai Harvest to Mr. Sun and Mr. Xu, respectively.

On 18 September 2014, the registered capital of Shanghai Harvest was increased from RMB2 million
to RMBS8 million, the increase in registered capital of RMB6 million was contributed by Plus Shanghai.
Upon completion of such capital increase, Shanghai Harvest was held as to 75%, 17.5% and 7.5% by Plus
Shanghai, Mr. Sun and Mr. Xu, respectively.

After a series of capital increases, equity transfers and share swap transactions, Shanghai Harvest
became wholly-owned by Plus Shanghai on 28 November 2014. There has been no change of equity
interests of Shanghai Harvest since then. As a result of the Reorganisation, Shanghai Harvest became an
indirectly wholly-owned subsidiary of our Company.

Shanghai Chengzhi

Shanghai Chengzhi was established under the laws of the PRC on 6 August 2020. At the time of its
establishment, Shanghai Chengzhi was held as to 70% and 30% to Plus Shanghai and Mr. Bai Fuli (I f& F)
(“Mr. Bai”), a vice president of our Company, respectively. After the acquisition by Plus Shanghai of
minority interest from Mr. Bai in December 2021, Shanghai Chengzhi became a wholly-owned subsidiary
of Plus Shanghai. For details, see subsection headed “— Acquisitions and Disposals — Acquisition of
minority interest of Shanghai Chengzhi”. There has been no change of equity interests in Shanghai
Chengzhi since then.

Retail Winner

Retail Winner was established under the laws of the PRC on 1 April 2017 mainly engaged in system
development. Retail Winner has been wholly-owned by Plus Shanghai since its establishment.
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REORGANISATION

In order to optimise our corporate structure to further develop the business of our Group and to more
readily access the international capital markets, we underwent a corporate Reorganisation in preparation for
the Global Offering, details of which are set out below. The shareholding and corporate structure of our
Group immediately prior to the Reorganisation are set out in the chart below:

) Ningbo Ningbo Ningbo Shanghai Mingda
© Sun® 20
Mr. Sun Mr. Xia® Kuwei® Kuzhong® Hanzhong Puwei®® Shengrui
64.49% 9.95% 11.17% 1.36% 1.12% 4.87% 7.04%
"
Plus
Shanghai
100% 100% 100% 100% 100% 70% 19% 15%
3 b 3 v v 3 3 3
Winning Mecool Shanghai Mecool Retail Shanghai Beijing Guangzhou
Marketing ) Business ) n : 8
: Marketing Harvest ; Winner Chengzhi® Aikaka® Cema)
Solution Consulting®
100%
A
Winning
Marketing
Services
Notes:

(1) Being an executive Director of our Company.
(2)  Mr. Xia has been an adviser of Plus Shanghai since January 2015.

3) Ningbo Kuwei is a limited liability partnership established on 22 October 2014 under the laws of the PRC and an
employee shareholding platform of Plus Shanghai prior to the Reorganisation holding approximately 11.17% equity
interest in Plus Shanghai. Prior to the conversion of Plus Shanghai into company with limited liability in July 2021,
Ningbo Kuwei, which held 6,873,204 shares of Plus Shanghai (which were later converted into approximately RMB6.87
million registered capital, representing 11.17% of registered capital of Plus Shanghai immediately prior to the
Reorganisation), was in turn held by nine current and former employees of our Group. Immediately prior to the
Reorganisation, the partnership interest in Ningbo Kuwei was held as to 20.87% by Shanghai Guangku Business
Consulting Centre* (7 J& i 7 %5 5 # .00) as general partner, which was in turn wholly-owned by Mr. Sun, our
executive Director, as to 12.12% by Mr. Yang, our executive Director, and as to 67.01% by other seven current and
former employees of our Group as limited partners.

(4)  Ningbo Kuzhong is a limited liability partnership established on 2 July 2015 under the laws of the PRC and an employee
shareholding platform of Plus Shanghai prior to the Reorganisation holding approximately 1.36% equity interest in Plus
Shanghai. Prior to the conversion of Plus Shanghai into company with limited liability in July 2021, Ningbo Kuzhong,
which held 834,865 shares of Plus Shanghai (which were later converted into approximately RMBO0.83 million
registered capital, representing 1.36% of registered capital of Plus Shanghai immediately prior to the Reorganisation),
was in turn held by 20 current and former employees of our Group. Immediately prior to the Reorganisation, the
partnership interest in Ningbo Kuzhong was held as to 9.13% by Mr. Xia as general partner, as to 3.61% by Ms. Chen Li
(BEJ7), our financial controller, and as to 87.26% by other 18 current and former employees of our Group as limited
partners.
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(5) Shanghai Puwei is a limited liability partnership established on 12 November 2020 under the laws of the PRC and an
employee shareholding platform of Plus Shanghai prior to the Reorganisation holding approximately 4.87% of equity
interest in Plus Shanghai. Prior to the conversion of Plus Shanghai into company with limited liability in July 2021,
Shanghai Puwei, which held 3,000,000 shares of Plus Shanghai (which were later converted into RMB3.0 million
registered capital, representing 4.87% of registered capital of Plus Shanghai immediately prior to the Reorganisation),
was in turn held by 35 current and former employees of our Group. After completion of the conversion and prior to the
Reorganisation, two former employees exited from Shanghai Puwei. Immediately prior to the Reorganisation, the
partnership interest in Shanghai Puwei was held as to 29% by Mr. Sun as general partner, as to 5.52% by Mr. Yang, our
executive Director, as to 13.97% by Mr. Bai Fuli (F14&F]), our vice president, as to 3.33% by Ms. Chen Li (B 7]), our
financial controller, as to 1% by Mr. Cui Yanan (#£524#), our technical controller, as to 33.85% by other 28 current and
former employees of our Group and as to 13.33% by an Independent Third Party who was also a limited partner of
Mingda Shengrui, as limited partners.

(6) Mecool Business Consulting was established under the laws of the PRC on 29 June 2015 and an indirect wholly-owned
subsidiary of our Company.

(7) Shanghai Chengzhi became a wholly-owned subsidiary of our Company as part of the Reorganisation after Plus
Shanghai acquired 30% minority interests from the then sharecholder Mr. Bai, a vice president of the Company. For
details, see subsection headed “— Acquisitions and disposals — Acquisition of minority interest of Shanghai
Chengzhi”.

(8) Beijing Aikaka Information Technology Ltd. (db&iEmRRAEEFAMIA R/A ) (“Beijing Aikaka”) was established
under the laws of the PRC on 2 March 2012 and is principally engaged in technology development. Immediately prior to
the Reorganisation and as of the Latest Practicable Date, the remaining equity interests of Beijing Aikaka was held as to
54.37%, 18.22%, 4.35% and 4.05% by Wu Guorui (BfEd#{), Zhuhai Zhongguan Qianming Venture Capital (Limited
Partnership) (ki H R A ZER G2 (AR A4)), Liu Guanpeng (¥IBME) and Wang Fengyou (EZEK),

respectively, who all were Independent Third Parties.

(9)  Guangzhou Cema Information Technology Consulting Co., Ltd.* (B RMG(E S M #HH A E) (“Guangzhou
Cema”) was established under the laws of the PRC on 27 March 2015 and is principally engaged in software
development. Immediately prior to the Reorganisation and as of the Latest Practicable Date, the remaining equity
interests of Guangzhou Cema was held as to 75% and 10% by Mr. Yu and Wang Lie (FZ!), respectively, who both were
Independent Third Parties.

1.  Incorporation of Our Company

Our Company was incorporated as an exempted company with limited liability in Cayman Islands on
30 September 2021, with an authorised share capital of US$50,000 divided into 50,000 shares of a nominal
or par value of US$1 each.

Upon the incorporation, one ordinary share of par value of US$1 was allotted and issued to an initial
subscriber, an Independent Third Party at par value, and was subsequently transferred to Guangjun Sun
Holdings. On even date, our Company allotted and issued a total of 19,999 ordinary shares of par value of
US$1 each to Guangjun Sun Holdings, Guangjun Holdings, Robert Sun Holdings, Hannah Xia Holdings,
Sky Xia Holdings, Kuwei Holdings, Kuzhong Holdings and Puzhong Holdings at par value.

Each of Guangjun Sun Holdings and Guangjun Holdings was ultimately controlled by Mr. Sun, while
each of Hannah Xia Holdings and Sky Xia Holdings was ultimately controlled by Mr. Xia. Kuwei
Holdings, Kuzhong Holdings and Puzhong Holdings were established to reflect the respective shareholding
of general and/or limited partners (except for Mr. Sun and Mr. Xia, who hold Shares of our Company
through their respective private offshore entities) of Ningbo Kuwei, Ningbo Kuzhong, Shanghai Puwei,
Mingda Shengrui and Ningbo Hanzhong, being shareholders of Plus Shanghai from onshore to offshore
immediately prior to the Reorganisation.
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Each of the ultimate shareholders of Kuwei Holdings, Kuzhong Holdings and Puzhong Holdings is a
general or a limited partner of Ningbo Kuwei, Ningbo Kuzhong, Shanghai Puwei, Mingda Shengrui or
Ningbo Hanzhong.

2. Incorporation of our BVI subsidiary

On 12 October 2021, Channel Power was incorporated as a limited liability company in the BVI. On
even date, one share was allotted and issued to our Company and Channel Power became a directly
wholly-owned subsidiary of our Company.

3. Incorporation of our Hong Kong subsidiary

On 5 November 2021, Plus (HK) was incorporated in Hong Kong. Upon the incorporation, 10,000
shares were allotted and issued to Channel Power and Plus (HK) became an indirectly wholly-owned
subsidiary of our Company.

4.  Establishment of WFOE

On 30 November 2021, WFOE was established under the laws of the PRC as a wholly foreign owned
enterprise with a registered capital of US$10 million and it is wholly-owned by Plus (HK).

5. Capital increase of Plus Shanghai in December 2021 and conversion into a foreign-invested
enterprise

In December 2021, the registered capital of Plus Shanghai was increased from RMB61.6 million to
RMB62.2 million. Pursuant to the capital increase agreement dated 8 December 2021, New Mercury
Investments agreed to subscribe for the increased registered capital of RMBO0.6 million at a consideration
of RMB3.5 million, which was determined after arm’s length negotiation with reference to the net assets of
Plus Shanghai as of 31 August 2021 appraised by an independent valuer. At the time of the capital increase,
New Mercury Investments was wholly-owned by Mr. Pun Kai Cheung (#R(tf) (“Mr. Pun”), an
Independent Third Party. After such capital increase, Plus Shanghai became a foreign-invested enterprise.

6. Capital increase by WFOE into Plus Shanghai

In January 2022, the registered share capital of Plus Shanghai was further increased from RMB62.2
million to RMB621.8 million, with additional RMB559.6 million share capital subscribed by WFOE. Upon
completion of such capital increase, Plus Shanghai was held as to 6.38%, 1.11%, 0.99%, 0.70%, 0.48%,
0.13%, 0.11%, 0.1% and 90% by Mr. Sun, Ningbo Kuwei, Mr. Xia, Mingda Shengrui, Shanghai Puwei,
Ningbo Kuzhong, Ningbo Hanzhong, New Mercury Investments and WFOE, respectively.

7. Acquisition of minority interests of Plus Shanghai

Pursuant to the equity transfer agreement dated 9 February 2022, (i) Mr. Sun agreed to transfer 6.38%
equity interests in Plus Shanghai to WFOE at a consideration of RMB22.4 million; (ii) Ningbo Kuwei
agreed to transfer 1.11% equity interests in Plus Shanghai to WFOE at a consideration of RMB3.9 million;
(iii) Mr. Xia agreed to transfer 0.99% equity interests in Plus Shanghai to WFOE at a consideration of
RMB3.5 million; (iv) Mingda Shengrui agreed to transfer 0.70% equity interests in Plus Shanghai to
WFOE at a consideration of RMB2.5 million; (v) Shanghai Puwei agreed to transfer 0.48% equity interests
in Plus Shanghai to WFOE at a consideration of RMB1.7 million; (vi) Ningbo Kuzhong agreed to transfer
0.13% equity interests in Plus Shanghai to WFOE at a consideration of RMBO.5 million; and (vii) Ningbo
Hanzhong agreed to transfer 0.11% equity interests in Plus Shanghai to WFOE at a consideration of
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RMBO0.4 million. The above considerations were based on after arm’s length negotiation with reference to
the net assets of Plus Shanghai as of 31 August 2021 appraised by an independent valuer. The aforesaid
transfers have been completed on 11 March 2022 and fully settled on 11 July 2022. Immediately after the
completion of the equity transfers, Plus Shanghai was held as to 99.9% by WFOE and as to 0.1% by No.1
Mercury Holdings, respectively.

8.  Subdivision and share swap

On 25 February 2022, each Share of par value of US$1 of our Company was subdivided into 100
Shares of par value of US$0.01 each and, following the subdivision, the authorised share capital of our
Company became US$50,000 divided into 5,000,000 Shares of par value of US$0.01 each.

On 1 March 2022, a share swap agreement was entered into between our Company, Channel Power,
Brand Wisdom and No.1 Mercury Holdings, pursuant to which Brand Wisdom agreed to sell and Channel
Power agreed to purchase one share of No. 1 Mercury Holdings with the par value of US$1 at the
consideration of our Company allotting and issuing 4,008 Shares with the par value of US$0.01 each to
Brand Wisdom. Such consideration was determined after arm’s length negotiation between the parties after
taking into account a number of factors, including the timing of the investment, financial performance and
prospects of our business outlook. Upon completion of the share swap, our Company was owned as to
approximately 52.36%, 14.97%, 8.58%, 7.17%, 5.50%, 5.25%, 4.98%, 1% and 0.2% by Guangjun
Holdings, Guangjun Sun Holdings, Kuwei Holdings, Hannah Xia Holdings, Puzhong Holdings, Kuzhong
Holdings, Sky Xia Holdings, Robert Sun Holdings and Brand Wisdom, respectively.

SHARE SUBDIVISION

On 4 April 2023, each issued and unissued Shares of par value of US$0.01 of our Company was
subdivided into 50 Shares of par value of US$0.0002 each and, following the subdivision, the authorised
share capital of our Company became US$50,000 divided into 250,000,000 Shares at a par value of
US$0.0002 and the issued share capital of our Company became US$20,040.08 divided into 100,200,400
Shares of par value of US$0.0002 each.

PREVIOUS A SHARE LISTING ATTEMPT

Plus Shanghai previously considered the possibility of seeking an initial public offering in the PRC
(“A Share Listing Attempt”). On 25 December 2015, Plus Shanghai engaged a tutoring agency (the
“Tutoring Agency A”) to provide tutoring and preliminary compliance advice in regards to the
requirements of the CSRC. Since the Tutoring Agency A was unable to adhere to the listing timetable and
by consent of both parties, Plus Shanghai terminated engagement with the Tutoring Agency A in
accordance with the submission made by the Tutoring Agency A on 6 May 2016 to CSRC Shanghai
Commissioner Office (“CSRC SH”). On 23 May 2016, Plus Shanghai engaged another tutoring agency
(the “Tutoring Agency B”). Subsequently, Plus Shanghai made various informal preliminary filings (17
fifi %5/ %%) with the CSRC SH. The purpose of the informal preliminary filings was to report to the CSRC
SH from time to time in respect of the progress of the preliminary guidance and tutoring services provided
by the engaged tutoring agency in accordance with the relevant CSRC’s guidelines on the Group’s major
operational and financial condition, corporate governance and internal control measures. However,
considering the then A share market environment and the relatively long vetting process, and based on the
discussions with Tutoring Agency B, Plus Shanghai considered that there would be uncertainties to
complete the A share listing within its expected listing timetable, thus, Plus Shanghai voluntarily decided
not to pursue A Share Listing Attempt. By the consent of Plus Shanghai and the Tutoring Agency B upon
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amicable negotiations, Plus Shanghai terminated the engagement with the Tutoring Agent B on 26
December 2017. The informal preliminary filing in relation to A Share Listing Attempt did not constitute a
formal listing application by itself.

Upon the settlement of considerations by Mr. Sun in relation to former investors’ divestment in
December 2019 and following the continued growth in our business scale and financial performance,
especially after the launch of our new business segments, namely tasks and marketers matching services
and SaaS+ subscription in 2019 and 2020, respectively, we reconsidered the chances of tapping into capital
markets in 2021 and believed that the Stock Exchange, taking into account, among others, its international
recognition and reputation and the diversified fund-raising channels provided by Hong Kong capital
market, as an appropriate listing venue. Our Directors believed that the listing on the Stock Exchange can
enable us to access the overseas financing opportunities and investors on the international capital market
who are more familiar with the industry that our Group operates in and our business model, and facilitate
our strategy of expansion into overseas market. Our Group then began corporate Reorganisation in
preparation for the listing on the Stock Exchange in the second half of 2021.

To the best of their knowledge, our Directors are not aware of any other matters relating to the A
Share Listing Attempt which are relevant to the Listing and should be brought to the attention of the Stock
Exchange and the investors. Our Directors further confirm that save for (i) the change in shareholding
structure of our Group in relation to divestment by former investors and equity transfers in 2019 and 2020
as disclosed in the paragraphs “— Corporate history prior to the Reorganisation — Plus Shanghai — 6.
Divestment by Jiuding and Houyang”, “— Corporate history prior to the Reorganisation — Plus Shanghai
— 7. Divestment by Gonggqingcheng Cema”, and “— Corporate history prior to the Reorganisation — Plus
Shanghai — 8. Equity transfers in 2019 and 2020” in this section; (ii) the corporate Reorganisation in
preparation for the Global Offering as disclosed in “— Reorganisation” in this section; (iii) the introduction
of our tasks and marketers matching services and SaaS+ subscription in 2019 and 2020, respectively; and
(iv) other developments as disclosed in this Prospectus, there have been no material changes of our Group
since December 2017 that shall be brought to the attention of the Stock Exchange and the investors.

Based on the above and the Joint Sponsors’ due diligence work of, among others, (i) obtaining and
reviewing a written questionnaire completed by our Company with respect to (a) the background and
sequence of events leading up to the A Share Listing Attempt, (b) the professional parties involved and the
work conducted by them, and (c) the termination of the A Share Listing Attempt; (ii) conducting interviews
with certain professional parties engaged by Plus Shanghai in connection with the A Share Listing Attempt;
(iii) reviewing relevant engagement and termination agreements between Plus Shanghai and various
professional parties involved in the A Share Listing Attempt; (iv) performing searches on the website of the
CSRC SH and reviewing publicly available documents in relation to the A Share Listing Attempt; and (v)
reviewing available reports prepared by the professional parties with respect to the A Share Listing
Attempt, the Joint Sponsors are not aware of any material issue relating to the A Share Listing Attempt,
which materially and adversely affects our Company’s suitability for the Listing, and of any other matter to
be brought to the attention of the Stock Exchange regarding the A Share Listing Attempt.

PRE-TPO INVESTMENT

Pursuant to the capital increase agreement dated 8 December 2021, New Mercury Investments agreed
to subscribe for the increase in registered capital of RMBO0.6 million of Plus Shanghai at a consideration of
RMB3.5 million. New Mercury Investments was then wholly-owned by Mr. Pun. For details, see paragraph
headed “— Reorganisation — Capital increase of Plus Shanghai in December 2021 and conversion into a
foreign-invested enterprise” in this section.
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To mirror the above investment at the Company’s level, on 1 March 2022, a share swap agreement
was entered into between our Company, Channel Power, Brand Wisdom and No.l Mercury Holdings,
pursuant to which Brand Wisdom agreed to sell and Channel Power agreed to purchase one share of No.1
Mercury Holdings with the par value of US§$1 at the consideration of our Company allotting and issuing
4,008 shares with the par value of US$0.01 each to Brand Wisdom. Such consideration was determined
after arm’s length negotiation between the parties after taking into account a number of factors, including
the timing of the investment, financial performance and prospects of our business outlook.

Upon the completion of the pre-IPO investment described above on 1 March 2022, the Company
became indirectly owned as to 0.2% by Mr. Pun.

Further details of the pre-IPO investment are set out below:

Name of investor and relationship

with our Group
Date of investment agreement
Amount of consideration paid
Payment date of consideration
Effective cost per Share paid

Effective premium to the Offer
Price'”

Use of proceeds

Strategic benefits

Shareholding in our Company
immediately following

completion of the Global Offering
(assuming the Over-allotment

Option is not exercised)

Note:

Mr. Pun, an Independent Third Party

8 December 2021

RMB3.5 million

18 February 2022

RMBI17.5 per Share

77.92%

The proceeds are intended to be utilised towards our general
working capital. As of the Latest Practicable Date, the

proceeds from the pre-IPO investment had been fully utilised.

The pre-IPO investment provided additional working capital
for our Company.

0.16% (through Brand Wisdom)

(1)  The premium of the price paid per Share to the indicative Offer Price is calculated based on an Offer Price of HK$11.2,
being the mid-point of the indicative range of the Offer Price between HK$10.6 and HK$11.8. The cost per Share paid
by the Pre-IPO Investor was based on the then market condition at the time of the investment.

With respect to the pre-IPO investment, Mr. Pun has not been granted any special rights in relation to

our Company.
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Background of Brand Wisdom

Mr. Pun is a private investor who has knowledge of the capital market in Hong Kong. He was a
member of Hong Kong Productivity Council from 2003 to 2004 and a member of the Committee of
Technologist Training of the Vocational Training Council from January 2001 to December 2007. Mr. Pun
was the chairman of the industrial and technology committee of Industry and Technology of Hong Kong
General Chamber of Commerce in 2002. Mr. Pun is currently the director and the general manager of a
fund management company in the PRC. Mr. Pun is a fellow member of The Hong Kong Institute of
Certified Public Accountants. Mr. Pun became acquainted with our Controlling Shareholder, Mr. Sun
through a former colleague of Mr. Pun in 2021. He directly holds 100% equity interest in Brand Wisdom,
which is a company incorporated in the BVI with limited liability. Immediately following the completion of
the Global Offering (assuming the Over-allotment Option is not exercised), Mr. Pun will be interested in
200,400 Shares through Brand Wisdom, representing 0.16% of the total number of our Shares in issue.

Public Float

Neither Mr. Pun nor Brand Wisdom will be a substantial shareholder of our Company, and other than
the pre-IPO investment in our Group, Mr. Pun and Brand Wisdom are Independent Third Parties, hence the
Shares held by Mr. Pun through Brand Wisdom will be counted towards the public float of our Company
following the Listing for the purpose of Rule 8.08 of the Listing Rules.

Joint Sponsors’ View

On the basis that (i) the consideration for the Pre-IPO Investment was irrecoverably settled at least 28
clear days before the date of our first submission of the listing application form to the Stock Exchange in
relation to the Listing; and (ii) no special rights were granted to the Pre-IPO Investors in connection with
the Pre-IPO Investment as confirmed by our Directors, the Joint Sponsors are of the view that the Pre-IPO
Investment is in compliance with (i) the Interim Guidance on Pre-IPO Investments (HKEx-GL29-12)
issued by the Stock Exchange, and (ii) the Guidance Letter HKEx-GL43-12 issued by the Stock Exchange.
The Guidance Letter HKEx-GL44—12 issued by the Stock Exchange is not applicable to the Pre-IPO
Investment as no convertible instrument was issued.

ACQUISITIONS AND DISPOSALS
Acquisition and disposal of Guangzhou Cema

Guangzhou Cema was established under the laws of the PRC on 27 March 2015 as a limited liability
company with a registered capital of RMB1 million. At that time, Guangzhou Cema was principally
engaged in software development and Plus Shanghai decided to invest in Guangzhou Cema mainly due to
the consideration of developing its own system leveraging its existing technology and resources of
Guangzhou Cema. Pursuant to the investment agreement entered into between Guangzhou Cema, Plus
Shanghai and the then shareholders of Guangzhou Cema dated 27 April 2016, Plus Shanghai subscribed for
10% equity interests with RMB2 million by capital injection and acquired 41% equity interests of
Guangzhou Cema from the then shareholders, who were Independent Third Parties, at a consideration of
RMBS.2 million. The consideration was determined after arm’s length negotiation with reference to a
valuation report issued by an independent valuer and was fully settled on 21 June 2016. Upon such
acquisition Guangzhou Cema was owned as to 51% by Plus Shanghai and became a non-wholly-owned
subsidiary of Plus Shanghai.
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On 9 December 2019, Plus Shanghai decided to dispose of 36% of total equity interests of
Guangzhou Cema due to the status of its business performance, its progress of the system development and
the change of its principal business from software development to market investigation and study, thus
entered into an equity transfer agreement with Mr. Yu Siwei (T2 K) (“Mr. Yu”), a founder of Guangzhou
Cema, who also intended to retake control over Guangzhou Cema. Pursuant to the equity transfer
agreement Plus Shanghai transferred 36% of its equity interest in Guangzhou Cema to Mr. Yu at a
consideration of RMB7.2 million, which was determined after arm’s length negotiation between the parties
with reference to a valuation report issued by an independent valuer. The consideration was fully paid by
Mr. Yu on 9 December 2019. Upon completion of such equity transfer, Guangzhou Cema was held as to
15% by Plus Shanghai and ceased to be a subsidiary of Plus Shanghai.

Acquisition of minority interest of Shanghai Chengzhi

Shanghai Chengzhi was established under the laws of the PRC on 6 August 2020 as a limited liability
company with a registered capital of RMBS5 million. Upon establishment, Shanghai Chengzhi was held by
Plus Shanghai and Mr. Bai as to 70% and 30%, respectively. Shanghai Chengzhi mainly focuses on
providing sales and marketing services. On 25 December 2021, in order to integrate commercial resources,
Plus Shanghai entered into an equity transfer agreement with Mr. Bai, pursuant to which Mr. Bai agreed to
transfer 30% equity interests of Shanghai Chengzhi to Plus Shanghai at a consideration of RMB1.5 million,
which was determined after arm’s length negotiation between the parties with reference to the net assets of
Shanghai Chengzhi as at 30 September 2021 appraised by an independent valuer and was fully settled by
Plus Shanghai on 29 December 2021. Upon the equity transfer, Shanghai Chengzhi became a
wholly-owned subsidiary of the Company.

Our PRC Legal Adviser confirmed that the acquisition and disposal of Guangzhou Cema and
acquisition of Shanghai Chengzhi had complied with the applicable laws and regulations in all material
respects.

Save as disclosed above, our Directors confirm that the Company has not undertaken any other
material acquisition or disposal during the Track Record Period.

RSU SCHEME

We adopted the RSU Scheme on 13 January 2022 to incentivise employees, directors, officers, and
consultants for their contribution to our Group, to attract, motivate and retain skilled and experienced
personnel to strive for the future development and expansion of our Group by providing them with the
opportunity to own equity interests in the Company. Robert Sun Holdings was incorporated in the BVI for
the purpose of holding Shares for grant under the RSU Scheme. On 30 September 2021, our Company
issued 1,800 ordinary shares of par value of US$1 each to Robert Sun Holdings, representing 9% of the
then total issued share capital of our Company, of which 1,000 and 600 ordinary shares of par value of
USS$1 each were subsequently transferred to Guangjun Holdings on 30 November 2021 and 11 January
2022, respectively. The remaining 200 ordinary shares of par value of US$1 each were subdivided into
20,000 Shares of par value of USDO0.01 each, representing approximately 1% of total issued Shares of our
Company as of the Latest Practicable Date. On 17 January 2022, our Company entered into a trust deed
(the “Trust Deed”) with Kastle Limited (the “Trustee”), pursuant to which the Trustee has agreed to act as
the trustee to administer the RSU Scheme and to hold the Shares underlying the RSU Scheme through
Robert Sun Holdings Limited. As of the Latest Practicable Date, all RSUs had been granted under the RSU
Scheme and our Company will not issue or grant further RSUs under the RSU Scheme after the Listing.
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According to the RSU Scheme, the voting rights attached to the Shares underlying the RSUs are
vested with the Trustee prior to the vesting and exercise thercof by the Participant. For details, see
“Appendix IV — Statutory and General Information — D. Other Information — 1. RSU Scheme” in this
prospectus.

ESTABLISHMENT OF MR. SUN’S FAMILY TRUST AND MR. XITA’S FAMILY TRUST

As of the Latest Practicable Date, Mr. Sun has established Mr. Sun’s Family Trust, of which he is the
settlor for the benefit of Mr. Sun and Junshu Holdings with Trident Trust as the trustee. Guangjun Holdings
(which holds 52.36% of the Shares of our Company immediately before the Global Offering) is held by
Summit Plus (which is wholly-owned by Mr. Sun’s Family Trust) and Junshu Holdings as to 99% and 1%,
respectively, immediately before the Listing.

As of the Latest Practicable Date, Mr. Xia has established Mr. Xia’s Family Trust, of which he is the
settlor for the benefit of Mr. Xia and Jonson Xia Holdings with Trident Trust as the trustee. Hannah Xia
Holdings (which holds 7.17% of Shares immediately before the Global Offering) is held by Jonson Xia
Smile Holdings (which is wholly-owned by Mr. Xia’s Family Trust), and Jonson Xia Holdings as to 99%
and 1%, respectively, immediately before the Listing.

PRC LEGAL COMPLIANCE

Our PRC Legal Adviser has confirmed that (i) all relevant governmental approvals, filings, permits
and licences required under the PRC laws and regulations have been obtained or made, as applicable, for
the Reorganisation and the Pre-IPO Investments in the PRC in respect of our PRC subsidiaries mentioned
above; and (ii) the Reorganisation and the Pre-IPO Investments in the PRC have been legally completed
and has complied with all relevant PRC laws and regulations that are currently in force in all material
aspects.

SAFE registration

Pursuant to the Circular 37, promulgated by SAFE which became effective on 14 July 2014, a PRC
resident must register with the local branch of SAFE before he or she contributes legal assets or equity
interests in an overseas special purpose vehicle, which is directly established or indirectly controlled by the
PRC resident for the purpose of overseas investment or financing.

Pursuant to Circular of SAFE on Further Simplifying and Improving the Direct Investment-related
Foreign Exchange Administration Policies (A #E— 25 fiff{b A b B 2 45 4/ e BB 3R Ay 28 0 ) )
(the “Circular 13”), promulgated by SAFE and which became effective on 1 June 2015, the power to
accept SAFE registration was delegated from local SAFE to local banks where the assets or interest in the
domestic entity was located.

As advised by our PRC Legal Adviser, the individual beneficial owners of our Company who are
PRC residents and are required to complete the registration under Circular 37 and Circular 13, namely Mr.
Sun and other 59 individuals have duly completed the foreign exchange registrations on 22 October 2021
in relation to their offshore investment as PRC residents.
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M&A Rules

On 8 August 2006, six PRC regulatory agencies, including the MOFCOM, the State Assets
Supervision and Administration Commission, the STA, SAIC, CSRC and SAFE, jointly issued the M&A
Rules which became effective on 8 September 2006, and was amended on 22 June 2009. Pursuant to the
M&A Rules, “merger and acquisition of domestic enterprises by foreign investors” referred to in the M&A
Rules shall mean any of the following where a foreign investor: (i) purchases the equity interest of a
shareholder in a domestic non-foreign-invested enterprise (the “domestic enterprise”); (ii) subscribes for
increased capital of a domestic enterprise so as to convert such domestic enterprise into a foreign-invested
enterprise; (iii) establishes a foreign-invested enterprise through which it purchases and operates the assets
of a domestic enterprise by agreement; or (iv) purchases the assets of a domestic enterprise by agreement
and then invests such assets to establish a foreign-invested enterprise and operates the assets.

According to Article 11 of the M&A Rules, the merger and acquisition of a domestic company with
or by a domestic company, enterprise or individual, that has related party relationship with the target
company, in the name of an overseas company legitimately incorporated or controlled by the domestic
company, enterprise or individual, shall be subject to examination and approval by MOFCOM.

As advised by our PRC Legal Adviser, in view of the fact that Plus Shanghai was a foreign-invested
enterprise when WFOE made the capital injection and acquired the entire equity interests hold by other
then shareholders of Plus Shanghai. Therefore, the Reorganisation is not subject to Article 11 of the M&A
Rules and as of the Latest Practicable Date, the Global Offering does not require approvals from MOFCOM
and the CSRC under the M&A Rules.

PUBLIC FLOAT

Since Guangjun Holdings and Guangjun Sun Holdings are Controlling Shareholders of our Company,
the Shares held by them (representing approximately 41.90% and 11.98% of the total issued share capital
of our Company immediately upon completion of the Global Offering, assuming the Over-allotment Option
is not exercised) will not be counted towards the public float of our Company upon the Listing. Since Mr.
Yang and Mr. Xu Jiwu, being our Director and a director of our subsidiary, respectively, are core connected
persons of our Group and are shareholders of Kuwei Holdings, the Shares of our Company held by Kuwei
Holdings (representing approximately 6.87% of the total issued share capital of our Company immediately
upon completion of the Global Offering, assuming the Over-allotment Option is not exercised) will not be
counted towards the public float of our Company upon the Listing. In addition, since all the RSUs under
the RSU Scheme had been granted to Mr. Yang as of the Latest Practicable Date, the Shares held by Robert
Sun Holdings for the purpose of RSU Scheme (representing approximately 0.80% of the total issued share
capital of our Company immediately upon the completion of the Global Offering, assuming the
Over-allotment Option is not exercised) will not be counted towards the public float of our Company upon
the Listing.

Save for our Shares held by such Controlling Shareholders, Mr. Yang under the RSU Scheme and
Kuwei Holdings as mentioned above, none of the other Shareholders (i) is a core connected person of our
Group; (ii) has been financed directly or indirectly by a core connected person of our Group for the
subscription of Shares; or (iii) is accustomed to take instructions from a core connected person of our
Group in relation to the acquisition, disposal, voting or other disposition of the Shares registered in
his/her/its name or otherwise held by him/her/it, therefore the Shares held by other existing Shareholders
(representing approximately 18.48% of our issued share capital immediately following the Global Offering,
assuming the Over-allotment Option is not exercised) will be counted towards the public float upon the
Listing.
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Taking into account our Shares held by the existing Shareholders of our Company and our Shares to
be issued to other public shareholders pursuant to the Global Offering (representing approximately 19.97%
of the total issued share capital of our Company immediately upon the completion of the Global Offering),
our Directors are of the view that our Company will be able to satisfy the public float requirement under
Rule 8.08 of the Listing Rules.

LOCK-UP ARRANGEMENTS

Shares held by our Controlling Shareholders would be subject to a lock-up arrangement pursuant to
Rule 10.07(1) of the Listing Rules. For details, see “Underwriting — Underwriting Arrangements and
Expenses — Hong Kong Public Offering — Undertakings to the Stock Exchange pursuant to the Listing
Rules — (B) Undertakings by the Controlling Shareholders”. Our Controlling Shareholders have also
agreed to be subject to a lock-up arrangement in favour of our Company and the Overall Coordinators for a
period commencing on the date by reference to which disclosure of their shareholdings is made in this
prospectus and ending on the date which is twelve months from the Listing Date.

Each of Hannah Xia Holdings, Sky Xia Holdings and Robert Sun Holdings has agreed to be subject to
a lock-up arrangement in favour of our Company and the Overall Coordinators, for a period commencing
on the date by reference to which disclosure of their shareholdings is made in this prospectus and ending on
the date which is twelve months from the Listing Date.

Brand Wisdom, the offshore entity wholly-owned by our Pre-IPO Investor will be subject to a lock-up
arrangement in favour of our Company and the Overall Coordinators for a period commencing on the date
by reference to which disclosure of their shareholdings is made in this prospectus and ending on the date
which is twelve months from the Listing Date.

Each of other existing Shareholders as of the date of this prospectus, has agreed to (i) be subject to a
lock-up arrangement in favour of our Company and the Overall Coordinators, for a period commencing on
the date by reference to which disclosure of their shareholdings is made in this prospectus and ending on
the date which is six months from the Listing Date (the “First Six-months Period”), and (ii) not to dispose
of, nor enter into any agreement to dispose of or otherwise create any options, rights, interests or
encumbrances in respect of more than 50% of the Shares held by them as of the date of this prospectus
during the period of six months commencing on the date on which the First Six-months Period expires.
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CORPORATE STRUCTURES

Corporate structure after the Reorganisation and the Share Subdivision and before the Global
Offering

Our corporate and shareholding structure after the Reorganisation and the Share Subdivision and
immediately prior to the completion of the Global Offering is as follows:

Mr. Xia's Mr. Sun’s
Family Trust® ‘ Mr. Xia ‘ Family Trust® ‘ ‘ Mr. Sun ‘
l 100% i 100% i 100% l 100%
Jonson
Jonson Xia Junshu
Mr. Yang and ‘ ﬁ‘;ﬁ‘;“"f ‘ Holdings ‘ Summit Plus ‘ Holdings ‘
16 individuals other & Kastle Limited Mr. Pun
32 individuals
i l 99% 1% 100% 99% % 100% 100% 100%
Kuzhong Kuwei Hannah Xia Sky Xia Guangjun Guangjun Sun Robert Sun Puzhong Brand
Holdings® Holdings"” Holdings® Holdings Holdings Holdings® Holdings” Holdings® Wisdom
525% 8.58% ‘ 7.17% 4.98% 52.36% ‘ 14.97% 1% 5.5% ‘ 02%
Our Company
(Cayman)
l 100%
Channel Power
100%
l 100% ‘ No.1 Mercury Holdings ‘
‘ Plus (HK) ‘ i 100%
Offshore ‘ New Mercury Investments ‘
Onshore 1007,
‘ WFOE ‘
‘ 99.9% 0.1%
I
‘ Plus Shanghai ‘

i 100% l 100% i 100% l 100% l 100% i 100% l 100% i 100% l 19% l 15%
n)(x?rlr::ﬁ Mecool 1;\1[\3?;15 Retail Shanghai Shanghai Plus Beijing Beijing Guangzhou
arketing Marketing Winner Harvest Chengzhi Beijing” Ruosheng” Aikaka Cema™

Solution Consulting

i 100%

Winning Marketing Services ‘

Notes:

Mr. Sun’s Family Trust is a discretionary trust set up by Mr. Sun as the settlor for the benefit of Mr. Sun and Junshu
Holdings with Trident Trust acting as the trustee.

()

(2)  Mr. Xia’s Family Trust is a discretionary trust set up by Mr. Xia as the settlor for the benefit of Mr. Xia and Jonson Xia
Holdings with Trident Trust acting as the trustee.
3) Kuzhong Holdings is held as to (a) 25.86% by two former employees of our Group, who were only limited partners of

Ningbo Kuwei immediately prior to the Reorganisation; (b) 7.60% by five Independent Third Parties who were only
limited partners of Ningbo Hanzhong immediately prior to the Reorganisation; (c) 55.32% by eight Independent Third
Parties who were only limited partners or the general partner of Mingda Shengrui immediately prior to the
Reorganisation; and (d) 11.22% by an Independent Third Party who was a limited partner of both Mingda Shengrui and
Ningbo Hanzhong immediately prior to the Reorganisation. All of the shareholders of Kuzhong Holdings are not
directors or connected persons of our Group.
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(C))

(6))

(6)

)

(®)

®

(10)

(1n

(12)

Kuwei Holdings is held as to approximately 18.84%, 14.77%, 0.58% and 65.81% by Mr. Yang, our executive Director,
Mr. Bai Fuli (148 #), our vice president, Mr. Cui Yanan (#£ 55 4ifi), our technical controller and other 30 current and
former employees of our Company, respectively. Among the 30 current and former employees, (a) 27 of them which in
total holds 64.42% in Kuwei Holdings were limited partners of Shanghai Puwei immediately prior to the Reorganisation,
among which 14 in total holding 19.18% in Kuwei Holdings were also limited partners of Ningbo Kuzhong, three in
total holding 37.56% in Kuwei Holdings were also limited partners of Ningbo Kuwei, one holding 4.42% in Kuwei
Holdings was also a limited partner of both Ningbo Kuzhong and Ningbo Hanzhong, and nine in total holding 3.26% in
Kuwei Holdings were only limited partners of Shanghai Puwei immediately prior to the Reorganisation; and (b) three of
them which holds 1.39% in Kuwei Holdings in total were only limited partners of Ningbo Kuzhong immediately prior to
the Reorganisation.

Hannah Xia Holdings is held as to 99% by Jonson Xia Smile Holdings, which is wholly-owned by Mr. Xia’s Family
Trust and as to 1% by Jonson Xia Holdings, which in turn is wholly-owned by Mr. Xia, respectively.

Guangjun Holdings is held as to 99% by Summit Plus, which is wholly-owned by Mr. Sun’s Family Trust and as to 1%
by Junshu Holdings, which in turn is wholly-owned by Mr. Sun, respectively.

Robert Sun Holdings is a sharcholding platform established for the purpose of holding shares for eligible participants
under an RSU Scheme adopted by the Company on 13 January 2022 and is managed by Kastle Limited engaged by our
Company. As of the Latest Practicable Date, all of the RSUs under the RSU Scheme had been granted to Mr. Yang. For
details, see “RSU Scheme” in this section.

Puzhong Holdings is held by ten offshore holding companies, among which (a) 3.81% is held by a holding company
wholly-owned by Ms. Chen Li (B ), our financial controller, who was a limited partner of both Ningbo Kuzhong and
Shanghai Puwei immediately prior to Reorganisation; (b) 26.14% is held by a holding company wholly-owned by a
current employee of our Group, who was a limited partner of both Ningbo Kuwei and Shanghai Puwei immediately prior
to Reorganisation; (¢) 65.51% is held by six holdings companies wholly-owned by six Independent Third Parties,
respectively, who were limited partners of Mingda Shengrui immediately prior to Reorganisation, among which one was
also a limited partner of Shanghai Puwei immediately prior to the Reorganisation; (d) 4.54% is held by two holding
companies wholly-owned by two Independent Third Parties, respectively, who were limited partners of Ningbo
Hanzhong immediately prior to the Reorganisation. All of the shareholders of Puzhong Holdings are not directors or
connected persons of our Group.

Beijing Ruosheng was established under the laws of the PRC on 16 August 2021 and an indirect wholly-owned
subsidiary of our Company.

Plus Beijing was established under the laws of the PRC on 18 August 2021 and an indirect wholly-owned subsidiary of
our Company.

Beijing Aikaka Information Technology Ltd. (At 5{ % WA B 441l 47 FR /A 7)) was established under the laws of PRC
on 2 March 2012 and is principally engaged in technology development. As of the Latest Practicable Date, the
remaining equity interests of Beijing Aikaka was held as to 54.37%, 18.22%, 4.35% and 4.05% by Wu Guorui (55 E$i),
Zhuhai Zhongguan Qianming Venture Capital (Limited Partnership)* (¥ -z BB E ¥ (HRA)), Liu
Guanpeng (Z/BME) and Wang Fengyou (F % /&), respectively, who all were Independent Third Parties.

Guangzhou Cema was established under the laws of the PRC on 27 March 2015 and is principally engaged in market
investigation and study. As of the Latest Practicable Date, the remaining equity interests of Guangzhou Cema was held
as to 75% and 10% by Yu Siwei (T /8 &) and Wang Lie (£ %!), respectively, who both were Independent Third Parties.
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Corporate structure immediately after Global Offering

Our corporate and shareholding structure immediately after the completion of the Global Offering
will be as follows (assuming the Over-allotment Option is not exercised):

Mr. Sun’s
Family Trust?!

l 100% l 100% l 100% l 100%

MXH i ‘

‘ Mr. Sun ‘

Jonson Jonson Xia Junshu
Xia Smile ons Summit Plus .
Mr. Yang and Holdings Holdings Holdings
16 individuals other & Kastle Limited Mr. Pun
32 individuals
l 9% 1% 100% 9% | 1% 100% 100% 100%
Kuzhong Kuwei Hannah Xia Sky Xia Guangjun Guangjun Sun Robert Sun Puzhong Brand Other public
Holdings" Holdings® Holdings® Holdings Holdings Holdings'® Holdings” Holdings™ Wisdom Sharcholders
4.20% 6.87% 5.73% 399% 41.90% ‘ 11.98% 0.80% 4.40% ‘ 0.16% 19.97%
Our Company
(Cayman)
l 100%
Channel Power
100%
‘ Plus (HK) ‘ i 100%
Offshore J ‘ New Mercury Investments ‘
Onshore 100%
‘ WFOE ‘
‘ 99.9% 01

1 100%
‘ Plus Shanghai ‘
i 100% i 100% l 100% i 100% l 100% i 100% i 100% i 100% i 19% i 15%

Winning Mecool Mecool Retail Shanghai Shanghai Plus Beijing Beijing Guangzhou
Marketing ° Business ! . e < ez

Marketing Winner Harvest Chengzhi Beijing® Ruosheng” Aikaka(? Cema'™
Solution Consulting

i 100%

Winning Marketing Services ‘

Notes:

(1) to (12) please refer to the diagram under the sub-section headed “— Corporate structure after the Reorganisation and the
Share Subdivision and before the Global Offering” in this section.
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OVERVIEW

We are an established sales and marketing service provider, primarily focusing on providing on-site
sales and marketing solutions to market-leading FMCG (i.e. fast-moving consumer goods) brand owners
and distributors with activities mainly carried out at offline retail stores, such as supermarkets, department
stores and outdoor promotional campaigns. During the Track Record Period, we offer four types of
services: (i) customised marketing solution; (ii) tasks and marketers matching service; (iii) marketers
assignment service; and (iv) SaaS+ subscription. Further details of our services are set out below:

° Customised marketing solution. We formulate and implement customised sales and marketing
plans for our customers’ merchandise at offline retail stores with a view to raising brand
awareness, promoting merchandise and driving sales. In particular, we set up venues, arrange
marketers and event consumables and facilitate overall project management. Typical examples
of customised sales and marketing activities include promotional activities, marketing events,
roadshows, product launch events, order-placing events and appreciation ceremonies.

Being our most established and long-standing business, customised marketing solution
contributed the largest share of our revenue and accounted for 74.0%, 65.5% and 74.4% of
our total revenue during each year of the Track Record Period.

) Tasks and marketers matching service. We formulate and implement standardised sales and
marketing activities for our customers’ merchandise at offline retail stores with a view to
enhancing our customers’ sales performance. In particular, our customers’ marketing tasks are
published via our digitalised tool, Touchkit. We analyse historical task performance of
marketers to identify their strengths and characteristics. With such analysis, we provide
matching recommendations on tasks and suitable marketers. Also, with the aim to achieving our
customers’ performance targets, we regularly evaluate the impact of our services on sales
performance. Typical examples of standardised sales and marketing activities include sales and
promotion of our customers’ merchandise and in-store merchandise display.

Tasks and marketers matching service accounted for 7.7%, 14.2% and 13.3% of our total
revenue during each year of the Track Record Period.

) Marketers assignment service. We assign our employee marketers to execute sales and
marketing duties as instructed by our customers at designated offline retail stores. We also help
manage human resources-related administration matters of these employee marketers. In
particular, we enable our customers to reduce operating costs associated with human
resources-related administration matters and enhance management efficiency. As such, our
customers can focus on and allocate more management resources towards their core business
activities, while having access to stable supply of marketers.

Marketers assignment service accounted for 17.8%, 16.7% and 7.8% of our total revenue during
each year of the Track Record Period.

° SaaS+ subscription. We offer customisation (on an as-needed basis) and subscription for our
readily-available digitalised tools. In particular, our digitalised tools support our customers to
streamline their sales and marketing process and manage their offline retail network, as well as
make data-driven decisions.

During each year of the Track Record Period, SaaS+ subscription accounted for 0.5%, 3.6% and
4.5% of our total revenue.
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Our services are well recognised in the market. In particular, according to the Agency Scope China
2019/20 study, we were the marketing service agency most valued by our customers for the attributes of (i)
innovation; (ii) good at sales promotions/activation; and (iii) good execution. For our other recognitions
and awards, see “Awards and recognition” in this section. In addition, leveraging our industry insights, we
together with Frost & Sullivan and LeadLeo issued 2022 China Offline Digital Marketing White Paper
(20224 B 47 T B 8 8L B2 3)) to analyse challenges and market opportunities of offline sales
and marketing under the trend of digital transformation. For details, see “Our sales and marketing” in this
section.

Since our inception in 2004, we have strived to provide our customers with sales and marketing
services that are comprehensive to their corporate needs. We offer services to customers of different sizes
and scales which are scattered over different geographical locations in the PRC in support of their sales and
marketing initiatives. Generally, our services require on-site implementation by marketers. Marketers
mainly refer to the persons who directly interact with consumers and perform on-site implementation of
sales and marketing activities, such as salespersons, frontline staff, etc. In the context of our business
operations, we categorise our marketers into employee marketers (who have employment relationships with
us) and third-party marketers (who do not have any employment or contractual relationship with us). As of
the Latest Practicable Date, our services covered more than 320 cities in 31 provinces/municipalities in
China. Meanwhile, benefiting from data collected and processed as a result of our provision of services, we
have accumulated data assets of over 4 million of points of sale during the Track Record Period.

Our Market Opportunity and Competition

The retail sales and marketing services market in the PRC have been undergoing digitalisation
transformation in recent years, which has brought both challenges and opportunities to our operation. We
believe that we can compete with other market players with our technological edge.

Given that our business primarily focuses on on-site sales and marketing activities, the gradual shift
of the China’s retail market from offline to online may affect our business operations and financial
performance. According to the Frost & Sullivan Report, China’s retail sales and marketing services market
is fragmented and highly competitive, with the top five retail sales and marketing services providers taking
up approximately 23.4% of the market in 2021 and in terms of revenue, we accounted for approximately
0.02% of the market in the PRC in 2021. China’s retail market is categorised into online and offline
channels. In terms of the revenue generated by retail service providers, the online channel is the
faster-growing segment and increased rapidly at a CAGR of 26.5% from 2017 to 2021, whereas the offline
channel only grew at a CAGR of 4.1% for the same period. Going forward, online retail market is expected
to increase at a CAGR of 11.9% from 2021 to 2026, while offline retail market is expected to grow at a
slower pace at a CAGR of 3.3% during the same years. Accordingly, considering our current business is
primarily offline-focused, such transformation may adversely affect our operations and performance and
the growth of our business due to the slower growth momentum of the offline retail channels. For further
details, see “Risk Factors — Risks relating to our business — The offline retail market and retail sales and
marketing services market in China is subject to various uncertainties. In particular, the emergence of
e-commerce and online marketing may adversely affect the demand for our on-site sales and marketing
services, as well as the overall offline retail sales and marketing services market in China.”.

Despite the growing online retail sales channel, the offline retail sales channel remains accounting for
the larger market share. The offline channel represented more than 67% of the entire retail market over the
last five years and according to Frost & Sullivan, with the increasing costs of acquiring and retaining
consumers in the online channel and deeper and more tangible consumer experience in the offline channel,
the offline retail market is expected to remain larger than the online retail market, and the offline channel is
projected to represent more than 58% of the entire retail market in the next five years. In addition, brand
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owners often consider online retail channel as a channel for distributing products supplementary to the
offline retail channels. China’s retail support services market in terms of revenue is projected to increase
from RMB7.9 trillion in 2021 to RMBI11.0 trillion in 2026 at a CAGR of 6.8% and the retail sales and
marketing services market in China in terms of revenue is expected to grow from RMB2,167.7 billion in
2021 to RMB3,350.1 billion in 2026, yielding a CAGR of 9.1%. The retail sales and marketing services
can be categorised into FMCG, durable goods, agricultural means of production, and others. Among all
categories under retail sales and marketing services market, FMCG sector holds the largest market share,
which amounted to RMB1,261.5 billion and accounted for approximately 58.2% of total market size of the
retail sales and marketing services market in terms of revenue in 2021, and is projected to reach
RMB1,678.3 billion in 2026, attaining a stable CAGR of 5.9%. In light of the current and projected market
share of the offline retail sales channel, we believe that the effect of the gradual shift of the China’s retail
market from offline to online on us would not be significant.

Our Directors consider that the sales and marketing services market in China is relatively
competitive, with a large number of participants with different skills and backgrounds. With the increasing
demand for more diverse, integrated and data tracking marketing services and higher standards of data
collection and more complicated offline retail operation, market participants are under pressure to
strengthen their competitive advantages through cross-industry or intra-industry mergers and acquisitions.
Also, cyclical volatility in retail industry caused by external macroeconomic conditions can negatively
impact brand owners’ operations, leading to a reduction in their marketing budget, which in turn results in
increasingly fierce competition for limited customer resources. According to Frost & Sullivan, major
market drivers of the retail sales and marketing services market in China include (i) consumption upgrades
prompt demand for more customised marketing services; (ii) fiercer competition drives marketing
effectiveness enhancement; (iii) rising demand for offline experience. Meanwhile, it is also expected that
there will be (i) further expansion of advertising channels and media resources; (ii) growing demand from
various product sectors; (iii) a prevalence of marketing technology for integrated service capability; and
(iv) performance-based advertising becoming increasingly favoured. On the other hand, we are subject to
various threats and challenges. For details, please refer to “Industry Overview”.

In addition, our Directors consider that going forward, sales and marketing is expected to be
conducted through a combination of online and offline channels, technology capability has gradually
become the next core competency of sales and marketing services providers. Nowadays, established
services providers strive to offer holistic marketing solutions to advertisers in one stop. Big data and cloud
computing technology enable sales and marketing services providers to gather a vast amount of
information to build a comprehensive customer profile for advertisers based on multiple tools and
platforms. In addition, new domestic FMCG brands normally were born from internet, which urges sales
and marketing services providers to digitalise their offline operations in order to improve marketing
efficiency for brand owners and distributors. As more advanced technologies emerge and are applied, sales
and marketing services providers are becoming more integrated and technology-driven. We cannot assure
you that we will be able to advance our technology capability successfully or we will be able to provide
sales and marketing services that are supported by our digitalised tools to the satisfaction of our customers.
As a result, we cannot predict with certainty the future growth rate and size of the market of our business.
Further, given the regulations in relation to cybersecurity and data privacy in the PRC, we may also face
unpredictable restrictions on the adoption and development of different digitalised tools. Therefore, while
we believe we possess a technological edge to deploy in the age of digitalisation transformation, the extent
of our future growth may be affected by the uncertainties involved.
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Despite the digitalisation transformation, on-site shopping remains a part of consumers’ behaviour,
thereby driving the need for offline sales and marketing activities. The slower growth momentum of the
offline retail market may be subject to uncertainties. The majority of brand owners in the retail industry
have been facing different challenges, such as fiercer competition, fragmented distribution networks and
information asymmetry, and they tend to increase investment in offline sales and marketing with a view to
obtaining consumer profiles, improving efficiency in the retail value chain, and adopting technology
empowered tools and systems while implementing sales and marketing activities. From the consumer
perspective, consumers not only are prone to using online channels to buy or interact with brand owners or
distributors but also enjoy physical shopping experience. To some extent, these phenomena encourage
brand owners and distributors to cooperate with offline retail sales and marketing service providers, like us,
to advance their offline sales and marketing activities, which enables automation, data transparency, user
interaction, and resources monitoring. Furthermore, the further development of SaaS technology also
lowers the threshold for brand owners and distributors to embrace digitalisation by reducing upfront
hardware costs and meaningful access to data assets. In this case, efficiency and resources saving are
expected to bring cost down and strengthen existing value proposition for brand owners and distributors. In
return, retail sales and marketing service providers are able to achieve business success in such a
digitalisation era.

According to the Frost & Sullivan Report, along with the digitalisation transformation progress in
recent years, China’s retail sales and marketing services market is becoming more well-established and
integrated, which would create long-term and positive impacts on the development of the retail market.
Further, China’s retail sales and marketing services market has been propelled by the PRC government
policies, for example National Economic and Social Development during the “14th Five-Year Plan” Period,
which create a favourable development environment for starting new businesses and new growth potential
for the market. For the year ended 31 December 2021, our Group recognised revenue of RMB416.3
million, which accounted for approximately 0.03% in the FMCG retail sales and marketing services
market. In addition, the Company accounted for approximately 0.02% of the overall retail sales and
marketing market in the PRC in 2021.

Our Performance

Our revenue slightly increased by 0.7% from RMB413.6 million for FY2020 to RMB416.3 million
for FY2021, primarily attributable to the increase in revenue from tasks and marketers matching service
and SaaS+ subscription. Our revenue increased by 48.5% from RMB416.3 million for FY2021 to
RMB618.1 million for FY2022.

Customised marketing solution, being our long-established business, contributed the largest share of
our revenue for each year of the Track Record Period, accounting for 74.0%, 65.5% and 74.4% of our total
revenue for FY2020, FY2021 and FY2022, respectively. The following table sets forth our revenue by
service types for the years indicated:

FY2020 FY2021 FY2022
RMB’000 % RMB’000 % RMB’000 %
Customised marketing solution 305,888 74.0 272,724 65.5 459,623 74.4
Tasks and marketers matching service 32,127 7.7 59,238 14.2 82,062 13.3
Marketers assignment service 73,583 17.8 69,412 16.7 48,713 7.8
SaaS+ subscription 1,973 0.5 14,915 3.6 27,712 4.5
Total 413,571 100.0 416,289 100.0 618,110 100.0
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Our gross profit amounted to RMB164.0 million, RMB170.2 million and RMB173.6 million for the
three years ended 31 December 2022, respectively, and our gross profit margin amounted to 39.6%, 40.9%
and 28.1% for the same years. Customised marketing solution contributed the largest share of our gross
profit and accounted for 53.3%, 48.2% and 52.4% of our total gross profit for FY2020, FY2021 and
FY2022, respectively. The following table sets forth a breakdown of our gross profit and gross profit
margin by types of services for the years indicated:

FY2020 FY2021 FY2022
Gross Gross Gross
Gross Profit Gross Profit Gross Profit
Profit Margin Profit Margin Profit Margin
RMB’000 % RMB’000 % RMB’000 %
Customised marketing solution 87,474 28.6 82,040 30.1 90,958 19.8
Tasks and marketers matching service 10,357 322 16,764 28.3 20,386 24.8
Marketers assignment service 65,580 89.1 61,633 88.8 43,733 89.8
SaaS+ subscription 555 28.1 9,812 65.8 18,490 66.7
Total 163,966 39.6 170,249 40.9 173,567 28.1

We achieved net profit of RMB53.9 million, RMB59.0 million and RMBS52.7 million, representing
net profit margin of 13.0%, 14.2% and 8.5% for FY2020, FY2021 and FY2022, respectively. By excluding
the impact of Listing expenses, we had an adjusted net profit (Non-HKFRS measure) of RMB53.9 million,
RMB67.4 million and RMB70.6 million for FY2020, FY2021 and FY2022, respectively.

Our Technologies

Our FMES platform contains digitalised tools with different functionalities and data assets
accumulated from our provision of services over the years. We utilise our digitalised tools to manage
data collected during our daily operations and transform them into valuable data assets, which in turn
facilitate our business process. As such, our digitalised tools enable us to manage our business processes,
which include formulating implementation plans, managing implementation process and collecting,
verifying, processing and analysing data to produce data analytics.

We collect and process in our daily operations fragmented and unorganised first-hand information
relating to (i) sales and marketing performance by our and third-party marketers (including attendance and
task completion records); (ii) consumer behaviours and feedback; and (iii) sales and purchase transactions.
Our marketer pool comprises marketers with different backgrounds, experience and skill sets. For FY2022,
the number of average monthly active marketers was 23,008, spreading across more than 320 cities in 31
provinces/municipalities in China. In order to effectively manage on-site performance of marketers, we
divide on-site implementation of sales and marketing activities into different tasks and evaluate
performance of our marketers on the tasks. Typical examples of tasks include sales and promotion of
merchandise, assisting in marketing campaigns, in-store merchandise display, stock inventory management
and other daily operations. For FY2022, the total number of tasks completed was over 683,000. In view of
such volume of data, we need a reliable and scalable platform to support our provision of effective sales
and marketing services. In particular, MiJob Square, being one of our flagship digitalised tools, facilitates
easy task application for marketers, while also facilitates remote management of marketers and monitoring
of task performance and status for us.
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Meanwhile, our tasks and marketers matching service utilises big data and Al technologies to
generate and continuously improve matching recommendations of marketers with tasks. Since different
tasks at offline retail stores in different areas (which may have different target consumer groups,
consumers’ behaviour and preference and merchandise variety) would require marketers with different
background, experience and skill sets, etc., we believe we can enhance our ability in achieving better
results (such as sales amount) using Al-generated matching recommendations.

OUR COMPETITIVE STRENGTHS
We believe that the following strengths have contributed to our success:
Established sales and marketing service provider in China

We are an established sales and marketing service provider based in the PRC, primarily focusing on
providing on-site sales and marketing solutions to market-leading FMCG (fast-moving consumer goods)
brand owners and distributors with the use of our digitalised tools. Leveraging our industry expertise,
understanding of sales and marketing and retail operations and technological capabilities, we are capable of
offering our customers of different sizes and scales from various industries who have different
requirements and budgets with a wide range of services, such as (i) formulating plans and implementing
events to drive the sales of particular merchandise, (ii) easy access to a pool of marketers for on-site
implementation, (iii) data analytics of market potential of selected geographical locations or specific offline
retail stores where our customers may not have physical presence, thereby reducing operating costs
associated with human resources-related administration matters.

Since 2004, we have been providing traditional sales and marketing services for FMCG brand owners
and distributors in China. Given the complicated nature and diversity of offline retail operations, it is
challenging for our customers to implement sales and marketing initiatives effectively, or to monitor and
evaluate the relevant results efficiently. Recognising the benefits of how technologies could improve sales
and marketing in offline retail operations and huge market potential in the industry, we started to use
digitalised tools in our business process in 2012. Since then, we have continued to expand the
functionalities of our digitalised tools to provide technological support to our services. We launched our
tasks and marketers matching service and SaaS+ subscription in 2019 and 2020, respectively, with a view
to generating long-term and recurring revenue from a wider range of customers. Owing to our continuous
effort in promoting our tasks and marketers matching service and SaaS+ subscription, we provided tasks
and marketers matching service and SaaS+ subscription to 38 and 95 customers for FY2022, respectively.

Our services are well recognised in the market. In particular, according to the Agency Scope China
2019/20 study, we were the agency most valued by our clients for the following attributes: (i) innovative
agency (business transformation through different offering); (ii) good at sales promotions/activation; and
(iii) good execution. For our other recognitions and awards, see “— Awards and recognition” in this
section.

Strong network effect and synergy effect enabled by our business model

Our business model engages different stakeholders in the offline retail operation. We offer services to
customers of different sizes and scales which are scattered over different geographical locations in the
PRC. Generally, our services require on-site implementation by marketers. Marketers mainly refer to the
persons who directly interact with consumers and perform on-site implementation of sales and marketing
activities, such as salespersons and frontline staff. As at the Latest Practicable Date, our services cover
more than 320 cities in 31 provinces/municipalities in China. Our strong and expanding marketer pool
creates a strong network effect that helps us expand our customer base, while the expansion of our
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customer base brings higher task volume. Such higher task volume allows us to motivate marketers to stay
active with us and attract more marketers with diverse backgrounds and skill sets, which in turn strengthens
our capability to match a more suitable marketer for a particular task. Improved task matching capability
enables us to enhance our service quality.

Our services also create synergies among different stakeholders engaged in our business operations,
in particular our customers and marketers. On one hand, we help our customers to implement their sales
and marketing initiatives efficiently and enhance their offline retail sales performance. On the other hand,
we help marketers to search for jobs with monetary rewards, thereby attracting more marketers to join our
marketer pool. Meanwhile, as marketers are required to report their attendance and performance of the
tasks via our digitalised tool, we have created a large and real-time database which assists our customers to
evaluate the sales and marketing activities.

Data-centric operation empowered by our FMES platform

We collect and process in our daily operations fragmented and unorganised first-hand sales-related
and consumer-related information input by our marketers, including attendance records, task completion,
sales performance and consumers’ feedback. Benefiting from data input by marketers while they carry out
tasks, for the Track Record Period, we have accumulated data assets for over 4 million points of sale from
more than 360 cities in 31 provinces/municipalities in China. In the retail market, if a sales and marketing
activity involves a large amount of highly dispersed offline retail stores and/or marketers, it would be very
difficult for our customers to track and manage each sale made and contract signed by each offline retail
store and marketer and to evaluate the performance of each offline retail store and marketers. In view of
such a massive volume of data, we use technologies to support our provision of services and collection of
information for data-driven decision-making.

Unlike the traditional way of implementing sales and marketing services, which heavily rely on the
information provided by the customers to formulate sales and marketing strategies and to manually manage
the implementation process, we provide services with the support of our digitalised tools and the data we
accumulated over the years in provision of services, which we believe set us apart from our competitors, as
(1) such accumulated data asset allows us to deepen our insights into the FMCG industry and gain market
intelligence, as well as broadening our industry network by establishing connections with major
stakeholders in the offline retail operation; (ii) our customers would also benefit from our customised
marketing solutions formulated based on the data we processed and achieve better sales performance as a
result; and (iii) our digitalised tools would allow us to manage and oversee the overall project
implementation process. The ability to devise, manage and coordinate various aspects of a marketing
project and the delivery of customised marketing solutions has allowed our Group to assist our customers
to address their challenges and to ensure the delivery of envisaged marketing solutions.

Our FMES platform contains digitalised tools with different functionalities and data assets
accumulated from our provision of services over the years. Such platform primarily enables us to
effectively manage our business processes, which include formulating implementation plans, managing
implementation process and collecting, verifying, processing and analysing data to produce meaningful
data analytics. For instance, one of our customers, a FMCG brand owner that primarily engages in food
products and beverages, found it difficult to get through and analyse data from different software and
systems, such as marketing management systems, finance systems or employee management systems,
which had been used by its various branch companies. Benefiting from our services supported by
digitalised tools, such brand owner customer was connected to different sales and marketing agencies,
marketing supervisors and marketers and was able to obtain data with consistent data tags for the ease of
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carrying out analyses and evaluation on its sales performance. Other than supporting our services, as the
operator of digitalised tools, we gain market insights from data and thus, have continuously refined our
services to fit the evolving demands from customers.

We attach great importance to R&D and technological advancement. As at 31 December 2022, our
innovation centre team, which was responsible for innovation and R&D, had 50 R&D staff and had R&D
teams in Shanghai, Beijing, Guangzhou and Dalian. During the Track Record Period and up to the Latest
Practicable Date, we have consistently upgraded our digitalised tools and launched over 1,000 updates or
new features that cater to the evolving needs of our customers. As at the Latest Practicable Date, we had 84
software copyrights registered in the PRC which we consider to be material or may be material to our
business.

Large and diverse marketer pool

Supported by our marketer pool, we are capable of meeting customers’ demands and serving
customers who have different merchandise, target consumers, requirements and budgets. Our marketer pool
comprises employee marketers (who have employment relationships with us) and third-party marketers
(who do not have any employment or contractual relationship with us and are supplied to us by labour
service suppliers). The number of marketers who have registered for the use of MiJob Square, being our
digitalised tool increased from over 331,400 as of 31 December 2020 to over 453,000 as of 31 December
2022, with the number of average monthly active marketers increased from over 16,200 for FY2020 to over
23,000 for FY2022.

We use a task-based management system in our daily operations to manage the implementation
process of our projects, as well as the performance of marketers. Typical examples of tasks include sales
and promotion, assisting in marketing campaigns, in-store merchandise display, stock inventory
management and other daily operations. Building on our marketer pool, we have achieved a completion
rate for tasks (which is calculated by dividing total number of tasks completed by total number of tasks
published) of over 72% for FY2022, thereby satisfying our customers’ demand for different sales and
marketing services, whether one-off, short-term or continuous. We not only made our customers’
engagement of sales and marketing service providers easier and more convenient, but also help marketers
to obtain monetary rewards.

We value the experience of our marketers. In particular, our digitalised tool which is created for the
use by marketers, namely MiJob Square, has a simple interface and is easy to access from mobile,
encouraging users to stay tuned for newly released tasks thereby. Using such a digitalised tool, marketers
can easily and conveniently search for tasks, receive training videos and follow-up quizzes, so that they
could be better prepared and equipped to satisfactorily fulfil their task duties and meet our customers’
expectations.

Taking advantage of our readily available and extensive marketer network, we believe that we are
able to stand out amongst our competitors in assisting our customers to achieve enhanced sales with lower
costs, hence capturing a greater portion of the huge market opportunities.

High-quality customer base with expansion potential

We have a high-quality customer base. For the Track Record Period, a majority of our revenue was
derived from customers which are brand owners and distributors. For FY2022, we had 43 brand owner
customers. For the Track Record Period, a majority of our brand owner customers were engaged in the
FMCG industry, including daily commodities, food products and beverage and consumer electronics. For
the same period, a majority of our brand owner customers and most of our top five customers in each year
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of the Track Record Period are market-leading FMCG brand owners (including Fortune Global 500
companies, Top 500 Enterprises of China companies and/or otherwise market-leading FMCG brand owners
in the PRC and/or have global presence).

Meanwhile, we have maintained long-term and stable business relationships with our customers. As
at 31 December 2022, we had an average of seven years of business relationship with our top five
customers.

Since the launch of tasks and marketers matching service and SaaS+ subscription in 2019 and 2020,
respectively, both services have been widely used and accepted by both existing and new customers. With
respect to our tasks and marketers matching service, we experienced a growing number of customers with
the number of customers being 15, 19 and 38 for FY2020, FY2021 and FY2022, respectively. With respect
to SaaS+ subscription, the number of customers increased from 3 for FY2020 to 8 for FY2021, and then
increased to 95 for FY2022.

Our solid customer base has allowed us to expand our business by cross selling our service offerings
and soliciting our customers’ business partners to be our new potential customers, while our diversified
service offerings have enabled us to continuously expose ourselves to brand owners, distributors and
offline retail stores, forming a pool of customers and potential customers of different background and thus
providing us with business opportunities on a recurring basis.

We have also established a strategic cooperation relationship with Baidu Smart Cloud (H FE & fEX),
a leading Al company based in the PRC, under which Baidu Smart Cloud uses its Al, big data and cloud
computing and other technologies to assist us in the construction of digitalised sales and marketing
platforms and a digital database containing information on evaluation, historical sales performance and
potential market size of offline retail stores. Currently, such database forms part of our platform and
enables us to help our customers grasp the demographics and spending power of target consumer groups
that our network covers in China.

Seasoned and insightful management team

Our management team has a proven track record in the offline sales and marketing industry and the
operation of market-leading brands. Our visionary management, Mr. Sun Guangjun (& ) has over 26
years of experience in the marketing industry. Leveraging his extensive industry experience in management
and strategic planning acquired from his previous positions with some Fortune Global 500 companies, Mr.
Sun has led us through our business development. In particular, our management has enabled our
digitalisation transformation from a traditional sales and marketing service provider to an established sales
and marketing service provider supported by our FMES platform.

Under the leadership of our seasoned management team, we have seized the market opportunity to

establish relationships with high-quality market-leading FMCG brand owners, expand our service offerings
and continue to upgrade our business model to achieve long-term sustainability.
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OUR GROWTH STRATEGIES

Enhance our R&D capabilities and develop advanced sales and marketing digitalised tools as well as
attracting and retaining R&D talents

As our sales and marketing services have been well-received by the market, we aim to enhance our
existing and develop new digitalised tools to drive revenue growth. To strengthen our competitiveness, we
plan to use a significant portion of the proceeds from the Global Offering for enhancing our core
technology R&D capabilities, which includes (i) upgrading of our FMES platform and digitalised tools; (ii)
establishing a cloud-based sales and marketing platform as a service (PaaS) system; (iii) enhancing our
Shanghai headquarters and Dalian R&D centre; and (iv) enhancing our technology infrastructure.

In particular, our plan relating to upgrading our FMES platform and digitalised tools will focus on:

with respect to our FMES platform, we will strengthen the capabilities and improve certain of
our digitalised products, including BrandKEY, Channel Station and Touchkit, and develop
platform-level operation system that contain necessary functions, such as marketers operational
system and points of sale operation system, to provide a wider range of services to our
customers;

with respect to our digitalised tools, we will upgrade and develop new features to meet the
evolving market demands, thereby enabling better utilisation of our digitalised tools to support
our service offerings and minimising our manual input in the provision of our services;

with respect to our SaaS+ subscription, we will focus on digitalising our customers’ offline
sales and marketing activities and offer services and/or digitalised tools to serve a wider variety
of offline retail operations, thereby allowing us to cater to diversified customer needs; and

with respect to data empowerment, we will focus on operations in the aspects of R&D and
optimisation of algorithms, thereby enabling our customers to overcome data barriers and
improving their operational efficiency and effectiveness. For example, we will establish
business systems to support our FMES platforms and digitalised tools and indexes of data tags,
algorithms, performance indicators of sales and promotional activities, etc.

We believe such an upgraded FMES platform and digitalised tools can help us provide sales and
marketing services to a wider range of customers.

Meanwhile, our plan in relation to our headquarters and R&D centre is expected to benefit us in the

following ways:

the enhancement of our Shanghai headquarters and Dalian R&D centre will provide additional
and sufficient office space to support our recruitment plan for hiring 35 R&D talents over the
next three years. We believe that our enlarged R&D team would facilitate our ability to
accelerate technology and digitalised tools innovations and expand the applicability of our
digitalised tools to different offline retail operations. Furthermore, these new staff could help us
address the evolving business needs of our customers and other industry participants along the
value chain.
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We recognise that all of our staff are critical to our success and long-term business development.
Possessing qualified and experienced management capability and service professionals are key success
factors for marketing companies as outstanding talents are able to quickly provide sales and marketing
solutions due to their experience and business acumen. Meanwhile, these talents are expected to be able to
handle business development and collaborate with technology teams to integrate technology empowered
sales and marketing tools or service innovations. Industry expertise and experience can only be acquired
and accumulated over the long term, and new entrants may not be able to afford or develop such
capabilities in short term. We plan to use a portion of the proceeds from the Global Offering to continue to
attract and retain talented staff, including (i) R&D staff, such as industry experts, digitalised product
managers and assistants, testing engineers and algorithm and data analysts, who will be responsible for
enhancing our core technology capabilities and fundamental R&D; and (ii) business team members, who
will help accelerate the business development of our customised marketing solution and tasks and
marketers matching service.

We intend to remunerate our managerial and other key staff with compensation packages that we
believe to be competitive in our industry. Also, we may provide our talented and promising staff with
training and rotation opportunities to help them develop professionally and enhance their work experience
so they can become competent managers. We also intend to provide professional trainings to our sales team
to strengthen their capabilities to serve our customers, thereby enhancing customer loyalty. Aside from
trainings, we will also organise various team building activities to build the morale of our staff and to instil
a sense of belongings in our staff as they grow with our Group. In addition, as we plan to expand our
service offerings and geographical coverage of our business, we expect to hire additional talents to cater for
and in line with our expansion needs. With continued effort on the development of our valuable human
resources, we believe that we will be successful in retaining and motivating our managerial, sales and
operations, R&D and other staff and continue to attract more talented individuals.

Raise awareness of our brand and increase market share

With experience and expertise, many sales and marketing services providers have become more
familiar with the effectiveness of different types of sales and marketing campaigns towards target
customers. On the other hand, advertisers understand that the effectiveness and efficiency of the
collaboration between advertisers and services providers significantly determines the performance of
market campaigns. Therefore, a sustainable and mutual cooperation between both sides can ensure the
long-term development for both participants.

We plan to use a portion of the proceeds from the Global Offering to increase our market share in the
PRC by promoting our own brand to further our business growth, as well as strengthening our sales and
marketing channels. We intend to promote our services to market-leading companies, as well as SMEs, in
the FMCG industry and extend our services to other industries, such as finance and tourism industries. We
plan to drive the penetration of our service offerings and digitalised tools through word-of-mouth referrals
and a range of other channels, such as customer meetings, conducting regular market researches and
industry conferences and events, as well as by engaging online sales and marketing channels including
strategically placing advertisements on professional and social network platforms. We also plan to establish
an exhibition hall in Shanghai to display our landmark cases. Also, the exhibition hall will demonstrate
how our digitalised tools are used in different retail operations, thereby enhancing our customers’
understanding in our technology capabilities and services.
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Establish our international presence

We plan to expand into the retail support services markets outside the PRC, such as Southeast Asia
(including Singapore and Indonesia) and Japan, by leveraging our proven track record in serving
market-leading FMCG brand owner customers with a view to capturing overseas market opportunities.
Based on a feasibility study conducted by us, we consider that the retail markets in these countries are
sustainable and the development of the retail support services markets are promising.

According to the Frost & Sullivan, the retail markets in Japan, Singapore and Indonesia would sustain
positive growth and nurture opportunities for the sales and marketing services providers in their respective
retail industry. The competitive landscape of sales and marketing industry in these mentioned countries are
relatively fragmented. Accordingly, it is expected that the entry barrier into these countries would not be
too high.

In conclusion, considering the current competitive landscape of the retail industry, the strong
demands for service providers of sales and marketing technology in Japan, Singapore and Indonesia, and
the high quality of our customers in terms of their sales and geographical presences, our Directors are of
the view that development opportunities are plentiful in the abovenamed countries for new entrants like us.
The overseas expansion is a long-term plan of our Group and as of the Latest Practicable Date, we have not
yet commenced implementation of our overseas expansion plan.

Pursue strategic investment, acquisition and cooperation

We intend to pursue strategic cooperation with selected institutions and enterprises, including but not
limited to strategic alliances, investments, joint ventures and/or acquisitions, that may be complementary to
our growth strategies, particularly those that can help us enrich our service offerings, enhance our
technologies, and expand our customer and user base. We also intend to enrich our existing capabilities,
enhance our core competencies and supplement our strategic business development plan. Currently, we
plan to strategically acquire large companies in the PRC which could enable us to rapidly expand our
business across the country. In particular, we intend to look for traditional sales and marketing companies
in the PRC. Since our current business operations cover more than 320 cities in 31 provinces/municipalities
in China, there are no limitations on the location(s) where potential targets might be located. When
selecting and assessing potential targets, we will consider a number of selection criteria, which include:

(i) we intend to look for a target that is traditional sales and marketing company in the PRC, which
has a focus on FMCG industry. Therefore, such target would have a similar business focus and
experience in serving FMCG customers. We expect that such target can help enhance our
capability in serving a wider range of FMCG customers and expand the applicable offline retail
operation of our services. Also, we can minimise time required for organic growth and business
expansion;

(i) we may look for a target that has an established customer base consisting of international and
local market-leading brand owners and/or distributors. We expect such target would help
expand our customer base and thus, enhance our market presence and strengthen our market
share;

(iii) we may look for a target that has an established marketer base, which could be employee
marketers and/or third-party marketers, so that the target could help us expand our marketer
base. With an enlarged marketer base, we expect to broaden geographical coverage of our
marketer network, manage task acceptance and completion capacity more effectively, and thus,
enhance our task completion rate;
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(iv) we may look for a target that possesses competitive advantages in areas we consider valuable to
our existing business operation. We expect such target can help expand our service coverage in
different offline retail operation and complement with our existing services. Also, such target is
expected to enhance our business growth, brand awareness and financial performance; and

(v) we intend to look for a target that has proven track record in providing traditional sales and
marketing services and at least an annual revenue of RMB150 million.

Based on the expert interviews conducted by Frost & Sullivan, for our selection criteria and the
availability of such targets, as of 2021, there were approximately over 300 sales and marketing companies
in China that had revenue of at least RMB150 million.

We believe our extensive industry experience and insights will enable us to identify suitable potential
opportunities and effectively evaluate and execute such opportunities. For potential investment, in the long
run, we will utilise our internally generated resources to enhance the performance of the acquired
companies, such as sharing our extensive industry experience, implementing our advanced operation
models, reorganising their corporate governance structure to help them integrate into our operations, as
well as establishing a competitive and flexible remuneration system, with the goal to form sustainable and
mutually beneficial relationships with such acquired companies.

In the past, we expanded organically through setting up branch offices in different locations across
the mainland China due to the lower cost required. However, such expansion strategy was subject to
limitations in acquiring competitive capabilities and prevented us from acquiring important benefits that
could only be achieved through strategic investment in, acquisition of and cooperation with external
targets, including convenient access to an established customer portfolio to broaden our customer base.
With an elevated corporate image, which may allow us to attract sizable and quality targets with
capabilities we seek, and stronger financial resources upon the successful Listing, we believe that it would
be appropriate for us to step up and expand through strategic investment, acquisition and cooperation.

As of the Latest Practicable Date, we do not have any specific investment or acquisition plans or
targets and have not entered into any definitive agreements with any potential targets.
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OUR BUSINESS MODEL

Our business model covers different offline retail operations. In an offline retail operation, brand
owners/distributors, points of sale and marketers are major stakeholders which drive the sales of
merchandise. They interact with and affect one another, thereby creating different possibilities. In response,
our services connect these stakeholders and bring network effects to and synergies among them. The
following diagram describes the relationship among the stakeholders and how our services facilitate them
in the offline retail operation:
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Brand owners and distributors supply merchandise to points of sale for retail purpose. We provide services to brand
owners and distributors to assist them to carry out sales and marketing initiatives, offline retail network management and
obtain sales and marketing data analytics.

Points of sale refer to places where retail transaction takes place, such as supermarkets, grocery stores, convenience
shops, department stores, outdoor promotional campaigns and other retailers. Sales and marketing activities in points of
sale require marketers for on-site implementation, including providing product-related information and services to
consumers, in-store merchandise display, stock inventory management and other daily retail operations.

Marketers mainly refer to the persons who directly interact with consumers and perform on-site implementation of sales
and marketing activities, such as salespersons and frontline staff. They not only affect the consumers’ experience and
choice on merchandise, but also possess first-hand sales-related and consumer-related information, such as sales
performance, consumer behaviour and consumers’ feedbacks on merchandise. In the context of our business operations,
we categorise our marketers into employee marketers and third-party marketers.

Marketers can search for tasks using our digitalised tool. Typical examples of tasks include sales and promotion,
assisting in marketing campaigns to interact with and/or attract new potential consumers, in-store merchandise display,
stock inventory management and other daily operations. Having accepted the tasks, marketers will execute the required
task duties and thus, facilitate us to provide sales and marketing services to our customers. After marketers finish the
tasks, they earn monetary rewards in return for their services provided.
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(5)  Using our digitalised tools, we collect from marketers’ first-hand sales-related and consumer-related information.
Meanwhile, using certain built-in functions of our digitalised tools, we verify the accuracy of the information.

(6) Afterwards, via our digitalised tools, the offline information is converted into data assets, processed using consistent
data tags and analysed to provide meaningful data analytics. We provide customers with data analytics, thereby allowing
them to increase operational efficiency, obtain first-hand consumers’ insights in a timely manner and gain the upper
hand in the competitive market.

OUR SERVICE OFFERINGS

We offer a range of sales and marketing services that target different sales and marketing activities,
which are mainly carried out at offline retail stores, such as supermarkets, department stores, outdoor
promotional campaigns, etc.. The following table sets compares and differentiates our four types of
services:

Customised marketing
solution
Service offerings Solution services for
customised sales and
marketing activities with set
up of venues and event
materials
Core value to customers Helping formulate and
implement customised sales
and marketing plans at
pre-determined offline retail
stores

Deliverable Organising and implementing

offline activities

Typical examples of
customised sales and
marketing activities include
promotional activities,
marketing events,
roadshows, product launch
events, order-placing events
and appreciation ceremonies

Tasks and marketers
matching service

Standardised sales and
marketing activities that do
not involve set up of venues
and event materials

Helping formulate and
implement standardised sales
and marketing activities at
pre-determined offline retail
stores

Helping find suitable marketers
to promote customers’
merchandise and drive sales

Analysing historical task
performance of marketers
and providing matching
recommendations on tasks
and suitable marketers

Publishing tasks to find
suitable third-party
marketers based on
matching recommendations

Providing online and/or offline
training to third-party
marketers and managing
their performance

Typical examples of
standardised sales and
marketing activities include
sales and promotion of
customers’ merchandise and
in-store merchandise display
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Marketers assignment service

Manpower assignment and
management

Enabling customers to reduce
operating costs associated
with human resources-related
administration matters

Assisting our customers in
recruitment, training and
appraisal of employee
marketers for offline retail
stores designated by
customers and management
of human resources-related
administration matters

Maintaining employment
relationship with employee
marketers, thereby allowing
continuity and consistency
of the relevant positions

SaaS+ subscription

Customisation (on an
as-needed basis) and
subscription of
readily-available digitalised
tools

Supporting customers to
streamline their sales and
marketing process and
manage their offline retail
network

Access to our digitalised tools,
together with customisation
on an as-needed basis
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Customised marketing Tasks and marketers

solution matching service Marketers assignment service SaaS+ subscription
Major digitalised Remotes, SMV Touchkit and MiJob Square eHR BrandKEY,
tool(s) involved and MiJob Square and MiJob Square Channel Station,
Site DNA

and MiJob Square

Fixed service and/or
subscription fee

Major components of our Fixed service fees (i) Performance-based fees; (i)  Fixed service fees; and

fees and/or

(i) Employee marketers'
salaries, benefits and

disbursements as

(ii) Fixed fees including
service and/or system
fees reimbursements to us

Our risks in relation to fee  In certain cases, if we could If the performance of the Minimal Minimal
model not achieve performance marketers could not meet the
indicators (such as marketers performance indicators (such
attendance rates, recruitment as sales amounts of the
rates, etc.) as set out in the offline retail stores or
service agreements, our number of completed tasks)
customers can deduct the as set out in the service
agreed fees agreements entered into
between us and our
customers, we can only
generate a minimal amount
of revenue based on the
fixed service fees
Major marketing channels Quotation/tender Quotation/tender Quotation/tender Quotation

Major types of customers

Major types of suppliers

Major types of marketers

Contract duration

Brand owners

Labour service providers
(which provide third-party
marketers), event
consumables suppliers and
logistics service providers

Employee marketers and
third-party marketers

3 days to 2 years

Brand owners
Labour service providers

(which provide third-party
marketers)

Third-party marketers

Less than 1 month to 3 years
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Brand owners

Human resources agencies
(which provide payment

services of social insurance
and housing provident funds)

Employee marketers

2 months to 3 years

Brand owners

IT service providers

N/A

1 week to 2 years
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Key operating data

The following table sets out key operating data regarding our customers for the years indicated:

FY2020 FY2021 FY2022
The Group
Number of:
— Brand owner customers 47 41 43
— Distributor customers 14 25 127
Revenue (RMB’000) from:
— Brand owner customers 343,213 341,563 555,569
— Distributor customers 70,358 74,727 62,542
Average revenue (RMB’000) per:
— Brand owner customer (Note 1) 7,302 8,331 12,920
— Distributor customer (Note 2) 5,026 2,989 49 (Note 4)
Customised marketing solution
Number of:
— Brand owner customers 35 30 26
— Distributor customers 10 17 28
Revenue (RMB’000) from:
— Brand owner customers 236,373 202,887 408,190
— Distributor customers 69,515 69,837 51,435
Average revenue (RMB’000) per:
— Brand owner customer (Note 1) 6,754 6,763 15,700
— Distributor customer (Note 2) 6,952 4,108 1,837
Tasks and marketers matching service
Number of:
— Brand owner customers 12 14 20
— Distributor customers 3 6 19
Revenue (RMB’000) from:
— Brand owner customers 31,947 57,072 74,451
— Distributor customers 180 2,166 7,611
Average revenue (RMB’000) per:
— Brand owner customer (Note 1) 2,662 4,077 3,723
— Distributor customer (Note 2) 60 361 401
Marketers assignment service
Number of:
— Brand owner customers 22 14 15
— Distributor customers 1 2 5
Revenue (RMB’000) from:
— Brand owner customers 72,920 68,291 47,176
— Distributor customers 663 1,122 1,537
Average revenue (RMB’000) per:
— Brand owner customers (Note 1) 3,315 4,878 3,145
— Distributor customers (Note 2) 663 561 307
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FY2020 FY2021 FY2022
SaaS+ subscription
Number of:
— Brand owner customers 3 4 6
— Distributor customers — 5 89
Revenue (RMB’000) from:
— Brand owner customers 1,973 13,313 25,752
— Distributor customers — 1,602 1,960
Average revenue (RMB’000) per:
— Brand owner customer (Note 1) 658 3,328 4,292
— Distributor customer (Note 2) — 320 22
Marketers
Average monthly active marketers (Note 3) 16,220 23,374 23,008
Notes:
1. Average revenue per brand owner customer is calculated by dividing revenue from brand owner customers by number of
brand owner customers for the respective period.
2. Average revenue per distributor customer is calculated by dividing revenue from distributor customers by number of
distributor customers for the respective period.
3. Average monthly active marketers is calculated by dividing (i) the sum of monthly active marketers for the respective

period by (ii) twelve months. In the context of our business operations, we categorise our marketers into employee
marketers (who have employment relationships with us) and third-party marketers (who do not have any employment or
contractual relationship with us).

4. The decrease in average revenue per distributor customer for FY2022 was mainly because we procured a large number
of small-scale distributor customers for the same year, which had relatively less budgets for sales and marketing.

Customised marketing solution
Overview

Customised marketing solution, being our long-established business, contributed the largest share of
our revenue and accounted for 74.0%, 65.5% and 74.4% of our total revenue during each year of the Track
Record Period. We formulate and implement customised sales and marketing plans of our customers’
merchandise at offline retail stores with a view to raising brand awareness, promoting merchandise and
driving sales. In particular, we set up venues, arrange marketers and event consumables and facilitate
overall project management. Typical examples of customised sales and marketing activities include
promotional activities, marketing events, roadshows, product launch events, order-placing events and
appreciation ceremonies.

The various activities from customised marketing solution together form a single performance
obligation as we provide an integrated service. Revenue for provision of customised marketing solution is
recognised on a gross basis over time while the contract costs to fulfil a contract, such as labour costs,
event consumables and operating cost are recognised as cost of services. See Notes 2.22 and 4(a) to the
Accountant’s Report in Appendix I to this prospectus for further details on significant accounting policies
regarding revenue recognition and critical accounting estimates and judgements in relation to revenue
recognition.
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Business model and process

The following diagram illustrates the business model of our customised marketing solution:

Notes:

Event consumables,

logistics services, etc.? .
One-stop services for

Event
bl tailor-made sales and
0 f marketing activities
qeothg - with offline retail stores and

Suppliers
\ event material set-up™
- d Our C s \

(Brand Owners/

- Distributors)
Labour |

Service -
Suppliers

Perform task
(4) duties®

Tasks®

Third-Party

Marketers Service FIOW =

Cash Flow

We formulate and implement customised sales and marketing plans of our customers’ merchandise at offline retail stores
with a view to raising brand awareness, promoting merchandise and driving sales. In particular, we set up venues,
arrange marketers and event consumables and facilitate overall project management.

Major suppliers of customised marketing solution include labour service suppliers, event consumables suppliers and
logistics service suppliers. Further details on labour service suppliers, see “Our service network and marketers” in this
section.

Our customised marketing solution requires on-site implementation by marketers. Depending on the nature of the
customised marketing solution and our customers’ requirements, we may engage employee marketers or third-party
marketers. Employee marketers have employment relationship with us, while third-party marketers do not have any
employment or contractual relationship with us and are supplied by our labour service suppliers. In order to efficiently
manage marketers in daily operations, we use a task-based management system. Tasks are published using Remotes and
marketers can access a list of available tasks and apply for any suitable tasks using MiJob Square. Typical examples of
tasks include sales and promotion, assisting in marketing campaigns to interact with and/or attract new potential
consumers and other daily operations.

We do not directly pay third-party marketers. Instead, we enter into service contract with labour service suppliers and
pay them service fees, which in turn make payments of salaries/service fees to third-party marketers. Further details on
labour service suppliers, see “Our service network and marketers” in this section.

We identify potential projects generally through quotation invitations or competitive tender from
existing and potential customers. For further details on the tendering process, see “Our sales and

marketing”

in this section.
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We act as the adviser, organiser and overall project manager and are responsible for all aspects of the
customised marketing solution project. The flowchart below summarises the major business process of our
customised marketing solution:

Formulating Implementation Implementation Subsequent Evaluation and
Communication Plan and Strategic Planni Preparation and Production Customers’ Payment

) MI1.JOB
[ /n:mons SQUARE

> (optional)

1.  Communication with customers and offering advice and solutions

Our customer puts forward specific sales and marketing aims and requirements and we
communicate with customers on details of the services, such as: dates and duration of the events,
venues selection and design and contents of any event consumables required. We continuously
discuss with our customers and offer advice and solutions and confirm with our customers on the
scope of services;

2. Formulating implementation plan and strategic planning

Based on our customers’ goals and requirements and our understanding of the background and
market position of our customer, the nature of the merchandise, the budget from customers, our
internal resources, and a wide range of other factors, we then formulate an implementation plan,
including the activity planning, floor plan, safety and security measures, a list of event materials and
a list of marketers required. The implementation plan would continue to be revised according to our
customers’ requests and our advices until it is approved by our customers;

3.  Preparation

Based on the approved implementation plan, we source and coordinate with suppliers in relation
to event consumables and venues, and ensure appropriate logistics and facilities. Tasks are published
via Remotes and marketers can apply for tasks using MiJob Square. Marketers for customised
marketing solution include employee marketers who have employment relationship with us and
third-party marketers who do not have any employment or contractual relationship with us. Tasks
information includes duration and frequency, location, detailed description of duties, amount and
calculation method of remuneration and other important notes. After marketers apply for the tasks
and we approve their application, we may provide online and/or offline trainings so that they could
have a better picture on how to fulfil their tasks and our customers' expectations and follow-up
quizzes, for us to ensure they have the adequate competency to complete the tasks;

4.  Implementation and production

During the implementation of a customised marketing solution project, we normally position
ourselves as the overall project manager to supervise and monitor on-site implementation of the plan.
We are responsible for implementing the plan, including time and venue arrangement, logistics
arrangement and installation and setting up of event materials, coordinating with the suppliers and
service providers and monitoring the attendance and performance of marketers. We are also
responsible for ensuring the safety and wellbeing of the guests of the events. Marketers implement
the required task duties and thus, facilitate us to implement customised marketing solution projects.
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We primarily utilised three digitalised tools at this stage. In addition to task publication,
Remotes is used for managing on-site implementation. It contains a set of integrated tools for
real-time project management, task management and internal communications. MiJob Square is used
by marketers to report their attendance and task completion. For example, they are required to upload
a self-portrait when they arrive at work, take photos of entire venue and other particular areas and
input performance-related data, such as units of merchandise sold, units of promotional gifts
distributed, amount of stock inventory and number of display shelves organised, with photos taken
using built-in camera function of MiJob Square as supporting evidence. The built-in camera function
ensures photos submitted as supporting evidence would not be edited by the marketers. We may
evaluate the effectiveness of the customised marketing solution using SMV to arrange on-site visits at
offline retail stores and report any red flags regarding sales management and operational
performance, such as low product visibility, slow-moving inventory, and other sales-related data.

5. Continuous reporting, evaluation and customer’s payment

Data input by marketers are retained as data assets for future reference and to facilitate
data-driven strategic planning, implementation and evaluation. In order to ensure smooth
implementation of the activities, our business team generally create instant message groups to
timely monitor and follow up on the progress. For long-term projects, customers may require us to
produce analysis reports on execution status based on data input by marketers. We issue our invoice
based on the service agreement for our customer’s settlement.

Marketers

During the Track Record Period, we engaged both third-party marketers and employee marketers
under the customised marketing solution.

During the Track Record Period, we engaged third-party marketers for the implementation of our
customised marketing solution. Third-party marketers do not have any employment or contractual
relationship with us. We enter into service agreements with labour service suppliers, who engage marketers
as their employees or contractors. We do not directly pay third-party marketers. Instead, we enter into
service contracts with labour service suppliers and pay them service fees, which in turn make payments of
salaries/service fees to third-party marketers. Since third-party marketers do not have any employment
relationship with us, they can choose whether or not to apply for tasks published on our platform. However,
third-party marketers are required to abide by service standards as stated in the tasks once they have
accepted the same. Our third-party marketers allow us to flexibly cope with our customers’ ad-hoc service
demands.

Since 2022, we engaged employee marketers, in addition to third-party marketers, in certain of our
customised marketing solution projects. It was because three of our top five customers for the Track Record
Period switched from marketers assignment service to customised marketing solution for a broader range of
customised sales and marketing services as a result of their changes in sales and marketing strategies and
demands. Such broader range of services include (i) formulating, among others, branding strategies, sales
and marketing strategies; and (ii) overseeing and managing the whole implementation process of the plans
directly by arranging venues and marketers. For these customers, in order to ensure business continuity and
service quality, employee marketers who had been previously working for these customers under marketers
assignment service were retained by us and continued to work for the relevant customers under customised
marketing solution. Each of the employee marketers is assigned to a designated project according to his/her
working experiences and skill sets and thus, stations at a designated offline retail store, which allows
continuity and consistency of such position. Generally, there is no overlapping service provided by our
employee marketers as each of them is recruited for and assigned to a designated project. Their
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remuneration includes 1) fixed monthly salaries, which are subject to actual attendance, and 2)
performance-based commissions, which are typically calculated based on stipulated performance
indicators, such as sales performance of the offline retail store or sales amount of a particular
merchandise. As of 31 December 2022, we had 4,399 employee marketers under customised marketing
solution with a view to maintaining stable workforce for our customers and ensuring quality of services.
For further details, see “Our service network and marketers” in this section.

Number of customers

The following table sets out the number of our customers who engaged us for customised marketing
solution for the years indicated:

FY2020 FY2021 FY2022

Number of:
— New customers 13 17 30
— Repeating customers 29 24 21

The number of customised marketing solution customers remained relatively stable at 42 for FY2020
and 41 for FY2021 with average revenue per customer decreased slightly from RMB7.3 million for
FY2020 to RMB6.7 million for FY2021, mainly because we procured certain new distributor customers
during 2021. Number of customised marketing solution customers then increased to 51 for FY2022 with
average revenue per customer increased significantly to RMB9.0 million for FY2022. This was mainly
because three of our top five customers for the Track Record Period switched from marketers assignment
service (revenue of which is recognised on a net basis) to customised marketing solution (revenue of which
is recognised on a gross basis).

During the Track Record Period, we had customers which engaged us for more than one service type
and/or changed the service type or combination of service types from time to time. In particular our
cross-selling of customised marketing solution and tasks and marketers matching service is mainly because
our customers may have different sales and marketing initiatives for different offline retail stores. For
example, our customers may engage us for customised marketing solution for implementing customised
sales and marketing activities in their more popular stores to promote brand awareness of new products.
Our customised marketing solution is characterised by involvement of various event consumable suppliers.
On the other hand, customers may engage us for tasks and marketers matching service to drive sales in less
popular stores. Our tasks and marketers matching service is characterised by our capability to select
suitable marketers using Al technologies and big data to help improve sales performance of designated
offline retail stores.

Backlog of our projects during the Track Record Period

Backlog, with respect to our customised marketing solution, refers to our estimate of number of
outstanding contracts and confirmed purchase orders to be performed upon receiving our customers’
instructions, the service terms of which had not expired as at the end of the indicated year and the
corresponding amounts of revenue to be recognised pursuant to such contracts and confirmed purchase
orders. Such estimate is based on the best knowledge, information and belief of our Directors as of the
Latest Practicable Date.
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The following table sets out a rolling backlog of customised marketing solution:

FY2020 FY2021 FY2022
Number of contracts/confirmed purchase orders
Total number of outstanding contracts/confirmed
purchase orders as at the beginning of the year 46 34 57
Add: number of new contracts/confirmed purchase
orders commenced during the year 87 79 61
Less: number of contracts/confirmed purchase orders
completed during the year 99 56 91
Total number of outstanding contracts/confirmed
purchase orders as at the end of the year 34 57 27
FY2020 FY2021 FY2022

(RMB’000)  (RMB’000)  (RMB’000)

Outstanding contract/confirmed purchase order

amounts
Total outstanding contract/confirmed purchase order

amounts as at the beginning of the year 218,704 121,402 488,563
Add: amounts of new contracts/confirmed purchase

orders commenced during the year 208,586 639,885 197,307
Less: revenue recognised for the year 305,888 272,724 459,623

Total outstanding contract/confirmed purchase order
amounts as at the end of the year 121,402 488,563 226,247 Mo

The number of outstanding contracts/confirmed purchase orders decreased from 57 as at 31
December 2021 to 27 as at 31 December 2022 mainly due to the impact of the outbreak of COVID-19 in
Shanghai in early 2022. The average amount of outstanding contracts/confirmed purchase orders remained
stable at RMBS8.6 million as at 31 December 2021 and RMB&.4 million as at 31 December 2022. As of the
Latest Practicable Date, we had outstanding contract/confirmed purchase order amounts of RMB554.6
million V| among which RMB272.0 million is expected to be recognised as revenue for the year ending
31 December 2023.

Note:
The outstanding contract/confirmed purchase order amounts as of 31 December 2022 and as of the Latest Practicable Date
represent the amounts that we expect, based on the best knowledge, information and belief of our Directors, to receive

assuming the contracts/confirmed purchase orders are to be performed in accordance with its terms as of 31 December 2022 and
the Latest Practicable Date, respectively, for the remaining contract durations.
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Fee model

In general, we charge fixed service fees based on a cost-plus approach with reference to cost and
expenses expected to be incurred. Our cost and expenses under customised marketing solution mainly
include labour service fees (primarily representing service fees paid to third-party marketers involved in
the projects which are calculated by multiplying a fixed base fee by the total number of marketers per
event), event consumables (such as costs of promotional materials, charges for venue and facilities, etc.)
and employee benefit expenses (primarily representing salaries of employee marketers). In certain cases,
we may adopt a maximum cap for our fixed fees and thus, we are subject to the risks in relation to any
unexpected and extra cost and expenses incurred. Also, there are a few cases under which we are entitled to
performance-based floating fees, mainly calculated with reference to sales performance.

In certain cases, if we could not achieve performance indicators (such as marketers attendance rates
or recruitment rates) as set out in the service agreements, our customers can deduct the agreed fixed service
fees. During the Track Record Period, we did not experience any material deduction of services fees by our
customers for customised marketing solution. For each year of the Track Record Period, fee deduction
under our customised marketing solution as the result of our failure to achieve performance indicators
amounted to RMB3.0 million, RMB2.9 million and RMB2.5 million, respectively. During each year of the
Track Record Period, average revenue from customised marketing solution (in terms of
contracts/confirmed purchase orders completed during the year) amounted to RMB3.1 million, RMB4.9
million and RMB6.0 million, respectively.

During the Track Record Period, we undertook one loss-making customised marketing solution
project under which we were responsible for assisting our customer to promote the specified candy
products and managing sales and inventory control of such candy products for a term from January 2018 to
December 2020. In order to implement this project, we were required to purchase candy products before
promoting and managing sales of such specified candy products in the market. In respect to this
loss-making project, we recognised revenue of RMB2.7 million and gross loss of RMB1.6 million for
FY2020. The reason for such loss-making project was mainly due to inefficient project control which led to
impairment losses on such candy products. This was mainly because inventories are stated at the lower of
cost and net realisable value. Cost is determined using the weighted average method and the net realisable
value is the estimated selling price in the ordinary course of business, less applicable variable selling
expenses. A provision for impairment of inventories is made for inventories which costs are higher than
their net realisable value. Our Directors consider that such loss-making project was an one-off isolated
incident as it only contributed 0.6% of our total revenue for FY2020, and the gross loss recognised as a
result of this project did not have any material impact on our operations and financial performance. During
the Track Record Period, save for the aforementioned customised marketing solution project, we had no
other loss-making customised marketing solution project. During the Track Record Period, other than the
above-mentioned loss-making customised marketing solution project, the Group did not undertake any
other projects under which it would be required to purchase inventories with similar arrangement.

In order to minimise our exposure to loss-making projects, we have adopted internal control measures
and business strategies, including regularly monitoring customer accounts, improving our pricing strategy
and closely monitor cost incurred by us. For details, see “Business — Our sales and marketing — Pricing
measures and strategies”.
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Payment and billing arrangement

Customised marketing solution is charged on project basis. Depending on the nature of projects, we
generally bill our customers after project completion or based on project milestone. During the Track
Record Period, we granted credit terms of 6—186 days to our customised marketing solution customers.

Representative Projects

Below are some of the representative customised marketing solution projects undertaken by us during
the Track Record Period:

)

Providing an integrated management system

Customer category
Implementation period
Project fee

Customer’s requirements/
our responsibilities

Our major work steps

FMCG brand owner primarily engages in daily commodities

January 2021 to December 2021

Around RMBS52.0 million

Customer wanted to implement sales and marketing
activities in the offline retail stores designated by
Customer, with a view to improving sales of those
offline retail stores.

Customer wanted us to provide a system which can
connect with its own internal IT system and use such
system to collect sales data for the calculation of
performance-based remuneration of marketers;
meanwhile, such system helped refine the management of
retail process, tasks for marketers and service fees of
marketers.

Implementation of sales and marketing activities

&)

First, Customer provided a list of offline retail stores which
require our services. Based on such list, we set up
promotional booth or counters or materials (e.g. posters,
banners and tags) at the designated offline retail stores and
engaged necessary and suitable marketers by publishing
tasks to MiJob Square. Main duties of marketers were sales
promotion and management of appropriate merchandise
display and maintenance of promotional material set up at
the designated offline retail stores. We used Remotes to
publish tasks, while marketers used MiJob Square to apply
for tasks. Afterwards, we reviewed and approved their
application. Approved marketers received confirmation
notification on MiJob Square.

— 188 —



BUSINESS

Stakeholders involved

Digitalised tools involved
and their major
application

)

3)

We were responsible for managing the assessment system
of marketers. As such, we provided online and offline
trainings to marketers to ensure the services provided by
them met the Customers’ requirements.

During implementation of the project, marketers were
required to report their attendance and task completion
using MiJob Square. We processed such data to generate
monthly analysis reports, which contained recruitment
rates and attendance rates of marketers and sales
performance of offline retail stores, and delivered such
reports to Customer.

Connecting with Customer’s internal IT system

M

)

3)

First, Customer provided all information about its system
connectors in relation to their internal IT system.

Then, we linked our FMES platform with Customers’
internal IT system through system connectors provided by
Customer.

After the connection, data necessary for the calculation of
marketers’ performance-based remuneration were pushed
and transmitted from our FMES platform to Customers’
internal IT system through system connectors provided by
Customer. These data were input by marketers using MiJob
Square during their on-site implementation.

Customer — Brand owner

Marketers — Around 12,000 marketers

Points of sale — Over 4,300 offline retail stores from 67 cities
spreading across 20 provinces/municipalities in mainland China

Remotes — Tasks were published using Remotes and the
published tasks would reach marketers on MiJob Square.
Customer could also initiate, update and manage the sales
and marketing project in real time through Remotes. We, as
the project manager, monitored the implementation of the
activities by analysing data processed through Remotes.

MiJob Square — Marketers received and applied for tasks
through MiJob Square and were required to report
attendance and revert task completion and other feedback
using MiJob Square.
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Achievements and
assessment

° Our performance was assessed by key performance
indicators stated in the service agreement, which
included recruitment and attendance rate of marketers
and sales performance of offline retail stores. For the
second half of 2021, we achieved (i) recruitment rate of
marketers of 97%-99%, as compared with Customer’s
minimum requirement of 95%; and (ii) attendance rate of
marketers of 98%-99%, as compared with Customer’s
minimum requirement of 95%. In addition, over half of
sales and marketing activities successfully improved sales
performance of offline retail stores, as compared with the
usual daily average sales performance of these offline
retail stores.

° Owing to adequate marketers and offline retail stores, we
facilitated Customer’s completion of over 287,000 sales
and marketing activities in the project.

° All project data was directly pushed and transmitted from
our FMES platform to the internal IT system of Customer,
which enabled the connection and integration of
Customer’s system with data of offline retail stores and
marketers and simplified the project settlement process

(i1)) Outdoor sales and marketing activities using caravan

Customer category

Implementation period
Project fee

Customer’s requirements/
our responsibilities

FMCG brand owner primarily engages in food products and
beverage

September to December 2021
Around RMB6.9 million

° Customer wanted to organise sales and marketing activities
using a series of different digitalised tools, a caravan and
red pockets to enhance consumer interactions and brand
popularity.

° We were responsible for organising and implementing the
said sales and marketing activities, including planning the
schedule and route for activity and providing technology
support in relation to our digitalised tools.
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Our major work steps

Stakeholders involved

ey

)

3)

)

First, Customer provided a list of cities/towns which
require our sales and marketing services. Based on such
list, we planned the schedule and routes for all activities,
hired the caravan, arranged decoration of the caravan, set
up a performance stage and sourced all necessary event
materials. We also arranged a promotional video to be
published on the Internet before the commencement of the
event. We were also responsible for purchasing necessary
insurance as stated in the service agreement.

Also, we were responsible for engaging necessary and
suitable marketers by publishing tasks to MiJob Square.
Main duties of marketers included on-site implementation
of the roadshow (such as setting up the venue, distributing
gifts to guests and engaging guests to play minigames in
Lucky Radar). We used Remotes to publish tasks, while
marketers used MiJob Square to apply for tasks.
Afterwards, we reviewed and approved their applications.
Approved marketers received confirmation notifications on
MiJob Square. We then provided training for approved
marketers prior to the events.

During implementation of the project, marketers facilitated
the on-site implementation, while we, as the project
manager, oversaw the event using Remotes to ensure
smooth implementation of the event. We were also
required to arrange a promotional video to be published
on the Internet within two days after the end of each event.

Marketers are required to report their attendance and task
completion using MiJob Square. Such data were
transmitted to our FMES platform for our further
processing. We were required to provide Customer with
weekly progress reports, including sales performance of
offline retail stores, completion rate of event, guest
participation rate and Internet publication rate.

Customer — Brand owner

Marketers — Around 43,000 marketers manshifts

Points of sale — 80 offline retail stores in 60 cities and towns in
the PRC

Consumers — Over 2,000 guests
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Digitalised tools involved
and their application

Achievements and
assessment

° Remotes — Tasks were published using Remotes and the
published tasks would reach marketers on MiJob Square.
Customer could also initiate, update and manage the sales
and marketing project in real time through Remotes. We, as
the project manager, monitored the implementation of the
activities by analysing data processed through Remotes.

° MiJob Square — Marketers received and applied for tasks
through MiJob Square and were required to report
attendance and revert task completion and other feedback
using MiJob Square.

° Lucky Radar — Guests of the activities played mini-games
on Lucky Radar and obtained discount coupons for their
purchases at the offline retail stores.

° Our service fees for this project were calculated with
reference to the number of events held. Our performance
was assessed by key performance indicators stated in the
service agreement, which included pre-event cooperation,
implementation and production of event and marketers
performance. If we failed to achieve a minimal level of the
performance indicators, Customer was entitled not to pay
for the service fees for particular events. During the project
period, all events were held successfully and Customer did
not deduct any of our service fees for this project.

° Marketers receive tasks containing specific requirements
via our digitalised tool, while at the same time, back-office
staff of Customer could publish tasks and receive activity
data information for further analyses via our digitalised
tool.

(iii) In-store traffic flow management and promotion activity

Customer category
Implementation period
Project fee

Customer’s requirements/
our responsibilities

Brand owner primarily engages in consumer electronics
January 2022 to May 2022
Around RMB4.0 million

Customer wanted to (i) manage traffic flow at peak hours of
offline retail stores, such as welcoming incoming consumers and
processing consumers’ enquiries and requests in relation to
products; and (ii) assist in the maintenance of promotional
materials (e.g. posters, banners and festive decorations) and
store activities to enhance store services, such as outreach
publicity and event maintenance
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Our major work steps

Stakeholders involved

Digitalised tools involved
and their application

Achievements and
assessment

&)

)

We designed and recommended schedules. Based on the
implementation plan approved by Customer, we engaged
necessary and suitable marketers by publishing tasks to
MiJob Square. Main duties of marketers were assisting the
offline retail stores to carry out product introduction, event
promotion and sales. We used Remotes to publish tasks,
while marketers used MiJob Square to apply for tasks.
Afterwards, we reviewed and approved their application.
Approved marketers received confirmation notifications on
MiJob Square. We provided online and offline trainings
and quizzes to marketers to ensure the services provided by
them met the Customers’ requirements.

During implementation of the project, marketers were
required to report their attendance and task completion
using MiJob Square. We processed such data to generate
reports on overall performance and delivered such reports
to Customer.

Customer — Brand owner

Marketers — Over 7,200 marketers manshifts per promotion
activity

Points of sale — Over 4,500 offline retail stores in over 300
cities across 31 provinces/municipalities in the PRC

Remotes — Tasks were published using Remotes and the
published tasks would reach marketers on MiJob Square.
Customer could also initiate, update and manage the sales
and marketing project in real time through Remotes. We, as
the project manager, monitored the implementation of the
activities by analysing data processed through Remotes.

MiJob Square — Marketers received and applied for tasks
through MiJob Square and were required to report
attendance and revert task completion and other feedback
using MiJob Square.

Our service fees for this project were calculated with
reference to number of events held or marketers involved.
During the project period, we held over 19,000 events.
There was no performance indicator stated in the service
agreement.

Using our digitalised tool, Customer and us can monitor
and supervise the recruitment, training and attendance of
marketers and implementation of the on-site sales and
marketing activities.
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Tasks and marketers matching service
Overview

Tasks and marketers matching service, accounted for 7.7%, 14.2% and 13.3% of our total revenue
during each year of the Track Record Period. We formulate and implement standardised sales and
marketing activities for our customers’ merchandise at offline retail stores with a view to enhancing our
customers’ sales performance. In particular, our customers’ marketing tasks are published via our
digitalised tool, namely Touchkit. We analyse historical task performance of marketers to identify their
strengths and characteristics. With such analysis, we provide matching recommendation on tasks and
suitable marketers. Also, with the aim of achieving our customers’ performance targets, we regularly
evaluate the impact of our services on sales performance. Typical examples of standardised sales and
marketing activities include promotional booth at offline retail stores and in-store merchandise display.

Revenue from tasks and marketers matching service is recognised over time as the customers
simultaneously receive and consume the benefits provided by our performance. Revenue for tasks and
marketers matching service is recognised on a gross basis over time while the contract costs to fulfil a
contract, such as operating cost and labour costs are recognised as cost of services. See Notes 2.22 and 4(a)
to the Accountant’s Report in Appendix I to this prospectus for further details on significant accounting
policies regarding revenue recognition and critical accounting estimates and judgements in relation to
revenue recognition.

Business model and process

The following diagram illustrates the business model of our tasks and marketers matching service:

Standardised sales and
marketing activities

without set up of offline
\ retail stores and event materials("
Labour Our Cust:
- (Bral

Service nd Owners/
Suppliers / Distributors)

Perform task
duties®

Tasks®

Third-Party |
Marketers Service FIOW =y
Cash Flow
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Notes:

1. We formulate and implement standardised sales and marketing activities for our customers’ merchandise at oftline retail
stores with a view to enhancing our customers’ sales performance. In particular, our customers’ marketing tasks are
published via our digitalised tool, namely Touchkit. We analyse historical task performance of marketers to identify their
strengths and characteristics. With such analysis, we provide matching recommendation on tasks and suitable marketers.
Also, with the aim to achieving our customers’ performance targets, we regularly evaluate the impact of our services on
sales performance.

2. Major suppliers of tasks and marketers matching service include labour service suppliers. Remuneration of third-party
marketers engaged by the Group varies for different tasks, which generally includes a combination of fixed fees, which
are calculated based on their actual attendance, and performance-based commissions, which are typically calculated
based on stipulated performance indicators, such as sales performance of the offline retail store or sales amount of a
particular merchandise. We do not directly pay third-party marketers. Instead, we enter into service contract with labour
service suppliers and pay them service fees, which in turn make payments of salaries/service fees to third-party
marketers. Further details on labour service suppliers, see “Our service network and marketers” in this section.

3. Our tasks and marketers matching service requires on-site implementation by third-party marketers. Third-party
marketers are supplied by our labour service suppliers. Since third-party marketers do not have any employment or
contractual relationship with us, they can flexibly cope with our customers’ ad-hoc service demands. In order to
efficiently manage third-party marketers, we use a task-based management system. Tasks are published using Touchkit
and marketers can access a list of available tasks and apply for any suitable tasks using MiJob Square. Typical examples
of tasks and marketers matching service task include in-store merchandise display and sales and promotion of
customers’ merchandise.

We procure tasks and marketers matching service projects generally through quotation invitations or
competitive tender from existing and potential customers or as a result of our proactive communication
with our existing and potential customers. For further details on the tendering process, see “Our sales and
marketing” in this section.

We act as adviser, organiser and project manager of the tasks and marketers matching service and
system operator of our digitalised tools. The below flowchart summarises the major business process of our
tasks and marketers matching service:

Preparation and engaging Monitoring performance Subsequent Evaluation
Communication suitable marketers of marketers and Customers’ Payment

®R

M1.JOB
@ SQUARE

1.  Communication with customers and giving necessary advices

We communicate with our customers on their requests and needs, in particular their specific
sales target(s) (or other performance indicator(s)) and budget for achieving such target(s). Based on
the customer’s expectation and budget and using our digitalised tools and data assets accumulated
over the years, we formulate an implementation plan, which includes dates and duration of the events,
coverage of offline retail stores and sales goals. The implementation plan would continue to be
revised according to our customers’ requests until it is approved by our customers;
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2. Preparation and engaging suitable marketers

We use Touchkit to publish marketing tasks based on the approved implementation plan. Tasks
include event information such as duration and frequency, location, detailed description of duties,
amount and calculation method of remuneration and other important notes. Typical examples of tasks
include in-store merchandise display and sales and promotion of customers’ merchandise. Marketers
apply for the tasks via MiJob Square and we review and approve their application. We are also
responsible for ensuring the recruitment rates of offline retail stores. We may provide online and/or
offline trainings and follow-up quizzes to approved marketers, so that they could have a better picture
on how to satisfactorily fulfil their task duties and our customers’ expectations;

Touchkit applies big data and Al technologies in analysing historical performance of marketers
and generating matching recommendations of these marketers with tasks. Such historical performance
includes attendance records, task completion, appraisal and performance review of marketers, which
is retained as data assets and tagged to each and every marketer. Using such matching
recommendations, we can enhance our ability in achieving better results (such as sales amount).
To further explain, even if a particular marketer is good at achieving sales at a high-end shopping
mall, he/she might not be good at arranging display of merchandise at a local convenience shop. This
is because different tasks at offline retail stores in different areas which may have different target
consumer groups, consumers’ behaviour and preference or merchandise variety require marketers
with different backgrounds, experiences and skill sets. In order to increase the accuracy in matching
marketers with a particular task (which stipulates the scope of tasks, merchandise and designated
offline retail stores), we use digitalised tools to collect, process and analyse data from marketers and
verify such data, and then retain as data assets.

3. Monitoring performance of marketers

We normally position ourselves as the project manager of our customers to supervise and
monitor implementation of the plan. Approved marketers execute the required task duties and thus,
facilitate us to implement tasks and marketers matching service projects. In addition to overseeing the
attendance of marketers, we are also responsible for ensuring sales performance of offline retail stores
can meet the minimum requirements as set by our customers. Marketers use MiJob Square to report
their execution status and such data includes their attendance records, task completion, appraisal and
performance. Based on data collected using our digitalised tool, we regularly evaluate the impact of
our services on sales performance with the aim of achieving sales target(s) (or other performance
indicator(s)). For example, if the sales performance (or other performance indicator) falls short of our
customers’ requirements, we could proactively publish add-on tasks to marketers who have already
accepted tasks in relation to those particular offline retail stores, or adjust the deployment of
marketers after considering the intelligent matching recommendations of marketers with tasks; and

4.  Ongoing reporting, evaluation and customer’s payment

Data collected are retained as data assets. In order to ensure smooth implementation, our
business team generally create instant message groups to timely monitor and follow up on the
progress. Also, we may evaluate and provide feedbacks to our customers on the effectiveness of our
services. In general, we produce analysis reports based on the data assets and provide such reports to
our customers on weekly to monthly basis. We issue our invoice based on the service agreement for
our customer’s settlement.
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Third-party marketers

During the Track Record Period, we engaged third-party marketers for the implementation of our
tasks and marketers matching service. Third-party marketers refer to marketers that do not have any
employment or contractual relationship with us. We enter into service agreements with labour service
suppliers, who engage marketers as their employees or contractors. Marketers who register through MiJob
Square will be referred to these labour service suppliers for engagement. We do not directly pay third-party
marketers. Instead, we enter into service contracts with labour service suppliers and pay them service fees,
which in turn make payments of salaries/service fees to third-party marketers. Since third-party marketers
do not have any employment relationship with us, they can choose whether or not to apply for tasks
published on our platform. However, third-party marketers are required to abide by service standards as
stated in the tasks once they have accepted the same. Our third-party marketers allow us to flexibly cope
with our customers’ ad-hoc service demands. For further details, see “Our service network and marketers”
in this section.

Number of customers

The following table sets out number of our customers who engaged us for tasks and marketers
matching service for the years indicated:

FY2020 FY2021 FY2022

Number of:
— New customers 10 9 23
— Repeating customers 5 10 15
Customer retention rate V¢ 50.0% 66.7% 78.9%

Note: The customer retention rate for a given year is calculated by dividing (i) the number of customers in the previous year
who remain as our customers in the current year by (ii) the total number of customers in the previous year.

Number of customers who engaged us for tasks and marketers matching service increased from 15 for
FY2020 to 19 for FY2021, mainly because some of our customised marketing solution customers decided
to switch to our tasks and marketers matching service which was in line with our business strategy to
promote such service and to cater changes in sales and marketing strategies of our customers from time to
time in response to the prevailing changes in their industry. Meanwhile, average revenue per customer
increased from RMB2.1 million for FY2020 to RMB3.1 million for FY2021, which was generally in line
with our business strategy to divert more resources and effort in promoting and developing tasks and
marketers matching service as one of our key service types. Number of customers who engaged us for tasks
and marketers matching service increased from 19 for FY2021 to 38 for FY2022, while average revenue
per customer decreased slightly from RMB3.1 million for FY2021 to RMB2.2 million for FY2022, mainly
because we primarily procured new tasks and marketers matching service customers who are relatively
small-scale brand owners and distributors and had relatively less budgets for sales and marketing.

During the Track Record Period, we had customers which engaged us for more than one service types
and/or changed the service type or combination of service types from time to time. In particular our
cross-selling of customised marketing solution and tasks and marketers matching service is mainly because
our customers may have different sales and marketing initiatives for different offline retail stores. For
example, our customers may engage us for customised marketing solution for implementing customised
sales and marketing activities to promote brand awareness of new products. Our customised marketing
solution is characterised by our capability to implement customised sales and marketing activities, which
may involve various event consumable suppliers and require lots of marketers to attend to on-site
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implementation. On the other hand, customers may engage us for tasks and marketers matching service to
drive sales with standardised sales and marketing activities. Our tasks and marketers matching service is
characterised by our capability to select suitable marketers to help improve sales performance of designated
offline retail stores.

Backlog of our projects during the Track Record Period

Backlog, with respect our tasks and marketers matching service, refers to our estimate of number of
outstanding contracts to be performed upon receiving our customers’ instructions, the service terms of
which had not expired as at the end of the indicated period, and the corresponding amounts of revenue to be
recognised pursuant to such contracts. Such estimate is based on the best knowledge, information and
belief of our Directors as at the Latest Practicable Date.

The following table sets out a rolling backlog of our tasks and marketers matching service:

FY2020 FY2021 FY2022
Number of contracts
Total number of outstanding contracts as at the
beginning of the year 9 8 24
Add: number of new contracts commenced during
the year 8 22 12
Less: number of contracts completed during the
year 9 6 5
Total number of outstanding contracts as at the
end of the year 8 24 31
FY2020 FY2021 FY2022

(RMB'000) (RMB'000) (RMB'000)

Outstanding contract amounts
Total outstanding contract amounts as at the

beginning of the year 31,403 10,688 10,353
Add: amounts of new contracts commenced during

the year 11,411 58,903 73,073
Less: revenue recognised for the year 32,127 59,238 82,062

Total outstanding contract amounts as at the end of
the year 10,688 10,353 1,363
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The number of outstanding contracts/confirmed purchase orders increased from 24 at 31 December
2021 to 31 as at 31 December 2022. Due to impact of the outbreak of COVID-19 in Shanghai in early 2022,
among the outstanding contracts/confirmed purchase orders as at 31 December 2021, five customers had
two or more tasks and marketers matching service contracts for FY2021, whereas among the outstanding
contracts/confirmed purchase orders as at 31 December 2022, only four customers had two or more tasks
and marketers matching service contracts for FY2022. The average amount of outstanding
contracts/confirmed purchase orders decreased significantly from RMBO0.4 million at 31 December 2021
to RMBO0.04 million as at 31 December 2022, mainly because for the above calculation basis for prudence
sake, outstanding contract amounts as of 31 December 2022 only included our fixed service fees that we
expect to receive, while outstanding contract amounts as of 31 December 2021 included amounts of fixed
service fees and performance-based fees. As of the Latest Practicable Date, we had outstanding contract
amounts of RMB840,090 "V’ all of which is expected to be recognised as revenue for the year ending 31
December 2023.

Note:

The outstanding contract amounts as of 31 December 2022 and as of the Latest Practicable Date represent the amounts of fixed
service fees that we expect, based on the best knowledge, information and belief of our Directors, to receive assuming the
contracts are to be performed in accordance with its terms as of 31 December 2022 and the Latest Practicable Date,
respectively, for the remaining contract durations.
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pajordwo)
paj