LOHO Food Trading Platform

A Business Solution for Sustainable Community Development
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Executive Summary

AWuxi County presents tremendous opportunities with its landscape, climate, people and
high agricultural productivity culture. The farming community along with the Wuxi
government and GVB (Global Village of Beijing) are all committed to work together and
create a commercially viable social enterprise to address the food safety concerns in
China and in particular, Chongging

AThe current estimated market (1.6 million customers) for organic and safe food in
Chongging is expected to grow at CAGR of 15% for next 5 years

A The enterprise is to be set up between private investors and as a spin off of GVB with the
Board comprising of representatives from GVB, private investors, government, LOHO
association and an independent advisor

A The social enterprise will manage quality control, supply chain, sales and marketing and

distribution whilst also managing community development activities to ensure long term
sustainability
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Executive Summary

A A new branding and marketing strategy is recommended along with stricter production
and quality control guidelines, based on the LOHO philosophy and Wuxi culture

A Key marketing initiatives including a new logo for Wuxi products, opening up of an
exclusive organic store in Chongging and integrated branding efforts to promote the
LOHO Wuxi brand through local media

A The LOHO Wuxi chickens are Daninghe natural free range chickens in the Wuxi county,
which is used as a pilot product to be marketed in Chongqing city. The model created is
transferable to the other Wuxi products

A The social enterprise is targeting an initial investment of 20 million RMB for the pilot
case which expects an IRR of 23% with a payback period of 2 years

AIn summary, the pilot case highlights a robust and holistic business plan that addresses

food safety based on the LOHO philosophy and creates value for all stakeholders and
the local community
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BACKGROUND
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Overview

o To Do I

Concerns on food safety in China
Demand for safe food products

Opportunity to position Wuxi as a supplier of healthy and safe food products

Use of LOHO Philosophy as guiding principle in Wuxi s food production
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Concerns on Food Safety in China

Food safety Is now a major concern of consumers in China

A Food safety problems range from food borne illnesses caused by pathogenic
microorganisms, chemical contaminations (e.g. pesticide residues) to the illegal use
of food additives

A Examples of recent food safety scandals are:
I Presence of Sudan Red IV in salted duck eggs (2006)
I Melamine-tainted infant milk produced by Sanlu (2008)

I Use of lean meat powder by a major meat producer, Shuanghui Company
(2011)

A The consistency of implementing the Chinese government's tougher food safety
laws continues to be a challenge, as the regulations are being implemented across

approximately 450,000 food production and processing enterprises dispersed all
over the nation

Consumers are losing faith in the safety of food products in China
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Demand for Safe Food Products

A To seek safer food alternatives, Chinese consumers are turning to green food and
organic food products

A The organic market in China has been growing annually at a double digit rate over the
past decadel. Domestic sales of organic products is expected to be as high as USD
3.6 8.7 million by 20152

A Despite the growing demand, key challenges still exists in the supply of safe products

I Shortage of available green and organic food products T out of 122 million
hectares of China s farmland, over 70% of the land has not been certified to
meet the basic pollution-free standards

I The use of fake organic certificates by unscrupulous businessmen has negatively
affected consumers confidence in certified products

With the rising market demand for safe food products, a business
opportunity exists to create a brand which consumers can trust

1 US Department of Agriculture Global Agriculture Information Network (USDA GAIN) Report February 2009
2 USDA GAIN report October 2010
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Wuxi: County Background

Wuxi County is located in the northeast corner of the Chongging municipality in China. It

Is known for its picturesque landscape and rich natural resources.

Geography and Infrastructure
A and area of approximately 4000 km?
Mordered by Shaanxi and Hubei provinces

ASurrounded by mountains with 15 rivers that run through Wuxi

Adas four main roads to link Wuxi to Chongging city, Shaanxi and Hubei

Demographics
Aopulation of 530,000 people, with 19 different ethnic groups

Economy and Natural Resources

AGDP: RMB 2.4 billion i GDP growth of 15.5%

AGDP per capita: RMB 4,445

MMajor industries: agriculture, coal mining, tourism

Adas more than 3000 km? of forests and 311 km2 of meadows

GLORAL INSTITUTE FOR TOMORACIL
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What Makes Wuxi Special

There are three main characteristics that makes Wuxi an ideal supplier of healthy and
safe food products and strongly supports the business opportunity proposition.

1. Clean natural environment

The terrain and pollution-free environment makes Wuxi a prime location for organic
farming

2. Natural farming

Most of crop and livestock production in Wuxi uses the natural and traditional farming

techniques. Livestock are raised in forests and are fed with corn, vegetables and other
natural foods. Many Wuxi produced crops have already been certified as either
pollution-free or organic

3. Wide altitude range

Wuxi has over 425 km? of farmland at altitudes ranging from 150m i 2700m. The large
altitude range allows Wuxi to deliver out of season agricultural production
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LOHO Philosophy: Background

The Life of Harmony (LOHO) vision is built on Chinese philosophy with a strong belief on
respecting nature and cherishing everything around us; embracing the connectedness
and harmony of all things.

Five Elements of a LOHO community

A Emphasizes community education and cultural activities to uplift the

LOHO Culture spiritual life and nurture the balance of mind, spirit and body

A Emphasizes the harmonious relationship between people and the
environment and the need to take good care of environment

A Emphasizes the importance of a healthy lifestyle and the use of natural
remedies to stay healthy

A Emphasizes organic production and connection to local cultural identity
and revolves around the development of eco-farming, education, tourism,
arts and wellness

LOHO Livelihood

LOHO Wellness

A Emphasizes an integrated social governance mechanism with government
LOHO Governance providing guidance and services, social organizations providing resources

and the local community (LOHO Association) taking charge of their

initiatives
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LOHO T Wuxi Collaboration

Leveraging on the already established eco-practices of natural farming in Wuxi county, a
new social enterprise will be set as the intermediary between the demand (consumers) &

supply (farmers)

The principles governing the enterprise shall be based on the LOHO philosophy
represented by:

Food Safety
Quality Assurance
Sustainability
Economic Development
Harmony with Nature & Environment

The social enterprise can serve as a model for other provinces in China to adopt and
implement in the future.
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OBJECTIVES AND PROJECT
SCOPE
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Overall Objectives

A To address food safety and rural livelihood issues by building a rural development
based business model that integrates a quality assurance system, a cold chain
logistics system and a consumer market system.

A To enhance LOHO governance as the social development component of the Wuxi
government® 121 five year plan

A To build a LOHO philosophy incorporated food industry in Wuxi to drive local economy

A To provide a model for sustainable
food production with an emphasis
on food safety in China by developing
a business model incorporating the
LOHO philosophy and attracting
investors
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Project Scope

A Build a commercial business model for a social enterprise to meet Wuxi s social
development needs

A Propose a comprehensive marketing strategy focused on developing a trusted brand
(LOHO Wuxi) based on the principles of LOHO to create demand

A Outline strategy plans complete with financial figures for the other key areas of supply
chain, production and organizational structure

A Propose a pilot case using LOHO Wuxi chickens to show the full range of costs and
benefits

A Identify future business development
opportunities
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BUSINESS MODEL
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Overview I Business Model

AAddressing social development needs
AApproach to social development

ALOHO philosophy as a social development model
AValue proposition

AKey partners

ASocial enterprise s business model

ASocial enterprise in the value chain

Almpacts of social enterprise to community
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Addressing social development needs

The key focus areas are:

A Improve the quality of life by increasing the rural income levels

A Reduce migration outflow by creating more job opportunities

A Improve social security benefits such as income protection and health care
A Improve rural education systems

A Enrich culture and healthy lifestyle
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Approach to social development

Leverage the opportunity to utilize Wuxi s unique environment for agriculture production to
meet the growing consumer demands for safe and healthy products in the surrounding
markets, thereby increasing the livelihood of the community.

WUXI COMMUNITY CONSUMERS

The Wuxi community is able to produce
healthy and safe food products allowing
for  sustainable  economic  growth
opportunities

Consumers have shown increasing
preference and demand for safe and
healthy food products, especially in light
of the numerous recent food safety
scandals in China.

Solution:
A social
However, they lack: ent_efpl’IS_e
AQuality market demand information which will However, they lack:

ABranding and marketing strategies to be bridge the AKnowledge on where to buy safe and
able to demand a premium price for theirfsEToNo[s1A/=I=1s Bl healthy food products

premium organic products producers ATrust in existing certifications provided
AAwareness of quality control procedures and by the government and other producers
AEffective  and  stable distribution AAssurance of the consistency of food

channels to reach the target market consumers

AEfficient logistics system to bring the
products to market at a reasonable cost

quality and stability of the supply of safe
food products
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Value Proposition

The business model leverages Wuxi s unigque heritage,
culture and environment to produce high quality products
and services that deliver health and wellness.

By adopting the LOHO philosophy and values, it creates a
brand that commands consumers trust and gives value
back to the community, investors and local government.
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LOHO Philosophy as Social Development

CULTURE:
Rebuilding of Ethics

(7 O™\

WELLNESS: STEWARDSHIP:
Healthy livin Environmental

yving / Q preservation and
management

GOVERNANCE:

LIVELIHOOD: Integrated social
Eco-industries and governance

economic development

The application of the LOHO philosophy to the social enterprise results in
economic development, wellness, ethics, good governance and stewardship.
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Key Partners

AProvide financial and ASpecialize in LOHO AProvide capital
non-financial assistance values concept Aoffer management and
to Social Enterprise and AAdvise the appropriate financial decisions
Cooperatives fund usage for social Alnsight into corporate

development programs governance

ACol | ect f ar mer ASupplyhighdualitye s AExperience quality
ACoordinate between products products and service of
farmers and Social AParticipate and benefit LOHO Wuxi brand
Enterprise from the social ABecome a promoter of
development the LOHO )

Wuxi brand A

programs
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Business Model

LOHO Business Model = Power of Community

LOHO Life (Arts, Culture, Harmonious Living , etc)
Engage Consumer to Protect the Environment
—

AEthical Production AFood safety
AHigh Quality Products Awellness Education
> Social >
Producers . < Consumers
(Commun|ty) APremium Price Enterpl‘lse Alncrease sales

ATraining / Education
AProfit sharing
ACommunity Funding
Ainsurance, Micro-finance
AHigher standard of Living

—€—

Eco- tourism
Additional Income (Handicraft, Ederly care, etc)

The integration of rural and urban communities leads to economic
development, social governance, sharing of cultures, with a
harmonious relationship with the environment.
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Value Chain Model

MAXIMUM TRUST /
HOIlOIOS I Selniexa '; SAFE PRODUCT

SELLI ISELL
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Production, Packagmg., L —_ .
E . | Supply Chain Distribution Activities Consumption
arming I I
| Activities
|
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*
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HANDICRAFT
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Business model creates value for the community
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Impacts of Social Enterprise

/A Economic growth

ABuild stronger
relationships with
the community

AHarmonious
society

o

AExperience Consumers
quality food
and LOHO
values

AEnhance life style
of wellness

AContribute to the
rural communities
in China

OININIVITINAN 5 igher iving

S

AFair price on products
AEthical production

and quality control
Alncrease in income
and livelihood
opportunities

Producers

~ standards
A Food safety
and security
AHarmony with
environment and
people
A Strengthen ethics and
culture )

The social development business model provides benefits
to all segments of society
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MARKETING STRATEGY
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Overview T Marketing Strategy

There is over 7.0 million people in Chongging city and an estimated market of
1.2 million customers who are looking for organic and safe food options. With an
effective brand and marketing strategy to build awareness, trust and loyalty, long
term sustainability of the Social Enterprise is achievable.

A Market analysis
A Branding strategy
A Marketing plan

A Future opportunities
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Market Analysis

Food safety is a key concern amongst Chongging residents. There is confusion
on food certifications and a high level of distrust on the authenticity of the
certificates. There is currently low consumption of organic food but it is
projected that there will be exponential growth in the trend to consume safe
foods.

A Chinese consumers increasingly pay more attention to food safety due to a
series of local scandals over the past several years.

A Organic market accounts for 0.01 % of Chi naods food cons

A However, analysts contend that annual organic consumption growth may
reach 30 to 50 % within 10 years.
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Customer segments

GLORAL INSTITUTE FOR TOMORROW

ACustomers of Chongging represent Tier 2 group.

AMass affluent customers and High Net Worth Individuals is 1.2M and

0.37M respectively taking up 3.7% and 0.1% of total population

Median
Number of cities Population (O(%I?&Po/)
(000 & %) .
Tier 1 4 8,890 8,004,586
Megacities 5 22
Tier 2 17 4,190 1,756,654
Developed provincial capital cities 13 21
Tier 3 1,690 896,750
Developed medium-sized cities & 40
: T 13 29
developing provincial cities
Tier 4 %0 866 186,174
Developed small cities 13 12
Tier 5 609 1,674
494
Underdeveloped small cities 56 16
Source : 2008 China City Statistical Yearbook
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Target Customer

Most buyers of organic products are &

8
3 ﬁ
A Age: 28-50 ‘
A Occupation: Office worker & \‘i‘
A Marital Status: Married P / -
A Education: University education - *”’ M

A Demographic Group: Pregnant women, Infants, seniors and expats

A This target customers is expected to grow by 88.4% by 2015

(S o uld affuent Ghinese consumption trends, Warc Ltd., March 2011)
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Voice of Customers

Verbatim of Chongging City residents on food safety and organic

products areée

il have heard about

do not know exactly what they are.

about
ons i

| Om confused
certificat.

(

A am willing to pay 2 - 3 times the normal
price for organic products if | can be really
assured of the pr

4 )
fil have rarely buy organic products in
the market.

| just canoét bel.i

U )

= ’

fl donot even know
and Preservatives are, not to mention the
i mpact of these che

( Source: Field interview, Chongging, March 2011 )
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Competitor Analysis

Imported products command the highest price as customers trust the
certification process for foreign organic products.

Conventional Green Imported
Suppliers come from Mostly come from the Japan, France and
Source . : . areas of Tongnan,
different areas in China : Netherlands
Mianyang, and Yunnan
Product Vegetables, fruits, herbal Vegetables, fruits, herbal Vegetables, fruits, nuts
Type and meat products and meat products and meat products
Target Open market, traditional Supermarkets, hotels, High - end individual
) restaurants, consumers, supermarkets,
Market market, cantina : :
specialty stores imported products stores
Price Compet|t|ye price, 1-3 times higher than 7-8 times more expensive
wholesale price is most . :
Strategy . conventional products than conventional products
attractive to consumers.

( Source: Field research, Chongging, March 2011)
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Price Analysis

Customers are willing to pay average 2.4 times higher price for LOHO
WUXI products, compared to conventional products if LOHO WUXI
products guarantee best organic quality.

(Unit: Yuan / Kg)

Product Type LOHO WUXI Conventional Green Imported

Chicken 65 /kg 18/kg 66/kg NA

Mushroom (dried) 95 /kg 56/kg 90/kg NA

Potato 6 /kg 2.8/kg 5.5/kg NA

Cucumber 5.5 /kg 2.2/kg 5/kg 17.5/kg

Egg 30 /kg 16/kg 28/kg NA

( Source : Market Research in Chongging, March, 2011)
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The LOHO Wuxi Brand Strategy

One umbrella brand to unite and coordinate resources
to market LOHO Wuxi s products & services

-Build greater awareness, enhance value and sales of LOHO Wuxi s products and
services

-To share the message of the LOHO way of life, particularly educating the communities
in Chongging and China on food safety and wellness

-For Wuxi to be identified as the benchmark city for producing top-grade agricultural

and processed food, as well as a top travel destination blessed with natural beauty and
a long tradition of unique culture and hospitality

LOHO Wuxi Brand

LOHO Wuxi s
culture &

LOHO Wuxi s LOHO Wuxi s
agricultural & wellness

processed (eco-tourism) handicrafts

products

TOMORROW MATTERS
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The LOHO Wuxi Brand

What we want people to think of when they hear LOHO Wuxi :

LOHO Wuxi delivers health and wellness. It supports fair trade for the Wuxi community.
LOHO Wuxi contributes to a sustainable Wuxi, Chongging and China.

LOHO Way of Life Pure,_Untamted Innovation & Quality
Environment

Awith the LOHO AWuxi is a place of A While Wuxi has a long
Philosophy of respecting breathtaking natural heritage of producing top-
nature and embracing the beauty blessed with guality agriculture
harmony of all things, the pristine rivers, mountains, products, it now sets the
enterprise is integrated with meadows and forests benchmark in China with
community support to untainted by heavy independent international
nurture wellbeing, industries food standards, in line
health/wellness, education with its core LOHO Food
and culture to achieve a Principles

sustainable Wuxi,
Chongging and China

Statistics show that the people of Wuxi live longer
than most urbanized areas in China
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The LOHO Wuxi Brand

What we want people to think of when they hear LOHO Wuxi :

Positioning in the market:

A A high-end luxury brand that guarantees healthy and safe foods
and other products

A 1s environmentally friendly
A Focuses on giving back to the community and fair trade
A Produces goods in line with the LOHO Philosophy

A Target affluent individuals who are concerned about food safety
and community benefits

The LOHO Wuxi brand will be able to demand a premium price with the
correct positioning in the Chongqging market
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The LOHO Wuxi Brand Logo Concept

The LOHO Wuxi Brand logo allows our customers
to recognize the guality and standards of the products

The logo aims to include the philosophy of LOHO
and the harmony of life in Wuxi
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LOHO WUXI Logo - Option A

The Logo incorporates the philosophy of LOHO to
all our operations, production & community spirit.

LOHO balance circle

- Philosophy values of LOHO

- Strong belief of respect for nature

- Cherish of all relationships around us
- Embrace the harmony of all things

Blue arc
- Purity of life & business practices
- Rising flow of business towards flourishing growth

Green leaves
- Evergreen business practices
- Growth (economic & social development)

The LOHO Wuxi logo builds on the social & economic development beliefs of the LOHO
philosophy. It emphasizes on pure, clean & organic business practices that governs the
behaviors, production practices & harmony for people
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LOHO WUXI Logo - Option B

The Logo incorporates the philosophy of LOHO &
community spirit of Wuxi county through its
simplicity and completeness

LOHO Wuxi wordings

- Philosophy values of LOHO

- Strong belief of respect for nature in Wuxi
- Cherish of all relationships around us

- Embrace the harmony of all things

Embossed blue circle
- Gives strength and sincerity to its commitment to
business quality

Circular flow
- Represents the co-related relationship between
LOHO and Wuxi community

The LOHO Wuxi logo builds on the social & economic development beliefs of the LOHO
philosophy. It emphasizes on pure, clean & organic business practices that governs the
behaviors, production practices & harmony for people

GIFT 39 TOMORROW MATTERS
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LOHO WUXI Logo - Option C

The Logo incorporates the philosophy of LOHO &
natural mountainous surroundings of Wuxi
county

LOHO balance circle

- Philosophy values of LOHO

- Strong belief of respect for nature

- Cherish of all relationships around us
- Embrace the harmony of all things

Wuxi Mountain
- Symbol of strength and everlasting sustainability of
the business

Green leaves
- Evergreen business practices
- Growth (economic & social development)

The LOHO Wuxi logo builds on the social & economic development beliefs of the LOHO
philosophy. It emphasizes on pure, clean & organic business practices that governs the
behaviors, production practices & harmony for people
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LOHO Wuxli Products

In the short-term and mid-term: In the long term (> 5 years):
U Easy to produce, transport, pack and store U More advanced processed food
U Less technical requirements U Higher requirement of quality control
U Existing sales channel U More investment needed
U Easy to expand market size U High profit margin
U High profit margin U Expand to tourism, handicraft, education and wellness
U LOHO quality standards U Maintain the LOHO concept in the long term
U For example: U For example:
Chicken, eggs, potato, mushroom & cucumber Processed food like potato chips, sweet potato

chips, Honey Wine, herbs

LOHO Wuxi Chicken and LOHO Potato _ LOHO Mushroom LOHO Cucumber

Eggs AlLarge amount o_f consumption AEasy to plant AEasy to plant

AEasier to expand market AEasy to transport, pack and store requirements and quality control AlLess requirement of technology
AEasy to breed Aless requirement of technology  AHigh profit margin _and quality control

AHigh profit margin (Chicken:65 and quality control AVery High profit margin

RMB/Kg, Eggs: 28 RMB/Kg)
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Pricing T LOHO Wuxi Chicken as

example

Type A: Superior LOHO Wuxi
Chicken

Price: 85 RMB/Kg

Target: Internal restaurants in
Government and related parties

-On-call door to door delivery
-Processed chicken, ready to cook
-Priority service

-Luxurious packaging

GLORAL INSTITUTE FQ) CRACIL

the

Type B: Excellent LOHO Wuxi
Chicken

Price: 65 RMB/Kg

Target: High-end supermarket i.e.
Carrefour, Far East, high-end
restaurants, hotels, schools and e-
store

-Similar price as other existing free
ranged chicken in  high-end
supermarket (66 RMB/KQ)

- Premium packaging

42

Type C: Good LOHO Wuxi

Chicken
Price: 35 RMB/Kg
Target: Regular consumers

concerned with food safety and
quality

- Slight premium in price vs non-
LOHO chicken in the open fair
(18-20 RMB/kg)

- Good quality LOHO Wuxi
chicken
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Sales Distribution T Expanding from
Chongging City to Greater China

Phase 1 Phase 2 Phase 3

Year 1 Year 3 Year 5

E- business

Using established platform such as
Taobao, Alibaba; set up LOHO Online,
E-busi ness platform
- Low cost, comparing to opening a
store

- Easily accessible to buyers

- Generate cash flow faster, i.e. via
Alipay

Targeting markets in major
cities beyond Chongging

- Hubei, Shaanxi, Beijing or Shanghai
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Sales Distribution

NEW Wuxi culture exhibition lifestyle Store (2012)

- Processed Products

- Agricultural Produce

- Handicraft

- Cultural exhibits

- Educating the Chong Qing Market on LOHO Wuxi philosophy

Wuxi Market Place 1200mz (current)

-Di stribution of 6gooddé grade products
- Targeting heartland consumers

- Convenient/ quick purchase

- Providing LOHO WUXI quality produce to the masses

NEW Wuxi Market Place 1000m2 (2012)

-Di stribution of Osuperior & excellento
- Targeting higher end mass affluent customers

- Product range that matches preference, budget & desire of market

- Fulfilling the desire for premium & safe product range

- Customer indirect support for LOHO Wuxi Community
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Promotion

360-degree promotion and communications plan

LONG TERM (5 Yrs)

MID TERM (3 Yrs
( ) Expand to other markets, build

Driving the awareness and

SHORT TERM (1 Yr)
Driving awareness of food
safety and LOHO Wuxi brand

LOHO Wouxi as the benchmark
for food safety & top eco-
travel destination

sales of other LOHO - Wuxi
products and services

a“(\onﬂ & Digimarket

AS Ing,

Community

Education on
Food Safety

/ N

MR 360-degree NI
Sale promotion Relations
plan /

$_/

Reach targeted customers by selling LOHO Wuxi products and services via total customer
experience and set the market benchmark for food safety and top travel destination
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Year 1 Promotion Plan

AFood safety education programs for the public to build the trust and credibility of LOHO Wuxi as the
leading social enterprise on food safety and wellness

ADrive brand awareness of LOHO Wuxi as a premium brand of the highest quality, targeting affluent
customers

Communlty AOutreach program to schools and supermarkets in

Education on Chongqging and Wuxi to educate the public on food
safety, chemicals/additives and organic food

Food Safety Al Re Rabd L a b edmpaign to housewives

AWork with key i i n f | usuch@a®edi®rg, journalists,
: _ food columnists, celebrities and sports personalities
Public Relations who support LOHO to drive awareness of LOHO Wuxi
and food safety through blogs, newspapers, magazine
and TV programs

ACreate a LOHO Wuxi Farm website: LOHO Wuxi
background, LOHO Wuxi Chicken story, f ar mer s 0
profile & stories, LOHO food principles and Wuxi as
eco-tourism destination

AReality program of celebrities to LOHO Wuxi
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Year 1 Promotion Plan

: AiTaste of Pure Natureo sales ca
Campaign

females

ALOHO Wuxi promotion corner in supermarkets with LCD
TV showing LOHO Wuxi story, cooking demonstration/food
tasting

Po | Nt Of Purc h ase ADistinctive, premium packaging with QR Code
(traceability)

ANew chicken dishes created jointly with celebrity chefs at
high-end restaurants

QR Code rm MEN
E:gHE

"

(=%

Anda bisa mencoba QR Code
diatas ini, bila berhasil maka
Code ini akan teridentifikasi
sebagai alamat website kami
(www.otakku.com),
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Customer Relationship Management

Loyal customer programs can be rolled out in wholly owned LOHO Wouxi stores as well as
stores that carry the LOHO Wuxi products.

AMembership discounts
AMembership points

AExclusive in-store activities
ANewsletters and mail-in promotion

Store Membership

I ACo-partnership campaign i.e. co-promotion, credit card
PartnerSh | p discount, etc.
Pro g rams APurchase of customer database from partner companies

Customer Relationship Management (CRM): to cross-sell and up-sell through database
and analytics. Have a CRM program assists in maintaining the relationship with
customers to create continuous sales and allows for cross-selling to untapped potential
customers.
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Digital marketing i LOHO Wuxi website

Create an informational and interactive website to communicate what the LOHO Wuxi
brand represents i create awareness in the virtual market.

LOHO Wuxi website content:

A Health columns; education on the LOHO
way of life and food safety

A Discussion board: 2 way communication,
interactions T create awareness

A LOHO beyond organic: build LOHO as an
icon that is higher quality than organic

A Meetthe LOHQ® | r mstarisséand food
life cycle i connect with readers on an
emotional level

A LOHO projects: describe the ongoing
community culture and wellness projects
and ways to get involved

“Welcome #0 coveeececneee

Go Organic !

welcome note

- CQuickand Easy Organics
Recipes

Why should you go orgenic?

- Meet Our Spokespeople !
- Useful Articles
- Media

Interested in more information?

A Recipes and cooking tips: all recipes will use LOHO Wuxi products as ingredients i increase
exposure as searching for recipes is the most popular food related online activity
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Digital marketing 1T LOHO Wuxi website

Website promotional strategy:
A Keep website up to date with interesting activities and information
A Drive traffic to the website:
A Search engine optimization on Baidu, Google, etc.
A Use e-newsletter to update subscribers on new articles and promotions
A Include website in all marketing materials

A Marketing with regular updates that links back to website, on social media sites
such as Sina microblog

A Require members to also sign up as subscribers to enjoy membership benefits

A Form partnership with lifestyle websites and magazines as well as volunteer
opportunity websites to place ads, links, articles, etc. to increase exposure

A Place articles and features on the Wuxi government website, as there is already a
section on promoting local industries and work towards doing the same with the
Chongging government website
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Digital marketing

A Youku Channel

I Post video clips of the LOHO way of life and advertorial information on
Wuxi county

A Blog
I Written by a public person such as celebrity chef, food critique, Sheri, etc.

I Written by consumers for more credibility

A Social Media

I Kaixin, Sina Microblog ! g\ ,,;- .,2’
A Others 9" -: [y ‘,:w
I Place QR code on product label to link to the brand ‘i i ,_.:.J’ ;‘ P
website, nutrition facts or farm tracking e “' ALY 7" ”é -
n W P L

II'I
I o I
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Marketing Strategy Plan:
Cost Estimation for Year 1-5

A cost estimation of the implementation of a comprehensive marketing strategy. Multiple
strategies are utilized to more effectively raise awareness.

COST CATEGORY YEAR 1 YEAR 2 YEAR 3 YEAR 4 YEAR 5
ABOVE THE LINES

TVC 2,500,000 1,500,000 1,500,000 1,500,000 1,500,000
Radio 200,000 200,000 200,000 200,000 200,000
Newspaper 270,000 220,000 220,000 220,000 220,000
Magazine 500,000 320,000 320,000 320,000 320,000

BELOW THE LINES

In-store event 687,000 984,000 984,000 984,000 984,000
Website 450,000 150,000 150,000 150,000 150,000
Billboard 0 700,000 700,000 700,000 700,000
CRM Activities 100,000 200,000 500,000 600,000 600,000
Social network 50,000 50,000 70,000 70,000 70,000
Partnership program 0 300,000 400,000 400,000 400,000
Others

Media relation 150,000 380,000 100,000 100,000 100,000
Reserved for adhocs 193,000 196,000 176,000 176,000 176,000

TOTAL MARKETING
BUDGET (RMB) 5,100,000 5,200,000 5,320,000 5,420,000 5,420,000

Gl 52 TOMORROW MATTERS

GLORAL INSTITUTE FOR TOMORACIL




Future Development Opportunities

Future business development opportunities lie in the
followings:

AEco-tourism (LOHO Wuxi learning package)

AHandicraft, arts & culture

AProduct innovation (new top-end agricultural range & processed food)

AElderly-care program in Wuxi (retirement homes)
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Eco-Tourism

In Wuxi organic LOHO villages

AnNuxi, origin of Wu( ) culture is home to Chinese
ancient spirit as well as pristine nature

Ahree LOHO pilot villages in Wuxi offer hands-on

experience programs while living in clean, unpolluted
farmlands.

Avisitors can learn about the LOHO philosophy and the
importance of organic food

ASister Schools between Wuxi and Chongging
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