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Disclaimer

These materials have been prepared by Baozun Inc. (the “Company”) solely for use in this road show presentation in connection with the public offering by the Company and
certain selling shareholders of American Depositary Shares representing Class A ordinary shares of the Company (the “Offering”). These materials are strictly confidential, are
being given solely for your information and for your use and may not be copied, reproduced, distributed, redistributed or passed on, directly or indirectly, to any other person in
any manner, or published, in whole or in part, for any purpose. No part of these materials may be retained or taken away following this road show presentation or distributed,
taken or transmitted into the United States, Canada or Japan. By participating in this presentation, you agree to be bound by the foregoing restrictions. Any failure to comply
with these restrictions may constitute a violation of applicable securities laws.

The information contained in this presentation has not been independently verified. No representations or warranties, express or implied, are made by the Company, the selling
shareholders, any underwriter of the Offering or any of their respective affiliates, directors, officers, employees, advisors, or representatives with respect to, and no reliance
should be placed, on the accuracy, fairness or completeness of the information presented or contained in this presentation. None of the Company, any selling shareholder, any
underwriter of the Offering nor any of their respective affiliates, directors, officers, employees, advisers or representatives accepts any responsibility or liability whatsoever for
any loss howsoever arising from any information presented or contained in or derived from this presentation.

This presentation does not constitute an offer to sell or solicitation of an offer to buy or acquire securities of the Company in any jurisdiction or an inducement to enter into
investment activity, nor may it or any part of it form the basis of or be relied on in connection with any contract or commitment whatsoever. Specifically, this presentation does
not constitute a “prospectus” within the meaning of the U.S. Securities Act of 1933, as amended (the “Securities Act”). No securities of the Company may be sold in the United
States without registration with the U.S. Securities and Exchange Commission (the “SEC”) unless pursuant to an available exemption from the registration requirement of the
Securities Act. The Company has filed a registration statement on Form F-3 (File No. 333-214801) (including any amendment thereto, the “Registration Statement”) with the SEC
covering the securities to be offered in the United States. Any offering of the securities to be made in the United States will be made solely on the basis of the information
contained in or incorporated by reference into the statutory prospectus included in such registration statement.

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. The information contained in this presentation is not complete and may be changed, and is qualified in its entirety by reference to
the statutory prospectus. The statutory prospectus will be finalized and distributed to investors prior to the settlement for the sale of securities. Before making an investment
decision, you should refer to the statutory prospectus for more complete information about the Offering.

This presentation and the accompanying oral presentation contain forward-looking statements, including statements about the intent, belief or current expectations of the
Company or its officers, the Company’s business and financial outlook, strategy and market opportunity, and statements about the Company’s historical results that may suggest
trends for its business. These statements are forward-looking statements within the meaning of the U.S. securities laws. These forward-looking statements are made only, and
are based on estimates and information available to the Company, as of the date of this presentation, and are not guarantees of future performance. These forward-looking
statements are based on a number of assumptions which are subject to known and unknown risks, uncertainties and other factors that are beyond the Company’s control, such as
the political, social, legal and economic environment in which the Company will operate in the future. Accordingly, actual results, performance or achievements may differ
materially from those expressed or implied by these forward-looking statements and future results could materially differ from historical performance. Further information on
the forward-looking statements and risk factors that could affect these forward-looking statements is contained in the Registration Statement. The Company undertakes no
obligation to update or revise these forward-looking statements for events or circumstances that occur subsequent to the date of this presentation.

This presentation contains certain financial measures that are not recognized under generally accepted accounting principles in the United States (“GAAP”). The non-GAAP
financial measure has limitations as an analytical tool. The presentation of such non-GAAP financial measures is not intended to be considered in isolation or as a substitute for the
financial information prepared and presented in accordance with GAAP. Please refer to the relevant disclosure in the statutory prospectus for a reconciliation of these non-GAAP
financial measures to the most directly comparable GAAP measures. These non-GAAP measures may differ from the non-GAAP information used by other companies and
therefore their comparability may be limited.
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We Are the Market Leader in Brand E-Commerce Service in China

Largest brand e-commerce service 

partner, with c. 22% market share(1)

End-to-end solutions with 

omni-channel capabilities

127 brand partners(2), 8 categories

RMB6.5BN GMV(3), up 71% yoy

Over RMB2.5BN total order value 

during Singles Day 2016, more than 

doubled from 2015

Notes: Exchange rate used: Notes: US$1 = RMB6.6685
1. Source: iResearch. Based on China’s total brand e-commerce service market size of RMB43 billion (US$6.5 billion) in terms of transaction value in 2015.
2. As of September 30, 2016. 
3. For the 9 months ended September 30, 2016. Gross merchandise volume, includes value added tax and excludes (i) shipping charges, (ii) surcharges and other taxes, (iii) value of the goods 
that are returned and (iv) deposits for purchases that have not been settled.

Our Mission is to Make Brands Successful in E-Commerce









Leading Global Brand Partners Across 8 Categories

Apparel Appliances Electronics Home and 
Furnishings

Food & Health Cosmetics & FMCG Insurance Auto


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We Bridge Brands to Consumers

Brands
Brands ConsumersConsumers

Official 
Marketplace 

Stores

Official Brand 
Stores

Mobile O2O

Omni-Channel Penetration

End-to-end Solutions Across E-Commerce Value Chain

IT Solutions
Store 

Operations
Digital 

Marketing
Customer 

Service

Warehousing 
& 

Fulfillment

End-to-end brand e-commerce capabilities and omni-channel solutions maximize our value 
propositions to brands, increase switching costs, and deepen brand entrenchment and loyalty
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Huge Market Opportunity in Brand E-Commerce

US$570Bn 
Online Retail Market(2)

US$4.5Tn
Retail Consumption(1)

US$202Bn
Brand

e-Commerce(3)

China Brand E-Commerce(1) estimated to reach only 
4.5% of total retail consumption in 2015…

 Rising consumer spending power and brand 
awareness

 Large internet- and mobile-ready population
 Limited product offerings and brand options 

for consumers in smaller cities

Consumers

 View e-commerce as a key part of their 
expansion strategy in China

 Need for unique brand image, look, and feel 
and greater control over merchandising

 Require end-to-end, omni-channel 
capabilities

Brands

(China Brand E-Commerce Market Size, US$BN) 

… Showing High Growth Potential

Source: iResearch
Note:
1. GMV market size for sales of consumer goods
2. GMV market size
3. Brand e-commerce defined as B2C e-commerce conducted through official brand stores or official marketplace stores

202

411+

2015 2017E

35% 44%+
% of Online 
Shopping
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Why Brands Value Us

Benefit to Brand Partners:

Low High

Self-Operated by
Brands

Other Service  
Providers

Solid Sales Result

Better Consumer 
Engagement

Cost Efficiency and Scalability

Robust Technology 
Infrastructure

Omni-channel Capabilities

Regional Expansion 
Capabilities
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Our Business Model

Inventory Ownership
Distribution Model C

Product Sales Revenues (Gross)

Warehousing &

Fulfillment

5

Consignment Model B

Services Revenues (Net)

IT Solutions

E-Store Operation

Digital Marketing

Customer Service

1

2

3

4

Service Fee Model A

Services Revenues (Net)
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Key Company Highlights

Leader in Brand 

E-Commerce Service

1

Proven Store
Operation 
Capabilities and 

Fulfillment
Infrastructure

4

Seamless Omni-
Channel Solutions

2

Insightful Data 
Analytics and

Digital Marketing 
Capabilities

5

Proprietary 

Technology

3

Experienced Team

6
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End-to-end brand e-commerce capabilities 
across the e-commerce value chain

Leader in Brand E-Commerce Service in China

c. 22%

Note: 
1. Source: iResearch. Based on China’s total brand e-commerce service market size of RMB43 billion (US$6.5 billion) in terms of transaction value in 2015

The Leading Brand E-Commerce 
Service Partner in China

Why Are We Better Than Others?Largest Player in Brand E-Commerce Service Market(1)

Highly 
Fragmented with 
Hundreds of 
Players

Robust fulfillment infrastructure and 
capabilities 

Cross-category insights & expertise

Seamless omni-channel experience

Integrated proprietary e-commerce 
technology infrastructure

1

The only six-star e-commerce service 
partner recognized by Tmall

vs. c. 20% in 2014 
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Seamless Omni–Channel Solutions2

UNIFIED 
PRODUCT

DETAILS

DIGITAL
MARKETING

STRATEGY

UNIFIED 
CONSUMER 

PROFILE

MULTI-CHANNEL 
SALES DATA

FULFILMENT
SOLUTIONS

Consumers

Brand
store

And
so
on

B2C

B2B

Broaden Revenue Sources Brand Entrenchment Enhance Stickiness
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Brands

Seamless Integration

Omni-Channel

Efficient End-to-end System 
Compatibility

Third-Party Systems

Enabling Higher Throughput
Designed for 

Scalability & Reliability

Logistics Vendor 
Systems

Warehousing 
Systems

Payment 
Gateways

Offline Store
POS System

Digital Asset 
Management

Enterprise 
Resource 
Planning

Scalable and Robust Proprietary Technology 3

Marketplaces

NEBULA+ 
System

Official 
Mobile 

Site

Official Brand 
Store Platform

Official Sites

O2O

ShopDog

Brand partners’ e-commerce operations depend on back-end systems seamlessly 
integrated with Baozun, making Baozun an indispensable partner for brands’ success

ISO27001 certification for 
information security

Handled 4.6mn orders in 2016 Singles Day vs. 2.7mn in 2015 Singles Day
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Digital Asset 
Management

Content
Management

Merchandising Tools 
and Real-time 

Inventory Allocation

Digital
Analytics

Marketing
Execution

Services

Product image 
management

Product description 
management

Product page design 
optimization

Site authoring

Copy writing

Site structure 
management

Regular reporting

Ad hoc analytics

Data tracking

Event design

Event execution

Results analysis

Comprehensive Store Operations Capabilities4

rafficT C RAonversion verage order size epeat purchase

Assortment 
planning

Cross-channel 
inventory allocation

Inventory 
replenishment
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Proven Warehousing and Fulfillment Infrastructure

Category-tailored and Automated Warehouses

Cooperation with Leading Logistics Service Providers

Proven Fulfillment Capabilities

One of SF Express’ Top 5 Customers in China(3)

Volume Discounts & Quality Assurance

Next Day Delivery in over 100 Cities across China

Geographic Coverage

Cost Efficiency

Premium Service
+ Integrated Delivery 
Tracking System

Recognized Client Status

500K 
inbound 
pieces 

per day(1)

1,000K 
outbound 

orders 
per day(1)

Note:
1. As of September 30, 2016 
2. In September 2016 
3. According to SF Express

4

8 warehouses 

with aggregate 

GFA180K 
sqm(1)

Partner of Cainiao(2)

Baotong E-Logistics, our wholly-owned warehousing and logistics solutions 
subsidiary, provides best-in-class services to a wider variety of merchants
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Insightful and Effective Data Analytics and Digital Marketing Capabilities5

Consumers

PROMOTIONSEDM SEM/SEO SOCIAL DISPLAY MOBILE
LIVE 

STREAMING

MARKETPLACE
STORES

BRAND OFFICIAL
STORES

WECHAT
STORES

OFFLINE
REACHABLE

O2O

FULFILMENT NETWORK

eCRM/sCRM

BI

Other
Sources

DIGITAL 
MARKETING

DATA ANALYSIS

TRANSACTIONS 
& 

DATA 
COLLECTION

Data
Warehouse

Database

MARKETPLACE
TOOLS
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Visionary Team with Deep Industry Knowledge

Vincent
Qiu
CEO and Co-
founder 

Brand-oriented 

Passionate and 

visionary

Service and 

technology-driven 

culture

Diverse and 

complementary 

backgrounds

Junhua

Wu
COO and Co-
founder 

Beck
Chen
CFO

E C E C E C

E C

Tony Wu
CTO

B

Aaron Kwok
VP, Appliances 
and Electronics[insert pic]

C

6

James Yu
Head of Business 
Group for Home 
and Auto

B E C

Peter Liang
Head of Logistics, 
General Manager 
for Baotong

C

Stella Xu
Senior Director 
of Sales 
Operations

C

rand,    ommerceB E C
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Z U N

Our Growth Strategies

Deepen 
Existing 

Relationships 
with Brands

1

Selectively 
Pursue 

Opportunities 
for Industry 

Consolidation

6

Expand and 
Optimize our 

Brand Portfolio 
and Model Mix

2 Strengthen our 
IT and Data 

Analytics 
Capabilities

3 Enhance our 
Warehousing 

and Fulfillment 
Capabilities

4

B A O Z U N

Explore 
Opportunities 
in Expansion 

along e-
Commerce 
Value Chain

5



17

Strategic Roadmap and Key Milestones

2007   2008 2009 2010 2011 2012 2013 2014 2015 2016

 Channel 
expansion -
Mobile

 Business 
expansion into 
Hong Kong

 Category 
expansion

 Series A
Ali Ventures

 Category 
expansion

 Series C

 Category 
expansion

 Channel 
expansion - O2O

 Build localized 
market leadership

 Category 
expansion

 Channel 
expansion

 Series B

 Started to 
provide brand e-
commerce 
solutions

 First brand 
partner

 Category 
expansion

 Channel 
expansion

 Launched 
Maikefeng online 
retail platform

 Channel
expansion

 Series D

...

 IPO on NASDAQ 
(NASDAQ: 
BZUN)

(Market cap of 
US$793mn as of Nov 
25, 2016)

 Business 
expansion into 
Taiwan

 Established an e-
commerce JV with 
CJ O Shopping

 Established 
Baotong
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43%

68%

66%

63%

75%

57%

32%

34%

37%

25%

393

637

1,010

566

969

2013 2014 2015 9M15 9M16

16% 25%
25%

25%
34%

84%
75%

75%

75%

66%

228 238

390

237

318

18%

31% 33% 33%
41%

2013 2014 2015 9M15 9M16

78% YoY
Services 
Revenue
Growth

Total GMV

Notes: US$1 = RMB6.6685
1. The decrease in our net revenues generated from product sales was primarily due to the decrease in the sales of personal computer products in the electronics products category resulting 

from our strategic adjustment of the mix of products for higher markups
2. Calculated as  the sum of (1) product sales revenues less cost of products and (2) services revenues, divided by total net revenues

US$MM

Total Net Revenues

US$MM

Financial Highlights – Robust GMV Growth, Optimizing Model Mix and 
Solid Margin Expansion

Asset Light Less Inventory Risk Increased Margin 

(1)(1)

Product Sales Services Gross Margin
(2)Distribution Non-distribution
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(4)

4

7

4

7

(1.7%)

1.6% 1.8% 1.7% 2.4% 

(50.0%)

(40.0%)

(30.0%)

(20.0%)

(10.0%)

0.0%

(5)

0

5

10

15

2013 2014 2015 9M15 9M16

(4)

4
5

4

8

(1.9%)

1.8% 1.3% 1.5% 2.5% 

(60.0%)

(50.0%)

(40.0%)

(30.0%)

(20.0%)

(10.0%)

(0.0%)

(5)

0

5

10

15

2013 2014 2015 9M15 9M16

(4)

7

13

8

15
(1.9%)

2.9% 3.5% 3.7% 
4.8% 

(50.0%)

(40.0%)

(30.0%)

(20.0%)

(10.0%)

0.0%

10.0%

(5)

0

5

10

15

20

2013 2014 2015 9M15 9M16

Financial Highlights – Constantly Growing Core Business

Notes: US$1 = RMB6.6685
1. Excludes MKF’s direct revenues and expenses
2. Non-GAAP operating income and net income exclude share-based compensation expenses
3. Share-based compensation expenses are US$1.7mn, US$12.7mn, US$3.8mn, US$2.7mn, US$3.8mn for 2013, 2014, 2015, 9M2015 and 9M2016 respectively

Non-GAAP Operating Income for 
Brand E-Commerce Segment (1)(2)(3)

US$MM

Non-GAAP Operating Income (2)(3) Non-GAAP Net Income (2)(3)

US$MMUS$MM

Non-GAAP Operating Margin for Brand 
E-Commerce Segment 

Non-GAAP Operating Margin Non-GAAP Net Margin 
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THANK YOU!


