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INTERPARK

. Leading e-commerce player in Korea

Interpark total daily average visitors 2.5M!
25M Interpark members (about 49% of total population)

No.1 Online | INTERPARK _ T INTERPARK

_ e

The first online

Travel Agency Tour Shopping Shopping mall

* Air Ticket, Hotel, Touring Service, Things to do + B2C,B2B, C2C
* ChatBot Service
* CBT Service

No.1 Online ':%:'IHTERPARK _ ':E':"IF]TERPARK No.3 Online
reservation service ENT ' k Books book store

* Own Performance Venues
* Performance Contents
* Global Ticket Selling Platform




INTERPARK

From the frontier of online shopping service
to“representative of Korea e-commerce company ”

Interpark has navigated e-commerce market as the first online shopping mall

Reached 3 trillion
KRW in GV /

Reached 2 trillion
-Changed interpark into KRW in GMV
a holding company
) Reached 1 trillion
- Spin-off shopping, books, KRW in GV ‘
ENT, tour business segments .
Approached qualitative

Launched Interpark INT . & quantitative growth phase
® o
Incorporated e-commerce into Interpark INT

(Shopping, Books, ENT, and Tour)

« . ” “Complete e-commerce
“The frontier of online shopping “Established consolidated A theme park of comprehensive culture structure to C2C, B2C, B2B”

service supplier” e-commerce Business model”

2005 2008 2009 2015 2016 2017 2018







Global e-commerce growth

Global e-commerce sales will continue to grow.

E-Commerce Sales Forecast

Global e-Commerce Market To Hit USD3trn By 2022 Fastest-Growing Markets Lie In Asia And MENA

Global e-Commerce Sales (USDbn) e-Commerce Sales Growth, % y-0-y

| | ‘ \ | I GIObai




Global e-commerce growth

Nsia-Pacific region will continue to grow.

I 2sia-Pacific P western Europe Latin America
- Morth America Eastern Europe Middle East & Africa

Source: https://www.metaforespress.gr



https://www.metaforespress.gr/

Global e-commerce growth

Global cross-border B2C e-Commerce transaction value (US$ billion)

Western Europe Mid-Eastern Europe

m"”"*’” LW” Over 2 billion e-shoppers would

2014 2020--"77 T "=~ be transacting 13.5 percent of
13% i - their overall retail consumptions
%, online, equivalent to a market
value of US$3.4 trillion by 2020.

(source: Nccneture)
1

Morth America

2014 2020 Middle East & Africa ./ Asia Pacific

Latin America
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2014 2020

W B2C e-Commerce
B B2C Cross-border e-Commerce

2014-20 incremental B2C cross-border e-Commerce Contribution of global total incremental
trade volume [billion dollars) trade volume (%)

Asia Pacific

Western Europe

Morth America

Latin America
Mid-eastern Europe
Middle-East and Africa







e-Commerce Platform

e-commerce platform?

Image from guicktrade24.com, mlawebdesigns.co.uk




e-Commerce Platform

» E-commerce refers to a process of buying and selling products or services over the internet.
= E-commerce activities such as selling online can be directed at consumers or other businesses.

Buyers and sellers meet in the offline market place. Removal of intermediaries in supply chain : “cutting out the middleman”

Business to Consumer (B2C) Manufacture Business to Consumer (B2C)

Manufacture

Market | Place

Wholesale Wholesale
Customer

Market | Place

Value added resell Value added resell
Market ,Place

r

Business to | Retail Business to Retail
Business ( BZB) i Business ( BZB) http://en.wikipedia org/wiki/Disintermediation

http:/tutor2u.net/ebusiness/ebusiness-strategy-business-models.html
Brick and Mortar Click and Mortar




e-Commerce Platform

" Increased users and products will lead to increased in sales.

e-Commerce Platform
Manufacture

Buyin Suppl
ying PPYY Wholesale

Maximize sales by Vc'l;Z:eClllded

Networking between users .
networking

and the platform
Retail

Other
e-commerce

Infrastructure

Delivery

Call Center

Jawolsn)
juswanlas

Partner 1
Nffiliated sales

Partner 2

Partner 3

o ——— - —




e-Commerce Platform

= Supply & Buying Process make other business on e-commerce.

Contract Product | 5oking for various platforms to register products

Register

Supplier
(seller)

Check
Review

Delivery

Search Payment Confirm Review

Looking for Best Prices
User




e-Commerce Platform

= Supply & Buying Process make other business model on e-commerce.

3 |

Supplier @Y
(seller) (Channel Management Service)

\ 4 \ 4 \ 4

E-commerce 1 E-commerce 2 E-commerce 2

\ 4

PC

(Price Comparison Service)
A




e-Commerce Platform

= Design a superior service model to attract and retain customer into ecosystem.

Customer Action

v PCS Marketing

- Searching AD/PUSH/SNS

Promotion

Service Engagement

»l
»

Direct connect 37.2% Meta Search 47.4 % Marketing 15.4%




e-Commerce Platform

User Lock-In Framework

Service Flow

Retention
AD \‘(Connect —» Search PLOdUCt —>  Cart
age

Push/email
Meta Search @’—fRegister Process >

A
Inflow channel

Targeting message

according to usage pattern
) 4

Personalization | | Recommendation Custom Care Loyalty W
Program

7 / I N
/ (

v T~
» Personalization & » Cross-Sales » Chat bot / ARS * Membership
Recommendation - Air-hotel-shopping - Al Service - Prime Membership
- Profiling - Recommendation - RPA - User rates
- Catalog DB

. Real Time . .
Al Chat bot ML/DL Search Engine Recommendation Universal Profile




e-Commerce Platform

» Deliver a digital experience smart enough to know users interests and needs

Personalization & Recommendation




e-Commerce Platform

Selling products and providing contents




e-Commerce Platform

= Simple purchase of a product can lead to recommending related products
and services.

Collaboration

® Global one-stop reservation system
® Provide reservation service for abroad hotels

® Provide the lowest price

Musical ticket @ ® During the flight, read books.
Restaurant Reservation e

And other local activities ®
Buying
Airline Ticket
to Paris

The best-selling Travel Products e ® Local theme tours

Domestic
Tour







Opportunities & Challenges

@ 2 Shop domestically only @ % Shop domestic and x-border @ % Shop x-border only

4% 4% 5% ) ' . , 1
o 7% W ox | 8% 10% f 10x o M2 [ 3% P55 rox

18%

us Ca UK FR. DE IT ES ML SE BE AT RU HU PL CI GR

North America Western Europe Eastern Europe

IL UAE BR MX ARG SA IND CN JP SN HK AU

Middle East Latin America Africa Asia Pacific

Paypal Cross-border consumer Research 2018




Opportunities & Challenges

TOTAL
POPULATION

MOBILE
SUBSCRIPTIONS

i) (@

4.250

BILLION
URBANISATION

48%

4.416

BILLION
vs. POPULATION

104%

INTERNET ACTIVE SOCIAL
USERS MEDIA USERS

®© @

2.210 1.997

BILLION BILLION
PENETRATION PENETRATON

52% a7 %

ACTIVE MOBILE
SOCIAL USERS

1.93]

BILLION
PENETRATION

45%

e ® we
* Hootsuite are,
ot socCcia




Opportunities & Challenges

THE YEAR-ON-YEAR CHANGE IN KEY STATISTICAL INDICATORS

TOTAL
POPULATION

+0.8%

JAN 2018 - JAN 2019
+36 MILLION

MOBILE
SUBSCRIPTIONS

+3.0%

JAN 2018 - JAN 2019
+127 MILLION

INTERNET
USERS

+10%

JAN 2018 - JAN 2019
+203 MILLION

ACTIVE SOCIAL
MEDIA USERS

+12%

JAN 2018 - JAN 2019
+218 MILLION

ACTIVE MOBILE
SOCIAL USERS

+13%

JAN 2018 - JAN 2019
+219 MILLION

Hootsuite" are.

social




Opportunities & Challenges

Yes, there are more customers in the world, But it is not easy to follow.

Ndvanced technology is helping to open up commerce opportunities for
everyone — across borders, anywhere, anytime and via any device.




Opportunities & Challenges

e Cross border trading in Korean market
KOREA 2018 CBT, GMV: Million

Export Import
Clothing 37% | Healthy Pro
Cosmetic 19% Clothing

Shoes 3% Cosmetic
Bag 2% Electric Pro
Sports good 2% Shoes
Computer 1% Toy
Japan China Singapore USA Toy 1% Bag
35% 31% 10% 5% Jewelry 1% Book
USA China EU Japan Glasses 1% Watch
53% 23% 13% 8% Other 16% Other food

Export Import
Number| GMV | Number| GMV
5,855 1,977 17,395 1,635
8,093 2,611 23,592 2,110
9,608 3,252 32,255 2,755

Export

Import

 Cross border trading (Interpark)

China USA Japan Singapore | ASEAN
58% 12% 6% 1% 3%
USA China EU Others
55% 25% 15% 5%

Export

Import




Opportunities & Challenges

* Online consumers in every corner of the world are shopping cross-border for physical goods.

#1 Better Price

#2 Nccess to items not available in my country
#3 | can discover new and interesting products
#4 Higher product quality

#5 Shipping is more affordable




Opportunities & Challenges

 Intense Domestic Competition

Customer

 |Import  Export
* Strengthening product availability  Boost gross merchandise volume




Opportunities & Challenges

CBT (Import for local users) CBT (Export for global users)

Favorite
OIRR3 s
BOOKS  KSTAR  CONCERT

Ticket T

LMOA official goods shop

&5 JAMES JEAN
ETERNAL JOU

Shopping
. 2019,04 04 - 2019.09.01

=58
) 9 N
SEVENTEEN NN P
3RD ALBUM b ™ & R A SignIn
Stomaticun - ' ] ) B @
e Viewed
Shows
20199.16 P 00
: 1 4 . Viewed
7 llems
Purchase

SEVENTEEN X1 1ST MINI ALBUM .
SMARTIST ¢ Guide

s Help

WEEKLY DEAL

[Premiere] snapback CAMO Biack Hog Nose [Premiere] snapback Fine Stripe Red [Premiere] Drawing AW California Navy




Opportunities & Challenges

 Import CBT (Product)

Searching

Contents

Register

Hard to find partners like SME,
benders and etc

Contract

Making contents and translation

Selling

Delivery

Collecting cargos

Export CBT (User)

Searching

Confirm

View Product

Payment

Local payment service

Delivery

Regulation

List-Clarence & Generq

Il Clarence

bonded warehouse or Drop point

Tracking & Local address




Opportunities & Challenges

Regulation Product
(Contents)

Logistics

Payment

Marketing

A

C

* Government support

- Investment in logistics’ infrastructure.

- Positive legislation for facilitating customs
Clearance.

- Offering domestic product information.

- Combating counterfeit products.

* Service providers

- Payment service

. Establish multi-payment options

. Improved security and protection from frauds.
- Marketing service
- Logistics service

. Fast global service coverage at low prices.

. Simple CBT product returns.

* Suppliers (seller) support

- N\dd English and local language.

- Extended local payment options.

- Use local popular channels.

- Set up domestic service center.

- The establishment of call centers in APEC
market. (could make Al Chat bot)




Opportunities & Challenges

E-commerce
companies

NAPEC Admin. Of Customs

Logistic Financial
companies Companies

Consumers

NPEC Foreign Exchange

NAPEC Cloud

NAPEC Logistics System

NAPEC Taxation

Service Infra

Payment System

Financial Service
System

Product Information

NPEC Statics System
Sharing System 4







