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Important notice 

The information set out in this document and any accompanying management presentation (collectively the Material) has been prepared by 99 Wuxian Limited (ASX : NNW) (99 Wuxian) 
for the purpose of providing an introduction of 99 Wuxian to interested analysts and investors (Recipient) and for no other purpose. The information in the Material is a summary only and 
does not purport to be complete or provide all information which is necessary in order to assess whether to acquire CHESS Depositary Interest (CDIs).  in 99 Wuxian.  It does not constitute 
an opinion or recommendation with respect to 99 Wuxian and whether a Recipient should invest or recommend an investment in 99 Wuxian.  

The Material does not constitute an offer for or an invitation to the public to subscribe for CDIs in 99 Wuxian. If an offer is made for subscription for CDIs in 99 Wuxian, such offer will only 
be made to and capable of acceptance by persons to whom the offer is made and only where the offer has been made in compliance with the laws of the relevant governing jurisdiction in 
which the offer is received.  

An investment in 99 Wuxian Limited is subject to investment and other known and unknown risks.  

This Material does not constitute investment, legal, accounting, regulatory, taxation or other advice and has been prepared without taking into account the objectives, financial situation or 
needs of individuals.   Before making an investment decision, prospective investors should undertake their own independent review, investigations and analysis of 99 Wuxian, consider the 
appropriateness of the information in this Material having regard to their own objectives, financial situation and needs, seek further information if required and seek such advice as the 
Recipient considers appropriate including legal and taxation advice appropriate to their jurisdiction.  

99 Wuxian and its directors, officers, associates and employees and associated companies and businesses (collectively 'the Providers') make no representations or warranties, express or 
implied, or provide any guarantees regarding the likely investment returns, the performance of CDIs in 99 Wuxian, the suitability of CDIs for any investor, any particular tax treatment or 
the accuracy, completeness or adequacy of information contained herein or any accompanying management presentation.  

The Recipient must make and rely on its own assessment of the Material and whether to invest in or recommend investment in 99 Wuxian.  The Providers have not independently verified 
the information and data in or referred to in the Material. 

Except insofar as liability under any law cannot be excluded, the Providers have no liability to the Recipient or any other person arising in respect of the information contained in this 
Material or in any way for errors and omissions (including responsibility to any person by reason of negligence). To the maximum extent permitted by law, 99 Wuxian excludes all liability 
for any loss (including consequential loss or damage), suffered or incurred by the Recipient or any other person, however caused (including negligence) as a result of the use of, or reliance 
on, this Material.  99 Wuxian is under no obligation to correct, update or revise this Material or anything referred to in this Material which comes to its attention after the date of 
publication, whether as a result of new circumstances affecting 99 Wuxian or otherwise. 

Any opinions expressed in this Material are statements of 99 Wuxian as of the date of publication and are subject to change without notice.  

This Material may contain forward looking statements. These forward looking statements are provided as a general guide and should not be relied upon as an indication or guarantee of 
future performance.  They are by their nature, only predictions and are subject to inherent risks and uncertainty.  The Providers do not give any assurance as to their accuracy.  These 
statements are based on current expectations, estimates and projections about 99 Wuxian's business, the industry in which it operates and management’s beliefs and assumptions.  Such 
matters require subjective judgment and analysis and may be based on assumptions which are incorrect.  A Recipient should undertake their own independent review to determine the 
accuracy and robustness of the forward looking statements.  
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99 Wuxian owns and operates an m-commerce platform 

which is embedded within the mobile applications of 

China's leading financial institutions. 99 Wuxian 

aggregates over 300 million high quality consumers and 

leading merchants providing a wide range of products 

and services 
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1. Company overview 
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Introduction to 99 Wuxian   
A leading gateway to Chinese m-commerce 

• Proprietary m-commerce technology platform embedded within the mobile apps 
of our business partners 

• Established relationships with leading Chinese bank, telecommunications and 
insurance companies   

• Founded by Handpay in 2011 and listed on ASX in October 2013 

+320 million 
mobile banking app users 

43 million 
registered users 

33 million  
transactions in FY2014 

+3,000 
virtual and physical goods available  

60 
leading business partners 

155 
Top-tier merchants 

RMB 8.2bn / AUD 1.5bn 
gross transaction value in FY2014 

RMB 163.2mm / AUD 29.3mm 
total revenue in FY2014 

Note:  RMB translated into AUD at the average rate of AUD/RMB of 5.5634 for the period 1 January 2014 to 31 December 2014.   
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marketplace 
 

Proprietary technology 
platfrom embedded 

within  
the mobile applications 

of 60 leading  
Chinese bank, 

telecommunication & 
insurance companies 

Platform overview 

BUSINESS PARTNERS 

Installed user base 
 of +320mm 

CONSUMERS 

Loyalty points  

Cash 

Select universe of 155 
top-tier merchants 

MERCHANTS 

Physical goods 

Virtual goods 

MERCHANTS 
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Cash payment 

Platform overview (cont’d) 

• 79% CY2014 gross transaction value1  

• Payment made via a customers bank account(s) linked to the 

marketplace  

• Marketplace directly accessible in over 320mm mobile banking 

application downloads 

• Convenient and flexible for frequent and casual use 

Loyalty point redemption 

• 21% CY2014 gross transaction value1  

• Payment made via the redemption of loyalty points earned through 

business partner loyalty programs 

• 4 of our 60 business partners are contracted loyalty points partners 

– 99 Wuxian is currently undertaking platform testing with a number 

of other business partners 

• 99 Wuxian is the only mobile marketplace that allows users to 

convert online and offline bank loyalty points into online transactions  

 

 

1. Based on unaudited quarterly management accounts.  Loyalty points redemption includes test volumes for un-contracted business partners.  

99 Wuxian provides customers with two convenient methods of payment 

• Top physical goods sold 

– Electronics 

– Home decorations 

– Accessories 

– Food products 

– Handbags & suitcases 

• Top virtual goods sold 

– Mobile top-up 

– Mobile gaming 

– Electronic coupons 

– Travel products 
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CASH  
PAYMENT 

Customer  
transacts on  
99 Wuxian 

marketplace 

Bank settles  
with Handpay 

clearing for  
99 Wuxian 

99 Wuxian 
commission 

deducted 

99 Wuxian 
settles 

with merchant 

LOYALTY  
POINTS 

99 Wuxian 

pays Handpay  

service fee 

1 2 3 4 

Revenue model 
99 Wuxian generates revenue through commissions paid by merchants on transactions completed on 

the platform 

Revenue flow  

Customer  
transacts on  
99 Wuxian 

marketplace 

99 Wuxian  
settles 

with merchant 

99 Wuxian 
commission 

deducted 

Business partner 
settles  

with 99 Wuxian 

1 2 3 4 
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2. Investment highlights 
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COMPELLING INDUSTRY DYNAMICS 

MULTIPLE GROWTH DRIVERS 

HIGH BARRIERS TO ENTRY  

HIGHLY SCALABLE AND FLEXIBLE TECHNOLOGY PLATFORM 

ATTRACTIVE USER ECONOMICS FROM QUALITY CONSUMERS 

STRONG GROWTH PROFILE 

Key investment highlights  

1 

2 

4 

5 

6 

3 
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2013A 2017E2013A 2017E

U.S.  
A$567bn 

Compelling industry dynamics  

E-commerce is growing rapidly in China…  … with m-commerce experiencing outsized growth 

Chinese m-commerce is a massive market opportunity 

2x 
e-commerce  

market  
growth 

U.S.  
A$339bn 

A$937bn 

A$388bn 

A$227bn 

A$36bn 

59% 
m-commerce 

CAGR 

Chinese m-commerce market to grow 6x over the medium term 

Note: Exchange rate of 6.14 RMB to US$ and 1.29 A$ to US$ 
Sources iResearch, National Bureau of Statistics, PBOC, management estimates 
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BANK  
LOYALTY POINTS 

Multiple growth drivers 

ONLINE  
– TO –  

OFFLINE  

EXISTING MARKET NEAR TERM OPPORTUNITY 

EMPLOYEE  
BENEFITS 

99 WUXIAN  
MARKETPLACE 

INSURANCE 
LOYALTY POINTS 

2017 MARKET SIZE 

A$227bn 
 
 
 

• Massive Chinese  

m-commerce market 

growth  

• +50% CAGR through 

2013 – 2017 

• Secular shift from PC to 

m-commerce 

99 Wuxian is uniquely positioned to capture several massive market opportunities 

2017 MARKET SIZE 

A$39bn 

• Only mobile marketplace 

enabling loyalty points 

redemption in China 

• Bank loyalty points 

redemption is a 

developing market in 

China  

• 4 contracted partners 

2017 MARKET SIZE 

A$14bn 

• Only mobile marketplace 

enabling loyalty points 

redemption for insurers 

in China 

• New vetical with 5 

insurance partners added 

in 2014  

2017 MARKET SIZE 

A$129bn 

• Mobile marketplace 

enabling the redemption 

of employee benefits  

• Opportunity across 

human resources firms 

and corporations  

2017 MARKET SIZE 

A$5.7trn 

• Agreement with a major 

Chinese POS provider  

• Unique competitive  

position within the 

cloud-POS market to 

capture the O2O 

opportunity  

Total addressable market opportunity: +A$250 billion  

Source:  Management estimates.  
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Unique competitive position creates significant barriers to entry  

• First to market and difficult to copy in its existing channels 

• Strong relationships required for banking and financial services 

• Banks require long time frame to integrate third party payment and services providers 

• Lead-time for establishment of relationship with a O2O partner 

• Deep execution history meeting best-in-class business partner standards 

• Handpay holds one of 269 third party payments licenses1 in China, with only 42 providing mobile payments 

• Strict financial requirements and regulatory standards  

• Strong long-term relationship with domestic payments / financial services constituents 

• Regulatory restrictions on foreign ownership of third party payment licenses 

• Deep mobile application technology experience and IP portfolio 

• High risk control systems and security standards given entrenchment with the financial system 

• Advanced, flexible backend platform providing custom solutions to business partners 

• Proprietary data mining systems 

COMMERCIAL  

REGULATORY 

TECHNOLOGY  

1. Internet payments, mobile payments, prepaid cards, acquired services, digital payments 

High barriers to entry 



15 

Highly scalable and flexible technology platform 
Ability to seamlessly expand across markets, verticals, products and distribution channels   

Health Financial 
Car  

maintenance 
… 

Traffic  
fines 

e-coupons 
Mobile 
gaming 

• Data collection across technology infrastructure 

• Big data analytics platform 

Mobile  
top-up 

Gaming 
Physical 
goods 

Travel 
products 

Banks 

… 

99 Wuxian  
marketplace  

Bank  
loyalty points  

Online  
- to -  

offline  

Employee  
benefits  

Insurance  
loyalty points 

… 

+320mm mobile banking users of  
existing business partners  

+730mm China mobile banking  
users in 2017  

… 

Telcos 
Insurance 
companies 

Other verticals  … … … 

Billing and order 
Marketing 

management  
Product 

management  
User 

management  
Clearance Operational 

Products 

Verticals 

Channels 

Market 

99 Wuxian 
Services 

Big Data 
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Attractive user economics from quality customers 
Market position and technology platform drive high value consumers with differentiated user economics 

Higher average transaction value (ATV) than most peers… … with the lowest customer acquisition cost (CAC) 

44 

68 

50 

29 

25 

14 

58 NNW

Peer 1

Peer 2

Peer 3

Peer 4

Peer 5

~1 

15 

15 

11 

10 

9 

Peer 1 

Peer 2 

Peer 3 

Peer 5 

Peer 4 

Peer 1 

Peer 2 

Peer 3 

Peer 5 

Peer 4 

Banking users with higher disposable income 

Sophisticated consumers drive higher quality standards 

Secure platform creates trusted environment 

Deep engagement of mobile banking users 

mCommerce enables anytime, anywhere transactions, 
complementary to PC 

Aligned incentives and joint marketing with business partners 

Note: Exchange rate of 6.14 RMB to US$ and 5.56 34RMB to A$. LTM analysis based on management accounts which are unaudited 
1. 99 Wuxian metric based on LTM as of March 2015; Based on latest quarter for peer comparables 
2. Represents marketing expense divided by change in registered users for FY2014; Based on last available quarter for peer comparables  
3. $44 represents blended platform ATV; $58 represents cash payment ATV 

LTM ATV1 (A$) LTM CAC2 (A$) 

3 
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Strong growth profile  

15.0mm 

25.2mm 

33.3mm 

2012A 2013A 2014A

¥126 / A$23 

¥197 / A$35 

¥246 / A$44 

2012A 2013A 2014A

18.7mm 

27.9mm 

40.8mm 

2012A 2013A 2014A

2012A 2013A 2014A

1. 2012 and 2013 figures based on management accounts which have not been audited.  
Note:  RMB translated into AUD at the average rate of AUD/RMB of 5.5634 for the period 1 January 2014 to 31 December 2014.   

Registered users1 Number of transactions1 

Average transaction value1 Gross transaction value1 

Consistent growth across the platform  

¥8.2bn / A$1.5bn 

¥5.0bn / A$0.9bn 

¥1.9bn / A$0.3bn 
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3. Financial performance 
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Key 2014 highlights  
99 Wuxian delivers significant and profitable growth in FY2014...  

Note:  RMB translated into AUD using the average rate of AUD/RMB 5.5634 for the period 1 January 2014 to 31 December 2014.  
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Key 2014 highlights (cont’d)  
… and has delivered on numerous operational initiatives 

Note:  RMB translated into AUD using the average rate of AUD/RMB 5.5634 for the period 1 January 2014 to 31 December 2014.  

 Significantly diversified the business by expanding into new channels to market 

 Launched e-coupon and mobile gaming products 

 Onboarded 18 new high quality business partners 

 Initiated O2O business strategy 

 Commenced B2B rewards redemption operations with 4 contracted partners 

 Successfully launched the inaugural “99 Shopping Carnival” event 

 Conducted highly effective joint marketing campaigns with business partners 

 Continued to develop data mining and direct marketing technology 

 Added 12.9 million registered users, taking the total registered user base to 40.8 million 

 Transaction volumes increased 32% to 33.3 million 

 Increased user engagement (transaction frequency, user retention and ATV)  Key trends 

Progress on  

operational initiatives 
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• Net revenue growth of 113% 

• Gross margin expansion to 52% 

• Exceptional operating performance 

– Underlying EBITDA up 124% 

– Underlying PBT up 138% 

• Statutory performance adversely impacted by the 

depreciation of the Australian dollar during the 

period between fund raising and deployment of 

funds 

1. Period from 7 May 2013 (date of incorporation) to 31 December 2013. 
Note:  RMB translated into AUD at the average rate of AUD/RMB of 5.5634 for the period 1 January 2014 to 31 December 2014.   

Summary profit and loss  
Strong financial performance with the continued growth of the 99 Wuxian platform  

Commentary  
RMB millions AUD millions Change

31 December year end FY20131 
FY2014 FY20131 

FY2014 (%)

Total revenue 75.9 163.2 13.6 29.3 115%

Net revenue 72.3 154.2 13.0 27.7 113%

Gross profit 26.6 79.8 4.8 14.3 200%

margin (%) 36.8% 51.8% 36.8% 51.8% 1,499bps

Selling expenses (3.0) (11.2) (0.5) (2.0) 274%

Administration expenses (17.4) (54.1) (3.1) (9.7) 211%

Other gains and losses (2.8) (5.9) (0.5) (1.1) 110%

EBITDA 5.1 11.8 0.9 2.1 132%

margin (%) 7.0% 7.6% 7.0% 7.6% 61bps

Net interest expense 0.0 0.3 0.0 0.0 nm

PBT 3.4 8.9 0.6 1.6 161%

Tax (0.7) (2.0) (0.1) (0.4) 164%

NPAT 2.7 7.0 0.5 1.3 160%

margin (%) 3.7% 4.5% 3.7% 4.5% 82bps

Underlying EBITDA 7.9 17.7 1.4 3.2 124%

margin (%) 10.9% 11.5% 10.9% 11.5% 55bps

Underlying PBT 6.2 14.8 1.1 2.7 138%

margin (%) 8.6% 9.6% 8.6% 9.6% 100bps
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• 99 Wuxian remains debt free and is well positioned 

for growth 

• Net assets increased to RMB 281.7 million  

• Receivables balance of RMB 160.0 million  

– Predominantly relates to increases in 

prepayments and the launch of the B2B rewards 

redemption platform 

– Includes receivables due from Handpay derived 

from legacy contracts 

Note:  RMB translated into AUD at the spot rate of AUD/RMB of 5.0859 as at  31 December 2014.   

Summary balance sheet 
Balance sheet continues to evolve in line with the business 

Commentary  
31 December year end FY2013 FY2014 FY2013 FY2014 

Cash and cash equivalents 59.7 67.8 11.7 13.3

Trade and other receivables 36.8 160.0 7.2 31.5

Inventory - 17.2 - 3.4

Intangibles 54.7 52.9 10.8 10.4

Property, plant & equipment 0.2 3.7 0.0 0.7

Other assets 3.6 3.4 0.7 0.7

Total assets 155.0 305.1 30.5 60.0

Trade and other payables 3.2 11.5 0.6 2.3

Other l iabilities 9.9 11.9 2.0 2.3

Total liabilities 13.1 23.4 2.6 4.6

Net assets 141.9 281.7 27.9 55.4

Share capital 0.8 272.0 0.2 53.5

Reserves 141.1 9.7 27.7 1.9

Total equity 141.9 281.7 27.9 55.4

RMB millions AUD millions
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• Cash balance of RMB 67.8 million as at 31 December 

2014  

• Operating cash flow is being invested in the growth 

of the platform, predominantly in the expansion of 

the B2B rewards redemption business  

– Working capital funding B2B rewards redemption 

(high credit quality receivables from leading 

Chinese banks) 

– Working capital also negatively impacted by 

increased prepayments (prepaid games and 

mobile top-up) to accommodate higher customer 

holiday activity  

Note:  RMB translated into AUD at the average rate of AUD/RMB of 5.5634 for the period 1 January 2014 to 31 December 2014.   

Summary cash flow  
Strong cash balance 

Commentary  
RMB millions AUD millions

31 December year end FY2014 FY2014 

Underlying EBITDA 17.7 3.2

Net interest expense 0.3 0.0

Movement in working capital (133.0) (23.9)

(115.1) (20.7)

Capital expenditure (3.8) (0.7)

Cash flow from investing (3.8) (0.7)

132.8 23.9

Cash flow from financing 132.8 23.9

Net increase in cash 14.0 2.5

Opening cash balance 59.7 10.7

(5.9) (1.1)

Closing cash balance 67.8 12.2

Net proceeds from issue of ordinary shares

Effect of exchange rate movements

Cash flow from operations
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Number of transactions 

5.3mm 

9.4mm 

1Q2013 1Q2014

Gross transaction value Revenue1 

Registered users 

+76% 

29.3mm 

43.0mm 

1Q2013 1Q2014

+46% 

First quarter performance 
Strong financial performance continued into FY2015 

¥1.7bn 

¥2.6bn 

1Q2013 1Q2014

+57% 

¥27.5mm 

¥34.7mm 

1Q2013 1Q2014

+26% 

1. Revenue growth lower than gross transaction value growth due to promotional discounts offered on marketing initiatives during the period.  99 Wuxian offered promotional discounts to consumers by passing on a 
portion of the merchant commissions 99 Wuxian receives to consumers. 
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4. Growth strategy and outlook 
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GROWTH STRATEGY 

Growth strategy 
Disciplined focus on executing compelling growth strategy 

1 
Grow the existing business  

with current  business partners 

• Continue to grow registered user base and 

increase user engagement 

• Grow loyalty points segment and increase 

penetration of existing 60 business partners 

2 
Grow the existing business  
with new business partners 

3 Expand business 

4 Bridge online and offline 

5 Know the customer 

• Continue to onboard new business partners 

across both cash and loyalty points 

 

• Deliver GTV and revenue from new channels 

and products launched in FY2014 

• Continue business expansion – new high quality 

merchants, channels to market and products 

• O2O system development, testing and 

implementation 

• Deliver GTV and revenues in Q4 FY2015 / Q1 

FY2016 

• Continue development, improvement and 

implementation of big data strategy 

• Drive user engagement and increase 

penetration rates among mobile banking users 

• Grow the loyalty points program platform 

• Add new business partners in China 

• Expand distribution channels 

• Introduce new product offerings 

• Add new high quality merchants merchandise 

categories 

• Deploy O2O capability with  cloud-POS partner  

• Drive optimisation of business and marketing 

decisions through proprietary direct marketing 

and big data 

Strategy  FY2015 targeted deliverables  
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INVESTMENT HIGHLIGHTS 

1. Based on management estimates and industry research  

Growth strategy (cont’d) 
Significant opportunity to grow the business with existing business partners 

Installed mobile banking user base and business partner base  

presents  significant growth opportunity 

43mm  
99 Wuxian 

registered users 

4 
contracted loyalty 

points partners 

320mm1  
Mobile banking app installed user base 
embedded with 99 Wuxian marketplace 

60 
bank, telecommunication  

and insurance partners 

Registered users1 (mm) 

Significant 
growth 

opportunity 

Loyalty points partners 
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5. Appendix 
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Company history  

• Handpay starts working  

with China UnionPay 

February 2006 

• Bank of China starts using  

99 Wuxian platform through 

Handpay 

• PBOC regulation that payments 

must be a separate business 

• 99 Wuxian spun off out of 

Handpay as an independent 

eCommerce platform 

• Handpay granted a 3rd party  

payment license from the PBOC 

• Agreement with leading 

insurance companies to develop 

new business area 

• Launch of O2O initiative 

• Listed on the ASX to address 

bank partners’ need for 

transparency and to access 

growth capital  

 

April 2011 

2012 

June 2012 

99 Wuxian was developed in response to bank demand for an m-commerce product suite 

October 2013 

October 2014 
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INVESTMENT HIGHLIGHTS 

Unique ecosystem 
Offers a value proposition that attracts high-value consumers, business partners and merchants 

BUSINESS PARTNERS 

43mm registered users 

MERCHANTS 

 One-stop m-commerce gateway  

‒ Mobile marketplace 

‒ Loyalty points redemption 

 Anytime, anywhere lifestyle platform 

 Secure and trusted payment environment 

 Easy-to-use mobile interface 

 Expands channels and consumer reach 

 Access to high quality customer base 

 Secure and trusted payment gateway 

 Targeted marketing and merchant tools 

 

CH 

CUSTOMERS 

& 

 Single m-commerce gateway to multiple merchants 

 New channel to reach consumers (joint marketing) 

 Deepen customer engagement 

 Defend against encroachment from 3rd party 
payment providers 

 Seamless, secure integration with banking system 

 Cost-effective, customizable self-service platform  

 Data-driven marketing 

 

60 banks, telcos & insurance partners 

155 merchants 

 Pre-qualified bank customers with high 
standards and less price sensitivity 

 Higher ATV driven by secure platform 

 93% of consumers between 18 - 45 years 

 Diverse consumer base across 31 provinces 

 

 9 of the top 10 banks, +50 leading banks in China 

 Leading telcos and insurers in China 

 History of high quality standards 

 Select universe of 155 top-tier merchants 
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• 99 Wuxian platform established and developed by Handpay  

• 99 Wuxian spun out of Handpay in 2012 following changes to People’s Bank of China regulations  

– Mobile payments and settlement businesses to be separate from value added services businesses  

• Given joint history, owership and operations 99 Wuxian has a strong working and commercial relationship with Handpay 

• Commercial relationship governed by an exclusive service agreement with Handpay 

– 30 year term, with 2 additional 30 year renewal options 

• Handpay is a strategic partner of China UnionPay Co Ltd (“UnionPay”) and have a long and established relationship 

– Enables Handpay to partner with banks to deliver its mobile platform with enhanced payment security  

• Handpay co-operated with UnionPay in establishing a national mobile payments standard, which was subsequently approved 

by the People’s Bank of China 

• 99 Wuxian has strong relationship with Unionpay given historical ownership of 99 Wuxian under Handpay 

– 99 Wuxian has subsequently developed and strengthed relationship with Unionpay in its own right 

HANDPAY  

CHINA  
UNIONPAY 

Key relationships 

BUSINESS  
PARTNERS 

Banks 

 Established relationships with very high profile Chinese banks 

– 9 of the top 10 banks in China, including China’s “big four” 

– ICBC recognised as the largest bank in the world by asset value  

– China’s big four all sit within the top 10 banks globally by Tier 1 capital 

Telecos 

 Relationships with each of the three mobile phone services providers in China  

 China mobile is one of the world’s largest mobile phone operators, with approximately  

806 million customers 

Insurers 

 Insurance business partners include New China Life Insurance Co and China Taiping Insurance Holdings, 

both of whom are within the top 10 Chinese insurers by assets  

99 Wuxian has established relationships with leading Chinese corporations 

http://en.wikipedia.org/wiki/File:UnionPay_logo.svg
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Partner 
& 

Cloud –POS Mobile 

 Payment security 

 Transaction verification 

 Receipt confirmation 

 

 Merchants 

 Shopping malls 

 Convenience stores 

 

Offline (retail spend) 

Enable consumers to access the 99 Wuxian  
marketplace at the physical POS 

Enable consumers to purchase goods and services at physical POS 
using electronic coupons purchased on 99 Wuxian marketplace 

O2O strategy  
Partnership with a leading POS provider to bridge online to offline  
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Example platform transaction 

Mobile top-up  

Game recharge 

1 2 3 4 5 

1 2 3 4 5 
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Sample joint marketing campaign posters 
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Capital structure overview 

Name  Number of shares % of total issued capital 

Grand Ease Holdings Limited 255,300,969 23.86% 

Investorlink Securities Limited 166,825,415 15.59% 

Caihui Investments Limited 146,919,472  13.73% 

Vtion Capital Investment Limited 71,733,391  6.70% 

Nation Pride Investments Limited 71,732,559 6.70% 

Decheng Investments Limited 59,343,154 5.55% 

99 Wuxian Nominees Pty Ltd 50,000,000 4.67% 

Investorlink Group Limited 40,506,983 3.79% 

Fully Best Holdings Limited 35,865,863 3.35% 

Radiant Cosmo Investments Ltd  29,126,087 2.72% 

Citicorp Nominees Pty Limited 14,771,694 1.38% 

Washington H Soul Pattinson & Company Limited 10,909,091 1.02% 

Mr Yongjun Shen  10,388,250 0.97% 

Pershing Australia Nominees Pty Ltd  3,906,336 0.37% 

UBS Nominees Pty Ltd  3,390,664 0.32% 

Shiyiba Pty Limited 2,914,540 0.27% 

Mr David Lawson and Mrs Dianne Ramsay  2,008,000 0.19% 

Mr Ian Charles Rowe and Mrs Narelle Lesley Rowe  2,004,910 0.19% 

HSBC Custody Nominees (Australia) Limited 1,633,050 0.15% 

Brispot Nominees Pty Ltd  1,597,837 0.15% 

Total 980,878,265 91.67% 

Note:  Data as at 19 March 2015. 

Top 20 shareholders 

Capital deck 

Shares on issue 

Unrestricted shares 

Shares escrowed until 8/10/2015 

 

Capital raisings  

Pre IPO round May 2013: 

IPO round October 2013: 

ASX placement August 2014: 

 

1,070,024,042 

150,024,042 

920,000,000 

 

 

A$7.0mm 

A$20.0mm 

A$25.0mm 


