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Global Luxury Goods: The Rise of Chinese Leather Goods Brands

A number of Chinese local brands are emerging as credible contenders in the fashion and
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> +41582 793 196 leather goods space. In this note, we focus on the leather goods champions—specifically
luca.solca@bernsteinsg.com Songmont, Qiuzhen, Grotto, Dissona, and Bampo—and assess their rise and implications for
the broader luxury landscape.
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Chinese leather goods brands are emerging as credible contenders in the domestic
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market. Songmont exemplifies the rapid rise of local brands, as the leading domestic

Eric Chen, CEA players now account for roughly 18% of Tmall sales (vs. 19% by the top overseas brands)
+852 2123 2628 and have significantly outgrown both global peers and the overall category, witha +51%
' arEElenghistainggoom CAGR between 2021 and 2025. This momentum accelerated from 2024 due to increasing

consumer sensitivity to price and value (see Global Luxury Goods: The Value for Money
Yi-Peng Khoo, CFA ‘ AL : . A
+44 90 7676 6899 Oue.stlon and Global Luxury Goods: Chinese demand dynamics), with Songmont standing
yi-peng.khoo@bernsteinsg.com outin both scale and growth.
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Specialist Sales Compelling pricing and the popularity of hero products have been key drivers
) of volume-led growth among Chinese leather goods leaders. Most of the growth
@ ﬂ:;‘ggsgg 4044 came from unit expansion (+37% CAGR) rather than pricing (+10%), reflecting a focus on
. > alix.turner@bernsteinsg.com accessible price points. However, these brands rely heavily on a concentrated set of hero
SKUs, creating both growth upside and risk. Songmont appears ahead of the pack being
better diversified (top 10 SKUs make up 53% sales vs. others at 60-70%) and gradually

moving into higher price points.

Leading domestic players are working to narrow the gap with global peers in brand
building and distribution. There appears to be a deliberate effort at Songmont to become
a culture-driven label rooted in Eastern aesthetics and contemporary narratives. Its product
design emphasizes natural imagery, functionality, and relevance to modern women's daily
lives. This positioning is reinforced through non-product initiatives, including a successful
podcast addressing the perspectives and challenges of its target audience, flagship store
concepts aligned with its design language, and the “Song of Mont” pop-up during Paris
Fashion Week, which extended its cultural narrative onto a global stage.

The rise of the “luxury orphan” consumer has further accelerated the rise of
domestic brands. Chinese leather goods brands have captured the gap between high-
end luxury and mass-market fashion by offering products that combine quality, design,

and accessible pricing (SKUs priced in the CNY1-3k range represent 80-90% sales),

just at a time when consumers have become more value-conscious (see Global Luxury
Goods: The Prosecco of Soft Luxury). Given the significant price gap versus global luxury
houses, their growth has likely come at the expense of smaller, fragmented brands. Looking
ahead, continued expansion both domestically and internationally is expected to exert
increasing pressure on the accessible luxury segment, including brands such as Coach and
Longchamp, especially as leading players like Songmont continue to move upmarket.

Continued on the next page...
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... continued from the first page

There is limited evidence to suggest that nationalism is driving the shift; value-
for-money and product-market fit remain the primary drivers. Consumer preference
appears to be driven primarily by strong value propositions rather than brand origin, as both
domestic and international brands continue to succeed when they offer compelling pricing,
design, and innovation across both soft (e.g. Chanel under Matthieu Blazy) (see Global
Luxury Goods Mega-transect: Resilient Labour Day traffic) and hard luxury (e.g. Cartier

and Van Cleef & Arpels) categories (see Global Luxury Goods: Jewellery's organic growth
premium - The 9M25 LFL Brand & Category Price Tracker).

In response, global luxury houses are accelerating localization efforts through
“China-for-China” strategies spanning product development, marketing, and brand
building. Global brands are increasingly adapting to local market dynamics by localizing
leadership, tailoring product assortments, and refining customer engagement strategies,
with initiatives such as Louis Vuitton’s locally driven concepts demonstrating how these
efforts can deliver strong branding and commercial outcomes (see Global Luxury Goods: 10
Key Takeaways from Our Trip to China).
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BERNSTEIN TICKER TABLE

15 Jun 2026 T™ Adjusted EPS Adjusted P/E (x)
Closing Price Rel.

Ticker Rating Cur Price Target Perf. Cur  2025A 2026E 2027E 20256A  2026E 2027E
BIRK (Birkenstock) M  USD 47.93 50.00 (33.8)% EUR 1.85 2.01 2.49 22.3 20.5 16.6
BC.IM (Brunello Cucinelli) O EUR 86.12 108.00 (29.8)% EUR 1.99 2.26 2.65 43.3 38.1 325
BRBY.LN (Burberry) O GBp 1,15400 1,300.00 (156.1)% GBP 0.24 0.39 0.55 47.2 29.7 21.0
CFR.SW (Richemont) O CHF 180.75 200.00 1.2% EUR 5.96 6.89 7 32.9 28.5 25.5
ZGN O usDb 14.77 14.00 49.3% EUR 0.45 0.42 0.60 281 30.1 211
EL.FP (EssilorLuxottica) M  EUR 184.05 185.00 (41.6)% EUR 6.79 7.65 8.95 271 241 20.6
RMS.FP (Hermes) O EUR 1,71200 2,1560.00 (42.9)% EUR 43.12 4433 5247 39.7 38.6 32.6
KER.FP (Kering) M  EUR 262.70 220.00 18.1% EUR 4.35 6.66 10.04 60.4 395 26.2
MC.FP (LVMH) O EUR 512.60 600.00 (7.7)% EUR 22.73 22,22 26,71 22.6 231 19.2
MONC.IM (Moncler) M  EUR 53.84 57560 (11.5)% EUR 2.31 2.44 2.64 23.3 22.1 20.4
1913.HK (Prada SpA) O HKD 40.50 50.00 (59.9)% EUR 0.33 0.32 0.36 13.4 14.1 125
SFER.IM {Ferragamo) O EUR 9.70 8.80 68.6% EUR (0.30) 0.04 0.15 (32.9) 258.3 66.1
UHR.SW (Swatch) O CHF 212.80 180.00 36.3% CHF 0.03 4.32 8.16 N/M 49.2 26.1
SPX 7,5611.35

EDME 1,577.88

EMLSF 6,368.42

ASIAX 2,032.93

O - Outperform, M - Market-Perform, U - Underperform, NR - Not Rated, CS - Coverage Suspended
BRBY.LN, CFR.SW base year is 2026;

Source: Bloomberg, Bernstein estimates and analysis.
INVESTMENT IMPLICATIONS

The emergence of independent and lower-priced handbag brands both in China and abroad - such as Songmont, Cafuné, and
Poléne - underscores a growing value-for-money challenge for global soft luxury players. While these brands are capturing
disproportionate consumer attention—driven by rapid growth and strong resonance with local consumers—they remain
significantly smaller in scale and largely operate within the accessible luxury segment, rather than directly competing with high-
end luxury houses.

Nevertheless, their rise offers important lessons for global luxury brands. Chief among these is the evolving and increasingly
nuanced definition of “appeal” in luxury consumption. As consumers become more sophisticated, appeal extends well beyond
price and product quality to encompass design distinctiveness, cultural relevance, and authenticity. Equally important are non-
product dimensions, including brand storytelling, client engagement, and the retail experience.

Within our coverage, higher-end soft luxury brands with scale—such as Hermés, Dior, and Louis Vuitton—remain relatively
insulated from the competitive pressures posed by rising independent brands, unlike accessible luxury peers that compete
within similar price segments. Their global scale, brand equity, and resource advantages enable sustained investment in product
innovation—through vertical integration and leading creative talent (see Global Luxury Goods: Pricing Divergence)—as well as in
consumer engagement, including elevated retail concepts, global campaigns, experiential activations, and category expansion.
Together, these capabilities reinforce brand heat and desirability, allowing them to sustain momentum and remain relevant (see
Global Luxury Goods: The Battle for Attention) in an increasingly discerning and value-conscious consumer environment.

GLOBAL LUXURY GOODS BERNSTEIN \ SOCIETE GENERALE GROUP 3
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DETAILS

Chinese leather goods brands are emerging as credible contenders in the domestic market. Songmont has become a
prominent example of the broader rise of local Chinese brands, particularly within the leather goods category. Leading domestic
brands now account for approximately 18% of total handbag and luggage sales on Tmall, approaching parity with the combined
share of top overseas brands. As a group, Chinese leather goods specialists - including Songmont, Qiuzhen, Grotto, Dissona,
and Bampo - have delivered a +51% CAGR since 2021, significantly outpacing even strong performers such as Coach, which
grew at +13% CAGR over the same period. This compares with a slight decline of - 1% in total handbag and luggage sales.

The ascent of Chinese local brands gained momentum in 2024 and has continued to accelerate, coinciding with increasing
consumer sensitivity to value-for-money following several years of aggressive price increases by global luxury brands (see
Global Luxury Goods: The Value for Money Question and Global Luxury Goods: Chinese demand dynamics). Among these
players, Songmont stands out not only for its scale (RMB1.3bn LTM sales, equivalent to the next two competitors combined) but
also for its rapid growth trajectory (+59% CAGR from 2021-2025).

EXHIBIT 1: Half of the top 20 best-selling brands on Tmall EXHIBIT 2: Songmont differentiates itself through both

are now Chinese domestic brands its scale and its pace of growth
Tmall Handbag and Luggage Sales - Top 20 Top Chinese Leather Goods Brands - Revenue
Brands (Jun-25 to May-26; CNY mn) Growth Contribution (2021-2025)

Chinese brands highlighted in Oragnge; Leather

Goods Specialists in Red labels 150% 1
130% A
2005 Total sales of top Chinese local leather 110% A
! goods brands stand at CNY4.2bn and 90% -
represents 18% share of total handbag and 70% A
1,293 luggage sales on Tmall 5
774 i
738 1367 30% A
362315 526 223 221218 211 211 209 208 208 207 202 10% A
-10% 4
-30% A
-50% -
2022 2023 2024 2025
#Songmont ®Qiuzhen =Bampo mDissona = Grotto
Source: Moojing, Bernstein analysis Source: Moojing, Bernstein analysis

EXHIBIT 3: The Chinese leather goods champions grew EXHIBIT 4: Share gain by the Chinese leather goods

well ahead of the category sales on Tmall, at +51% champions accelerated since 2024, reaching 15% in
CAGR from 2021 to 2025 2026YTD
Tmall Handbags and Luggage Sales Growth Tmall Handbags and Luggages Sales Share
(2021 to 2025) (2021 to 2026YTD)
2% 2% 3% 5% 9 o
100% +51% CAGR
80% A
60% A
40% 4 +13% CAGR
% o
20% 94% 93% 93% 90% o
0% - 84% || 76%
2 — d " 1%CAGR °
-20% -
2022 2023 2024 2025
Leading Chinese Leather Goods Brandg r T T T T T "
c 2021 2022 2023 2024 2025 2026YTD
oach
Category Total OOthers ®Coach BLeading Chinese Leather Goods Brands
Leading Chinese Leather Goods Brands include Songmont, Qiuzhen, Grotto, Leading Chinese Leather Goods Brands include Songmont, Qiuzhen, Grotto,
Bampo, and Dissona. Coach is owned by Tapestry, covered by Aneesha Sherman. Bampo, and Dissona, 2026YTD includes data up to May-26
Source: Moojing, Bernstein analysis Source: Moojing, Bernstein analysis
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EXHIBIT 5: Chinese leather goods champion - Songmont

Songmont (LU T H)

Songmont

TSy

Chinese designer bag brand founded in 2013, positioned
in the premium segment (roughly RMB 1,000-4,000). It
focuses on functional yet aesthetic commuter bags for
Introduction: urban women, blending Chinese craft, "Central Plains”
(A [®) cultural roots and modern minimalist design, and
has grown from micro-channel sales to a national omni-
channel brand.
Fu Song (founder, creative lead), with co-founder Wang
Jie; both originally from Shanxi
Year Established: 2013
17 stores across 11 cities, including key tier 1 cities like
Beijing and Shanghai, Chengdu, Hangzhou.
Key lines include “Baina” series (a top seller), Eaves/Roof
series, SongMoon/“pine and moon” inspired lines, and
various structured leather totes and bucket bags for
commuting
“Classic oriental philosophy” with restrained silhouettes,
solid colors, tactile leathers, subtle hardware, and
narrative around Shanxi, Central Plains texture, and
traditional handcrafts.

Founder:

Number of Offline Stores:

Hero Products:

Signature Style:

Headquarters: Beijing

Online Presence: Tmall, Taobao, JD, Douyin, and WeChat Mini Programme
Handbag Price Range: CNY 1,050 - 4,600

Tmall Sales 2025: CNY 779mn

ASP: c. CNY 2,000

Price range uses full prices before discounts
Source: Moojing, Bernstein analysis
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EXHIBIT 6: Chinese leather goods champion - Qiuzhen

Introduction:

Founder:

Year Established:

Number of Offline Stores:

Hero Products:

Signature Style:

Headquarters:

Online Presence:
Handbag Price Range:
Tmall Sales 2025:
ASP 2025:

Emerging Chinese leather bag brand founded in Foshan in
2015, built on vegetable-tanned leather and a “quiet,
honest” aesthetic. It positions itself as a light luxury
alternative with strong factory-side know-how, gaining
rapid traction through e-commerce and social content.
Cheng Baohua, with over 20 years of prior experience in
the leather industry before starting the brand.

2015

2 stores, in Shanghai and Chengdu respectively.
Vegetable-tanned leather briefcases, top-handle bags and
tote bags with visible patina; “office commuter bag” that
became a livestream hit and is frequently cited as
Mulberry-style but more affordable.

Understated, structural silhouettes in vegetable-tanned
leather, designed to age with use; brand narrative
emphasizes authenticity, slowness, patina (“83%”), and
not following mainstream fashion cycles.

Foshan, Guangdong

Tmall, Taobao, JD, Douyin, and WeChat Mini Programme
CNY 850 - 4,000

CNY 400mn

c.CNY 1,650

Price range uses full prices before discounts
Source: Moojing, brand.com, Bernstein analysis
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EXHIBIT 7: Chinese leather goods champion - Grotto

17 June 2026

Grotto (1~5R)

Introduction:

Founder:

Year Established:

Number of Offline Stores:

Hero Products:

Signature Style:

Headquarters:

Online Presence:
Handbag Price Range:
Tmall Sales 2025:
ASP 2025:

—\ \ - S e

Independent designer leather goods brand founded in
Hong Kong, known for hand-crafted, art-driven bags that
merge Eastern and Western aesthetics. It emphasizes
“Born for Freedom” as a brand motto and is one of the
earliest Chinese-origin niche designer bag labels to build a
cult following.

Huang Bogqing (also known as Huang Huhu), designer
educated in the UK.

2001

24 stores across 18 cities, including key tier 1 cities like
Beijing and Shanghai, Shenzhen, Hangzhou.

Often associated with “Arrow bag” (Jiantou bag) and other
geometric, sculptural leather bags, plus limited-edition art-
craft pieces that highlight leather texture and hand-
stitching.

Handcraft-focused, mixing vintage tones with sculptural
silhouettes; strong artistic expression, asymmetry, and
experimental forms; the brand statement “Born for
Freedom” signals a free, slightly androgynous attitude.
Hong Kong

Tmall, Taobao, JD, Douyin, and WeChat Mini Programme
CNY 2,050 - 4,400

CNY 325mn

c. CNY 2,100

Price range uses full prices before discounts
Source: Moojing, brand.com, Bernstein analysis
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EXHIBIT 8: Chinese leather goods champion - Dissona
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Introduction:

Founder:

Year Established:

Number of Offline Stores:

Hero Products:

Signature Style:

Headquarters:

Online Presence:
Handbag Price Range:
Tmall Sales 2025:
ASP 2025:

17 June 2026

e
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Ch|nese onglnal premium leather goods brand with origins
traced to the mid-1990s, positioned as an urban, high-tier
accessible luxury label for women. It leverages strong in-
house craftsmanship and nationwide retail coverage, now
undergoing a brand rejuvenation to appeal to younger
consumers.

Youzhi Zhou, started out as leather goods OEM and
pivoted to own brand (and created the brand DISSONA) in
early 1990. French master leather craftsman, Thomas
Maurice, joined the group as chief leather artisan in 2013
and established the first high-end workshop in China

1991
Over 300 stores across Mainland China

Classic structured leather handbags and shoes for office
women; key SKUs include minimalist top-handle bags and
clean tote silhouettes often featured in its campaigns.

Urban elegance with a “timeless classic” perspective
combined with contemporary details; emphasizes fine
leather, refined hardware, and a quiet luxury feel tailored
to professional women.

Shenzhen, Guangdong

Tmall, Taobao, JD, Douyin, and WeChat Mini Programme
CNY 800 - 2,800

CNY 145mn

c. CNY 1,600

Price range uses full prices before discounts
Source: Moojing, brand.com, Bernstein analysis
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EXHIBIT 9: Chinese leather goods champion - Bampo

Bampo (3 %)

Bampo is a Chinese handbag and accessories brand
founded in 1997 in Guangzhou. It is known for combining
Introduction: traditional Chinese cultural motifs with contemporary
handbag design, often described as an “original art bag”
brand targeting independent, style-conscious women.

Huang Lang, who has publicly articulated the brand’s

Founder: mission of blending Eastern and Western fashion cultures
and promoting Chinese-inspired art bags.

Year Established: 1997

Kirmbariof Ot Slores: 6 stores spread across Beijing, Chongqging, Mianyang, and
Guangzhou
Iconic “Mianmian bag” and “Jinyuan hobo bag”, plus

Hero Products: various embroidered and printed leather bags that feature

Chinese patterns.
“Original art bag” with strong Chinese cultural elements,
colorful embroidery, prints and decorations; mixes

Signature Style: bohemian and ethnic-inspired styling with everyday
handbag formats targeted at mass-to-mid segment
women.

Headquarters: Guangzhou, Guangdong

Online Presence: Tmall, Tacbhao, JD, Douyin, and WeChat Mini Programme

Handbag Price Range: CNY 800 - 5,400

Tmall Sales 2025: CNY 124mn

ASP 2025: c. CNY1,400

Price range uses full prices before discounts, excluding single unique SKU priced at CNY 9,699.
Source: Moojing, brand.com, Bernstein analysis
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Compelling pricing and the popularity of hero products have been key drivers of volume-led growth among Chinese
leather goods leaders. The majority of the Chinese leather goods specialists’ +51% sales CAGR came from unit growth of
+37% CAGR between 2021 and 2025, while ASP expanded by +10% CAGR, broadly in line with the overall category on Tmall.
This likely reflects a focus on scaling volumes amid intense competition in the low-to-mid price segment. A similar approach
has been observed at Coach, where ASP has remained broadly stable while unit sales grew at +12% CAGR over the same
period. However, Chinese leather goods brands exhibit a higher reliance on a narrow set of hero products: the top 5 and top 20
SKUs account for 38% of group revenue, primarily within the CNY1,000-3,000 price range, compared with 13% for Coach.
This concentration represents a double-edged sword, amplifying both upside potential and downside risk. Songmont appears
relatively better positioned, with slightly lower product concentration and a proactive strategy to premiumise into higher price

tiers.

EXHIBIT 10: Volume growth drove majority of the +51%
sale CAGR for the Chinese leather goods champions

Tmall Handbag and Luggage Units Sold

80%

Growth (2021 to 2025)
+37% CAGR

-20%

-40%
2022

60%
40% +12% CAGR
20%

0% — ; : .

-10% CAGR

2023 2024 2025

Leading Chinese Leather Goods Brandg

Coach

Category Total

Source: Moojing, Bernstein analysis

EXHIBIT 11: ASP CAGR is much more moderate at +10%
CAGR, in line with the Tmall category

40%
30%
20%
10%
0%
-10%
-20%

Tmall Handbag and Luggage ASP (2021 to
2025)

+10% CAGR

/+10% CAGR
+0% CAGR

2022 2023 2024 2025

Leading Chinese Leather Goods Brand
Coach
Category Total

Source: Moojing, Bernstein analysis

EXHIBIT 12: Chinese brands are more concentrated around a handful of hero SKUs, similar to Longchamp, while
Coach’s portfolio is more diversified

28%

Top Chinese Leather Goods - Sales Mix by SKU (Jun-25 to May-26)

64%
38%
33%
’ 16% 20% 24% 26%
o

Songmont

Qiuzhen Grotto Dissona Bampo

Chinese Coach Longchamp
brands total

OOthers @Top 10 - 20 SKUs

BTop5-10SKUs M@Top 5 SKUs

Source: Moojing, Bernstein analysis
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EXHIBIT 13: Top-selling SKUs for each Chinese leather goods champion

17 June 2026

Brands Top-Selling SK
AN
Songmont I
Large Yore Hobo Bag Mini Drippy Roof Bag The Small Shan Briefcase
CNY2,880 CNY1,680 CNY4,280
o A A i

Large Hobo Bowling Bag Large Backpack

CNY2,090 CNY1,980 CNY3,190

Stone Hobo L Stone M Soft Carry M

CNY?2,988 CNY2,788 CNY2,788
Hobo S Sailboat M Crossbody Bag S

CNY1,598 CNY1,598 CNY1,998

2ot
/’ &/ |
/ : e
Bampo y A
) 3 \ \
--—-—'—_-’
Flow Hobo M Flow Cloud S Drum Tote S
CNY2,180 CNY1,885 CNY1,414

Source: brand.com, Bernstein analysis
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Leading domestic players are working to narrow the gap with global peers in brand building and distribution.Taking
Songmont as an example, there is a clear effort to transition from a “good quality Chinese handbag” brand to a culture-driven
label rooted in Eastern aesthetics and contemporary narratives. Its product design emphasizes natural imagery, functionality,
and relevance to modern women's daily lives. This positioning is reinforced through non-product initiatives, including a
successful podcast addressing the perspectives and challenges of its target audience, flagship store concepts aligned with its
design language, and the “Song of Mont” pop-up during Paris Fashion Week, which extended its cultural narrative onto a global
stage.

EXHIBIT 14: The Song of Mont podcast turns the brand into a curator of ideas and emotions, through topics such as
culture, tradition, and lived experiences. This approach places greater emphasis on brand building, fosters trust
and builds thought-leadership, especially among their core customers that is high-income, urban professional
women

Interviewees backgrounds span from writer, actor, singer, to
film director and artists, on topics such as "Come on! Let go

Song of Mont is a podcast by Songmont. It focuses on sharing
and discussing thoughts and experiences on broader aspects

of things that seem important”, "Confused? Young people in
every generation are like this™

of life, rather than any specific product or even the Songmont
brand.

F e B WF 55 =

. b &
“EN | T ERE S LR B R
PODCAST INTERVIEW AW
% il “ER?B— R ERATRXE"

4. T8
“ARENAE B ERE"

FL IR FME v
“WEE—VER 2—HENR"

A
b+ @RI ERA

#H ERAFREARBEAZHA HEFRARSLTRL
ETROAAR : DR B UM LETE  BE SR

LA T4 ) B TR 3SR RE S B E T ey
AR LIRSS LTI o T
#®k
“HEER B EE?”

-
|
MUTFAE) 2 SongmontU FHIR RMELIEETE  RINEE G
47
fos
ﬂ

Songmont

Source: RED, Bernstein analysis
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EXHIBIT 15: Songmont’s flagship store designs draw EXHIBIT 16: Within shopping malls, Songmont is moving
inspiration from natural imagery, echoing its product closer to premium and luxury adjacencies, which should
design codes and serving as an offline experiential support an uplift in brand positioning in consumers’
touchpoint minds

Chengdu IFS Mall, 2nd Floor
— Max Mara Q

MaxMara @ 11581215
Shanghai Huaihai Road
- - v, m MICHAEL KORS
- - e L& MICHAEL KORS " a
—
3 Prada Bk
Shenzhen MixC
Coastal Reefs PRADA - & 8
=3
— Songmont LLTFH# I
l Songmont
WFNR 1 E 2261 I
Stone Terrace Fields Nanjing Mixc o —_— _— _— — L —_— _— _— s

Shanghai IFC Mall, Lower Ground

a

Water-carved Canyon Chengdu IFS

Source: brand.com, Bernstein analysis

Source: IFS Chengdu, IFC Shanghai, Bernstein analysis
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EXHIBIT 17: The Song of Mont pop-up exhibition returned to Paris Fashion Week in 2025, after its debut in 2024,
providing an immersive experience of Chinese culture while showcasing the different collections

Song of Mont - Songmont’'s immersive exhibition shown during Paris
Fashion Week 2025

| ——

MR UL 7 AL L 1IN | ARIERS . A TSR L E
il % i aciosiads Ju AT VWP e

Source: brand.com, Bernstein analysis

The rise of the “luxury orphan” consumer has further accelerated the rise of domestic brands. While most of these
Chinese leather goods champions have existed for over a decade, their mainstream breakthrough only occurred in 2024. This
timing aligns with growing consumer resistance to luxury price inflation and has enabled local brands to capture the whitespace
between high-end luxury and mass-market fashion, with products that combines quality, design, and accessible pricing (see
Global Luxury Goods: The Prosecco of Soft Luxury). That said, given the substantial price gap versus global luxury houses, the
growth of Chinese leather goods brands - as well as Coach’s success in China - has most likely come at the expense of the
fragmented long tail of smaller brands. Looking ahead, continued expansion by these domestic players, both within China and
internationally, is likely to exert increasing pressure on the accessible luxury segment, including brands such as Coach and
Longchamp, particularly as Songmont continues to move upmarket.

GLOBAL LUXURY GOODS BERNSTEIN ‘ SOCIETE GENERALE GROUP 14
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EXHIBIT 18: The price ranges of the Chinese leather goods brands are vastly below the global luxury brands, and
closer to accessible luxury brands, such as Coach and Longchamp

Zara |

H&M

LeFrik |

Urban Revivo

Charles & Keith |

Cos

Bimba y Lola ]

Michael Kors

Kate Spade |

Songmont

Longchamp |

Ganni

Dragon Diffusion |

Bonia
GU_DE
Cafune
Coach

Aspinal |

Ami

Jacquemus |

Burberry
Chloe
Givenchy

Maison Margiela |

Alaia

The Row
Gucci
McQueen
Balenciaga
Saint Laurent
Miu Miu

Louis Vuitton :
Fendi |

Celine
Prada

Loewe
Dior

Bottega Veneta |

Chanel

Womens' Handbags Listed on brand.com
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Mass Premium
<€200

Accessible Luxury
€200-1,300

High-end Luxury
€900-7,000
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brand.com Prices in France (in EUR)

O 1st Quartile to Median

Source: brand.com, Bernstein analysis and estimates
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EXHIBIT 19: Chinese leather goods players are positioning themselves against Coach and Longchamp, with a
comparable mix of offerings across different price points

Top Chinese Leather Goods Brands - Revenue Mix by Pricing (Jun-25 to May-26)
2% 4% 3% 5% o/, 4% 3%

.25 . .3 . .09
Songmoont Qiuzhen grottoo Dissona Bampo Cﬂuge/%e Coach Longchamp
Brands Total

@Over CNY 4,000 ®CNY3,000-4,000 @CNY2,000-3,000 ®CNY1,000-2,000 m@Below CNY 1,000

Source: Moojing, Bernstein analysis

There is limited evidence to suggest that nationalism is driving the shift; value-for-money and product-market fit
remain the primary drivers. We are cautious in attributing the rise of local champions to a structural preference for domestic
brands, particularly as overseas players, such as Coach (US) and Longchamp (France), continue to account for roughly half of
the top-selling brands on Tmall. The common denominator across successful brands is a compelling and well-articulated value
proposition. In soft luxury, the recent success of Chanel under Matthieu Blazy provides a clear proof point - despite priced at
EUR 8,250, the maxi-flap handbag has been selling like hot cakes, and availability of the burgundy models is said to be as rare
as gold dust (see Global Luxury Goods Mega-transect: Resilient Labour Day traffic). In hard luxury, Cartier and Van Cleef & Arpels
have maintained strong momentum among Chinese consumers through a combination of more measured price increases and
continued product innovation, even amid the rapid rise of competitors such as Laopu Gold (see Global Luxury Goods: Jewellery's
organic growth premium - The 9M25 LFL Brand & Category Price Tracker).

EXHIBIT 20: Coach sales on Tmall have grown at a +30%  EXHIBIT 21: Longchamp has grown steadily, at a +38%
CAGR between 2017 and 2025, with 2025 growing 66%  CAGR from 2017 to 2025

alone
Tmall Handbag & Luggage Sales - Longchamp

Tmall Handbag & Luggage Sales - Coach (2017-2025; CNY mn)
(2017-2025; CNY mn) 229

¥ 1,581

931 955

2026YTD include date up to May-26

2026YTD include date up to May-26 Source: Moojing, Bernstein analysis
Source: Moojing, Bernstein analysis
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EXHIBIT 22: Matthieu Blazy's arrival in store in Mar'26
created a frenzy among customers worldwide, both in
stores...

Source: Instagram (@thecut, @solskim _

concierge, @alwatanpress)

17 June 2026

EXHIBIT 23: ... and online, as everyone clamoured for the
new Chanel, with most items selling out immediately.

Chanel - Weibo #Posts

250,000

200,000

150,000

100,000

50,000

OIIII|||I|.|I||I

Matthieu Blazy
Chanel debut -
Oct 7th, 2025

Qtr1 Qtr2 Qtr3 Qtrd Qtr1 Qtr2 Qtr3 Qtr4 Otr1 Qtr2 Qtr3 Qtrd Qtr1 Qtr2 Qtr3Qtrd Qtr1

2022 2023

Source: Weibo, Bernstein analysis

2024 2025 2026

In response, global luxury houses are accelerating localization efforts through “China-for-China” strategies spanning
product development, marketing, and brand building. This theme first emerged prominently during the 2025 China

luxury market observations (see Weekend Consumer Blast: Global Luxury Goods — From the Road in China) and has since
gained significant traction (see Global Luxury Goods: 10 Key Takeaways from Qur Trip to China). Emerging domestic players
identified at the time, such as Songmont, have since evolved into credible competitors, while global brands have intensified
efforts to adapt. This includes appointing Chinese executives to senior regional leadership and board roles, as well as tailoring
clienteling strategies and product assortments to local consumer preferences. Louis Vuitton’s “The Louis” initiative stands out
as a successful example - conceived by the local team and executed with headquarters support - delivering strong outcomes
from both branding and commercial perspectives.

EXHIBIT 24: It seems increasingly clear that taking care of Chinese consumers demands high profile Chinese talent
to be integrated into companies

Wei Sun Christianson

appointed as LVMH board member in March
2024

Morgan Stanley (2006-2021) - CEO of China,
member of management committee, and co-
CEO of APAC

Board member of Estée Lauder for 12 years

Source: brand.com, Bernstein analysis

GLOBAL LUXURY GDODS

Rachel Duan
appointed as Kering independent executive
booard member in April 2024

General Electric Senior Vice President, President

and CEO of GE Global Markets

Joined General Electric in 1996
Held senior management positions in the US,
Japan, China, and other markets

Josie Zhang
appointed as Burberry's Executive
Committee member in July 2025

Started career with Inditex (2001-2007) and
later joined Christian Dior Couture (2008-
2016)

First joined Burberry in 2016 as country GM,
and has been serving as China President
since 2019

Xia Ding
appointed as Sephora GCC region director in
April 2024

Prior experiece:
Vice President of E-Commerce for Nike APAC
and LATAM

Previously at JD.com, Nilsen, and
HanesBrands Inc.
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EXHIBIT 25: Adidas’ Zhangyuan store in Shanghai is another strong example of a global brand successfully
embracing a “China for China” strategy, spanning localized store concepts, architectural designs, and tailored

product offerings

Adidas Originals Concept Store in Zhangyuan, Shanghai

Adidas is covered by Aneesha Sherman
Source: Shanghai Government, Bernstein analysis

Adidas Originals concept store in
Shanghai's historical building
Zhangyuan. Design of the store
drew inspiration from
Zhangyuan's dinstinctive
Shanghai-syle heritage, and
preserved the original Shikumen
building structure.

1

1
The store also offers collections |
that are tailored to the local !
consumers - a new Chinese-style 1
collection created by the adidas |
Shanghai Creative Center. With :
pieces such as silk jackets with
traditional frog buttons and the |
updated Bubble Skirt 2.0, the :
collection reinterprets Eastern
design elements through a :
modern fashion lens. :

1

1

EXHIBIT 26: LV's The Louis is another case in point: the concept was initiated by Louis Vuitton's local China
team rather than top-down from the Group. Importantly, it shows how brands can deliver an engaging, highly
shareable, and experiential touchpoint - even at lower price points - that strengthens brand connection and social

media visibility

Source: Bernstein photos

GLOBAL LUXURY GOODS

E

xamples of cake and coffee served in the Café on top of The Louis
= 7 T f, E
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APPENDIX

SONGMONT

EXHIBIT 27: Tmall revenue and growth trajectory -

Songmont

900 -
800 -

700
600
500
400
300
200
100

Songmont - Tmall Revenue and YoY Growth

+59% CAGR
2021-2025

2021

(2021 - 2025; CNY mn)

2022

2023

Source: Moojing, Bernstein analysis

2024

2025

80%
70%
60%
50%
40%
30%
20%
10%
0%

EXHIBIT 29: Tmall ASP and growth trajectory - Songmont

2,500

2,000

1,500

1,000

500

Songmont - Tmall ASP and YoY Growth (2021

+14% CAGR

1 2021-2025

2021

2022

2025; RMB)

2023

Source: Moojing, Bernstein analysis
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2024

2025

+

25%
20%
15%
10%
5%

0%

-5%

-10%
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EXHIBIT 28: Tmall units sold and growth trajectory -
Songmont

450 -
400 A
350
300
250 A
200 A
150
100 A

50 A

Songmont - Tmall Units Sold and YoY Growth

(2021 - 2025; Thousand Units)

+40% CAGR
2021-2025

2021 2022 2023 2024 2025

Source: Moojing, Bernstein analysis

60%

50%

40%

30%

20%

10%

0%

EXHIBIT 30: Volume and ASP contributions to Tmall sales
growth - Songmont

Songmont - ASP and Volume Contribution to
YoY Revenue Growth (2022 - 2025)

2022 2023 2024 2025

BPrice ®Volume

Source: Moojing, Bernstein analysis
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QIUZHEN

EXHIBIT 31: Tmall revenue and growth trajectory -
Qiuzhen

450
400
350
300
250
200
150
100

50

Qiuzhen - Tmall Revenue and YoY Growth
(2022 - 2025; CNY mn)

+138% CAGR
2022-2025

2022

r 250%

200%

150%

100%

50%

0%
2023 2024 2025

Source: Moojing, Bernstein analysis

EXHIBIT 23: Tmall ASP and growth trajectory - Qiuzhen

1,800 1

1,600
1,400
1,200
1,000
800
600
400
200

Qiuzhen - Tmall ASP and YoY Growth (2022 -

+3% CAGR
2022-2025

2022

2025; RMB)

r 12%
10%
8%
6%
4%
2%
0%
-2%

4%
2023 2024 2025

Source: Moojing, Bernstein analysis
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EXHIBIT 32: Tmall units sold and growth trajectory -
Qiuzhen

300

250 1

200 1

150 A

100 A

50 4

Qiuzhen - Tmall Units Sold and YoY Growth
(2022 - 2025; Thousand Units)

+131% CAGR
2022-2025

2022

2023 2024 2025

Source: Moojing, Bernstein analysis
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F 200%
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EXHIBIT 34: Volume and ASP contributions to Tmall sales
growth - Qiuzhen

Qiuzhen - ASP and Volume Contribution to
YoY Revenue Growth (2022 - 2025)

1%

2023

-3%
2024 2025

BPrice ®Volume

Source: Moojing, Bernstein analysis
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GROTTO
EXHIBIT 35: Tmall revenue and growth trajectory - Grotto

350 1

300
250
200
150
100

50

+47% CAGR
2021-2025

2021

- 2025; CNY mn)

2022

2023

Source: Moojing, Bernstein analysis

2024

Grotto - Tmall Revenue and YoY Growth (2021

2025
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- 30%

F 20%
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F 0%

EXHIBIT 37: Tmall ASP and growth trajectory - Grotto

3,000

2,500
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1,000
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Grotto - Tmall ASP and YoY Growth (2021 -

-3% CAGR
2021-2025
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2023

Source: Moojing, Bernstein analysis
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EXHIBIT 36: Tmall units sold and growth trajectory -

Grotto

180 1
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Grotto - Tmall Units Sold and YoY Growth
(2021 - 2025; Thousand Units)

+52% CAGR
2021-2025
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Source: Moojing, Bernstein analysis

EXHIBIT 38: Volume and ASP contributions to Tmall sales
growth - Grotto

Grotto - ASP and Volume Contribution to YoY
Revenue Growth (2022 - 2025)

2022

2023 2024 2025

@Price ®Volume

Source: Moojing, Bernstein analysis
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DISSONA
EXHIBIT 39: Tmall revenue and growth trajectory - EXHIBIT 40: Tmall units sold and growth trajectory -
Dissona Dissona
Dissona - Tmall Revenue and YoY Growth Dissona - Tmall Units Sold and YoY Growth
(2021 - 2025; CNY mn) (2021 - 2025; Thousand Units)
+2% CAGR
160 4 2021-2025 r 120% 120 7 -2% CAGR - 140%
2021-2025
I 100% 100 J - 120%
- 100%
F 80% 80%
I (]
I 60% a0 L 60%
I 40% 60 - 40%
- 20%
I 20%
0 L 0%
F 0%
20 | L -20%
F -20% L _40%
- -40% _ - -60%
2021 2022 2023 2024 2025 2021 2022 2023 2024 2025
Source: Moaojing, Bernstein analysis Source: Moojing, Bernstein analysis

EXHIBIT 41: Tmall ASP and growth trajectory - Dissona EXHIBIT 42: Volume and ASP contributions to Tmall sales

growth - Dissona
Dissona - Tmall ASP and YoY Growth (2021 -

. 2025; RMB) Dissona - ASP and Volume Contribution to
00 - e YoY Revenue Growth (2022 - 2025)
1,800 - L 25
1,600 -
L 20%
1,400 -
1,200 4 b L 15%
1,000 - L 10%
800 | 59
600 -
- L 0%
400 -
200 5%
= o r -10% 2022 2023 2024 2025
2021 2022 2023 2024 2025

BPrice ®Volume

Source: Moojing, Bernstein analysis

Source: Mogjing, Bernstein analysis
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BAMPO

17 June 2026

EXHIBIT 43: Tmall revenue and growth trajectory - Bampo EXHIBIT 44: Tmall units sold and growth trajectory -

Bampo - Tmall Revenue and YoY Growth (2021
- 2025; CNY mn)

140 7 +55% CAGR i
2021-2025
120 b 250%
100 - 200%
80 1 - 150%
60 - 100%
40 - 50%
20 F 0%
- - -50%

2024 2025

2021

2022 2023

Source: Moojing, Bernstein analysis

EXHIBIT 45: Tmall ASP and growth trajectory - Bampo

Bampo - Tmall ASP and YoY Growth (2021 -
2025; RMB)

1,600 + 120%

+33% CAGR
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Source: Moojing, Bernstein analysis
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Bampo

Bampo - Tmall Units Sold and YoY Growth
(2021 - 2025; Thousand Units)
100 ; +17% CAGR
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Source: Moojing, Bernstein analysis

EXHIBIT 46: Volume and ASP contributions to Tmall sales
growth - Bampo

Bampo - ASP and Volume Contribution to YoY
Revenue Growth (2022 - 2025)

69%
31%

2022 2023 2024 2025

@Price ®Volume

Source: Moojing, Bernstein analysis
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DISCLOSURE APPENDIX
. REQUIRED DISCLOSURES

References to "Bernstein" or the “Firm" in these disclosures relate to the following entities: Bernstein Institutional Services LLC
(April 1, 2024 onwards), Sanford C. Bernstein & Co., LLC (pre April 1, 2024), Bernstein Autonomous LLP, BSG France S.A. (April 1,
2024 onwards), Sanford C. Bernstein (Hong Kong) Limited Z1E % G R4 7], Sanford C. Bernstein (Canada) Limited, Sanford
C. Bernstein (India) Private Limited (SEBI registration no. INHOO0006378), Sanford C. Bernstein (Singapore) Private Limited,
Sanford C. Bernstein Japan KK (#> 7+ — K - C - /N— > 2 & A »#iF £%) and analysts employed by Société Générale
Africa Technologies & Services to produce Bernstein research under a Global Services Agreement in place between Bernstein
and Société Générale.

Bernstein is part of a joint venture between Société Générale (SG) and AllianceBernstein, L.P. (AB). Unless specifically noted
otherwise, for purposes of these disclosures, references to Bernstein’s “affiliates” relate to both SG and AB and their respective
affiliates.

VALUATION METHODOLOGY

This research publication covers six or more companies. For valuation methodology and other company disclosures:

Please visit: https:/bernstein-autonomous.bluematrix.com/sellside/Disclosures.action.

Or, you can also write to the Director of Compliance, Bernstein Institutional Services LLC, 245 Park Avenue, New York, NY 10167,
RISKS

This research publication covers six or more companies. For risks and other company disclosures:

Please visit: https:/bernstein-autonomous.bluematrix.com/sellside/Disclosures.action.

Or, you can also write to the Director of Compliance, Bernstein Institutional Services LLC, 245 Park Avenue, New York, NY 10167.
RATINGS DEFINITIONS, BENCHMARKS AND DISTRIBUTION

EQUITY RATINGS DEFINITIONS

Bernstein brand

The Bernstein brand rates stocks based on forecasts of relative performance for the next 12 months versus the S&P 500 for
stocks listed on the U.S. and Canadian exchanges, versus the Bloomberg Europe Developed Markets Large and Mid Cap Price
Return Index EUR (EDME) for stocks listed on the European exchanges and emerging markets exchanges outside of the Asia
Pacific region, versus the Bloomberg Japan Large and Mid Cap Price Return Index USD (JPL) for stocks listed on the Japanese
exchanges, and versus the Bloomberg Asia ex-Japan Large and Mid Cap Price Return Index (ASIAX) for stocks listed on the Asian
(ex-Japan) exchanges -unless otherwise specified.

The Bernstein brand has three categories of ratings:

e Outperform: Stock will outpace the market index by more than 15 pp

¢ Market-Perform: Stock will perform in line with the market index to within +/-15 pp

e Underperform: Stock will trail the performance of the market index by more than 15 pp

Coverage Suspended: Coverage of a company under the Bernstein research brand has been suspended. Ratings and price targets
are suspended temporarily, are no longer current, and should therefore not be relied upon.

Not Rated: A rating assigned when the stock cannot be accurately valued, or the performance of the company accurately
predicted, at the present time. The covering analyst may continue to publish research reports on the company to update investors
on events and developments.

Not Covered (NC) denotes companies that are not under coverage.

Bernstein brand stock ratings are based on a 12-month time horizon.

Autonomous brand - common stocks
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The Autonomous brand rates common stocks as indicated below. As our benchmarks we use the Bloomberg Europe 500 Banks
And Financial Services Index (BEBANKS) and Bloomberg Europe Dev Mkt Financials Large and Mid Cap Price Ret Index EUR
(EDMFI) index for developed European banks and Payments, the Bloomberg Europe 500 Insurance Index (BEINSUR) for European
insurers, the S&P 500 and S&P Financials for US banks and Payments coverage, S5LIFE for US Insurance, the S&P Insurance
Select Industry (SPSIINS) for US Non-Life Insurers coverage, and the Bloomberg Emerging Markets Financials Large, Mid and
Small Cap Price Return Index (EMLSF) for emerging market banks and insurers and Payments. Ratings are stated relative to the
sector (not the market).

The Autonomous brand has three categories of common stock ratings:

¢ Qutperform (OP): Stock will outpace the relevant index by more than 10 pp

e Neutral (N): Stock will perform in line with the market index to within+/-10 pp

¢ Underperform (UP): Stock will trail the performance of the relevant index by more than 10 pp

Coverage Suspended: Coverage of a company under the Autonomous research brand has been suspended. Ratings and price
targets are suspended temporarily, are no longer current, and should therefore not be relied upon.

Not Rated: A rating assigned when the stock cannot be accurately valued, or the performance of the company accurately
predicted, at the present time. The covering analyst may continue to publish research reports on the company to update investors
on events and developments.

Those denoted as ‘Feature’ (e.g., Feature Outperform FOP, Feature Under Outperform FUP) are our core ideas.

Not Covered (NC) denotes companies that are not under coverage.

Autonomous brand common stock ratings are based on a 12-month time horizon.

Autonomous brand - preferred stocks

The Autonomous brand has three categories of preferred stock ratings:

e Qutperform (OP): The total return of the preferred instrument is expected to outperform preferred securities of other issuers
operating in similar sectors or rating categories over the next six months.

e Neutral (N): The total return of the preferred instrument is expected to perform in line with preferred securities of other issuers
operating in similar sectors or rating categories over the next six months.

e Underperform (UP): The total return of the preferred instrument is expected to underperform preferred securities of other
issuers operating in similar sectors or rating categories over the next six months.

Autonomous preferred stock ratings are based on a 6-month time horizon.
AUTONOMOUS CREDIT RESEARCH

Where this report contains investment recommendations for credit instruments, as defined in article 3(1)(35) of the Market Abuse
Regulation, the information below is presented to comply with its disclosure requirements.

The report may also include reference(s) to published opinions by other Autonomous or Bernstein analysts covering the equity
securities of the issuer(s) referenced herein. Please note an investment recommendation for credit instruments published by the
author(s) of this report may differ from the published view of the analyst covering equity securities for the issuer(s) contained in
this report and vice versa.

CREDIT RATINGS DEFINITIONS

The Autonomous brand has three categories of credit ratings:

e Credit Outperform (C-OP): The total return of the Reference Credit Instrument is expected to outperform the credit spread of
bonds of other issuers operating in similar sectors or rating categories over the next six months.
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e Credit Neutral (C-N): The total return of the Reference Credit Instrument is expected to perform in line with the credit spread
of bonds of other issuers operating in similar sectors or rating categories over the next six months.

e CreditUnderperform (C-UP): The total return of the Reference Credit Instrument is expected to underperform the credit spread
of bonds of other issuers operating in similar sectors or rating categories over the next six months.

Autonomous credit ratings are based on a 6-month time horizon.

A list of all investment recommendations produced by the author(s) of this report alongside credit ratings history are available
upon request.

It is at the sole discretion of the Firm as to when to initiate, update and cease research coverage. The Firm has established,
maintains and relies on information barriers to control the flow of information contained in one or more areas (i.e. the private side)
within the Firm, and into other areas, units, groups or affiliates (i.e. public side) of the Firm

DISTRIBUTION OF EQUITY RATINGS/INVESTMENT BANKING SERVICES

Outperform BUY 51.1% 16.5%
Market-Perform (Bernstein Brand) o &

Neutral (Autonomous Brand) ol Sl iaiss
Underperform SELL 12.6% 14.9%

* These figures represent the percentage of companies within each equity rating category for which affiliates of Bernstein have
provided investment banking services within the previous 12 months.
As of March 31, 2026. All figures are updated quarterly.

PRICE CHARTS/ RATINGS AND PRICE TARGET HISTORY

This research publication covers six or more companies. For price chart and other company disclosures, please visit https:#/
bernstein-autonomous.bluematrix.com/sellside/Disclosures.action or you can write to the Director of Compliance, Bernstein
Institutional Services LLC, 245 Park Avenue, New York, NY 10167.

CONFLICTS OF INTEREST

SG and/or its affiliates beneficially own 1% or more of a class of common equity securities of the following company: Burberry
Group PLC.

Bernstein Autonomous LLP or BSG France SA, beneficially, has either a net long or short position of 0.5% or more of the total

issued share capital of a class of common equity securities of the following MiFID eligible securities: Burberry Group PLC.

AB and/or its affiliates beneficially own 1% or more of a class of common equity securities of the following company: Burberry
Group PLC.

Bernstein and/or affiliates have received compensation for investment banking services in the past twelve months from Burberry
Group PLC, Kering SA and LVMH Moet Hennessy Louis Vuitton SE.

Bernstein has received compensation for non-investment banking securities-related products or services in the previous twelve
months from the following clients: Birkenstock Holding Plc and Hermes International.

Bernstein and/or affiliates have received compensation for non-investment banking securities-related products or servicesin the
previous twelve months from the following clients: Burberry Group PLC, Cie Financiere Richemont SA, EssilorLuxottica SA, Kering
SA, LVMH Moet Hennessy Louis Vuitton SE and Swatch Group AG/The.
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Bernstein and/or affiliates expect to receive or intend to seek compensation for investment banking services in the next three
months from EssilorLuxottica SA and Kering SA.

Certain affiliates of Bernstein act as market maker or liquidity provider in the equities securities of: Birkenstock Holding Plc,
Brunello Cucinelli, Burberry Group PLC, Cie Financiere Richemont SA, EssilorLuxottica SA, Hermes International, Kering SA, LVMH
Moet Hennessy Louis Vuitton SE, Moncler SpA, Salvatore Ferragamo SpA and Swatch Group AG/The.

Bernstein and/or affiliates had an investment banking client relationship during the past twelve months with Burberry Group PLC,
EssilorLuxottica SA, Kering SA and LVMH Moet Hennessy Louis Vuitton SE.

Certain affiliates of Bernstein act as market maker or liquidity provider in the debt securities of: Cie Financiere Richemont SA,
Kering SA and LVMH Moet Hennessy Louis Vuitton SE.

Affiliates of Bernstein managed or co-managed in the past twelve months a public offering of securities of LVMH Moet Hennessy
Louis Vuitton SE.

OTHER MATTERS

The legal entity(ies) employing the analyst(s) listed in this report, and their location, can be determined by the country code of their
phone number, as follows:

+1 Bernstein Institutional Services LLC; New York, New York, USA

+44 Bernstein Autonomous LLP; London UK

+212 Société Générale Africa Technologies & Services; Casablanca, Morocco

+33 BSG France S.A,; Paris, France

+34 BSG France S.A.; Madrid, Spain

+41 Bernstein Autonomous LLP; Geneva, Switzerland

+49 BSG France S.A,; Frankfurt, Germany

+91 Sanford C. Bernstein (India) Private Limited; Mumbai, India

+852 Sanford C. Bernstein (Hong Kong) Limited 2% {87 #4 fE /s 5]; Hong Kong, China

+65 Sanford C. Bernstein (Singapore) Private Limited; Singapore

+81 Sanford C. Bernstein Japan KK; Tokyo, Japan

Where this report has been prepared by research analyst(s) employed by a non-US affiliate, such analyst(s), is/are (unless
otherwise expressly noted below) not registered as associated persons of Bernstein Institutional Services LLC or any other SEC-
registered broker-dealer and are not licensed or qualified as research analysts with FINRA. Accordingly, such analyst(s) may not
be subject to FINRA's restrictions regarding (among other things) communications by research analysts with a subject company,
interactions between research analysts and investment banking personnel, participation by research analysts in solicitation and
marketing activities relating to investment banking transactions, public appearances by research analysts, and trading securities
held by a research analyst account.

Where this report has been prepared by research analyst(s) employed by Société Générale Africa Technologies & Services (part
of the Sociétée Générale group of companies), it has been prepared on behalf of a Bernstein company under a Global Services
Agreement in place between Bernstein and Société Générale.

CERTIFICATION

Each research analyst listed in this report, who is primarily responsible for the preparation of the content of this report, certifies
that all of the views expressed in this publication accurately reflect that analyst's personal views about any and all of the subject

securities or issuers and that no part of that analyst's compensation was, is, or will be, directly or indirectly, related to the specific
recommendations or views in this publication.
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1. ADDITIONAL GLOBAL CONFLICT DISCLOSURES

It is at the sole discretion of the Firm as to when to initiate, update and cease research coverage. The Firm has established,
maintains and relies on information barriers to control the flow of information contained in one or more areas (i.e., the private side)
within the Firm, and into other areas, units, groups or affiliates (i.e., public side) of the Firm.

lll. OTHER IMPORTANT INFORMATION AND DISCLOSURES

Separate branding is maintained for “Bernstein” and “Autonomous” research products.

e Bernstein produces a number of different types of research products including, among others, fundamental analysis and
quantitative analysis under both the “Autonomous” and “Bernstein” brands. Recommendations contained within one type of
research product may differ from recommendations contained within other types of research products, whether as a result of
differing time horizons, methodologies or otherwise. Furthermore, views or recommendations within a research productissued
under one brand may differ from views or recommendations under the same type of research product issued under the other
brand. The Research Ratings System for the two brands and other information related to those Rating Systems are included
in the previous section.

e Autonomous operates as a separate business unit within the following entities: Bernstein Institutional Services LLC,
Bernstein Autonomous LLP, Sanford C. Bernstein (Hong Kong) Limited 5%{# 7 &7 fR /) 5] and Sanford C. Bernstein (India)
Private Limited. For information relating to “Autonomous” branded products (including certain Sales materials) please visit:
www.autonomous.com. For information relating to Bernstein branded products please visit: www.bernsteinresearch.com.

Analysts are compensated based on aggregate contributions to the research franchise as measured by account penetration,
productivity and proactivity of investment ideas. No analysts are compensated based on performance in, or contributions to,
generating investment banking revenues.

This report has been produced by an independent analyst as defined in Article 3 (1)(34)(i) of EU 596/2014 Market Abuse
Regulation (“MAR”) and the same article of MAR as it forms part of United Kingdom domestic law by virtue of the European Union
(Withdrawal) Act 2018.

To our readers in the United States: Bernstein Institutional Services LLC, a broker-dealer registered with the U.S. Securities
and Exchange Commission (“SEC”) and a member of the U.S. Financial Industry Regulatory Authority, Inc. (“FINRA”) is distributing
this publication in the United States and accepts responsibility for its contents. Where this material contains an analysis of debt
product(s), such material is intended only for institutional investors and is not subject to the US independence and disclosure
standards applicable to debt research prepared for retail investors.

Bernstein Institutional Services LLC may act as principal for its own account or as agent for another person (including an affiliate)
in sales or purchases of any security which is a subject of this report. This report does not purport to meet the objectives or needs
of any specific individuals, entities or accounts.

To our readers in Canada: If this publication pertains to a Canadian domiciled company, it is being distributed in Canada by
Sanford C. Bernstein (Canada) Limited, which is licensed and regulated by the Canadian Investment Regulatory Organization. If the
publication pertains to a non-Canadian domiciled company, it is being distributed by Bernstein Institutional Services LLC, which
is licensed and regulated by both the SEC and FINRA, into Canada under the International Dealers Exemption.

This document may not be passed onto any person in Canada unless that person qualifies as "permitted client" as defined in
Section 1.1 of NI 31-103.

To our readers in Brazil: This report has been prepared by Bernstein Institutional Services LLC, and Banco BTG Pactual S.A.
("BTG") is responsible for the distribution of this report in Brazil.

To readers in the United Kingdom: This publication has been issued or approved for issue in the United Kingdom by Bernstein
Autonomous LLP, authorised and regulated by the Financial Conduct Authority and located at 60 London Wall, London EC2M 5SH,
+44 (0)20-7170-5000. Registered in England & Wales No 0C343985.

This document is for distribution only to persons who (i) have professional experience in matters relating to investments falling
within Article 19(5) of the Financial Services and Markets Act 2000 (Financial Promotion) Order 2005 (as amended, the “Financial
Promotion Order”), (ii) are persons falling within Article 49(2)(a) to (d) (“high net worth companies, unincorporated associations,
etc.”) of the Financial Promotion Order, (iii) are outside the United Kingdom, or (iv) are persons to whom an invitation or inducement
to engage in investment activity (within the meaning of section 21 of the FSMA) in connection with the issue or sale of any securities
may otherwise lawfully be communicated or caused to be communicated (all such persons together being referred to as “relevant
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persons”). This document is directed only at relevant persons and must not be acted on or relied on by persons who are not relevant
persons. Any investment or investment activity to which this document relates is available only to relevant persons and will be
engaged in only with relevant persons.

To our readers in the member states of the EEA: This publication is being distributed by BSG France SA, which is authorised
and regulated by the Autorité de Controle Prudentiel et de Résolution (ACPR) and Autorité des Marchés Financiers (AMF).

To our readers in Hong Kong: This publication is being distributed in Hong Kong by Sanford C. Bernstein (Hong Kong) Limited
B8 E HEA B2 5], which is licensed and regulated by the Hong Kong Securities and Futures Commission (Central Entity No.
AXC846) to carry out Type 4 (Advising on Securities) regulated activities and subject to the licensing conditions mentioned in
the SFC Public Register (https:/www.sfc.hk/publicregWeb/corp/AXC846/details)). This publication is solely for professional
investors, as defined in the Securities and Futures Ordinance (Cap. 571). The purpose of this report is solely to provide an analysis
of the issuers referred to in this report and is not intended for any purpose contrary to the laws of Hong Kong.

To our readers in Singapore: This publication is being distributed in Singapore by Sanford C. Bernstein (Singapore) Private
Limited, only to accredited investors or institutional investors, as defined in the Securities and Futures Act 2001 of Singapore
("SFA"). Recipients in Singapore should contact Sanford C. Bernstein (Singapore) Private Limited in respect of matters arising from,
or in connection with, this publication. Sanford C. Bernstein (Singapore) Private Limited is regulated by the Monetary Authority of
Singapore and licensed under the SFA as a capital markets services licence holder for dealing in capital markets products that are
securities and collective investment schemes and an exempt financial adviser for advising on, issuing and promulgating analyses
and reports on securities. Sanford C. Bernstein (Singapore) Private Limited is registered in Singapore with Company Registration
No.20213710W and located at 8 Marina Boulevard, #12-01, Marina Bay Financial Centre, Singapore 018981, +65-6326-7000.

To our readers in the People’s Republic of China: The securities referred to in this document are not being offered or sold and
may not be offered or sold, directly or indirectly, in the People's Republic of China (for such purposes, not including the Hong Kong
and Macau Special Administrative Regions or Taiwan, the “PRC”) in contravention of any applicable laws of the PRC.

This document does not constitute an offer to sell or the solicitation of an offer to buy any securities in the PRC to any person to
whom it is unlawful to make the offer or solicitation in the PRC.

We do not represent that this document may be lawfully distributed, or that any securities may be lawfully offered, in compliance
with any applicable registration or other requirements in the PRC, or pursuant to an exemption available thereunder, or assume
any responsibility for facilitating any such distribution or offering. In particular, no action has been taken by us which would permit
a public offering of any securities or distribution of this document in the PRC. Accordingly, the securities are not being offered
or sold within the PRC by means of this document or any other document. Neither this document nor any advertisement or other
offering material may be distributed or published in the PRC, except under circumstances that will result in compliance with any
applicable laws and regulations.

To our readers in Japan: This publication is being distributed in Japan by Sanford C. Bernstein Japan KK (> 7 + — F -
C - /= A& A ¥k S +), which is registered in Japan as a Financial Instruments Business Operator with the Kanto Local
Finance Bureau (registration number: The Director-General of Kanto Local Finance Bureau (FIBO) No.3387) and regulated by
the Financial Services Agency. It is also a member of Investment Management Association of Japan. This publication is solely
for qualified institutional investors in Japan only, as defined in Article 2, paragraph (3), items (i) of the Financial Instruments and
Exchange Act.

For the institutional client readers in Japan who have been granted access to the Bernstein website by Daiwa Securities Group Inc.
(“Daiwa”), your access to this document should not be construed as meaning that Bernsteinis providing you with investment advice
for any purposes. Whilst Bernstein has prepared this document, your relationship is, and will remain with, Daiwa, and Bernstein
has neither any contractual relationship with you nor any obligations towards you.

To our readers in Australia: Sanford C. Bernstein (Hong Kong) Limited 25 {8 & &5 (R4 5] isresponsible for distributing research
in Australia. It is regulated by the Securities and Exchange Commission under U.S. laws, by the Financial Conduct Authority under
U.K. laws, which differs from Australian laws. Sanford C. Bernstein (Hong Kong) Limited E5{2 % &5 R/ 7 is exempt from the
requirement to hold an Australian financial services license under the Corporations Act 2001 in respect of the provision of the
following financial services to wholesale clients:

e providing financial product advice;

e dealingin a financial product;

¢ making a market for a financial product; and
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e providing a custodial or depository service.

To our readers in India: This publication is being distributed in India by Sanford C. Bernstein (India) Private Limited (SCB India)
which is licensed and regulated by Securities and Exchange Board of India ("SEBI") as a research analyst entity under the SEBI
(Research Analyst) Regulations, 2014, having registration no. INHOO0006378 and as a stock broker having registration no.
INZ000213537. SCB India is currently engaged in the business of providing research and stock broking services. Please refer to
www.bernsteinresearch.in for more information.

e SCB India is a Private limited company incorporated under the Companies Act, 2013, on April 12, 2017 bearing corporate
identification number U65999MH2017FTC293762, and registered office at Level 3A, 4th Floor, First International Financial
Centre, Plot Nos C-54 and C-55, G Block, Near CBI Office, Bandra Kurla Complex, Bandra (East), Mumbai 400098,
Maharashtra, India (Phone No: +91-22-68421401).

e For details of Associates (i.e., affiliates/group companies) of SCB India, kindly email MUM-BERNSTEIN-
InCompliance@bernsteinsg.com.

¢ SCB India does not have any disciplinary history as on the date of this report.

e Exceptas noted above, SCB India and/or its Associates (i.e., affiliates/group companies), the Research Analysts authoring this
report, and their relatives

¢ do not have any financial interest in the subject company

s do not have actual/beneficial ownership of one percent or more in securities of the subject company;

* s not engaged in any investment banking activities for Indian companies, as such;

* have not managed or co-managed a public offering in the past twelve months for any Indian companies;

¢ have not received any compensation for investment banking services or merchant banking services from the subject
company in the past 12 months;

* have not received compensation for brokerage services from the subject company in the past twelve months;

+ have not received any compensation or other benefits from the subject company or third party related to the specific
recommendations or views in this report; and

« do not currently, but may in the future, act as a market maker in the financial instruments of the companies covered in the
report.

¢ do not have any conflict of interest in the subject company as of the date of this report.

e Except as noted above, the subject company has not been a client of SCB India during twelve months preceding the date
of distribution of this research report. Neither SCB India nor its Associates (i.e., affiliates/group companies) have received
compensation for products or services other than investment banking, merchant banking or brokerage services from the
subject company in the past twelve months.

e The principal research analyst(s) who prepared this report, members of the analysts' team, and members of their households
are not an officer, director, employee or advisory board member of the companies covered in the report.

e Our Compliance officer / Grievance officer is Ms. Rupal Talati, who can be reached at +91-22-68421451, or MUM-
BERNSTEIN-InCompliance@bernsteinsg.com / Schin-investorgrievance@bernsteinsg.com

e TheResearchinvestor charter and Terms & Conditions of SCB India are available on its website and may be accessed at Sanford
C. Bernstein (India) Private Limited (https:/bernsteinresearch.in/) for your reference.

e Disclaimer: Registration granted by SEBI, and certification from NISM, is in no way a guarantee of performance of the
intermediary or provide any assurance of returns to investors. Investments in securities market are subject to market risks. Read
all the related documents carefully before investing.
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To our readers in Switzerland: This document is provided in Switzerland by or through Bernstein Autonomous LLP, and is
provided only to qualified investors as defined in article 10 of the Swiss Collective Investment Scheme Act (“CISA”) and related
provisions of the Collective Investment Scheme Ordinance and in strict compliance with applicable Swiss law and regulations.
The products mentioned in this document may not be suitable for all types of investors. This document is based on the Directives
on the Independence of Financial Research issued by the Swiss Bankers Association (SBA) in January 2008.

To our readers in the Middle East: Bernstein Autonomous LLP, DIFC branch has its principal office at Gate Village 06, DIFC,
Dubai, UAE. Bernstein Autonomous LLP, DIFC branch is regulated by the Dubai Financial Services Authority (DFSA) with the
registration number CL10040 and is provisioned for Arranging Deals in Investments and Advising on Financial Products. All
communications and services are directed at Professional Clients and Market Counterparties only (as defined in the DFSA
rulebook). Persons other than Professional Clients and Market Counterparties, such as Retail Clients, are not the intended
recipients of our communications or services.

LEGAL

All research publications are disseminated to our clients through posting on the firm's password protected websites,
bernsteinresearch.com and autonomous.com. Certain, but not all, research publications are also made available to clients through
third-party vendors or redistributed to clients through alternate electronic means as a convenience.

This publication has been published and distributed in accordance with the Firm's policy for management of conflicts of interest
in investment research, a copy of which is available from Bernstein Institutional Services LLC, Director of Compliance, 245 Park
Avenue, New York, NY 10167. Additional disclosures and information regarding Bernstein's business are available on our website
www.bernsteinresearch.com.

The securities described herein may not be eligible for sale in all jurisdictions or to certain categories of investors where that
permission profile is not consistent with the licenses held by the entities noted herein. This document is for distribution only as may
be permitted by law. This publication is not directed to, or intended for distribution to or use by, any person or entity whois a citizen
or resident of, or located in any locality, state, country or other jurisdiction where such distribution, publication, availability or use
would be contrary to law or regulation or which would subject any of the entities referenced herein or any of their subsidiaries
or affiliates to any registration or licensing requirement within such jurisdiction. This publication is based upon public sources
we believe to be reliable, but no representation is made by us that the publication is accurate or complete. We do not undertake
to advise you of any change in the reported information or in the opinions herein. This publication was prepared and issued by
entity referred to herein for distribution to eligible counterparties or professional clients. This publication is not an offer to buy
or sell any security, and it does not constitute investment, legal or tax advice. The investments referred to herein may not be
suitable for you. Investors must make their own investment decisions in consultation with their professional advisors in light of
their specific circumstances. The value of investments may fluctuate, and investments that are denominated in foreign currencies
may fluctuate in value as a result of exposure to exchange rate movements. Information about past performance of an investment
is not necessarily a guide to, indicator of, or assurance of, future performance.

"o "o

This report is directed to and intended only for our clients who are “eligible counterparties”, “professional clients”, “institutional
investors” and/or “professional investors” as defined by the aforementioned regulators, and must not be redistributed to retail
clients as defined by the aforementioned regulators. Retail clients who receive this report should note that the services of the
entities noted herein are not available to them and should not rely on the material herein to make an investment decision. The result
of such act will not hold the entities noted herein liable for any loss thus incurred as the entities noted herein are not registered/
authorised/ licensed to deal with retail clients and will not enter into any contractual agreement/arrangement with retail clients.
This report is provided subject to the terms and conditions of any agreement that the clients may have entered into with the entities
noted herein. All research reports are disseminated on a simultaneous basis to eligible clients through electronic publication to
our client portal.

The information in this report was prepared by Bernstein solely for the internal business use of our clients. Clients may store,
display, analyze, reformat and print the information in this report for this limited use only. Clients may not copy, alter, create
derivative works, resell, reverse engineer, commercially exploit, share or distribute any part of the information contained herein
for any purpose without Bernstein’s express written consent. These restrictions include extracting data or using the content to
develop indices or other products. Further, you may not use this report, or any portion of this report, to train or finetune any third-
party machine learning or artificial intelligence system, or as a prompt or input into any such system. You also may not, without
Bernstein's express written consent, do any of the foregoing in connection with your own internal machine learning or artificial
intelligence system.

Bernstein may use artificial intelligence tools in the preparation of its materials. Any such materials are reviewed by Bernstein's
research analysts prior to publication.

This report has been prepared for information purposes only and is based on current public information that we consider reliable,
but the entities noted herein do not warrant or represent (express or implied) as to the sources of information or data contained
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herein are accurate, complete, not misleading or as to its fitness for the purpose intended even though the entities noted herein
rely on reputable or trustworthy data providers, it should not be relied upon as such. Opinions expressed are the author(s)’ current
opinions as of the date appearing on the material only and we do not undertake to advise you of any change in the reported
information or in the opinions herein.

Any references to Societe Generale herein are purely factual, based upon publicly available information, and included for
comparative purposes only. They do not constitute an opinion or recommendation with respect to the securities of Societe
Generale,

This publication was prepared and issued by the entity referred to herein for distribution to eligible counterparties or professional
clients. The information in this report is intended for general circulation and does not constitute an offer to buy or sell any security,
investment, legal or tax advice nor a personal recommendation, as defined by any of the aforementioned regulators. It does not
take into account the particular investment objectives, financial situations, or needs of individual investors. The report has not been
reviewed by any of the aforementioned regulators and does not represent any official recommendation from the aforementioned
regulators. The investments referred to herein may not be suitable for you. Investors must make their own investment decisions in
consultation with advice sought from a financial adviser regarding the suitability of the investment product, taking into account the
specific investment objectives, financial situation or particular needs of any recipient of the recommendation, before the recipient
makes a commitment to purchase the investment product.

The analysis contained herein is based on numerous assumptions. Different assumptions could result in materially different
results. The information in this report does not constitute, or form part of, any offer to sell or issue, or any offer to purchase or
subscribe for shares, or to induce engagement in any other investment activity. The value of any securities or financial instruments
mentioned in this report may fluctuate subject to market conditions. Information about past performance of an investment is
not necessarily a guide to, indicative of, or assurance of future performance. Estimates of future performance mentioned by
the research analyst in this report are based on assumptions that may not be realized due to unforeseen factors like market
volatility/fluctuation. In relation to securities or financial instruments denominated in a foreign currency other than the clients’
home currency, movements in exchange rates will have an effect on the value, either favorable or unfavorable. Before acting on any
recommendations in this report, recipients should consider the appropriateness of investing in the subject securities or financial
instruments mentioned in this report and, if necessary, seek independent professional advice.

The securities described herein may not be eligible for sale in all jurisdictions or to certain categories of investors where that
permission profile is not consistent with the licenses held by the entities noted herein. This document is for distribution only as may
be permitted by law. Itis not directed to, orintended for distribution to or use by, any person or entity who is a citizen or resident of or
located in any locality, state, country or other jurisdiction where such distribution, publication, availability or use would be contrary
to law or regulation or would subject the entities noted herein to any regulation or licensing requirement within such jurisdiction.

Source: Bloomberg Index Services Limited. BLOOMBERG® is a trademark and service mark of Bloomberg Finance L.P. and its
affiliates (collectively “Bloomberg”). Bloomberg or Bloomberg’s licensors own all proprietary rights in the Bloomberg Indices.
Neither Bloomberg nor Bloomberg's licensors approves or endorses this material, or guarantees the accuracy or completeness of
any information herein, or makes any warranty, express or implied, as to the results to be obtained therefrom and, to the maximum
extent allowed by law, neither shall have any liability or responsibility for injury or damages arising in connection therewith.

No part of this material may be reproduced, distributed or transmitted or otherwise made available without prior consent of the
entities noted herein. Copyright Bernstein Institutional Services LLC Bernstein Autonomous LLP, BSG France S.A,, Sanford C.
Bernstein (Hong Kong) Limited 2185 #45 R4\ 5], Sanford C. Bernstein (Canada) Limited, Sanford C. Bernstein (India) Private
Limited (SEBI registration no. INHOO0006378), Sanford C. Bernstein (Singapore) Private Limited and Sanford C. Bernstein Japan
KK(H>»Z7+—F - C: "= X&A »thH2e%t). Allrights reserved. The trademarks and service marks contained herein are
the property of their respective owners. Any unauthorized use or disclosure is strictly prohibited. The entities noted herein may
pursue legal action if the unauthorized use results in any defamation and/or reputational risk to the entities noted herein and
research published under the Bernstein and Autonomous brands.
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