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Disclaimer
This presentation has been prepared by ECMOHO Limited (the “Company”) solely for informational purposes and has not been independently verified. No representations,
warranties or undertakings, express or implied, are made by the Company or any of its affiliates, advisers or representatives or the underwriters as to, and no reliance should be
placed upon, the accuracy, fairness, completeness or correctness of the information or opinions presented or contained in this presentation. None of the Company nor any of its
affiliates, advisers, or representatives or the underwriters accept any responsibility whatsoever (in negligence or otherwise) for any loss howsoever arising from any information
presented or contained in this presentation or otherwise arising in connection with the presentation. The information presented or contained in this presentation is subject to change
without notice and its accuracy is not guaranteed.
Certain statements in this presentation, and other statements that the Company may make, are forward-looking statements. These statements reflect the Company’s intent, beliefs
or current expectations about the future. These statements can be recognized by the use of words such as “expects,” “plans,” “will,” “estimates,” “projects,” “intends,” “anticipates,”
“believes,” “confident” or words of similar meaning. These forward-looking statements are not guarantees of future performance and are based on a number of assumptions about
the Company’s operations and other factors, many of which are beyond the Company’s control, and accordingly, actual results may differ materially from these forward-looking
statements. Neither the Company nor any of its affiliates, advisers or representatives or the underwriters has any obligation and they do not undertake to revise forward-looking
statements to reflect future events or circumstances.
This presentation does not constitute an offer to sell or issue or an invitation to purchase or subscribe for any securities of the Company for sale in the United States or anywhere
else. No securities of the Company may be sold in the United States without registration with the United States Securities and Exchange Commission (the “SEC”) or an exemption
from such registration pursuant to the Securities Act of 1933, as amended (the “Securities Act”) and the rules and regulations thereunder. No part of this presentation shall form the
basis of or be relied upon in connection with any contract or commitment whatsoever. Specifically, these materials do not constitute a “prospectus” within the meaning of the
Securities Act. This presentation does not contain all relevant information relating to the Company or its securities, particularly with respect to the risks and special considerations
involved with an investment in the securities of the Company and is qualified in its entirety by reference to the detailed information in the prospectus relating to the proposed
offering. This presentation should not be construed as legal, tax, investment or other advice. The Company has filed a registration statement on Form F-1 with the SEC relating to
its securities to be offered in the United States, but the registration statement has not yet become effective. Any public offering of the Company’s securities to be made in the
United States will be made solely on the basis of the information contained in the statutory prospectus included in such registration statement. The prospectus contains detailed
information about the Company, its subsidiaries, management, the consolidated financial statements and risks and uncertainties associated with its business and industry. Any
decision to purchase the Company’s securities in the proposed offering should be made solely on the basis of the information contained in the prospectus relating to the proposed
offering. The prospectus is publicly available and can be obtained free of charge from the SEC's website at www.sec.gov.

In evaluating its business, the Company uses certain non-GAAP measures as supplemental measures to review and assess its operating performance. These non-GAAP financial
measures have limitations as analytical tools, and when assessing its operating performances, investors should not consider them in isolation, or as a substitute for net income or
other consolidated statements of operation data prepared in accordance with GAAP. In addition, the Company’s calculation of these non-GAAP financial measures may be different
from the calculation used by other companies, and therefore comparability may be limited.
THE INFORMATION CONTAINED IN THIS DOCUMENT IS HIGHLY CONFIDENTIAL AND IS BEING GIVEN SOLELY FOR YOUR INFORMATION AND ONLY FOR YOUR USE
IN CONNECTION WITH THIS PRESENTATION. THE INFORMATION CONTAINED HEREIN MAY NOT BE COPIED, REPRODUCED, REDISTRIBUTED, OR OTHERWISE
DISCLOSED, IN WHOLE OR IN PART, TO ANY OTHER PERSON IN ANY MANNER.
Any forwarding, distribution or reproduction of this presentation in whole or in part is unauthorized.
By viewing, accessing or participating in this presentation, participants hereby acknowledge and agree to keep the contents of this presentation and these materials confidential.
Participants agree not to remove these materials, or any materials provided in connection herewith, from the conference room where such documents are provided. Participants
agree further not to photograph, copy or otherwise reproduce this presentation in any form or pass on this presentation to any other person for any purpose, during the presentation
or while in the conference room. Participants must return this presentation and all other materials provided in connection herewith to the Company upon completion of the
presentation. By viewing, accessing or participating in this presentation, participants agree to be bound by the foregoing limitations. Any failure to comply with these restrictions
may constitute a violation of applicable securities laws.

ECMOHO at a glance

Business Overview
Who we are
A leading integrated solution provider
in China's health and wellness market,
connecting brand partners and
consumers by combining global
sourcing capabilities with local
distribution channels and insights

Our mission
To improve the health and
well-being of consumers

ECMOHO was established in 2011 and headquartered in
Shanghai with branches in Hong Kong, Japan and Korea. As an
integrated solution provider in China's health and wellness market,
Company focuses on providing omni-channel retail services,
global marketing, IT services, customer service, and global
warehousing supply chain services. In 2014, the Company has
established cross-border warehouses and started cross-border
business.
As a bridge between brand partners and consumers, Company
has realized the high growth of business in China over 10-years
accumulation of health industry and retail management
experience for advanced brand and provided consumers with
personalized health products and health solutions.
Company is always striving to improve the health of consumers
and continuously optimize the expansion of product mix and
business model.
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Key Statistics
Third Quarter 2021 Financial Highlights

Revenue

Gross Margin

RMB

22.7%

182.8

Number of brands

Increased by 5ppt YoY

41

38.5%
Repurchase rate

Hundreds
behavior & personal
attributes labels

million
12.3 million
paying consumers

As one of the leading domestic data service providers, ECMOHO is satisfying the general meaning of pre-sale and after-sale
consultation and complaint handling, using the leading ECRP system to dig and analyze in order to support the marketing trends,
customer behavioral preferences. At the same time, it helps the brands to achieve accurate marketing, in-depth marketing analysis,
diversified marketing promotion activities and customer services, to develop a high sticky and repurchase user groups
Note:
1. “Cumulative paying consumers” refers to the customers that have placed one or more orders purchasing products through our self-operated flagship
stores on third-party e-commerce platforms, the Company's channels on Douyin.
2. All figures mentioned here is based as of September 30, 2021
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Gross margin improved
Optimization strategy to improve profitability

Optimize brands portfolio with
fewer lower-margin brands

2021 3Q

2020 3Q

Expand new category focusing
on healthcare and well-being

22.7%

17.7%

Strengthen service capability

Gross margin rate increased
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Category expansion

Digestive health

Cooperate with leading global pharmaceutical company to
promote and sell digestive health OTC products

Eye health

Cooperate with well-known vision care company to meet
the needs of consumers for achieving clearer vision

Family health

Engaged a premium supplement and nutrition brand with
top-notch ingredients
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Company’s extensive data analysis
-Key market insights and precision marketing is based on data analytics
Analytics generated from our large database provide us with valuable market insights and precision
marketing opportunities
Collect data

12.3 million

Analyze data

Apply data

Personal attributes
Personal data

•

Demographics

•

Age

•

Gender

•

Location

•

…

Precision marketing

Gender

Demography

• Precision marketing based on evolving
profile tagging

Age

Life stage

• Tailored marketing based on life stage
tagging

Pregnant

Kids

Portal into family health
consumption

Cross-sell
•cross-selling into different product
categories

Behavior data

• cross-selling to other members

Behavioral
preferences

Market research & analytics

•

12.3 million paying consumer profiles

• Strong potential for cross-selling
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•

Purchases

•

Searches

•

Inquiries

•

Feedback

•

…

Purchasing
power

Purchasing
Time

Key health
concerns

Viewed
products

Purchasing
frequency

Purchasing
device

Research on health and wellness market by ECMOHO

Paying consumers

Spending per user

38.5%
repeat purchase rate2

Note:
1. “Cumulative paying consumers” refers to the customers that have placed one or more orders purchasing products through our self-operated flagship stores on third-party e-commerce
platforms, the Company's channels on Douyin.
2. All figures mentioned here is based as of September 30, 2021
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Personalized health treatment solution

Stressful life and work

Sports

Daily nutrition compensation
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Successful Case
-A Food Therapy company & Pharmaceutical Group

A Food Therapy Company

Client mainly focused on traditional
TV media channels and supermarket
channels. For the past several years
it is facing a slowdown in revenue
and increased losses.

New growth potential has
been unlocked for the client.
Revenue 1-9M 2021
increased by 24% YoY.

We provided to client with multi-channels marketing,
including new marketing strategy, content marketing,
and live broadcast of KOL, etc.

Pharmaceutical Group

Help brand partners to target
consumers more precisely

We provide packaging design and targeting
marketing solutions.
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New territory in marketing
-Growing pie in Douyin, Kuaishou and live streaming e-commerce
innovative marketing and operation of consumer-centric, especially on content marketing such as short-form
videos and more interactive entertainment contents.
Major e-commerce
platforms

Smaller online
distributors

Enabled celebrities and entrepreneurs to be
hopped on live streaming bandwagon and
participated in live shows

Social e-commerce platforms

New traffic platforms

Built a team of own Key Opinion Leaders (KOLs),
established live streaming center in Douyin and
leveraged by MCNs

We expect more business of Douyin platform to
ramp up in the coming quarters.
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Key Financial Data

Operational highlights
Number of brand partners1

Number of brands1

Continue to optimize brand portfolios

Number of major brand partners1, 2

Revenue contribution from top 5 brand partners3

Grow our brand partners into key partners with over
US$10 million product sales contribution in the
designated period
Note:
1. At the end of each designated period
2. Major brand partners refer to brand partners whose products contributed over US$10.0 million to product sales revenues in the designated period
3. Represents concentration, defined as revenue contribution of the largest five brand partners in each designated period as percentage of total product sales revenue
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Diversified revenue streams
Robust top line growth and continuous diversification to new product categories
Total net revenues

Product sales revenue breakdown1

(USD’000)
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Improved Gross Margin
Total Gross Profit

Total gross profit as % of total revenue

USD
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Contact Us
Address:

2/3F, Xuhuiyuan Business Building,
1000 Tianyaoqiao Road,
Xuhui District, Shanghai, China

Website:

www.ecmoho.com

Media:
pr@ecmoho.com
Investor Relations: ir@ecmoho.com
Phone number:
021-61132270

Thank You!

