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COFCO’ s unique advantages in glob-
al distribution, fully-integrated value
chain, and agricultural innovations, as
well as its seat in the world’ s largest
emerging market make it one of the
world’ s leading agribusinesses, ready
to build even more stable food corri-
dors between the major production
areas and the emerging markets.

As a state-owned enterprise established
at the same time with the new China,
COFCO has developed for more than
60 years. It is leading in Chinese mar-
ket, and possesses businesses in over
140 countries and regions of the world.
Based on corn, oil, sugar, and cotton,
its businesses cover rice, wheat, corn,
oil and oilseeds, sugar and cotton, and
other crop varieties and biological ener-
gy sources. In addition, it has set foot in
food, finance and real estate industries.

We have also established packaged
foods, finance, and real estate as three
major complementary businesses. COF-
CO produces high-quality packaged
food products and has created several
high-quality brands covering oil, dairy
products, meat, wine, and tea, of which
Fortune, Mengniu, Greatwall, and Chi-
naTea are the most influential. We have
also created financial services tailored
for our needs in agricultural develop-
ment, forming our own trusts, futures
trading agents, insurance, risk manage-
ment consulting, banking, funds, and
other financial services. We have be-
come builders of excellent living spaces,

involved in the construction and man-
agement of commercial, residential, and
tourism real estate as well as hotels and
comprehensive regional development.

As a pilot enterprise of reform of state-
owned capital investment companies,
COFCO has actively promoted the
reform of enterprise system and mech-
anism, built the state-owned capital in-
vestment platform, resource integration
platform and overseas investment plat-
form in agricultural food field of China,
continued focused on core businesses,
driven the specialized operation, and
formed 18 specialized companies with
core products as mainline.

As an investment holding company,
COFCO owns 13 listed companies,
nine in Hong Kong: China Foods Ltd.
(00506.HK), China Agri-Industries
Holdings (00606.HK), Inner Mongolia
Mengniu Dairy (Group) Co., Ltd. (02319.
HK), CPMC Holdings Limited (00906.
HK), Joy City Property Ltd. (00207.
HK), COFCO Meat Investment Co., Ltd.
(01610.HK), Fountain Set (00420. HK),
YASHILI international Holdings Ltd.
(01230.HK), China Modern Dairy Hold-
ings Ltd. (O1117.HK); and four in Main-
land China: COFCO TUNHE Sugar Co.,
Ltd. (600737.SH), Jiugui Liquor Co. Ltd.
(000799.5Z), COFCO Property Group
Co. Ltd. (000031.5Z), COFCO Biochem-
ical (000930.52).
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COFCO, following the business mis-
sion of “creating a quality and green
living space and leading a fashionable

and trendy lifestyle, to maximize the
values of customers, shareholders, and
employees wholeheartedly in property
business sector, has taken the devel-
opment of JOY CITY urban complex
as mainline of strategy, insisted on the
“two-wheel-driven” business model of
organic combination of “holding busi-
ness” and “development and sales”,
and committed to becoming a most ca-
pable brand property leader with ability
of sustainable development.

In commercial real estate sector, COF-
CO has created the JOY CITY brand for
the urban complex with the core values
of “Young, Fashion, Trendy, Quality”; in
2017, it has launched the second prod-
uct line with the matured middle class
aging 25-45 as target customer group
and featured by “cozy, fashionable,
pleased, and tasteful” —Joy Breeze, to
further strengthen the brand value of
JOY CITY.

In residential property, keeping a foot-
hold in three core urban agglomerations
around Beijing, Shanghai and Shenzhen,
COFCO has paid high attention to the
central cities and highly potential cit-
ies in the urban agglomeration in the
middle reaches of the Yangtze River,
Chengdu-Chongqging urban agglomera-
tion, and along the line of “the Belt and
Road Initiative”, followed the new ideas
of “green, technology, environmental
protection, and health”, and developed
four brand residence.

In innovative development field, we have
firmly seized the opportunity of nation-
al new urbanization development, and
created the characteristic towns with
ideas of “green, healthy, and ecologi-
cal” mainly based on the development
of small cities around the core cities or
small towns in the suburbs; complying
with the national strategy of “mass
entrepreneurship and innovation”, we
have vigorously promoted the develop-
ment of real estate of “mass entrepre-
neurship and innovation” like Health
Science & Technology Park; moreover,
we have actively explored and practiced
the development paths and business
models like long-term rental apartment
and elderly care real estate.

In other investment fields, we have de’

veloped many high-end hotels, ofﬂd@
buildings, tourist real estates, mdustrlél
estates, and logistics estates in the core
areas of hot cities like Beijing, Shanghai,
Shenzhen, and Sanya, and with excel-
lent location and quality, they are highly
promising in space appreciation.

TOURIM REAL ESTATE
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THE ONE SERIAL
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Ocean One in Shanghai  One Majesty in Shanghai

TtRXHES RIIKRIRES
One Majesty in Beijing One Majesty in Shenzhen
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We have made our high-end improvement prop-
erties located at the center or sub-center areas
in first-tier cities mainly targeting gold-collar and
newly rich young people to help display their digni-
ty and decency.

|aRT
SPLENDID CITY SERIAL

PROPERTIES

RK=RFm

RlfB= B ENR S
Splendid City in Splendid City in
Shenzhen Chengdu

SSRVNZHMNE—. 2L O XREI RO,
UETNE. IVENEEZFAE, BRAEROLER. 8
BpmECTENE—F.

We have made our high-end improvement prop-
erties located at the center or sub-center areas
in first-tier cities mainly targeting gold-collar and
newly rich young people to help display their digni-
ty and decency.
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Building brand residence is seen as the goal of COFCO in resi-
dential business, which refines strategy curing product line on
the basic of drawing successful experiences of previous prod-
ucts. The real estate sector of COFCO has established the
product system, which is corresponding to customers’ life
cycle: Series “One” orientated to high-end improvement, se-
ries “Shine City” oriented to renewal, series “Splendid City” -
orientated to first upgrade and series “Hongyun” for house
purchasing of rigid demand.

HZ= R
SHINE CITY SERIAL

PROPERTIES

eIl
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Shine City in Western Beijing International
of Beijing Shine City

FRERFER

Shine City in Chengdu
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We have located the improvement properties in
downtown or newly-expanded city areas of first or
second-tier cities targeting middle class and gold col-
lar to offer them international and comfortable resi-
dence with dignity.

BRI
HONGYUN SERIAL

PROPERTIES

eIl

RYIFIRB= BRARLE=
COFCO Hongyun in COFCO Hongyun in
Shenzhen Nanjing

BRREVNERNEERHBRIFREER, UEBEW. T
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It is located in urban suburbs or new living areas of
cities, mainly aiming at ordinary white-collar workers
and working-class. It is the first residence with inge-
nuity and meticulous creation for closing the most
common urban living groups, pursuing quality of res-
idential products and value-added services between
product and property.
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LUXURY HOTEL
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For the development of hotels, COFCO concentrates on busi-
ness and leisure by enforcing strategic partnership with inter-
national well-known hotels. The real estate sector of COFCO
developed landmark luxury hotels on selected locations and
created strategic alliances with international luxury hotel
brands holding Beijing Waldorf Hotel, Sanya ST. Regis Yalong
Bay Resort, Sanya MGM Resort and Sanya Cactus Resort and
a wide range of influential international famous brand hotels.
In addition, COFCO also owns two service apartments that
are Xidan Joy City Hotel of Beijing and Fraser Suits Top Glory
of Shanghai.
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In office building business, COFCO owns nearly 20 high-end
office buildings all that are located in the core business dis-
tricts of first-tier cities, including COFCO Plaza (Beijing), Bei-
jing COFCO Land Plaza, Guangzhou Pengyuan Development
Building, Shenzhen COFCO Land Mansion, Shenzhen COFCO
Asia-Pacific Regional Headquarters (under construction),
Hong Kong’ s COFCO Mansion, etc.
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Joy City urban complex, integrating
large shopping malls, Grade A office
buildings, service apartments and luxury
residences, enables a resource-efficient
urban life covering shopping, entertain-
ment, sightseeing, leisure and catering
and has become a major driver of urban
development. Joy City has become the
core brand of COFCO urban complex.
Joy City, representing young, fashion,
trendy and quality, has become a new
sign of quality urban life.

KiREXE
JOY BREEZE
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Joy Breeze is a fashion living center that
takes young and mature middle class
groups in first and second-tier cities as
main market, and high-frequency ideal
life needs as category guidance, and
includes retail, catering, life, service, lei-
sure, entertainment, social contact, fam-
ily and parent-children businesses. As
a quality life service provider, it is com-
mitted into leading the industry trend of
regional business center, improving the
value of surrounding areas and radiat-
ing urban groups in a wider scope.

H=INE
SHINE HILLS
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Shine Hills is an open area commercial
district, which is an integration of na-
ture along with all the amenities need-
ed by the new emerging middle/upper
class. A blend of global elegance, fash-
ion, exquisite classic brands, displaying
for the first time the concept of an in-
ternational town that can be a draw do-
mestically as a “micro holiday” inside
the city. This new concept can create a
new golden standard for quality of life
for China and the rest of the world.

13
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TAKING FIRST-TIER CITIES AS
THE CORE, AND EXPANDINGTO
THE YANGTZE RIVER DELTAS

PEARL RIVER DELTA,
BOHAI RIM AND SO ON.

il
-RIM ECONOMIC CIRCLE

I!II

E RIVER DELTA
MIC CIRCLE

EFF Ik KK
JOY CITY IN OPERATION

1 FEEANR
Xidan JOY CITY
Z i E 2 TEBEKMEH
EST ECONOMIC CIRCLE Shenyang JOY CITY
3 HAPAKNA ERAREXNE
Chaoyang JOY CITY Qingdao JOY BR

B=REHE

PEARL RIVER DELTA ECONOMIC CIRCLE 5 FEEFARN jb%.ﬁﬁj.clmw
@ Tianjin Nankai JOY CITY Beijing Jingxi JOY CITY
6 JEERBIM BRA BT
Yantai JOY CITY Chongqing JOY CITY
7 BREBAMNI (PN s
Chengdu JOY CITY Guiyang JOY CITY

4 LiEETRN
Shanghai Jing'an JOY CITY

KIBFNF K10
Tianjin Heping JOY CITY

BB XA BN
Shanghai Parkside JOY CITY

PN TA
Hangzhou JOY CITY

RYNA LI

ERABIERE (52
Shenzhen JOY CITY .

Beijing JOY BREE:
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TARGET CUSTO

18-35 SHEHHFEME, S B=22—NERAIEABEZE,
ERERNEESN, EREESENRRNESE, BREN~m
MNERMNGERIR, ARTSEHEESERA MRS

The 18-35-year-old emerging middle class, who regard one-third income as
able income; who have been well educated,more willing to accept a debt Iif style;
who pursue quality life with attitudes, willing to pay for value-added prody ts and
services; who are strongly aware of brand values; who |

ove t Wiil trendy
products and services.

ra Ml faak
BUSINESS DESCRIPTION

PA18-35 SR A ThiA, LSRR, BIE . B, mALARHAE, A O ER,
HENBMEE . EFHE. BEZSW TR ERSERHERTE

Mainly positioned at the 18-35year-old emerging middle class, brand characteristics
of young, fashion, trendy and quality; with shopping mall as the main part, Joy City
is composed of various business sectors, such as service apartments, office build-
ings, hotels and so on; an urban complex with a comprehensive service chain.
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CUSTOMER PERSONA
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Enjoyment First Like The Fireworks Happiness First

I’'m The Queen with A Different Color




REBR, AERKX FHEENRKS SRAR—MWEE
Love My Home And Look for the Ground Practicality is A Kind
Love My Cute Babies Color of Life of Attitude
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YOUNG FASHION
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Joy City urban complex has the brand es-
sence of “City of Fashion, City in Evolution”.
It keeps the young urban rising middle-class
in mind, with the functional characteristics of
diversified industry fields and comprehensive
living supplies, so as to influencing youth’s
lifestyle and boosting cities developments as
its ultimate aims.
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BRAND ESSEN

B =i Fr ik
CITY OF FASHION
CITY OF

EVOLUTION

ARBMAERINSE, tIERMNRZENETFL R,
B AS ARG ERERTH

Joy City leads a leading lifestyle by its
outstanding life attitudes, which become the
role model for people to learn and follow.

Fiz

YOUNG

BEER, AREXEEBA, BB H R MR
FANBERSRIF

Young refers to the target audie
Joy City pays attention to yo
different levels and mee
and preferences.

S
FASHION —=
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QUALITY

2E%, KIRHRERA. KT, 2—NEN., B&ES| REFENEXR, ARBFEEERE, BIZAMNNE
SRMERY R b2 EiF. BEERENEAE
Quality is a life pursuance. Joy City expects to

build up people’s prospects for better quality
life through its brand.

Fashion is the main line. Persisting in innovation
and change, Joy City is a live and leading brand.

25
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SREE
DIVERSITY

=AW ORI EE S S E
Is the functions and atmosphere of
Joy City shopping mall.

e+ 8l =
FRESH CREATIVITY

BRI Y RO EE R AR RS
Is the experience and feeling of Joy
City shopping mall.
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BRAND FEATURES
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TRENDY ATTITUDE

A O R &I AR
Is the characteristics of Joy City
shopping mall.

RANETE
INTEGRATED
INTO LIFE

EAREEY O SZROE X R
Is the interactive relationships
between the customers and Joy
City shopping mall.
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L]
It has a dynamic, positive and inspi
communicates a positive attitude to fz
up is closely linked to the brand name
provides the expression of specificity. It i
member, and easy to spread.
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JOY CITY
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BRANDS
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From years of operation, Joy City has reached an accuracy of brand
positioning and gained good relationship with more than renowned
fashion brands all around the world which have the same brand values
for strategic cooperation.

The cooperated brands are leading ones who could represent young
and fashion in their fields. They have strong attractions to customers
and have the ability and willingness to explore Chinese market. By the
Joy City’ s philosophy of stores allocation, they are creating the most
attracting and infectious shopping atmosphere and providing the best
shopping experience.
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Victoria's Secret . APPLE, ZARA.
SEPHORA . Michael Kors. JiBfE5&ttHas.
Sandro, DIOR. JO Malone, Kiehl's,
UNIQLO, MUJI
ItERHmERIAEFIITS

IMERIILEEL 150 ¥, REEELA 110
X, BRERMS 45 X, BES 60 X, 8%
FOELA_E T B, #hEPAT 4 B,

1000 P

Dec. 28, 2007
-
105,000 m2

building, Class-A office building.

Victoria's Secret . APPLE. ZARA\
SEPHORA . Michael Kors, FEEEHET,
Sandro, DIOR. JO Malone, Kiehl's, . -« =
UNIQLO, MUJI
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No.131 Xidan North Road, Beijing ”
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The complex is about 150-meters long hr ]
from north to south, 110 meterslong -
from west to east, 45 meters high-rise i

at the east side and 60 meters high-rise
at the west side. The shopping fq%:lFis',
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4 5
BUSINESS AREA OVERVIEW
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Xidan business district is one of the
three biggest commercial circus, and
the golden zone in customers’ hearts
of Beijing. There is a deep history, wide
and colorful culture in Xidan. It is sign of
economic prosperity of Beijing, the cap-
ital of China.
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BHREEYER 2017 FF RitBiisE
Daily average Cumulative amount
passengers flow of passenger flow in
amount of hol- 2017 : more than 26
idays: 230,000 million

people

4 75

2017 FHERR
Cumulative sales in 2017:
more than 4.1 billion
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PROJECT HIGHLIGHTS
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FIRST MARKABLE FLAG WORK OF
JOY CITY BRAND

Build a bench mark model for the in-
dustry As first commercial real estate
of COFCO, Xidan Joy City successfully
interpreted the urban complex business
model, bring the most dynamic and in-
fluential young fashion shopping center.

It has launched a variety of theme activ-
ities and built creative visual landscapes.
It has been achieving striding-upgrade
of modern shopping malls with influ-
ential reputation towards industry and
excellent performance.
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JOY CITY “YUE YUN” INTELLIGENT
BUSINESS SYSTEM

“YUE YUN” intelligent business sys-
tem leading the industry created on the
basis of Xidan Joy City is a solution of
full-value-chain operation management
and asset value-added services provid-
ed by COFCO JOY CITY for commercial
real estate industry. The settlement of

“YUE YUN” smart business in Xidan
Joy City has realized the perfect com-
bination of accurate passenger flow,
three-dimensional marketing, smart
business management, online-offline
integration, and technology and experi-
ence. “YUE YUN” smart business sys-
tem with proprietary intellectual prop-
erty rights will provide full-value-chain
online cloud service for commercial real
estate industry in 2018.

CATE OF “CHAT GARDEN”, HIGH
PARTY MEETING SPACE

Chat Garden gathers the hottest ca-
tering food in current market, and has
realized the super-strong brand layout
of “two-exclusive, multiple-first”, in-
cluding nationwide exclusive first shop
SUSHI GAKU, a brand new middle-end

Lol LD

fem—yRHAEENT N

PRk W R T
' 1OELARNE
e

izakaya brand under The Zen, and the
nationwide exclusive first shop Larosee,
launched by FLO Cafe creatively. Apart
from overall design, this block has co-
operated with many pioneering artists,
to decorate the block with sculpture
artworks, promote the innovation ac-
tivities, and improve the overall quality
and atmosphere. In addition, Chat Gar-
den has won the Gold Award for Design
and Development of ICSC International
Shopping Mall China Region 2018, and
realized the monthly sales breaking
through RMB7million.

YOUNG STREET BUILDING A TREND
AND FASHION SPACE OF THE CAPI-
TAL OF CHINA

As the tenth anniversary’s gift, Xidan
Joy City’s first theme block-“Yong
Street”, which targets at 18-25 year-old
young customers, opened. It is a col-
lection of diversified formats including
Taro divination, tattoos, gaming black
technology, hand-made experience,
dessert & light food and ACG kits. After
one year of operation, the area-effec-
tiveness of Young Street has been in-
creased by 50.8 times than that before
improvement.
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1500
May, 2009
259,000 m?

Shopping mall, high-end residential
building

APPLE, GAP, ZARA, H&M, MUJI,
UNIQLO, Stellar International
Cineplex,The Grandma’ s, HaiDiLao
Hot Pot, Brazilian BBQ Buffet, Music
Bug KTV, AoLin Rink, Addidas Flagship
Store

No.10 Xiaodong Road, Dadong
District,Shenyang, Liaoning Province
The complex is composed of Pavilion
A, B, C, D and Wal-Mart, which is
passed through by Xiaodong Road,
and a 600-meter long shopping and
pedestria street.

1500
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Zhongjie Business Area, the most fmous
high street in Northeast China, with the
longest history and highest consumer
flow, which is about 400-500 thousand
people, and up to a million on holidays.
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OPERATING CONDITIONS

39.3%

2017 FREREL
BFt 39.3%

In 2017, total
passenger flow
realized A year-
on-year growth of
39.3%;

17.5%

2017 Rz EL
BF17.5%

In January ~ June
of 2018, total
passenger Flow
realized a year-
on-year growth of
14.8%;

17.9%

2017 FRHEELE
LEiRFH 17.9%

In 2017, total sales
amount increased
by 17.9% on year-on-
year basis;

14.8%

2018 £E1-7f353§§55ﬁﬂ
LEiRF 14.8%

In January ~ June of
2018, total passenger
Flow realized a year-on-
year growth of 14.8%;

18.7%

2018 £ 1-7 BREHEE
YRR T 18.7%
In January ~ June of
2018, the total rental
income Increased
by 18.7% on year-
on-year basis;

26.3%

2018 £ 1-7 BRSHER
EEEIR T 26.3%

In January ~ June of
2018, total sales amount
increased by 26.3% on
year-on-year basis.
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Following the brand spirit and manage-
ment idea of JOY CITY, Shenyang Joy
City focuses on building an international
modern boutique shopping center. It is
located at Zhongjie business area enjoy-
ing the reputation of “Top 10 Business
Streets of China” It is made up of A, B, C,
and D, four boxes, and 600m commer-
cial pedestrian street runs through it.
Subway Line 1 also has a stop here. It is

in leading position of Shenyang in build-
ing scale and passenger flow. It is a one-
stop shopping mall favored by young
and fashionable consumers.

Project management team has studied
the local market for years. Shenyang
Joy City now has become a benchmark
business project in local market, and it
covers the flagship stores of fast fash-
ion, fashion brand clothes, and designer
brand. The first APPLE STORE flagship
store of northeast China has been set-
tled here. With the continuous update
and adjustment of brand formats, She-
nyang Joy City has made efforts to
create a gathering place with the most
complete catering types in Shenyang.
Owning more than 150 catering brands,
it is at the leading place in local catering
industry. Currently, Shenyang Joy City
has jointly introduced 333 retail brands,
including 40 brands of strategic coop-
eration, and among these brands, 99
ones have come to Shenyang for the
first time, and 44 ones have come to
northeast China for the first time.

The 4%2-themed block opened at the
end of 2016 has started the business

scenario trend of blocks in northeast
China. Its accurate orientation and
unique circle culture has attracted lots
of young people who love culture and
arts. Now, it has become a destination
of consumption recognized by the lo-
cal young and fashionable consumers,
and also it has been chosen as a new
landmark of Shenyang tourism by many
local media.

By continuously exploring the diversi-
fied theme popularization, Shenyang
Joy City has built brand IP ecosphere,
attracted and gathered the customer
groups accurately. In 2018, Fantasy
Kingdom |IP Show of Molly was sta-
tioned in Shenyang Joy City just after
its first entry to northeast China, and
also limited-edition Molly was sold. On
the day of show, the passenger flow
reached 126,000 person-times, and the
overall sales increased by 37.6% on year-
on-year basis. Since the comprehensive
development of paperless 020 market-
ing, Shenyang Joy City has cooperated
with many famous enterprises from dif-
ferent industries through matrix of new
media online and offline, to further real-
ize the resource integration and create a
horizontal alliance.

Currently, Shenyang Joy City has been
approved to start construction in the old
site of original Zhongjie Wal-Mart, and a
brand new business area will appear in
2022. After A, B, C and D, four boxes, it
will continue the brand personalities of
“young, fashion, trend, and taste”, and
build another comprehensive business
complex integrated with shopping mall
and business apartment, to introduce
more first-line fashion brands to Shen-
yang market, bring about more excel-
lent experience of shopping to custom-
ers, and further perfect the commercial
layout of Joy City real estate in three
provinces in the northeast of China.
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The Chaoyang-Qingnian area, a new
urbanresidential area, converges a lot
of high-end residential buildings ,with
a big volume of business consumer
flow and residential consumer flow
with strong buying power,with a resi-
dent population of nearly 500,000;A
traffic system with respectively three
vertical and horizontal lines, together
with Metro Line 1 extention, Line 6,
and Linel4, Bringing a consumer flow
of nearly 1 million every day.
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CONSUMER FLOW

Since the official opening of the pro-
ject on May 28, 2010, the consumer
flow has continued to grow. At pres-
ent, the average daily consumer flow
is 70,000 passengers, and the average
daily consumer flow is 90,000 pas-
sengers on the weekend. The average
daily traffic is 6,000 vehicles, and the
average daily traffic is over 8,000 ve-
hicles on weekends.

SALES CONDITION

Ordinary weekend sales is over RMB
14.5 million. In the first half of 2018, total
sales increased by 10% year-on-year,
and bagging rate increased by 5%.
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A SAMPLE OF TRADITIONAL COM-
MERCE IN THE TIMES

As a flagship project of JOY CITY,
Chaoyang Joy City focuses on
25-35-year-old emerging middle-class

and young families, and by having a
deep insight into the multi-dimen-
sional innovation of consumption
trends, it has continuously enhanced
the lifestyle atmosphere, kept a fast
growth of performance at a high level,
and stably been ranked the top 5 of
shopping malls in Beijing. Unique and
scarce brand combination, initiative
theme space, diversified theme pro-
motion, and accurate big data analy-
sis have jointly created the model of
Chaoyang Joy City in the times.

JOY YARD: COMBINATION OF LIFE
AESTHETICS AND BUSINESS

Joy Yard, the first space themed by
ecological lifestyle of China, shows a
perfect combination of business and na-
ture, art and consumption. Open show-
cases are coordinated with log, green
plant, water system, stone, and other
natural elements, the shops full of life
funs and exploring spirit are scattered
everywhere, accompanied by brand,
music, and fragrance. “I’ m Empty-nest
Youth” Photography and Video Exhibi-
tion, Collections of Bob Dylan’s Poems
Interactive Poem Exchange, Joy Yard x
Zhihu Chengshi Maze New Year’s Show,
Power of Image Photographic Exhibi-
tion, and other cross-border activities
have brought about interesting chem-
ical reactions, and the self iteration of
Joy Yard is driven by content operation.

SHI JIAN: AN EMOTIONAL LINK OF RE-
TURN TO NATURE

Shi Jian opened in May 2017 is a pure
catering-themed space. It advocates
“enjoying slow eating” clearly. Around
the product positioning of “slow eat
space with originality”, 10 originali-
ty-dedicated restaurants with tech-
niques and food materials are gathered
here, and through a series of theme
activities around the originality food
like Chef Day, Seasonable Menu, and
Tasting of New Food Menu, an associ-
ation strongly linked to merchants and
users. The area-effectiveness of Shi Jian
is 30% higher than the average value
of the overall catering, and the cus-
tomers’ stay time per capita is also 1.5
times of the average value of dinners.

A TREND LEADER IN DIVERSIFIED
THEME PROMOTION

Chaoyang Joy City has a deep interac-

tion with external big IPs, cross-border
platforms and brands, continuously
leaded the industry trends, and become
the destination of first choice for young
people. In 2018, it has held the diver-
sified activities successfully, including
the first stop of “Alice in Wonderland”
Cross-border Art Exhibition, national
first show of Double Life in Career of
Xiaozaizi Theater, Saint Seiya Burning
for 30 Years Theme Exhibition, and etc.,
igniting the hot spots of social commu-
nication for times, expanding the radius
of radiation and absorbing accurate
segmenting customers, and realizing
the continuous growth, purification and
transformation of passenger flow.

AN INDUSTRY BENCHMARK IN OF-
FLINE DATA ASSETS

Chaoyang Joy City has firstly put for-
ward the closed loop concept of full
membership of perception, transfor-
mation, activation, and association in
the industry. Depending on its own
platform, and by use of intelligent POS
simplified membership function oper-
ation, non-inductive integral, and other
new technologies, it has realized intel-
ligentialization in membership service,
expansion in member’ s rights and inter-
ests, and platform-based member con-
tacts, and promoted the accurate mar-
keting and customer group operation
at association level. In addition, it has
deeply excavated the values of physical
business data assets, completed the in-
depth study with the largest scale in sin-
gle commercial data in China, and also
developed the ability of big data appli-
cation, to accurately guide the business
operation and improve the user value.
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It is located in the Suhe Creek and
near Nanjing East Road shopping dis-
trict. This area gatheres a large num-
ber of modern service industries with
urban scarce and natural landscape
resources. And its geographical loca-
tion is very advantageous, which is the
focus of the development of the core
section of the East.
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10.54 million
people, cumulative
passenger flow in
January-August
2018

38.6%

2018 £ 1-8 BAX
SRAHREGIRF
38.6%, year-on-year
growth in effective
member number

in January-August
2018

1207 iz

2018 1-8 B
RiTHHER

RMB 1.207billion,
cumulative sales in
January-August 2018

5%

2018 £ 1-8 B&R%
SEHRIIRT

5%, year-on-year
growth in number
of transactions

by members in

January-August
2018
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SELF-IP-SKY RING

Romantically, “love” is the theme of
the whole marketing case. Emotional
demandscreates new business high-
lights and attract driving passenger
flowof “love culture”.

* LINE FRIENDS x SKY RING Time-limit-
ed Loveland was opening in June 2018.

» China’s first roof cantilevered Sky
Ring, the only one in Shanghai

AN EMOTIONAL BLOCK UNDER
FERRIS WHEEL- MOREFUN 166

It is Shanghai’s first roof light art
neighborhood which is also an original
intimate social space, with post-indus-
trial era style and creative gap space
of communication. I-Land opened in
August 2017 is China’ s first AGC com-
munity space, it is known as “Chinese
Akihabar”, and has won the Silver Prize
for New Retail Ideas of ICSC China
Shopping Center Award 2018. In August
2008, China’s first fashion IP theme
block C-STREET was opened.

TOP BRANDS IN VOGUE

Celebrity shops: Since this year, over
20 new shops were opened in succes-
sion. NPC LAB opened in August is a
new retail fashion store owned by Pan
Weibo and Li Chen, and also there are
old stores like Ramen Arena and MEIN
FRIENDS CAFE & STORE.

New retail: China’s first women’s life
experience pavilion Kerr&Kroes Tmall
smart store and xiaohongshu first of-
fline physical store REDhome.

Pop-up store: The first choice of pop-
up activities in Shanghai. Cornetto
Modao Zushi pop-up store: in its 22-day
business period, the daily average sales
reached RMB80,000, driving the sales

of block to increase by more than 50%,
and passenger flow in the block to in-
crease by more than 30%.

OMO MEMBERSHIP OPERATION
SYSTEM, TO CREATE AN EXTREME
SHOPPING SCENE

1.05million members and the maximum
consumption of them accounts for 74%
of all customers “

In January-August 2018, 54 salons and
activities were held especially for the
members, realizing the substantializa-
tion and extension of member rights
and benefits.

The first Alipay Koubei flagship Mall
in China, and the Alipay members can
authorize to open Joy City & Alipay
membership card through one key; it
cooperated with Ping’an One Pocket
to develop Joy Pay, realizing accumula-
tion of member points, coupon check,
and integration of member rights and
benefits; it opened DianPing joint mem-
bership service, and it was the first
shopping mall to open this service in
Shanghai.

SUPER IP SHOWS MAKE DOUBLE
RAISE IN PASSENGER FLOW AND
SALES

* IDANGXIA Summer Carnival: First
self-IP activity, acttracting over 120,000
people and 4472 visitors one day.

¢ Confession Balloon Art Exhibition:
Self-IP exhibition attracting 140,000 vis-
itors in 2017 and 2018.

» “Egg brother is too lazy to show”:
257,995 visitors.Total sales is more
than 5 million yuan. The year-on-year
growth of passenger flow of the mall
is 8.4% and the month-on-month
growth is 23.7%.
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We are in the inner core area of Tianjin,
standing near the three-dimensional
traffic interchange point of two cen-
tral city zones--Peace area and Nankai
area.The location holds ancient cul-
ture streets, food streets, Drum Tower
Commercial Streets and other famous
tourist attractions.lt is located in the in-
tersection area of Metro Line 1 and Line
2. Tianjin Nankai Joy City attracts young
customers with excellent fashion taste.

And tourist groups also become main
passenger flow for the business district.

B
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2018 FFHITIX 6.5 AR, RILGIEE 21%, H
HHERREE 750 AT, BB 17%, ER
SEEeIFWVARAEHS

In 2018, the daily average passenger
flow is up 65,000 person-times, with a
year-on-year growth of 21%; the daily av-
erage sales is more than RMB7.5million,
with a year-on-year growth of 17%, both
making new records in the history.
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On July 21, 2018, Tianjin Joy City seg-
mented the customers, and created
China’s first pet-friendly block “Won

Street” for the consumers keeping
and loving pets and loving life, and it
became into the unique commercial
benchmark of China.

In the heavy operation era dorminated
by content and operation, Tianjin Joy
City has a clear planning on the sus-
tainable development of Won Street.
It has introduced the first Starbucks
pet-friendly store of north China, Lan
Duo Wan Pet Holiday Center, Pocket
Forest Science and Education Exhi-
bition, and other pet-related formats.
Pet’s water dispenser, poop bag and
other supporting facilities as well as
“pet-oriented” services are avaiable
here. Pet Martket and Pet Auditorium
will be held on time every evening, and
a space is provided for the young cus-
tomers loving night life, loving pets, and
loving playing. In addition, Won Street
theme block has been updated contin-
uouly, to provide successful experience
and reference model for commercial
diversified competition.

Original IP “Won Won” of Tianjin

Joy City, that has appeared for a short
period, has been avaiable in each cor-
ner of Tianjin Joy City. Offline, it is the
spokesman of Tianjin Joy City, it ap-
pears everywhere, and its huge statue
is a popular place. Online, Won Won
and other pet friends make impromptu
comic gestures and remarks, and it is
very active.

In commercial logic, “Won Won” com-
mutes with the consumers via an image,
and also, Tianjin Joy City also uses “Won
Won” for dotted line connection in
the shopping place, to realize guide of
people flow. From the angles of promo-
tion strategy and product research &
development, it has become the point
of power for innovation and creation of
entire Tianjin Joy City.

With continous changes of business
trends, Internet technologies, and con-
sumer demands, Tianjin Joy City has
been active to integrate with Internet
ecosystem, to cope with new demands
and new challenges via innovation of In-
ternet technologies. In December 2017,
in the celebration for the 6th anniversa-
ry, Tianjin Joy City brought brand new
experience of interactive entertainment
by use of the Lucky King, a man-ma-
chine interactive intellgient hardware
based on Socket technology. In addi-
tion, “offline-online-offline” linked so-
cial model is adopted here, to make the
consumers experience the exicting play
via mobile phone in 24 hours, moreover,
more online game players are attract-
ed to come here through distribution
of brand cash coupons, to shorten the
path of consumers and consumption
behaviors, and therefore, it becomes
the first intellient shopping mall of sce-
narized immersion.

In Tianjin Joy City, the much-loved pub-
licccomments wall is changed into fash-
jonable “shocking screen” with a high
technology content, which is in more
line with the young people’s true dis-
positions, and it has become the most
popular “position” in Tianjin Joy City,
moreover, by accurately grasping the
customers’ habits to receive the mes-
sages, it has driven target consumers to
come to consume in the stores.
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Zhifu Bay, known as the "pearl on the crown"
in Zhifu district, is the only waterfront land
parcel in the core business area. Surround-
ed by 70% of Yantai's department stores
and commodity markets, is the preferred
shopping spot for tourists and citizens. It
could conveniently access to any other
business centers in Yantai by 21 bus lines, 6
main streets. The Rail Line 1, Line 2 and an
international A-class harbor near the project
Department stores is under construction.
Given that there are almost all traditional
general merchandise businesses in the CBD,
Yantai Joy City seized the opportunities and
further built up the first coastal-theme shop-
ping center, Yantai Joy City, in China.
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In the past 4 years, the sales performance
has maintained a steady growth. In 2015,
the annual sales reached 620 million
yuan, and 800 million yuan in 2016, an
increase of nearly 30%. Sales exceeded
900 million yuan in 2017, an increase of
13 percent. Sales exceeded 20.23 million
yuan on July 7, 2018.

Up to now, the total number of members
has exceeded 560 thousand. The pro-
portion of members consumption also
increased from 10.1% in 2014 to 42.1% in
2017, and on the fourth anniversary on
July 7, 2018, is to reach 85%, refreshing a
record high again.

A=A
PROJECT HIGHLIGHTS
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Yantai Joycity combines shopping, catering,
entertainment, leisure, culture, education,
life supporting in one. 60% of more than

250 brands was the first into Yantai, includ-
ing Haidilao, Shotamuni Restaurant, IMAX
cinema, ZARA, H&M, UNIQLO, SEPHORA
and many other high-quality brands.

Located on the 7th floor, the rooftop gar-
den "ERAWAN" covers the Taste Good, a
gallery of frescoes, quality coffee, a petty
bourgeois restaurant, a fitness club, and a
literary and artistic bookstore. It combines
the theme block with art to create the most
romantic and artistic space in Yantai.

At the end of 2015, Yantai Joycity was rated
as a national AAA-class tourist attraction,
which is also the first tourist-attraction
shopping center in Shandong.

On December 30th, 2017, the world's first
social JD X Mart, opened in the Taste Good,
not only to provide customers with a new
technology experience scene, but also
opened the prelude to Yantai Joycity and
JD deep intelligent cooperation.

In October 1st, 2018, the first comprehen-
sive trend theme block in Yantai, Joy Zone,
opened the prelude, and it collects nearly
40 fashion brands, such as Sisyphe and
O-HOME, opening a new era of shopping
experience in Yantai.
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Chengdu Joy City is located in Cheng-
du Wuhou District, one of the five core
urban areas, between the Southwest
2.5 ring and 3-ring. It is the core area of
gathering thecity’s Culture and interna-
tional trends. The residence properties
are mostly middle and high-end, with
the resident population of 500,000,
and permanent population reaching
1.5 million. Wuhou District is one of
the central areas in Chengdu, which is
positioned as a high-tech culture area
by the State Council. According to the
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Strategy of developing the “world’ s
ecological garden city”, the area is
applying the “Five Strategies” of imple-
menting high-end industry, specializing
in culture, increasing environment qual-
ity, fully internationalizing, and welfare
happiness.The area is the center of
Wuhou'’s new core, with a great gov-
ernment support to boost the develop-
ment of large urban complex.
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OPERATING CONDITIONS
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PARK ATTRIBUTE ACHIEVES INDE-
PENDENT IP

Chengdu Joy City, as the first large
urban complex invested by COFCO in
the southwest of China, has inherited
the core innovation of JOY City brand,
and it is positioned as “Joy City Joy
Park” on the whole, i.e., “the first
shopping park of experiential recrea-
tion and fashion in China”. The inter-
nationally renowned design firm RTKL
was invited to be responsible for archi-
tecture design, taking Jiuzhai Huang-
kong as the design blueprint and in-
corporating the architectural language
into the culture, to realize the perfect
combination of green building, cultural
building, and international building. As
the first park-themed shopping mall
in Chengdu, Chengdu Joy City always
adheres to the green idea “a park in
the city, and a shopping mall in the
park”, and it was awarded as “national
AAA tourist attraction” in April 2017.

Moreover, AECOM, ranking in the first
position among the world’ s top 500
design companies, was invited to be
responsible for overall landscape de-
sign, closely centering on the park
orientation, highlighting the nature
and humanity, romantic and warm

Rose Plaza, energetic Cloud Plaza, and
fashionable Xinghe Plaza, as well as
2,000m super-long garden galley back
terrace. The shopping space of “one
scenery in one step” has overturned
the traditional consumption environ-
ment and improved the customers’
experience of consumption.

TWO EXPERIENTIAL THEME BLOCKS
JOY STREET, GULU COLLEGE

Joy Street, aiming to “rebuild your
night aesthetics”, is integrated with
bar, entertainment, and catering.
About 5000m2 bars, and 9 major
IPs like The walnut, and CHIZHANG
88 help Joy Street to develop into a
new landmark of entertainment in the
southwest of China.

Gulu College, an original living space
with creation as the core, takes the orig-
inal spirit as the soul, specialty stores as
the focus and experience space as the
driving force. There are simple hand-
made wooden wares, romantic hand-
made potteries and elegant experiential
galleries. Also, we can experience the
leather art, floriculture, and sand paint-
ing teaching here. It shows an original
space of living where culture and busi-
ness coexist. It is aimed to convey the
spiritual connotation of loving adven-
ture, pursuing freedom, and respecting
personality by presentation of original
contents featured and full of culture of
craftsmanship.

MEMBER CENTER “YUE BOY'’S
HOUSE”, OPEN A NEW ERA OF MEM-
BERSHIP MARKETING STRATEGY

Based on the distinct shell shape
building, and the concept of “home”
for the design feature, the member
center of Chengdu Joy City has cre-
ated an extraordinary experiencing
place for members.

To meet all the personalized experience
requirements needs of members of
Chengdu Joy City, Parent-child space,
salon areas, and a creative place are un-
der construction. All in all, the member
center of Chengdu Joy City will open
a new era of honorable membership
interest in China by cooperating with
commercial tenant in the city and other
commercial industry.
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The intersection between Nanjing
Road and Yingkou Road

6 floors aboveground and 1 floor
underground
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Heping Joy City is next to Nanjing Road
and Binjiang Street, a core business
district of the highest commercial den-
sity, the busiest traffic and the highest
popularity -- the passenger flow reach-
es 400,000-500,000 man-time per
day, the targeted customers are mostly
white-collars and the tourists with con-
siderable incomes. Based on above,
Heping Joy City is becoming the first
choice to enter Tianjin for the interna-
tional brands.

2018 £ 1-8 B{HE
LB 9.5%, &
MELIEER 20%
Total Sales

rose by 9.5%
and cumulative
passenger flow
increased by
20% from Jan-
uary-August in
2018.

2017 S(FRIVELE)
EWKATG7 B
JT

Annual Sales in
2017 (the first
operation year) is
116.17 million
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There are 33 brands
that first entered
into Tianjin and 15
brands that first
entered into this
business area in
2017.

2017 & (FrkES) Al
ESER (NOI) 4784
YAl

Annual Net of
Income (NOI) in
2017 (the first
operation year) is
47.84 million
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Following the brand positioning of JOY
CITY, Heping Joy City is opening a
different road of Joy City. This project
is positioned to be “small and fine”,
aiming to being a new urban shopping
mall of “quality life”. Heping Joy City
promotes to satisfy the efficient con-
sumption demands of “1-2h consuming
groups”, and attracts the young people
pursuing fashion and keen on social
contact.

Based on the consumer demands, in
selection of brands entering to Heping
Joy City, it gave up the combination

of fast fashion brands which is com-
monly adopted by traditional shopping
malls, but selected designer brands and
original brands. 200 brands were in-
troduced, and 20% of them for the first
time in Tianjin, and popular food such
as The Alley, Coucou Hot Pot and Clams
memory, therefore, greatly enriching the
brand diversity, and avoiding the homo-
geneous operation between different
shopping malls.

By introducing large theme exhibitions,
celebrity activities, and independent
IP “Joy Buying Festival”, Joy City has
continuously injected momentum to
business area and consumers. In April

Festival” which focuses on the quali-
ty member. By issuing member metro
card “Xiao Mei Hong”, the members
increased 2235 in one day. The “915
Buying Festival” introduced “Super
Brain” and “RMB2 Yuan Shop” scene
marketing interactive games, created
a new combination of “extreme sin-

gle product + extreme price + extreme
experience”, ignites the passion of
consumption, realized 5.804 thousands
which refreshed the sales performance.
For the Halloween in October, the three
shops held a Halloween Parade to boost
marketing, which created a joint market-
ing and received the great concern of
the Government and the media.
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Shanghai Changfeng plate is located be-
tween inner ring and middle ring, where
financial M&A centers and top 500 en-
terprises gather, about 200 Chinese and
foreign enterprises like Schneider, Ecolab,
and IFF have been stationed, and the
white-collar population is 120,000. In the
range of 3km, quality premises cluster.
Colleges and universities like East China
Normal University are across the street.
There are about 780,000 inhabitants and
67,000 college students, so about Tmil-
lion quality customers gather here. Many
urban main road intersect here, there are
bus lines reaching all directors, Metro Line
2 and Line 13 are neaby, and by 2020,
Metro Line 15 will run through this area.
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Parkside Joy City is located in Shanghai
NO.196 Dadu River Road. The project,
near Shanghai Metro Line 2 and Line 13
currently, will be achieved subway cov-
er by 2020. Currently, a number of city
buses stop and Suzhou River wharf is
very close to it, with a unique location.
Centering on “waterfront shopping
center”, Changfeng Joy City took the
lead to cooperate with Changfeng Park,
Changfeng Ocean World, Jackie Chan
Film Museum, Shanghai Guofeng Hotel
and Shanghai LEGO Exploration Center
to establish “Changfeng: micro-holi-
day center in downtown”, to provide a
good place for one-day trip of families
in Shanghai.
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ORIGINAL FOUR ZONES AND
THREE-DIMENSIONAL FLOW DRIVE
NEW EXPERIENCE

After locking core customer groups of
the project, Parkside Joy City also takes
advantage of original vertical flow the
concept of which is “short path and
three-dimensional” to replace the previ-
ous horizontal flow and further organical-
ly divide the space into four blocks. The
innovative area design organically cuts
space and brands, which provides the
simplest and most efficient shopping flow
for consumers.

THE FIRST OVERHEAD ROOF PINK
RUNWAY LEADS FASHION SPORTS
TREND IN SHANGHAI

Cooperating with an international top
building design office and depending
on the unique landscape resources of
Parkside Park, Parkside Joy City plans
the first comprehensive roof trendy
sports space among domestic shop-

ping malls: Sky Park. An imaginative
super landmark-Starry Runway, the lake
view and sky garden in which an urban
skyline can be in full sight as well as
abundant and colorful business formats
are beneficial for the roof sports block
to be the best unique memory point of
Parkside Joy City.

EXQUISITE INDOOR BLOCK, CREATING
URBAN QUALITY LIFE CIRCLE

Combined with the precise positioning
of its own positioning, Parkside Joy
City created a delicate indoor block in
2-4 floor and provided an urban quali-
ty life circle for Shanghai fashion con-

sumers. It integrates various business
formats with petty bourgeoisie taste
of Shanghai French Concession as well
as hot instant online shops, making
it the center of quality life through
business formats such as art, music,
cultural and creative. Meanwhile, in
Parkside Joy City indoor block, there
is a VIP experience center integrates
art, fun, relax and experience. In the
future, Parkside Joy City will introduce
various activities to this area, making it
the most dynamic region in the whole
shopping mall.
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Aug.2018

Shopping Mall, Waterfront Blocks,
Office Building, Serviced Apartments,
High-quality Residence

200,000m?

Dior, MUJI, UNIQLO,BONA, Flying
Experience, Future Zoo,GSH
Supermarket, ROCKIES Fitness, UR,

: 'TIIE -I.. II el | il

I||| rl'l“ ||{|J||I,"‘ | . !
11 A e YR T
R {LEAS
Sephora etc. : - == = flLh "||r$|- ||“”FH
The intersection of Moganshan Road = — IHnunnul i

and Yinxiu Road, Gongshu District,
Hangzhou.

8 floors aboveground and 3 floors
underground

Approx. 3000
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Hangzhou JOY CITY connects Waulin,
Chengxi, Yunhe and Chengbei four core
business circles, and will become a future
hub which fuses the four . JOY CITY lies
next to high-end residential areas such as
Waulin North ,Shenhua, Qiaoxi and Yunhe,
which reaches a resident population of 12
million within 3 to 5 kilometers. Besides,
in the next 2 to 3 years, the district will
import high-quality consumers who can
total up to 3 million.
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The cumulative The cumulative

passenger flow sales on the first

on the first open-  opening day(August

ing day(August 28th,2018) achive
28th,2018) ex- 10.687 million yuan.
ceeded 163000
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The cumulative member nearly 35000
until September 2nd ,2018.
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BRAND INNOVATION, MORE THAN
170 BRANDS WERE INTRODUCED FOR
THE FIRST TIME IN HANGZHOU AND
DISTRICT

Nearly 300 brands make Hangzhou
Joy City a shopping flagship of the
city, including the merchants first into
Hangzhou and district accounted for
nearly 60 %. With a combination of fast
fashion brands, creative retail brands,
designers’ brands, popular brands, etc.
Through cross-boundary mixing, old
store updating, category creating, etc,
Joy City has made the strongest collec-
tion of new and concept brands.

TEMPTING EXPERIENCE BREAKS THE

TRADITIONAL BUSINESS MODE

Satisfying customers’ taste buds with
nearly 100 popular restaurant brands,
Joy City also meets your frontier needs
by double-screen cinema, delicate gym,
indoor sky-diving, indoor diving, simu-
lation of skiing and future zoo etc.

THEMED BLOCKS CREATE THE DIF-
FERENTIATED SHOPPING SCENE

Hunting, Magic Impression and Noodle
Republic, those three blocks together
create differentiated shopping scenes,

meet individual needs and spiritual iden-
tities of young people, opening a new
era of themed blocks for shopping malls
in Hangzhou.

FOUNTAIN PLAZA BECOMES THE
NEW LANDMARK OF THE WATER-
FRONT SPACE

As one of the waterfront elements of
Hangzhou Joy City, Fountain Plaza cov-
ers more than 2000 square outdoor and
becomes a new landmark with music
fountain, fire spraying, wave making, wa-
ter curtain, water show and other scenes.
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COMMERCIAL 146,000m?2

AREA

ANCHOR Trendy and luxury, fast fashion

STORES collection stores, IMAX cinema,
cultural and creative bookstores,
boutique supermarkets, children’ s
theme museums, romantic bars,
fashion catering restaurants, popul
restaurants, entertainment experi
digital experience, etc.

GEOGRAPHIC Xi’ An Qujiang New Di
POSITION intersection of Ci’
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The project is located at intersection
of Ci’en Road and Ci’ en West Road,
Qujiang New District, Xi’an, con-
necting Qujiang business district and
Xiaozhai business district which are two
high-quality core shopping districts. The
compact district of colleges and uni-
versities is in the west, and it is close to
Big Wild Goose Pagoda-Tang Paradise
5A-class scenic spot in the east, and
is surrounded by Qujiang high-quality
residential area. The number of groups
radiated by the project within 5 kilom-
eters is about 1.4 million, and there are
250,000 students being covered, and
annually average passenger flow vol-
ume of the region reaches 27 million.
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On the background of “The Belt and
Road Initiative”, as the Northwest
center of scientific research, educa-
tion, business and industry, Xi’an has
been planned to be starting point and

core city of the new Silk Road. As the
main area of Xi'an with the most rapid
development and livable environment,
Qujiang New District has become the
most popular social settlements of city
medium and high-income residents.
Xi’an Joy City being close to Big Wild
Goose Pagoda scenic spot and being
located at the leading position of Grand
Tang Dynasty Ever-bright City, Qujiang
exactly drive tourism customer groups
within the region to be converted to
commercial consumer groups to some
extent, and further form three centers,
namely, tourism, commerce and culture.
Xi'an Joy City relies on regional advan-
tages and introduces new brands to
build commercial benchmarking project
radiating northwest with a variety of rich
formats and innovative brand portfolio
and format ratio.
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STRONGEST FLAGSHIP BRAND PORT-
FOLIO AND NEW FASHION ENTER-
TAINMENT OF ANCIENT CITY

Cooperation with unique project posi-
tioning and full utilization of brand ad-
vantages of Joy City. The brand portfo-
lio of Xi’an Joy City is a big highlight of
the project, gathering a series of luxury
brands with active performance and
high acceptance degree in market, and
pertinently introducing some brands
related to fashion, luxury and modern
lifestyle types. Xi’ an Joy City will push
fashion and trend degree of Xi’an to
a new level, and bring more trendy
consumption experience for Xi’an con-
sumers. The investment attraction rate
of the first shop of Xi’an exceeds 30%,
while the investment attraction rate of
the first shop of city area exceeds 60%.

SYNCRETIC APPEARANCE DESIGN
WITH ANCIENT AND MODERN CODE
& ONE IMAGE WITH CLASSIC AND
TRENDS SIDES

Being located in the Big Wild Goose
Pagoda, Xi'an Joy City adopts modern
glass curtain wall and traditional Chi-
nese roof design, which shows both
young and stylish temperament of Joy
City and strong cultural atmosphere of

the surrounding area. It achieves the fu-
sion of tradition and modern and unifi-
cation of world and Xi'an. Xi'an Joy City
belongs to the world.

INNOVATIVE FEATURED THEME
BLOCKS LEAD CITY BUSINESS
TRENDS

Xi'an Joy City is located in the central
prime area of Qujiang New District and
its surrounding communities are the
gathering place of high and medium
income groups in Xi’an. Xi’ an Joy City
will make the best of surrounding big
IP, and focus on young consumers pay-
ing attention to interest enjoyment and
combine local catering habits and fash-
ion trend so as to drive the economic
development of business circles, Xi’ an
even northwest through creating crea-
tive catering blocks.

XI'AN’S LARGEST INDOOR SINK
SQUARE AND NEW SOCIAL SPACE

Joy City is planning to build the largest
indoor sink square by means of getting
through the first floor and the ground
floor with open ladder. This strives to
design vertical flow and then realize
concept of “several first floors”. At the
same time, it creates a vast space sense.
The sink square also integrates leisure
area, fun activities and viewing functions
to build a social home court of fashion
culture, providing a high-quality social
space and becoming the preferred com-
munity of social groups.

XI'AN’S LARGEST INDOOR SINK
SQUARE AND NEW SOCIAL SPACE

Xi'an Joy City designs a colorful screen
on the top of building for creating fully
shock visual experience. People enjoy
customized sky films for free switch with
the excellent sound and light systems,
which decorates indoor atmosphere to
offer customers a unique visual feast.
The sky films are supported by colorful
external wall to build a light and shadow
landmark for the city.

79



2018=

GRAND OPEN
RFELR

ﬁﬁwﬁwf
Prauani
DFF TR ,.“IH l

i

e -

Ay
ﬁﬁﬂﬂnunm
i
L g

ImB#R PROJECT OVERVIEW

Tt kBt a]
AL E R
EFLER
EhNIE

ERAM
IRV E

FAE

2018412 H1H

2915 BFEHEK

T ERREX

RS ESE. RITITEES, BR
HMBZEBEIR, XU BB, ZIRER
IRIEE

Tty ERREHX

S —RE B E O TS, FRIREIES
5giigxrgn

2. 35 (MME8E, #h R2E),5
SE(M E10E, T 12),6 S
2B #T1E)

2467 A

OPENING TIME

COMMERCIAL
AREA
ARCHITECTURAL
COMPOSITION
ANCHOR STORES

GEOGRAPHIC
POSITION

MAIN
STRUCTURE

PARKING LOTS

Dec. 1, 2018
About 150,000 m?

Shopping mall, theme blocks

Fast fashion collection stores,
Women’ s wear collection stores
of designers, Domestic famous
chain catering restaurants, Cultural
characteristics catering restaurants,
Pan-entertainment experience
collection space

Be next to the core area of main
city of Kunming, intersection of
Huancheng South Road and Nanba
Road

Building 2 and 3 (8 floors overground,
2 floors underground), Building

5 (10 floors overground, 1floor
underground), Building 6 (12 floors
overground, 1 floor underground)
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Kunming Joy City is located in the
commercial core area of inner ring,
Kunming, adjacent to “Jinmafang”
and “Panlong River”, city coordi-
nates, close to Metro Line 2, next to
Huancheng South Road in the north
and Nanba Road in the east, with su-
perior geographic position. Located
above old Luosiwan which is deemed
as a millennial business pulse and re-
lying on the bank of Panlong River,
Mother River of Kunming, the project
is not only the gateway of Nanshi
District, Kunming, but also the inter-
section between Pan-asian financial
industry region and Chenggong New
Town and other important develop-
ment areas of Kunming.
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“Development towards radiation
centers of South Asia and Southeast
Asia” has become a strategic position-
ing of spanning development of Yunnan.
As provincial capital of Yunnan Prov-
ince, Kunming is a gateway city in China
towards South Asia and Southeast Asia,
with local pleasant climate, graceful en-
vironment and multi-culture, has abun-
dant tourism, culture and commerce
and trade resources, and high-quality
market environment and commercial
atmosphere, which breeds new market
opportunity points for the development
of urban economic level.
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New City Center

When young, fashion, trendy and taste-
ful Joy City encounters open, inclusive,
vivid and high-quality Chuncheng. Tak-
ing young fashion and young family cus-
tomer groups at the mental age of 18-35
as the core who pursue fashion trend,
consider family growth and have certain
pursuit for life quality, continuing the
“young, fashion, trendy and tasteful”
brand genes of Joy City, combining the
future city planning and development
center of Kunming, and considering 4C
(trend, culture, life and tourism) new
center as development concept, and
thus building a new benchmark for busi-
ness complex of Kunming.

New Trendy Center

leading fashion trendy gathering place,
fashion brand business body and trendy
cutting-edge brand in Kunming.

New Cultural Center

first cultural and commercial territory
of Kunming, local deep ploughing cul-
ture of Kunming, leading and focusing
on excellent cultural products around
the whole country and realizing perfect
combination between culture and com-
merce.

New Living Center

new family weekend lifestyle, fire-new
life experience high-quality household
life in Kunming

New Tourism Center

first station of tourism and shopping in
Kunming, future destination combining
commerce and tourism and overturning
one-stop tourism experience.

83



BEEE Ktk
BUSINESS AREA OVERVIEW REGIONAL ADVANTAGE_ e

HIRARHEAREXTRAESHRRARX EXARRLERISHXES
A FROME” RZOMIE, KB KA BB X I
EEITERSFE, BHEE, AEHFROE K —SEHE
PRACTE S X, HEF2 A5 P B S M TS P Al jY SARR EFT RO
BEEHROMEERS PO, BRRRT  BMBHFE. HREAHE, S
SR, IRARSWSSHEATWHRE  RESHTERNS, Ik, Ki
HREFEE. RlEFHX (IR “XE" ) NE FTANRBINERFHERZE
EAO166 B, BEBERNINR, ZKIBEAO  #ASEBETZRESR, %
REEA, THESHERAANS, SFXRES N
DB NNBESE, ARENRTEE, Wuhan Joy City is situated in di® 2 'iu
opposite to Administration Com :
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han East Lake high-tech development  district of “Optics Valley Center” head-
zone, Wuhan city. The “Optics Valley  quarters, is close to No. 4 Optics Valley
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2387 A

Dec.2021

148,000m?

Shopping centers, Grade-A office
space, high-end residential, fine
apartment

ew cinema, boutique supermarkets,
creative bookstore, entertainment
experience shop, sports fitness,
fashion retail, food and beverage,
lifestyle, parent-child format, Cow-
orking Space

Interpoint of the first Qianjin road
and the second Chuangyeroad,-
Bao’an District,shenzhen City

7 floors on the ground, 4 floors un-
derground

2387
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Bao’ an Joy City is located in the core
business district of Baoan District, west of
Shenzhen. The project is tight in the middle
and high-end residential areas such as the
former sea and Bao’ an central area. The
surrounding area has a population of about
500,000, and the core customers are 23-
29 years old youth and young families
aged 30-35. The future business growth of
the region within five kilometers is nearly

88

one million. As the first project in southern
China, Bao’ an Joy City has immeasurable
business development potential.

Bao’an is located in the western Shenzhen
coastal vitality belt,which is the industrial
and technology innovation area of Shen-
zhen.On the background of implementing
free trade development plan, Shenzhen’s
development is continuing. The future of
Hong Kong and Macao is in Shenzhen and
the future of Shenzhen is in the western
part.Joy City is becoming a leader of the
city-level business district belonging with
the develpoment of business from east to
west , which will rely on location, transpor-
tation, space and other advantages.It will
radiate the whole Shenzhen, becoming a
unique specialty of Shenzhen and leading
commetcial of Guangdong, Hong Kong and
Macao city.

K%K %
REGIONAL ADVANTAGE
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SHWMHK L=, BEINEAREXN I AR,
20 DHERTINAERZE R, KB
HETFE, BB

Bao'an Joy City is located in the Qian
hai radiation area, being in middle
point of the western part of old city
area. It is double covered by rail tran-
sit line 5 and line 12. It is only 3 km
from the Qian Hai free trade area and
holding 20-minute car drive to reach
Baoan International Airport.It closes
to the city main road and fully sur-
rounds mature traffic network.
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SOUTH CHINA'S FIRST MASTERPIECE TO
BUILD URBAN LANDMARKS

As the starting project of Joy City brand
in southern China, Bao’ an Joy City is 2.0
version of Joy City family. The project is cre-
ating a high standard work with great char-
acteristics of Shenzhen. Project is planning
overall corridor system to create a three-di-
mensional public space system. The integra-
tion of many functional areas is showing an
open attitude to embrace the entire city. Ar-
chitectural design style is smooth, modern
and simple, which makes the architectural
features gathering a self-IP, radiating remote
passenger to formate unique city logo.

A WONDERLAND FOR RECREATION

we will create a wonderland for our custom-
ers, where they can enjoy fashion trends,

cultural and creative filed -fashion trends,
cultural and creative filed, scientific and
technological innovation, entertainment
vitality, parent-child experience, lifestyle and

food culture,which is for building a lifestyle
experience centre.

FOCUS ON 18-35 YEARS OLD NEW MID-
DLE-CLASS RADIATE HIGH-QUALITY
CUSTOMERS

Bao’ an Joy City features in being young,
chic, trendy and tasty and quality”and its
marketing strategy It will constantly build
passenger flow engine through creating
product force and marketing innovation.
Young people and young family customers
is its main target groups.It is a must-do to
radiate remote customers on the basis of
doing a good job on the surrounding cus-
tomer operation.

SCENIC THEME BLOCKS TO CREATE A
NEW SHOPPING EXPERIENCE

For continuating the Joy City family theme
street DNA and open new shopping center
scene experience era, it use five theme
space to layout the characteristics of the for-
mat and then formate the memory point of
floors to show a flat and three-dimensional
interaction of the new shopping experience,
creating a unique theme of Shenzhen crea-
tive district.
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Jingxi Joy City holds a convenient trans-
portation, closing to Metro Line 1 Apple
Orchard Station and directly connecting
the Fourth Ring Road and Fifth Ring
Road.The project will connect to Bei-
jing’ s largest three-dimensional traffic
hub - Apple orchard transport hub. In the
future,it will be built to a large-scale con-
venient transportation hub gathering the
bus terminal, BRT bus line, S1 line light
rail terminal, Line 1, Line 6 (Phase Il under
construction) and commercial group.
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Shijingshan District is the development
zone of the city and the important
connection point of the Haidian, Feng-
tai and Mentougou.There is a lack of
municipal shopping district in western
Beijing. And its business district is more
scattered. Almost all commercial pro-
jects is egional-based type. As a leader
in western Beijing business, Jingxi Joy
City will reshape Beijing’ s business
landscape. Tis project locks in customer
groups which is high-income, high con-
sumption, high-quality bourgeoisie, elite
community and the emerging middle
class. It will grasp the forefront of con-
sumer fashion trends and cultural prop-
erties, focusing on creating Beijing West
landmark and leading-level IP.

3120
PROJECT HIGHLIGHTS
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In terms of architectural design, the
project was designed by CallisonRTKL
(formerly known as the two most influ-
ential urban planning and architectural
design companies). For enhancing the
visual memory of consumers , creat-

ing landmark buildings and taking into
account the growing concern about
healthy nature Ecology, attention to
human feelings of many factors, Beijing
West Joy City will build Beijing's first
"breathe the mall”. Beijing West Joy
City use a large area of natural light
source and vertical green space,, in-
troduct a large number of green plants.
Also, it creates indoor space of outdoor
street feeling, indoor and outdoor land-
scape interactive space and the water
space and other means.

In brand side, it will build the flagship
stores’ market in western Beijing. It will
create the latest image and the most
fresh fashion sense of benchmarking
through the cross-layer, layer loft, open-
ing space and other architectural forms.
There is a introduction of a number of
lifestyle cross-border concept stores and
flagship stores, such as MUJI, Beast, Fiefs
and other lifestyle brands. At the same
time, the project will design the most
special dining experience district and
create flagship of leisure space through
indoor and outdoor pendulum, outdoor
terrace, window dining area. The spacial
restaurant floor moving line and direc-
tion layout ofretail floor will help to cre-
ate the most stylish leisure space.
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Chongging is the gateway city of Ha : o
one of the eight central cities. The project belong
Central Park plate, being located in Chongging Hé'cond center zone.
The region holds Asia's first city park. It is planning
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COMMERCIAL 177,000m?

AREA

GEOGRAPHIC Inside the first ring road of
POSITION downtown area in Guiyang city, at

the confluence of Huaxi Avenue and
Ruijin South Road.
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Joy City Property signed a strategic cooperation agreement with Guiyang
Hengfeng Real Estate Development Company in July, 2016.

' ' L . ’ 3 Guiyang, capital of Guizhou province, is the central city of southwest
i 5 : China. As an important national eco-leisure resort city and the big data
y 2 - industry cluster district, Guiyang owns a potential of development. In
N G J o Y C I T 2015, Guiyang ranked 1st in GDP growth among all the provincial cities
- -y 3 ey nationwide. Under the strong support of the Guiyang city hall, Joy City
- W TSR . decided to enter this prosperous city.
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emotionality, interaction and enlighten-
ing: for the characteristics of emotion-
ality demand, they hope to enhance the
warm relations, and jointly experience
synchronous growth with families and
friends; for the characteristics of func-
tlonallty demand, they pursue for qual-
|tﬁnd always look forward to some
small surprises in common life pace; for
aracteristics of social demand,
embrace open communities and
hope to integrate living environment
and public space of natural and ecologi=
cal cities; for the characteristics of men-
tal demand, they wish to expand their
aspiration taste and improve individual
taste awareness under the guidance of
quality Iife---;--

entertainment, social contact, family and
parent-children businesses. As a quality
life service provider, it is committed into
leading the industry trend of regional
business center, improving the value of
surrounding areas and radiating urban

groupsina vae.
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Bear positivity, inclusiveness and sense of warmth, clear- Bear strong specifi
ly convey brand and enterprise theory and associate life es the cheeks and ha asant image, convey
aesthetics and ideal world outlined by the brand , which brand theory with nove le intonation, which is
asy to build an integrated brand impression. beneficial to form me d spreading.

mth as wind caress-

L
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”

Inherit classic connotation of “Joy” brand, integrate mo
of ideal life, convey the beauty and freshness feeling of life hich is
beneficial to spread the brand in international occasion, deep
brand impression to relevant parent brands and reinforce the brand
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JOY BREEZE AND JOY CITY

BRAND MODEL COMPARISON

At
Joy city

AREXKE
JOY BREEZE

KiREXES K5

AV R HR XTI EL

JOY BREEZE AND JOY CITY

BUSINESS INDICATOR COMPARISON

an A
Brand
Connotation

Fi2NE- R @A
Young-Fashion-Trendy-Tasteful

R A -IE R AL
Warm:Fashion- Cozy-Tasteful

kR E (L

Brand Positioning

HEMXW

Youth culture

EEER
Life Aesthetics

arnhE4F R
Brand
Characteristics

BRSERALEFEST MEFCIH
Trendy attitudes Integration into life
Abundance and diversification
Fresh originality

FENMBREFESTEREE EFZER
Rapport temperature Abundance and
diversity Life expansion Aesthetic inter-
est

=1 b AREXE
INDICATORS JOY CITY JOY BREEZE
ElEbel —SME—ZHHIZOEX. BIEX., —Z&IR IR OEX, Z&mi 0SB
Level of VAT Z 23k Th 89422 Vi Non-core business districts of first-tier cities and core
business Core business districts and sub business districts of business districts of second-tier cities
district first-tier and quasi-first-tier cities and core business
districts of second-tier cities
HEGS A ESERLL 10 & 20 HEAKAE A EHAER 5 FEAKU L

Project scale

Focusing on the commercial construction area from
100,000 to 200,000 square meters

Commercial construction area is more than 50,000
square meters

EEEE

Radiation scope

LS
Radiating the whole city

RETXIE

Radiating regions

m bR RIE

Brand Promises

THRANARNE , LB F ki, HREEF;
THRANARTE, REFEN R,
REDEN EEES B SFEGE R, ThE
NIRRT LE AN B BEN RS, Bl
BRI

The number of permanent resident pop-
ulation is more than 300,000 within 3
kilometers in surrounding area

NEBRMAAN RSB EE,; HEER
EFEHR, TREEEFHRZ, UREML
RERABD, EBEFBES RALE, B
NREXFENRREELS, UEFEREHE
E£E, BADANRRIERS XEIE IR,

The number of permanent resident popu-
lation is more than 200,000 within 3 kilo-
meters in surrounding area

Ais A0 B8 3 ARREEAOKERDTF 30 5A B8 3 AEREEAOKEARDTF 20 5A

Surrounding The number of permanent resident population The number of permanent resident population is more

population is more than 300,000 within 3 kilometers in sur- than 200,000 within 3 kilometers in surrounding area
rounding area

YMEBRZIE FWHTFERICL, EO—RUMEKLERIX ek = SRS M E T4

External Being located at intersection of urban trunk roads, Above metro station or trunk line of road network

transport with at least one Metro Line

2 v 4 TE BIR RREERLR 5:3:2 BE BN RREERLR

Business Retail: catering: entertainment life is 5:3:2 4:3:35%3:4:3

format ratio

Retail: catering: entertainment life is 4:3:3 or 3:4:3

BEEM
Customer group
positioning

18-35 SHEMHRFTMREEE
18-35-year-old emerging middle class customer
groups

25-45 SFERR RN REEE
25-45-year-old young and mature middle class cus-
tomer groups

LR kg
and of Joy City

EFA AU AR
Business format of lifestyle and experience type
ness format
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Suzhou is main tourism city around the
country, and the project is located at
Xiangcheng District, Suzhou City, seam-
lessly connects Longdaobang Station,
terminal station of Metro Line 4, and is
close to Middle Ring Expressway, Su-
zhou, thus being convenient to arrive
at various districts of Suzhou. The res-
idences around the project are dense,
radiating a total of more than 400,000
population.

XA %H
REGIONAL ADVANTAGE

AmMBTEEMA"P+R” INH, BI Park
and Ride,'P+R &= P 85 % R 1513k,
EE L X TR I i B B R R R
RBE , KIMBERE WIS, FSERIE AR
AREEF . ARFHRIGZW, ARENE
BB RIRIRF.

TR E B R B R R T R R A,
RRAECDER 21.7 FHAE, RFKITIER
ALLCThREMEIR M " AR, IR, MAEH
ERE, XA EL, ARE. Wi HERRR
T RBEF A o

The municipal project positioning is “P
+R” project, namely Park and Ride. The
“P + R” mode in which P means park
and R means ride is the traffic mode
adopted universally by office workers in
some foreign big cities at present. In ad-
dition to commerce, the project will syn-
chronously construct large-scale public
parking lots, initial and terminal bus sta-
tions as well as other business formats,
and the radiation scope of the project
will also be significantly expanded.

The northwest side of the project is
close to urban Central Park in planning.
Covering an area of 21.7 square kilome-
ters in total, the Central Park will be con-
structed to be a suburb park that takes
“functional wetlands” as main body,
health and flower viewing as theme, and
culture as mainline, and family and ex-
cursion as theme.

X2 30
PROJECT HIGHLIGHTS
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After “Joy City”, the project is repre-
sentative of new product line of COFCO
commercial property-“Joy Breeze”.
Its overall architectural form is boxes
and blocks, and it will integrate cul-
ture of Suzhou City and jointly create a
comfortable, cozy and indoor and out-
door-combination living center with the
theme of quality, family and experience
together with surrounding Central Park.

Attt re
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OPENING 2020

TIME

COMMERCIAL 58,000 m?
AREA

CONSTRUCTION 106,000 m?
AREA

GEOGRAPHICAL No. 38, East Street, Huangcun, Daxing
POSITION District, Beijing

MAIN STRUCTURE  Two connected buildings, 6 floors
aboveground, 7 floors partially and 1
floor underground

PARKING LOTS 1,200
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BEJING JOY BREEZE (bAXING PROJECT)
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PROJECT HIGHLIGHTS
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Located at traditional business district,
Daxing District-Huangcun Business
District, Beijing Joy Breeze (Daxing
Project) has good business fundamen-
tals and value potential; residences are
dense within the business district, and
the number of population within 5 km
scope through taking the project as the
core exceeds 800,000; residents with-
in the region have good consumption
habits and urgently need quality-type
commerce to satisfy one-stop needs of
shopping, life, entertainment and expe-
rience and others so as to develop the
consumption potential.

R
REGIONAL ADVANTAGE

KX ERREE R RPEBZOK, 448
LT, BEEBRIRL, EEERHIK, R
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Daxing District is located at central core area
of coordinated development of Beijing-Tian-
jin-Hebei region, possesses a new airport, is
adjacent to sub center, connects Xiong’an
New District, thus develops to be important
strategic nodes of Bohai Economic Circle
and Beijing-Tianjin-Hebei industrial belt and
positioned as new capital gateway of interna-
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tional exchange, therefore, its development
prospect is inestimable.

Beijing Joy Breeze (Daxing Project) is
located in core urban area, Daxing District,
only 900 m away from Huangcun West
Station on Metro Line 4, is adjacent to
Beijing-Kaifeng Highway, and people can
easily arrive the whole city by several bus
routes. Under the opportunity of upgrad-
ing of regional cities, industrial upgrading
and consumption upgrading, Daxing Joy
Breeze embraces the best opportunity

of development.

ENTFETE BSEARERR
IERERABERE (KB ) URIREBZR
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RECONSTRUCT STOCK SPACE
TO CREATE NATURAL
INTERACTIVE SCENE

Beijing Joy Breeze (Daxing Project)
focuses on two connected buildings to
build the conception of 3 first floor and
form 2 gardens, and a sink landscape
avenue is built on the east side of the
project. A set-back model is set up on
each floor of north side of the project,
forming perfect interaction with out-
door landscape. A Floor B1-6F void
structure is formed inside the project,
and a cross-layer pedestrian ladder
is increased on the place where two
buildings are connected. Naturally inter-
active, easy and comfortable shopping
experience is created from the perspec-
tive of building space.

INHERITANCE OF REGIONAL
CULTURE CONSTRUCTS AESTHETIC
INTEREST SPACE

Located at square in front of the pro-
ject, Fire God Temple, Daxing District
becomes sole IP of the project. Bei-
jing Joy Breeze (Daxing Project) takes
“the lanterns” as main concept from
overall design, and the shape of “the
lanterns” is created in the northeast
side of the project and connection place
of buildings and from 1F to 5F so as to
inherit the culture of Fire God Temple
and display the architectural aesthetics
crashed between traditional culture and
modern commerce. Daxing Joy Breeze
improves cultural ethos, depicts and

inscribes aesthetic interest, reinforces
soul talk and builds landmark interest
space of life aesthetics in southern cities
in Beijing by virtue of 5-6F movie theme
blocks and bookstores and others and
in combination with future art and liter-
ature exhibition.

PAY ATTENTION TO EMOTIONAL
LINK AND LEAD CONSUMPTION
UPGRADING AND MAINTENANCE

Beijing Joy Breeze (Daxing Project)
sticks to the objective of “meeting in
breeze and leisurely enjoying interesting
life”, and mainly concentrates on the
project positioning of “Warm-Elegant
Living”. The project breaks through
original commercial constraint, instead,
increases the proportion of lifestyle type
business formats and brand concept
stores and living stores. In addition, the
project makes use of the advantages of
gardens, sink squares and roof gardens
to set up outdoor light meal restaurants,
pet coffee stores and rooftop bars as
well as other integrated business for-
mats. The project also increases moth-
er-and-child facilities and convenient
service facilities in public areas to build
a mother-and-child friendly and pet
friendly shopping mall, increase the
emotional connection point with con-
sumers, and sticks to be a suggester
and provider of quality lifestyle of
middle class in the area to usher in con-
sumption upgrading and maintenance
of Daxing District.
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JiMo Economic Developme'nf Zone,'
Qingdao (intersection of Changguan_g
Road and Mengwang Road)

Commercial area is composed of shop-
ping malls and block commerce, and
operating floors are B1-3F

More than 440
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The project is located in core develop-
ment area of JiMo New Town, and its
commercial lot is closely adjacent to
the new address of the government of o —
Jimo District, thus regional advantage
is obvious. The area belongs to emerg-
ing business district of Jimo, and will
develop to be administrative, commer-
cial and high-tech research and devel-
opment center in the future, with huge
development potential.

120
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REGIONAL ADVANTAGE

DS eEa szl SBENMYEREY
RO—H=%"NEEENHES, MEM
EXEFEMRENEBEFFALRK, s
HITERRES, EREVHNSREHN, K
FRESIAXERERT, BEERERFW AL
REFXNFNCEEREAT, INEFR
IABMUAEREE, BHEHBALDEE 30
BN ZEBEAEREEEN, BXAREE
EBIEENRUFBRIE, BEELTE
WiinF RELBR KRR, mESBYHE
IEERNMAEFWEE R BEMN

Taking Blue Silicon Valley as the core,
the government of Qingdao plans to
construct the bay-type city pattern
of “one development axis and three
convergence belts” in Jimo, and the
area where the project is located is sit-
uated at Blue Economic Development

Zone which is mainly committed into
building a modern ecological compre-
hensive new town suitable for living
and operation, and the area will attract
numerous government and enterprise
employees, talents in blue science and
technology industry as well as new
era young families in old urban area to
settle. Within 3 kilometers around the
project, a number of residences will be
planned, radiating a total of more than
300,000 population, and customer
groups have high consumption ability
and have strong business needs for
proximal living-type high-frequency
consumption. Jimo is in the critical
stage of upgrading and transformation
of commercial market, and small-scale
business with high quality and best
shopping experience will embrace a
development opportunity.

BALRR
PROJECT HIGHLIGHTS
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Qingdao Joy Breeze is representative of
new product line of COFCO commercial
property after “Joy City”. Its overall
architectural form is boxes and blocks,
and it integrates cultural deposit of Jimo
ancient city and future temperament
of Blue Silicon Valley, creates warm,
fashion, cozy and tasteful shopping ex-
perience, constructs a fashion pleasant
living center that combines indoor and
outdoor experience and takes exquisite
life, family children and entertainment
experience as theme.
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BEIJING JOY BREEZE (FENGTAI PROJECT)
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Beijing Joy Breeze(Fengtai Project)
is situated in the south hinterland of
Beijing, close to international central
business district of south-central axis,
and is equipped with Metro Line 4 and
Metro Line 19 in surrounding area (by
the end of 2020), can realize transfer by
several routes, and there are more than
800,000 business groups being cov-
ered in the commuting circle within half
an hour, and people can fastly arrive at
the central business disctict via Huaixin
West Road (two-way six-lane), South
4th Ring Road and Beijing-Kaifeng
Highway; more than 10 bus routes
weave with rail transit and form road
network. In addition, crowd assembling
effect brought from almost 100,000
permanent population around the pro-
ject and rail transit with daily average
100,000 passenger flow will help Huaix-
in Joy Breeze to achive success.

RiZMR %
REGIONAL ADVANTAGE
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Fengtai District will be planned to be
main supporting district of function po-
sitioning of “four centers” of capital in
the future, and posositioned to be new
business district of integrated develop-
ment of technological innovation and
financial services, wherein, the Nanyu-
an-Dahongmen area where the project
is located is the growth pole to drive the
development of South region, and de-
velops to be a diversified urban complex
which is characterized with commercial
business transferred from development
of industrial lands and integrates ad-
ministrative office, scientific and tech-
nological culture and business finance,
Beijing Joy Breeze(Fengtai Project), as
a pioneer of commerce of south area of
Beijing, will improve the micro-environ-
ment of the area.

B RS
PROJECT HIGHLIGHTS
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In terms of architectural design,
designed by 5 + Design Consulting
Co., Ltd. (consisting of designers of
The Jerde Partnership), Beijing Joy
Breeze(Fengtai Project), through
connecting corridors, achieves the
linkage of shopping mall, hotel, office
building, apartment, residence and
traffic, and build a complete three-

dimensional space environment,
meanwhile, considers both health
and leisure concepts to build modern
composite ecosphere. A set-back model
is set on each floor to create indoor
and outdoor interaction and catering
space, and the sole roof garden and
viewing and leisure platform within the
business district are regional highlights,
three sink squares achieve three-way
drainage of south, north and central
squares, and maximize underground
commercial space value, and create a
sharing leisure platform and interactive
space. Indoor and outdoor set-back
models are split-level and landscape
anchor stores are staggered, and
flexible commercial space creates an
extreme experience.

In terms of brand portfolio, endorsed
by Joy City system, Beijing Joy
Breeze(Fengtai Project) focuses on cre-
ating a lifestyle atmosphere, which will
improve the regional micro-environment
and lead a new consumption mode and
lifestyle; it introduces the first lifestyle
brands in south Beijing such as MUJI and
BEAST to enhance the diversity and ex-
perience of brand culture through brand
portfolio and marketing activities, and
vigorously holds high-quality cultural ac-
tivties to highlight lifestyle and emotional
exchange, and matches the floor-to-floor
set-back model design of the project
with romantic catering so as to create a
ranmantic living harbor.
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Shine Hills is a panoramic open-style leisure commercial street, an
international life sample of humanities and nature. It has gathered nearly
200 international retail, specialty catéring, leisure and entertainment,
children’'s educational and innovative experience brands, and presents the
first “city micro-holiday” theme living town in China.
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JOINING THE FIELD
LIVING IN THE HEART
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Shine Hills is committed to creating a warm business atmosphere and beautiful
memories, bringing a fresh and exciting experience to every customer. With the
main functions of European style buildings, situational activities, organic commercial
proportion and family consumption scenes, it provides high-quality living areas for
target customers, aiming to promote urban development.
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LIVING IN THE HEART
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It means to become a spiritual home
and living center. With “family sharing
economy” as the operating model,
Shine Hills creates a micro-holiday and
characteristic space and family gath-
ering experience. A series of featured
brand activities have been held for
many years and are constantly upgrad-
ed to improve commercial viscosity and
to absorb consumer loyalty.

130

I ER1% _
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With the position of “joining the field
and living in the heart”, Shine Hills aims
to become a lifestyle block, a free block
and a future block with international
quality for “world citizens”.
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It is located in the central villa area
and the airport economic zone, ad-
jacent to the Beijing Capital Interna-
tional Airport and the New National
Exhibition Center. Targeting the high-
end customer of the region, it attracts
the middle class of the city.

FAMECOED
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OPERATION CONDITION

RIHHER 5.96 12
7C, L8 16.7%
The cumulative sales
amounted to 596
million yuan, a year-
on-year increase of
16.7%;

R+ 764.6 AR,
ELEig 21.5%

The number of
passengers flow was
7.65 million, a year-
on-year increase of
21.5%.
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It is committed to creating a warm busi-
ness atmosphere, bringing a new and
delightful experience to every customer,
creating a gathering and settling place
for people in the new era.

With “family sharing economy “as the
operating model, it creates a micro-holi-
day and features space and family gath-

ering experience, presenting the first
“city micro-holiday” theme living town
in China.

Integrate natural landscape into busi-
ness planning, use different climatic
conditions, continue to deeply cultivate
independent IP; Strengthen the charac-
teristic brand activities with the town la-
bel, promote the sub-platform to create
a multi-energy group.

The outdoor art season, the first
world-class street culture and art
feast, meets the top free art and inter-
esting soul.

The Snow Carnival presents a classic
exhibition of hundreds of ice and snow
masterpieces with National Geogra-
phy; The Windmill Festival Carnival

invites artists from the Central Acad-
emy of Fine Arts to participate in the
design and creation of 100 exclusive
windmill parties with its members.

Regularly hold a small town market
to help the town carry out brand
management and create surprises
for customers; Building a pet-friendly
platform in the town to create a con-
venient living experience.
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The town of Shenyang Xiangyun is a life-theme commercial project operated by the
state-owned enterprise, COFCO property Group Ltd. that is well-known for its com-
mercial operations. Located at the Beijinlang Economic Center in Huanggu District
(a key planning area in Shenyang), the project mainly serves customers from high-
end communities and office buidlings, and builds a food, culture, and quality living
center that integrates business services and family life.
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Hong Yun Street is a commercial project operated by COFCO property Group Ltd.,
which focuses on various lifestyle themes.

Panzhihua-Chengdu Iron and Steel area plays an essential role in Chengdu—The
Porch of the City. With various successful examples of creating thematic commercial
streets, this project is envisioned to be a district for the elites of Chengdu providing
them with a refined, luxurious and carefree living environment. The Hong Yun Street
project is consisting of cultural and gourmet experience areas in the city center.
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Wuhou area-Chengdu-China

About 2000 mu
Flower city, Hibiscus town

Culture, Ecological, Health, Experience,
Family Outings

Middle-class family, youth groups, tourist,
merchant

Hibiscus splendid scene, Hibiscus theatre,
natural education, Zoological garden.
theme bazaar, Internationale public
welfare, Outdoor exercise
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Joy park intends to build a natural city vacation resort at
main urban area in Chengdu, integrating industries that
cover ecology, entertainment, health, creative culture, shar-
ing economy, and commercial exhibition, etc. Insisting on
the five-in-one-development ideology, the project covers
multiple commercial forms and promotes green and cultur-
al industries, which can contribute Chengdu to a beautiful
livable park city.
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INTEGRATING THE DIVERSIFIED WORLD
WITH A BROAD MIND

CREATING A WONDERFUL FUTURE WITH
AGGRESSIVENESS AND GREAT EFFORT

JOY CITY URBAN COMPLEX WILL
ACHIEVE MUTUAL SUCCESS WITH YOU
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