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Chloe’ s footprint in the last 33 years

« Started working in international trading business between Nordics and China from
2013
« Joined Orkla in 2017 and was based in Oslo & Gothenburg & Shanghai

Finished 2nd master in Uppsala, Sweden

Originally from Shandong, Qingdao
Finished 1st master in Nancy,

France Grew up in Shan’ xi, Xi" '
L

Finished bachelor in Shanghai

‘Orkla



Orkla’ s China Business Model 2017 7-
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Orkla Current Influence in China

« Orkla first entered China in 2018 and we quickly realized that the young generation Chinese
consumers are looking for a trust-worthy Nordic FMCG supplier like Orkla.

« Our export sales has been dramatically growing from 0 to 86 MNOK business in the last 5 years. The
YTD retail value of Orkla" s business in China is around 235 MNOK.

« Orkla is currently selling over 6 million units to at least 5 million new generation consumers in China.
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Jordan 360° Brand Building Strategy — Online & Offline Business Model

ATL

3 e -
e —— UG

In-Store 10,000+ stores Offline Event Trade Show




Moller ‘s 360° Brand Building Strategy — A cross-border Ecommerce Business
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Orkla’ s Local Adaptation to
Post Pandemic Period
New Business Model 2022
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Internet trends in China

Marketplaces

Launch a store on one of Brands leverage the power
the major ecommerce of influencers and social
paltforms and gain access networks to drive sales.

to their audience.
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“Give me what | need.” “ITELL)jme what | should buy.’

!

SEO

Content: Brand and product videos
Livestreaming: Store, KOLs
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New Business Model for Consumer Brands in China

— Social Media —

FB/Official webpage
@@ Twitter (instant info) ' @@ Marketplace L N

Instagram (photos) @ @tent .
KOL/KOC Social Commerce RET
v ® v
- Brandi
e-Commerce Offline Market heestrooming -
—J

KOLs
Marketplace \ "
Livestreaming . o
Marketplace
Immersion Interaction
Marketplace ‘:-,l Branding







The traffic model on TikTok

| Rccelerate |
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Jordan TikTok Flagship Store

. 3 Pillars
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Mollers TikTok Flagship Store
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Core Value of Social Commerce Model

0 Advertising/Content promotion,
Wide exposure live stream/ Offline activities

V2 Interact with the content

Reach an interested audience

V4/0=1%

V3 Click the link to view the
product and communicate with

Click on the product sales/customer service

V4
Convert to purchase

Purchase product

Repurchase and
Recommend to others

MOLLERS




Sales Targets

— Consumer : Average
Sales Targets | ( Traffic ) x ConversioniRate x Transaction Value
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Sales & Marketing Alignment




Let’ s embrace the future!
Thank you.



Hello

Social Media Content Marketing

& Tech Platform

... ..BaiBao China | NBA Seminar

2022.2.16
Jessie
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CMO

Cofounder
Influencer

Dentistry




Agenda

1. What is social media?

2. How can you stand out in social media?

3. Case Study




Whatis Social Media?

BaiBao China | NBA Seminar

2022.2.16
Jessie




Social Media . Traditional Media

Bergens L&l Civenoe




How

BaiBao China | NBA Seminar

2022.2.16

Jessie




People

Good
Tech

Good
Content



Good
Content

Three seconds content rule

So that means you need to make the first three seconds count



Good
Tech

Tech Platform

on Wechat
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People

Good
Tech

Good
Content



3.

Case study

BaiBao China | NBA Seminar
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How have we helped company Manlong start
selling on WeChat

Content + Tech platform
WeChat channel only

GMV 16 million CNY
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Value of Wechat

ZIEASEERIINGE, BERATR

m B P B E B
1, you generate good
content

2,you reach out to your
client more times

3, clients trust you more

105 RAARR, 8%
5000%5/MIH, 10004N425

100k wechat users, can
generate 5000 little red
book.

Fhamin e

R METL
Launch of new product
A TR IRV 8P 5
Initiating launch of new
product, traffic is very
organic, users are loyal to
you due to good content
accumulation. So a perfect
place to launch new
product

EERFPREZ®MNUNAES
D HRE

loyal users can be turned

into distribution channels
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How to run wechat

P
Plan an strategic
persona

SMASREX AR P RYEE

Key is to gain user’ s trust

Bid 3z
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c a Futher develop
reate good

trust through

content .
transactions
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CIERE
Generate WOM
marketing
through beyond
expection
services



-~ S How to plan a strategic persona
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2ND: FTAAFARE

How to create strategic content
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3RD: @I IATINFRISIE

How to further develop trust through transations?

_ SR BRITR SIS .
We believe: it is an opportunity to further develop
trust with every single transation

.
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“#s Generate WOM marketing through beyond expection services
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%@ ATH: EFHARIRRSS LRk OIS S

“#s Generate WOM marketing through beyond expection services
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Efficient SAAS
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(¥ E% DL
Efficient SAAS
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Efficient SAAS
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i EBRISAHER
By Efficient SAAS

E—MAUESHE—\IFRIIE IR T HEREIZIRER
" We track every transaction of each friend on wechat, so '
__that we can label every wechat friend in our SAAS, to push
accurate content/product to them




%’g‘g (SEMEISOPIRIZ
1 &

" systemetic SOP for managing users on wechat
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— Reach out to users and wake up -
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systemetic SOP for managing users on wechat
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L Trust hierarchy N

FE4E Strangers
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> HRO®
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