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Disclaimer

This presentation has been prepared by “AuMake
International Limited” (‘“AuMake”). This document
contains background information about AuMake
current at the date of this presentation. The
presentation is in summary form and does not
purport to be all inclusive or complete. Recipients
should conduct their own investigations and perform
their own analysis in order to satisfy themselves as to
the accuracy and completeness of the information,
statements and opinions contained in this
presentation.

This presentation is for information purposes only.
Neither this presentation nor the information
contained in it constitutes an offer, invitation,
solicitation or recommendation in relation to the
purchase or sales of shares in any jurisdiction.

This presentation does not constitute investment
advice and has been prepared without taking into
account the recipient’s investment objectives,
financial circumstances or particular needs and the
opinions and recommendations in this presentation
are not intended to represent recommendations of
particular investments to particular persons.
Recipients should seek professional advice when
deciding if an investment is appropriate. All securities
involve risks which include (among others) the risk of
adverse or unanticipated market, financial or political

To the fullest extent permitted by law, AuMake, its
officers, employees, agents and advisors do not make
any representation or warranty, express or implied, as
to the currency, accuracy, reliability or completeness
of any information, statements, opinions, estimates,
forecasts or other representations contained in this
presentation. No responsibility for any errors or
omissions from this presentation arising out of
negligence or otherwise are accepted.

This presentation may include forward-looking
statements. Forward-looking statements are only
predictions and are subject to risks, uncertainties and
assumptions which are outside the control of
AuMake. Actual values, results or events may be
materially different to those expressed or implied in
this presentation. Given these uncertainties, recipients
are cautioned not to place reliance on forward
looking statements. Any forward looking statements
in this presentation speak only at the date of issue of
this presentation. Subject to any continuing
obligations under applicable law, AuMake does not
undertaken any obligation to update or revise any
information or any of the forward looking statements
in this presentation or any changes in events,
conditions, or circumstances on which any such
forward looking statement is based.
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AuMake - one of Australia’s most exciting Chinese

facing growth companies

AuMake International Limited Our customers

AuMake is an ASX listed o 400,000 daigou within Australia and I@I
nailer connecting Bustralien 1.4 million” Chinese tourists per annum

Partnerships

AuMake owned product distribution
expanded via Chemsave pharmacies
(Australia) and an online store front on
JD.com (China). DHL logistics partnership
strengthening capability in Chinese market

: X i and growing
suppliers directly with the
influential daigou and Chinese
tourist markets via its growing s o Ourteam
distribution network of @ w 80 (predominantly bilinguail)
AuMake and Kiwi Buy retai team members across the business

Australian suppliers
700 suppliers from start-ups to popular
national brands

and e-commerce stores, . .
Australian retail stores

in addition to strategic m Eight (8) AuMake and five (5) Kiwi Buy @

partnerships, including stores in Sydney, NSW

Product categories
Healthcare (supplements and food); skin,
body care and cosmetics; dairy products

Chemsave and JD.com. The . and baby food (including infant formula);
Australian Opel’OtiOﬂS are and wool and leather products
complemented in China by China distribution channels Owned brands
AuMake’ | tablished "‘* Daigou sales hub in Xiamen China and .. Herbsmart (healthcare), Health Essence
IVIRLAES .nevx./ P \C * x Via the Jiadia 24-hour TV shopping . (supplements), Medigum (medicinal
sales hub in Xiamen. * channel (with viewership of 385 million honey), AU8 (skincare), Jumbuck (wool)
people and forecast sales for 2018 of and UGG AUS (wool and leather)
1.5 billion RMB)
Online Alliances

with a growing database of over
100,000 members (adding
approx. 1,000 members/week)

k AuMake and Kiwi Buy online stores

<

Retail Supporter of Australian Made
Campaign Limited and strategic
alliance with Sydney Chinese Tourist
Guide Association

*https:/qz.com/1258898/chinese-tourists-in-australia-now-outnumber-visitors-from-new-zealand/
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AuMake’s foundation year AuMake’s first year has been transformative with significant milestones
2017 - 2018 achieved providing a solid foundation for our future growth.
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August October November

Initial Public Offering ASX listed (05/10): Flagship store opening:  Strategic acquisitions: Health Essence, Jumbuck, Corporate head office opens in Auburn (NSW, Alliance partnership:
(IPO): Opened 21/08 AU8 opens 8 centsand  George Street, Sydney, UGG AUS Sydney): Includes expanded warehouse facilities Australion Made
Closed early and closes 23.5 cents NSW Campaign Limited

oversubscribed on 11/09

January February March

$14 million capital Strategic partnership Daigou Hub Haymarket (Sydney, NSW) opening: First-of-its-kind retail format combines technology with ~ Development of Auburn Warehouse
raising: To accelerate iTrip.com leading face-to-face engagement for Australian suppliers with daigou and consumers in China Medigum: Medicinal Showroom opening
strategy delivery Chinese, Australian travel honey owned brand (Sydney, NSW)

online booking platform

A%
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April May June

Strategic partnership with Chemsave: Acquisition of Kiwi Buy: Five Sydney retail AuMake store front AU8 owned brand Daigou Hub Burwood Daigou Hub Xiamen
Distribution of owned brand product in up to stores in key daigou and Chinese tourist areas, launched on JD.com skincare launch (Sydney, NSW) opening  (China) opening
150 pharmacies across Australia plus online store in China
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Continued strong growth in gross profit and margin
]

— Significant growth quarter on quarter in FY2018 with — Strong improvement in same store performance
growth accelerating in FY2019 driven by increased over the June quarter with growth of 1% (sales)
traffic and AuMake owned brand product sales and 18% (gross profit)

— Gross margin increased by 3.1% to 17.5% since — Increasing online sales (WeChat) contributing 30%
FY2018, and trending towards 20% in coming months of overall sales and membership database

growing to 100,000

Quarter on quarter group gross profit and margin

63% gross profit increase
from June quarter

$2,000,000 20%
— A 18%

! 16%

$1,500,000 1

] 14%

_;_ 12%

$1,000,000 10%

8%

6%

$500,000
4%
@) 0

Q12018 Q2 2018 Q32018 Q4 2018 Q12019

. Gross profit A$ Gross margin %
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Growing nhew and AuMake owned brands
]
Increasing gross profit contribution by new and Quarter on quarter owned brand product sales
AuMake owned brands
$600,000
Oct 1/ to Mar 18 Apr 18 to Sep 18
$500,000

Popular Popular
New and New and
brands AuMake brands AuMake

$400,000
45% trons 56% oo
57% 64 %

$300,000

$200,000

. New and AuMake owned brands

. Popular brands

$100,000

——— |
Q12018 Q22018 Q32018 Q42018 Q12019

B aus Herbsmart B oumbuck (UGG AUS)

AuMake . Health Essence . Medigum
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Visibility towards normalised operational breakeven
and profitability

— Better than expected gross profit performance so
far for FY19 Normalised operating costs vs gross profit

— Stable normalised operating expenses (excluding
one off costs) resulting in anticipated operational 33,000,000
breakeven being brought forward during FY19

$2,500,000
— Strong and material improvement in financial
performance expected for Q2 FY2019 quarter $2,000,000
— Strong net current asset position (cash $8.3M with $1,500,000
inventory $4.2M) to allow the continued execution
of strategies that move AuMake towards profitability $1,000,000
once normalised operational breakeven has been /
acheived $500,000

Q12018 Q22018 Q32018 Q42018 Q12019

Normalised operating costs

Gross profit
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Strategic outlook

Growth by acquisition strategy

— Significant opportunities for growth by acquisition in Daigou and
Chinese tourist markets

> AuMake only listed company with experience and relevant
relationships in these markets to identify acquisition opportunities

— Acquisition of Kiwi Buy in June 2018
> Kiwi Buy gross margin increased from 10 to 20% since acquisition

— Several and ongoing discussions in all capital cities across Australia
in both Daigou and Chinese tourist markets

Chinese tour groups

— Significant and untapped opportunities in Chinese tour group
sector for Australian/NZ products

— Unrivalled purchasing power of Chinese tour groups in all
Australian capital cities

> Internal estimates approximate a market well in excess of $2b in
product sales

— Gross margins in excess of 30% due to purchase of less well known
products

— AuMake currently serves Chinese tour groups in its stores and is
developing additional strategies to further capture this market

AuMake International Limited
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Strategic outlook ornieq)

Positive impact of e-Commerce legislation on AuMake
— Chinese tourist market - no impact

— Australian based daigou - Chinese consumers are anticipated to
seek Australian based Daigou for products, as China based daigou
become more regulated

> AuMake has not observed any changes in Daigou buying patterns

— Parcel channel from Australia to China that serves both Daigou and
Chinese tourist markets not impacted

> Limited only to imposition of appropriate taxes and levies

— Anticipated that legitimate businesses and brands like AuMake to
gain more market share due to further regulation in market

An exciting emerging Australian based company in Chinese market
— Significant and ongoing improvement in financial and operational
performance

— Last 12 months have set a strong foundation for further growth
without need for material increases in fixed expenditure

— Ongoing discussions with a number of parties in China and Australia
adding to exciting growth potential

— Building a highly lucrative distribution network for Australian/NZ
products to reach the Chinese market
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Contact details

CORPORATE WEBSITE
www.aumake.com.au

MEDIA RELATIONS

Lynn Semjaniv, Sauce Communications
Mobile: 0481 004 797

Email: lynn@saucecommunications.com.au

INVESTOR RELATIONS

Keong Chan

Executive Chairman

Email: keong.chan@aumake.com.au

L J©Rin]
Twitter: @AuMakeAus

Instagram: @aumake
LinkedIn: www.linkedin.com/company/aumake
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