CHINESE VALENTINE’S DAY
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CvVD CAMPAIGN?

While many Chinese consumers are more worried about money than they
were years ago, does gifting remain an exception to the belt-tightening rule?
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THE EVOLUTION OF
CVD IN CHINA

What's interesting about Chinese Valentine's Day is that it's obviously
rooted in Chinese mythology and it's been developed to a certain
extent as a counter balance to the western Valentine’s Day, as China

embraces its own traditions in the luxury space.

While people tend to get married later, they exchange gifts of love
more often and longer. It's important to show some sort of financial
commitment to legitimize a relationship and show that you are
serious about it. The romantic gifting culture, no matter whether it's

Valentine's Day, Qixi or 520 is directly on that trend.

Timing is another key factor. Though young consumers have been
receptive to western Valentine's Day, its date, in mid-February, often
overlaps with Chinese New Year, when they are travelling or with

family, leaving little thought leftover for love.

We 1UP has published our 1st ever industry report talking about
2022 Lunar New Year campaign this Feb, which is identified as
another key Chinese local moments which luxury brands are
leveraging. We're comparing this year CVD with CNY to see if
the trends change after serious pandemic in China and how

does it impact the campaign as a whole.

In China, love has become increasingly complicated, intertwined with consumerism.

Let’s cooling down a little bit, see what does it mean to brand?
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WHO WE STUDIED?
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INDUSTRY OUTLOOK

If we compare CVD with this year CNY campaign. We can clearly figure out that the involvement level of this campaign is far less than
CNY across all categories in this industry. And it's the first time, we're seeing that y‘:( prestigious maisons category (which included LV,
GUCCI etc) are not the best prepared for this campaign. While they always preforming all A classes in our previous tracking report. The
heavy hit from shanghai lockdown and delay on deliver may lead to this layback gesture.fr Ready-to-wear category take the most

positives move on this campaign, especially performed well on commercial part to better close the deal.

VAN Ya -~
TOTAL DX 1@ & A @ » v
SAMPLE SIZE PRESTIGIOUS MAISONS READY TO WEAR BAGS SHOES WATCH FASHION JEWELRY
100 7 17 18 6 20 18 14
PARTICIPATION 82% 100% 94% 72% 83% 60% 83% 100%
A.EXCLUSIVE
PRODUCT

D.WALLPAPER/

EMOJI PRODUCT

A EXCLUSIVE PRODUCT

OFFLINE POP-UP
CAMPAIGN CELEBRITY

INDEX LOCAL VIDED SHOOTING
C.WECHAT
REDPACKET AVERAGE
OFFER
A GIFTING PACKAGE
B GWP

C WECHAT REDPACKET
D EITHER WALLPAPER OR EMOJI

A.GIFTING
PACKAGE

PRESTIGIOUS MAISONS READY TO WEAR
A A
D
INDEX
AVERAGE
C C
/‘ CATEGORY
S~ AVERAGE
B
A A
WATCH FASHION JEWELRY

Source: TUP Analysis of Brands Public Disclosures on or before Aug 6, 2022 2022 CVD LUXURY FASHION REPORT | P3



CONSERVATIVE APPROACH
ACROSS ALL DIMENTIONS

PARTICIPATION
LEVEL

82%

has participated for CVD
VS CNY 100% Participation Rate. -18%

We're surprising seeing that 18% has not
participated for CVD at all, not even a
related post put on officially account.
Compared to CNY campaign, the
participation rate is 100%. It's the first
signal demonstrated that few brands
are starting to take this occasion out of
their marketing calendar.

INVESTMENT
LEVEL

49%

has investment in celebrity
and local shooting

VS CNY 67%. -27%

When it comes to local moments,
international brands were already well
trained by ‘Big name work’. But we're
seeing that only 49% brands invested in
celebrity this time, -27% vs CNY
campaign. Followed up with less KOL
seeding, less media push and feeds, for
sure limited resource to put on local
content creation.
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MERCHANDISING
LEVEL

54%

has launched exclusive
products
VS CNY 67%. -19%

About half of brands chose to launched
exclusive products around CVD, -19% vs
CNY. And if we take a close look at
products offering, the size of collection
had slightly decreased. Shoes and
Ready to wear category are 2
categories prepared better in terms of
product offering.

COMMERCIAL
LEVEL

52%

has designed for GWP &
gifting packings
VS CNY 59%. -12%

Reason why brand still not give up CVD
is because the commercial value. Thus,
we see less impact on investment on
commercial level. Like GWP, gifting, and
all materials related with driving
conversion.



MOREOVER, THE WHOLE
CAMPAIGN PERIOD HAS BEEN
SHORTENED.

Campaign period has shortened, and frequency of communication has been reduced.

The campaign lasting day had been significantly shortened to 2 weeks only. Vs CNY campaign, which lasting 23 days. And the post talking
about this campaign has also reduced to 1.3 only. Like the CNY period, the campaign is conflict with brand Fall-Winter new season launch.

But this time, brand are more lean to put effort on FW launch instead of CVD.

days for campaign posts published on official
/‘ lasting averagely /‘ WeChat account averagely
VS CNY 23 days o VS CNY 3.5 posts

For most of the brands, their CVD campaign timeline is aligned with PR & marketing communication plan . Only small number of them

bring forward and favor marketplace (e.g. Tmall) first.

EXHIBIT 2: 7 SAMPLE BRANDS TO DEMONSTRATE CAMPAIGN CALENDAR (1/0 MARKETPLACE)

JUL15 JUL 22 JUL 29

BRAND 1

BRAND 2

BRAND 3

BRAND 4

BRAND 5

BRAND 6

BRAND 7

OUTSIDE Campaigh @----@ TMALL Campaigh @¢—@
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WHAT'S THE PRODUCT
OFFERING?

Products offering has been limited, and design is also more or less uniformed, around
love characters.

BRAND VLS N/ -~ @,
TTL Y 11 A A L] * v}
has Exclusive
Product 54 4 12 1 5 5 10 7
54% 57% 1% 61% 83% 25% 56% 50%
SKU # 77 13.3 173 10 3.4 12 6.4 2.5
Category # 2.4 35 53 3 1 1.2 19 1

Shoes and Ready to wear category are 2 categories prepared better in terms of product offering. While watch category is (as usually) the

less active in terms of exclusivity on product.

h lusi is included in has been
O as &x€ usw.e CVD collection covered
O CVD collection . .

SKUS Categories

¥ SOME BRANDS WHO PLAY WITH IP

BURBERRY

X
WE R Z ARAR-1ELL

BURBERRY invited Chinese local artist created a series animation & visuals around octagonal star
inspired by the stars on boutique windows , which demonstrated 8 different reading of love.

LOEWE T REMAIN YouU R
X PERFECT tAATC
ARTIST lae
JOE L /
BRAINARD LOEWE

LOEWE worked with American artist & writer : Joe Brainard who wrote “ | remain your perfect match”.
Which is the core of this campaign concept
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CAUTIOUSLY INVEST IN BIG
NAME & OFFLINE EVENT

"I major celebrity drawcard is good but, if you can afford it, the more the merrier”. That's what international brands have been
planted in mind. But this time, we found that only %2 brands had invested in celebrity and let alone the investment for KOL and
seeding, etc. Less than half brands put additional resource on local shooting (which we defined as key factor to win local moments).
Some of the rest choose to leverage gifting assets (already existing) to save time and..budget.

Stlll invest in HAS CAMPAIGN CELEBRITY HAS LOCAL VIDEO SHOOTING
/‘ 2 campaign 100%
celebrity 80%

60%
o - I I I I
O additional 20 I I
46 /C) local U%Ilil
¢ aacew

Index .~ & Index
shooting Mverage Yaf 4P a A

[

v Average Yaf 1@

Only 4 brands open offline pop-up for CVD this year
VS 23 Pop-ups for CNY

It's very fair that brand are hesitated to open pop up for CVD this year as big cities are just recovered from covid break out. The
return of investment should be low as the traffic is not there and uncertainly of government policy is also another pain point. We only
recognized 4 brands had opened offtine pop up this time while for CNY pop up, the number is 23.

15X L] : y® é:'\-fl
—

TS

CARTIER
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B i @ SRESOURCE
S o PO SOB L E

Luxury brands are opening marketplace channel dramatically in recently years, thus, when talking about CVD , Wechat eco system is
no longer the only canvas. Moreover, the marketplace itselves are playing around with these gifting ideas to capture consumer’s
needs as well as driving luxury brands momentanes. Which gives brands more cards to play this time. But how to leverage the
different resource and play around as a whole is becoming another questions.

¥ PLATFORM RESOURCE LEVERAGE

# R/ NER

#RE 2 BHE T #
#/?I\/\/J\E%E# #Eﬁ%}#

BVLGARI X X& &g H

BVLGARI campaign is designed around Tmall
super brand day. Kick off with Tmall pre-order
CVD exclusive products, connected with brand
campaign amplification, harvest with

commercial offers.

QEELIN < KXf#H

QEELIN leveraged Tmall big day IP to gain
more exposure from platform. Brand had
supported celebrity — XIR4R, exclusive
products and offers, as well as actively
participate in naked 3D activities.

SWAROVSKI
X

JD/INETS

# R BRA<H
AR B mEB#

brands has greatly leveraged

MARKETPLACE'S IP to boost
campaign awareness & exposure

BALLY
X
SD-OFX|
CAMPAIGN

BALLY BE¥igaE
0

L7 ————]
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Through the pandemic, it's clear that consumers value emotional connections. By pioneering new digital interactions, Tmall Luxury

Pavilion has been enriching the consumer experience and offering more product technologies and service capabilities such as gifting
to fulfill these emotional connections

Tmall is playing around with
naked 3D to vividly
demonstrated luxury products

NFTs are minted and dropped
by Tmall luxury division, which
interested Burberry & LaPerla
to participated

# VM, omam sman s

TURBADEEITY mmaD R ILY

W3 hl% 15 O
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¥ MAGAZINE RESOURCE LEVERAGE

HAT 5 # _ HGQ#
WELLE# HERAM

brands has greatly leveraged
MAGAZINE for campaign
shooting

There're 8 brands we tracked are doing campaign
shooting together with magazines. Like Celine is
corporate with (% A) to nail it. It could be a option
during difficult time since the guarantee on
professionalism and the resource brand can
leverage by magazine it own.

¥ BRAND AMBASSADOR LEVERAGE

/‘ 5 have tapped its China AMBASSADOR and
friend of the house to star in campaigns
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DIRECT, DIRECT, DIRECT

¥ LV has designed mini program dedicated for gifting

3080 FET-Y I FET-Y
. (] e o
No need to get caught up in

gamification when people
are coming to you to shop

We also noticed that the gamification in this year
CVD has decreased in terms of numbers. Brands are
aware that no need to get consumers caught up
when they want to shop. For the brands who still
insist to have this engagement, they think smart and
think small to smooth the whole journey.

KANE oA LY

¥ Maison Margiela GWP design around # Pillow Talk

Brands are putting effort to
design GWPs to drive commercial

Unlike local shopping events such as 618 or Double
1, events like Qixi and 520 are not typically
associated with promotional activities, which
provides brands with a good window to
communicate about new products and
festival-exclusive collections, instead of focusing
on discounts. Therefore, GWP becoming important
to drive the conversion.
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EXECUTIVE SUMMARY

CONSERVATIVE APPROACH
- ACROSS ALL DIMENSIONS

— 18% brands have no campaign for CVD

— Campaign last days is shortened 30% vs CNY

— Products offering has been limited, and design
is also more or less uniformed, around love
characters

— Brands cautiously invested in big name &
offltine event

LEVERAGE RESOURCE
.AS MUCH AS POSSIBLE

— More brands are riding on platform IP to gain
awareness

— LLeverage magazine for celebrity & campaign
shooting instead of brand own shooting

DIRECTTO
. COMMERCIAL

— No need to get caught up in clever
gamification when people are coming
to you to shop

— More direct to sales
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CASES THAT INSPIRE

BEST IN TERMS OF ‘ART’

LOEWE

¥ HAS CVD EXCLUSIVE PRODUCTS?
=S

¥ CAMPAIGN IDEA

#iloeweyou#

¥ CAMPAIGN LAUNCH DATE
7/10 (lasting to 8/4)

¥ CAMPAIGN MECHANISM
Loewe worked with American artist & writer : Joe
Brainard who wrote “ | remain your perfect match”
Which is the core concept of this campaign.
Celebrities are also invited during the campaign
period to co-create a music video romance the

concept to another level.

¥ WHAT CAN INSPIRE
Exploring a different side of Qixi

@ Campaign KV

@ Special GWP Highly Relevant with Campaign Idea
€) CVD Exclusive Products

@ Music Produced by &=

@ Campaign Post
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T RERAIN  YOUR |
pERFECT  MACH

iI0AM 4 ¥ &

I LOEWE YOU

LOEWEF RE 2022

I REMAIN Yo R
PERFECT AL H

FiI0AM 4 ¥ &
<@ LOEWE BRI Q- [

ﬁ I_.iﬂ & @ Lk @
LOEW . Py

I remain your

LOUWES B+ P HHRE RN
HAREEAE LT Koo Brainadi]
WasSHERTELRE

= T remain your pertect matchy
ReRER nREERG. LRF0mm, LEANRARYE

AEMEBSRTIRNANIL
MLOEWEYOUS CILOEWE ¥ R0y m i80S

ﬁ LOEWE TR &
1 RAENARY

Iremain your perfect match.
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BEST IN TERMS OF ‘ART’

BOTTEGA VENETA

¥ HAS CVD EXCLUSIVE PRODUCTS?
=S

¥ CAMPAIGN IDEA
#E, T L#

CLIYMAPETFENN . CAMPAIGN LAUNCH DATE
g === 7/13 (lasting to 8/3)

SMRTLIME ¥ CAMPAIGN MECHANISM

FOE VENETA BAEC S0

BOTTEGA VENETA

t &k | an:EmERS

In the case of Bottega Veneta, Qixi became an

occasion to wax poetic about the diversity of love.

In a “Call Me By Your Name”-style video set in the

FREER TR0
[ T — cl r — ) seaside city of Qingdao in Shandong province,
igg ' ¥099 [EEEE L | - .
Chinese videographer Jess Zhou and
RamEPARN: o . .
o photographer Meng Zhi captured three pairs of
v 21500 real-life partners roaming around town on bikes,
f ’ il — @ dressed in palettes of black, white, cream or green

,/\ Bottega Veneta pieces, which goes well with the

natural splendor of the resort town.

Titled “Love, In Motion,” the campaign featured
two pairs of same-sex couples, whom casting
director Denise Hu discovered on Xiaohongshu,
the popular social-commerce app. The brand
gifted bike bells to VIP clients in sync with the

biking-themed visuals.

WHAT CAN INSPIRE

Red is not the only color of love.

@ CVD Exclusive Products
@ TMall Campaign Page
€ CVD Video
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BEST IN TERMS OF 'TRENDY’

BVLGARI

¥ HAS CVD EXCLUSIVE PRODUCTS?
=S

¥ CAMPAIGN IDEA
#ERWEIERZAL#

¥ CAMPAIGN LAUNCH DATE
7/8 (lasting to 8/4)

¥ CAMPAIGN MECHANISM

BVLGARI planned this campaign in a very
comprehensive & trendy way. Served young HARMEEWH LY TRRL
consumer by quite web3 and edge way, by launched
love music with QQ music, AR try on with exclusive
product and virtual KOL seeding. On the other hand,
the after-purchase service is quite decent. The

whole user journey is well designed.

¥ WHAT CAN INSPIRE
Bring the excellence into execution and

connection the dots

ERMTEYREE

@ Campaign KV

@ CVD exclusive product

) Love music album

@ CVD iphone wallpaper

6 TMall special search format

I TREACRINT. AR, AN O ‘
AEABTEES,

SRETNTAEN. SRANEETNFEERSHE, A
=mamavLcAR THE  TRETHTDRS
DIVAS' DREAMITN toum E

- 18300 — i1 ]
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BEST IN TERMS OF ‘'SMALL WIN BIG’

M A R N

¥ HAS CVD EXCLUSIVE PRODUCTS?
YES

¥ CAMPAIGN IDEA
#MarniZ 1EXY fi#

¥ CAMPAIGN LAUNCH DATE
7/12

¥ CAMPAIGN MECHANISM
LOVE IS A MATCH.
360° CVD campaign starting with definition of

love is a battel with both parties needed to be

equity. The campaign vibe was energic, fun and

o ave = EhE W edgy which fit into Marni‘s DNA.
{EE MARNI Q- e e N
mia L3 @ A EMARNI @Casper_£ K RMEBIMARN £ F
i — e ¥ WHAT CAN INSPIRE

Stk RN

EMARNI BN R 2000 IREAMARN L BT Blg name may not always win, think
FFla, UERRASRENDELIEH TORRESS
EENR. PabloEERBENTE, #REEPH
HEREEE, @HSEE

small can be good for conversion.

(g agm oYy Ban
..... ARNI o e 0 Campaign KV
HW:,N@*;_'J'A;,;.:_‘_; R @ Campaign gamification
o T © Celebrity & KOL seeding
RREE, SEDESE @ Campaign KV

ﬂ q @ Campaign post on Weibo

2 = D .5.

2022 CVD LUXURY FASHION REPORT P17



DOES CVD BRINGS § ?

We selected 4 brands within our list to have an idea of
CVD campaign business impact

BRAND 1

PREWARM BOOST [S\ID)

T

2022/7/8 2022/7/29 2022/8/4

Tmall focus on

250,000 1,000,000
' 200,000 800,000
150,000 600,000
29 30 20
¥645,000 ¥330,000 ¥170,000 100,000 400,000

50,000 200,000

16-Jul 30-Jul

UV BY SEARCH SALES

—> Tmall campaign lasted for 28 days, with an average daily sales of 585k and
a total sales of 16M GMV

—> CVD capsule contribute 7% of store sales
—> TMall IP : #hey box, channel peak10w+

BRAND 2

PREWARM BOOST END
— T — 4>

2022/7/1 2022/7/31 2022/8/4
Tmall focus on

45,000 350,000
— - 40,000 300,000
BAGS 35,000
1 250,000
1 1 25, 200,000
¥14,750 ¥10,800 20,000 150,000
RTW 15,000 100,000
10,000
= - 5,000 50,000
j i i 0 y
21-Jul 23-Jul 25-Jul 27-Jul 29-Jul  31-Jul 2-Aug 4-Aug
23 4 3 2 - UV UV BY SEARCH SALES
¥73,600 ¥19,200 ¥15,300 ¥12,800

—> Tmall campaign lasted for 15days, with an average daily sales of 227k GMV
and a total sales of 3M CMV

—> CVD capsule contribute 4 % of store sales
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BRAND 3

Tmall focus on

PREWARM

2022/7/8

BOOST

2022/7/21

T

2022/8/4

140,000 700,000
120,000 600,000
100,000 500,000
- 80,000 400,000
1 0 0 60,000 300,000
7200 v v 40,000 200,000
- 20,000 100,000
ﬁ 0 0
8-Jul 29-Jul
UV BY SEARCH
4 [0} 0 I
¥13,600 ¥4,000 ¥3,400

—> Tmall campaign lasted for 28days, with an average daily sales of 331K and a
total sales of 9M GMV

— CVD capsule did not perform good

— CVD benefits:
O Selected products enjoy 24 installments of interest-free
O Customize the gift card

BRAND 4

AN BOOST
Tmall focus on B

T

2022/7/9 2022/7/22 2022/8/4

BAGS

. '
] [0 (N (0 g
42 5 7

” 200,000 1,400,000
38 1
¥627000 ¥386,400 ¥89,500 ¥39,900 ¥18,600 1,200,000
150,000
RTW 1,000,000
i 800,000
| ' [ 100,000
.{; ;;J g 600,000
; B 400,000
7 3 4 5 16 50,000
¥107800 ¥96,000 ¥80,000 ¥80,000 ¥78400 200,000
0
SHOES 16-Jul 30-Jul
N - &%y S, UV BY SEARCH SALES
62 34 27 19

¥497700 ¥238,000 ¥189,000 ¥135,000 —> Tmall campaign lasted for 26 days, with an average daily sales of 700k and

a total sales of 18M GMV

ACC
' N v B — CVD capsule contributed 18% of store sales
ﬁ'ﬁt'ﬂ""‘— e B &
st : ;’ . " —> CVD benefits: Buy any CVD product to get a pair of limited masks, a custom
50 9 13 9 gift card, free mark pair cup with purchase more than 1,000 RMB

¥72,000 ¥51,300 ¥42,900 ¥36,000 —> TMall IP : #hey box, channel peak 10w+

TAKEAWAYS

The CVD exclusive products didn’t really bring expected commercial values but whole CVD campaign (at
least on TMall) still drive sales. [t seems that exclusivity is no longer a must have for brands but how we
present the whole campaign is more important.
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AT THE END,
WISH ALL THE BRANDS A WARMER CVD
NEXT YEAR!

CONTRIBUTORS
Editor in Chief : Christin LU
Director of Impact: Alex ZHU
Editor: Alan ZHANG & JIAYI



ABOUT 1UP

Present in Shanghai, Hongzhou and Paris, 1TUP Digital helps
brands of the luxury industry navigate the market by
providing them with sustainable digital strategy, result-driven
execution plan and most up-to-date innovations &
technologies.

We aim to bridge the gap between premium brands &
consumers, and level up brand digital retail system.

OUR SERVICE SCOPE

We're full service digital agency offering customized solutions
to reach the luxury consumers across all channels.

OUR VISION

We believe in never standing still. For the better, for the
extraordinary, for the experiences that go beyond the
expected. We're TUP. And we are creating the future of digital
retail as the industry wants it.

OUR PEOPLE & CULTURE

It's all about the team. We're extremely proud that we
grouped the most dynamic digital experts in the field
spinning from luxury to fashion, from agencies to in-house
brand. We operate in Shanghai, Hongzhou, and Paris with
+100 high-level team members. We're young, passionate &
diverse!
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