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WHAT ARE THE TYPES OF B2B?

ANY BUSINESS IS A CANDIDATE FOR B2B E-COMMERCE

MARKETPLACES

® Vertical : direct material, supply<-- i-textile
* Horizontal : buyer focused, service-oriented
¢ Specific : e-procurement, MRO, SCM, CRM

ENABLERS
* Solution
* Services

WHAT ARE THE KEY CHRACTERISTICS OF INTERNET FOR B2B?

i The key is information and self-reinforcing mechanism

¢ Information {Richness and reach)
—Global reach for sales and sourcing
~Customer can access best practices in the giobal markets
—-You cannot do the whole process on your own
* Value chain de-integration .
« Alliance critical

* Seif-reinforcing
- Initiated by online intermediary, but needed to be growing

with self-reinforcing environment

+ Online company needs to be able to provide simple and
unique value to the customers

» Customers need to be incentivized to get into the system

» Rationalize and automate the processes and
communications

*Scalability will be driven by these two characteristics




WHAT INTERNET CAN AND CANNOT DO FOR B2B?

CAN

- Cost and time saving,
if realized

-Knowledge on
customers with
customer
database
(-> CRM)

CANNOT
-?

-Deepen
customer relationships*

-Fundamentally change
customer behaviors®

-?

FACTORS DETERMINING LEVEL OF B2B ADOPTABILITY

+ Sophistication level of the whole processes
— How many layers in value chain? Steps needed to finished

products
— e.g. Depth of International involvement (cross-border, language,

culture)

» Level of fragmentation and dominance
- average transaction volume
- price sensitivity
- level of fluctuation
- trends

» Industry-wide and internatlonal Standardization
— eMP with criticat mass can impose commercial standards

» intensity of human relationships in dolng business

= Level of IT infra and culture in the industry

L— i A




A FEW MORE THOUGHTS...

B2C vs. B2B
—Gicbal aspect

~ Customer relationship
« Amazon vs. DMexchange

~Infra
+ ERP, SCM

~Personal

ONLINE VS. OFFLINE

—Can one party can
dominate the other?

—Less real business support
vs. Cannibalization

KEY QUESTIONS TO PONDER

channel)?

- Alliances among onlines
- Alliances among offlines

* Wiil e-comm drive the fundamenta! change of paradigm?
- Change the way of dong biz?

* Will e-comm be a support to offline incumbents (e.g. additional

* What will be the upcoming strategic move in b2b c-comm?
- Alliances between the two forces

=> It will change many,if not all, with impact
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WHAT ARE THE KSFs FOR B2B E-COMMERCE?(l)

*lt is pretty clear for B2B: should be quantified in terms of $

*Always right questions-WHs?

—"What"” always important, but “why” and “how” are strategically more
important,

+« Who should we serve?

* What are their needs?

» What can we we serve?

+ Why do they need us? Why are we unique?
« How to create value to customers?

« How the value creation can be sustainable?
* How to make money?

= Existing businessmen reluctant to try online unless see-value online
< Why bother?
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WHAT ARE THE KSFs FOR B2B E-COMMERCE?(ll)

Key Question : HOW TQO CREAT VALUE? (as usual)

Key issue is building clear value proposition

*KISS = Keep it Simple and Simpler

*Convey a simple and simple message to the customers first to capture
the ontine migrations

Complicated is fast moving and changing environment
Nothing fixed

Deal with any potential partners for win-win

Overall, there are two ways for online to create value against offline
*Something new
~that has not been provided offline

* Someway different
—~that is more efficient or convenient than offline

WHAT ARE THE KSFs FOR B2B E-COMMERCE?(ill)

L

Drivers for success of e- ketplace

m Price

Wy

By ’3 Quality

AR

@ Cost/Time savings

3 —Convenience

"r

gl l Reliability

@ —Earn the credibility from newcomers
A ==

=7 VAS

\4 —Practically attractive information and services uniguely

available online




WHAT ARE THE LESSONS?

*Nobody knows
—~However rapidly changing trends in the markets

+ China will ....

*Internet and IT should be new paradigm to replace Chaehol paradigm
for Korea

~We don't know we can

—What could be aiternatives?
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OVERVIEW OF I-TEXTILE.COM

MAIN BUSINESS LINE:
International online trading of

fabrics, yarn, and other textile products

exchange platform

* 4/00: Launch of Korean
language setvice

¢ 7/00: USSSM investment
from Softhank

* 7/0Q: Launch of local
yarn irading service in
Korea

ITT |} Pgsqupees
T RAKEXKM LY
.. NUNGLEETERTILES GO, LYD,
TUNG LEE (textile
trading company with
20+ years of trading
history)

ULl VW oy

T . R e — g e

MAJOR MILESTONES SHAITEH?LIOEIRS[ PERFORMANCE
L | [ [ H

* 9/99: Company founded | | EEET| SOFTBANK | (asotTioe)

* 1/00: Soft launch of VENTURES * Membership: 3,500
excess stock service BANK KOREA textile buyers and

¢ 2/00: i-textite.com Korea ’ ASIA sellers
founded

* 3/00; Launch of INFORMATION * Products: over §,000

woven and knitted
fabrics

* Sales: USS51.5M
completed since
launch of service

i

* First to establish a giobat plattorm

* First to offer one-stap trading service
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I-TEXTILE'S BUSINESS MODEL: ENABLE ACTUAL TRANSACTION
THROUGH ONE STOP SERVICE

%/ if(texttle i ﬁ iCtextite

i-textile BUYER i-textite ___
SELLER /' Offline; Send * Online: * Online: SELLER
¢ Dnline: sample to Confirm tnform geller ¢ Online:
Register buyer sample and of bid Contirm bid
product place bid of counter
* Offline: Send offer
sample to
i-textile .
ONE STOP SERVICE i
iy “i-textile supports l
} . . BUYER
BUYER transaction from Ato Z * Grline:
. Canfirm and
* Online: sign contract
Search and
request for 2 ]
sample L] . .
; it
i{-textile - ) (\exrrle
! B -te T
Transaction SELLER/i-textite SELLER . of::'YE?g xtile
Completed! « Offiina: Confirm . Olflihe: Send ine: Open
payment —_— shipment to «——
buyer

I-TEXTILE'S GLOBAL NETWORK: COVERS KEY SELLER REGIONS
AND EXPAND RAPIDLY INTO BUYER REGIONS

London*

<7V

ey
Beijing
[:] Representative office Seou|
Est. Aprit 2000 I-textite.com Korea, Inc.
E(nployees: 4 _Est. March 2000 New York*
Xiﬁ Shanghal * _\ Employees: 18 Oct, 2000

Representative office
Est. April 2000
Employees: 5

Representative office
Est. March 2000
Empioyees: 15

Q4, 2001 Q2, 2001
R

i-textile.com Taiwan, inc.
Est. July 2000

H Kon ‘7\) Employees: 6
ong q

i-textile online co., Itd. , 6@ g |
Est. September 1999
Employees: 25 = - G
N preane

Q3, 2001

i-textile Worldwide as of August 2000
s.Offices: 6 covering key seiler regions
* Employees: 70

* Planned locations; tentative
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FTEXTILE MANAGEMENT TEAM: COMBINE TEXTILE TRADING,
VENTURE EXPERIENCE, AND MANAGEMENT TALENTS

NERAMF U 34

Ben Mok -8B E=UZ

Wing Chan + 2B EEHE

Wonstk Chol UL T 10 3

Kevin Seo P BRBEUE

Andrew Fung s ZR HE

Edwin Mok * QO AHCFO

Min Ng P ARG FAZ

Ernes! Ko + CTO

Eric Wong » Technolegy Consultent

IZmy

» McKinsgy 8 8 AR 2 Senior Consultant
» Merrll Lynch @ Swire Group &%
+« MIT MBA; Oxlford T ¢har &AL & A}

+ McKingey 8 8 A% £ Senior Engagemant Manger
« Citibank, Manager
+ MIT MBA; Cambridga Zi2 £ 2 21 A}

* McKingey 4 & At 2 Engagement Manager

» Alliad Signel (Ji), L% ® 2] =& Senior Enginear

+ Wharton M84, Princeton 2! Al R &2 & At

* Boston Consulting Group, AIJEDIME MR A &
CEzLNIA YIR

+ Wharton MBA, MEM HIF TR oM

» New China Hong Kong Limited, It £ A

+ Kellogg MBA, Chinese University of Mong Kong X & & & At
+ HEEHNHE N 0l

* CPA with Coopers & Lybrand

= 2 F &, Ganera) Manager
« City & Gulld Clothlag Study, &% 2t At

* Hong Kong Tetecomm, E<omm 8 2 Project Manager
» 920 0] YT 2

= Asia tntormation Resources, Yechnology Director
CISEOIY2IT B WA SROGITBY

N

I-TEXTILE'S STRATEGIC AND OPERATIONAL PARTNERS: ALLY WITH

WORLDCLASS PARTNERS TO PROVIDE SUPERIOR SERVICE

PARTNERS

* TUNG LEE
* ASIA INFORMATION RESOURCES

¢ CHINESE MANUFACTURERS OF HK
{equivalent ta KOTRA)

* HUTCHISON PORTSNPORTAL.COM
{a Hutchison Port Holdings company
with global transportation network)

* $GS, ITS, STR

* AXA

¢ Ensign, Hellman, Speedmark Group

* DBS Kwang On Bank

* Design Council

NATURE OF PARTNERSHIP

* Operation

* IT, China business development

* Promotion and marketing

* Transportation

* Quality assurance
* insurance

* Frelght forwarding and logistics
* Electronic payment

* Marchandising and marketing

I—_ﬂ
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I-TEXTILE OFFERS ONLINE AND OFFLINE SUPPORT ENSURE

TRANSACTION GET S COMPLETED

You can create detailed praduct specs for your producis directly

Posting oniine, or you can provide information to our Trade Management
products Center and lel them help you post the products
i We. wlll request you to submit 1-2 yards of samples for swatch
Handling ion. Upon request from buyers, i-lextile’s Trade Management
swaiches Center will send the awau:h samples to them FREE of charge
Handli AH requests for lab-dips from buyers will be forwarded to you
ng through the i-textile plattorm, and you just need to submit lab-dip
lab-dips resuits to us
Negotiating All requesits for quotation or count?r-oﬂers on prices will be
i forwarded to you through the i-textile online platform, or by fax and
prices email
You can confirm the contract it you agree with the terms, or you can
submit another counter-offer. All these can be done online or offline
with the help of i-textile’s merchandisers
Fulfilling After E:onlirming the contract, you can leverage I-textife’s online
d logistics management platform and multipie trade partners for
oraers tulfillment
THHEH & RS A E IF-TEXTILES OS82 M B0 FHEQ
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LTEXTILE 2 ONLINE Hel it &

VELS
30% | mEH
70% | ZEMA
<3 LT
ey Bt

HB X2 OFFLINE 2t Hell S
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oy
100
ZAHE

105 (5%)
124 OHOK Xt

110 (5%)
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324 OHOH X
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53 20K
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DI2HS) HES 28 I-TEXTILE 9 Fat wia

SEE N gl
Nzs

Off-line & X & 1} &

8

SR UERIQ

Our strategic directions

e MIFOI JORT} RA X
-2 722, [N AR M Hel £ (0, Gap, Ralph
Lauren, )
- AR NS T ARY SS B2B LEYY 1A YR XX

e HBHO HY GBS #E TAHU & &
- SETHMAM 43 VAR S Hal ¥ RAZMN 32 On-line &9
UHEH FI
- O HYUE HY RS0 ST 4B B (W HBL0Z,
2AFZ TS EN) )

* HES= off-line YHEUA ALK B &
- Offdine LHSHY S TR TR BRI YIS Yo Do
- AU Oft-line & X & 248 “agency approach”Sl 2 X

*FINEUERNID B B3
~BAH T2 ER 20 DVNY MSANE (N: 02 L R QA
28)
- RN TMC AOIS) A} AL T FHS KSR &

¢ UHAAIT U HLD KA FX
- NP0 ALY, 2 R s RS AL DERBTRELAL
e =8
~SRIMB DA BT ALY =N

_14_




