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IMPORTANT NOTICE
This presentation and the accompanying oral presentation contain forward-looking statements within the meaning of the Private Securities Litigation Reform Act of 1995. All statements contained in this presentation and the accompanying oral
presentation that do not relate to matters of historical fact should be considered forward-looking statements, including, without limitation, any further transactions and any related benefits, future opportunities and anticipated business levels,
future financial or operating performance, planned activities and objectives, anticipated growth resulting therefrom, market opportunities, strategies, competition and other expectations, and/or whether Farfetch will complete the issuance of
the Notes, and assumptions underlying such statements, as well as statements that include the words “expect,” “intend,” “plan,” “believe,” “project,” “forecast,” “estimate,” “may,” “should,” “anticipate” and similar statements of a future or
forward-looking nature. These forward-looking statements are based on management’s current expectations. These statements are neither promises nor guarantees, but involve known and unknown risks, uncertainties and other important
factors that may cause actual results, performance or achievements to be materially different from any future results, performance or achievements expressed or implied by the forward-looking statements, including, but not limited to:
purchasers of luxury products may not choose to shop online in sufficient numbers; our ability to generate sufficient revenue to be profitable or to generate positive cash flow on a sustained basis; the volatility and difficulty in predicting the
luxury fashion industry, in particular in light of COVID-19 and its impact on consumer spending patterns; our reliance on a limited number of retailers and brands for the supply of products on our Marketplace; our reliance on retailers and

brands to anticipate, identify and respond quickly to new and changing fashion trends, consumer preferences and other factors; our reliance on retailers and brands to make products available to our consumers on our Marketplace and to set
their own prices for such products; our reliance on information technologies and our ability to adapt to technological developments; our ability to acquire or retain consumers and to promote and sustain the Farfetch brand; our ability or the
ability of third parties to protect our sites, networks and systems against security breaches, or otherwise to protect our confidential information; our ability to successfully launch and monetize new and innovative technology; our acquisition
and integration of other companies or technologies, for example, Stadium Goods and New Guards Group, could divert management’s attention and otherwise disrupt our operations and harm our operating results; we may be unsuccessful in
integrating any acquired businesses or realizing any anticipated benefits of such acquisitions; our dependence on highly skilled personnel, including our senior management, data scientists and technology professionals, and our ability to hire,
retain and motivate qualified personnel; the effect of the COVID-19 pandemic on our business and results of operations, as well as on the luxury fashion industry and consumer spending more broadly, and our ability to successfully implement
our business plan during a global economic downturn caused by the COVID-19 pandemic; impact of general economic factors, natural disasters or other unexpected events; Mr. Neves has considerable influence over important corporate
matters due to his ownership of us, and our dual-class voting structure will limit your ability to influence corporate matters, including a change of control; and the other important factors discussed under the caption “Risk Factors” in our
Annual Report on Form 20-F filed with the U.S. Securities and Exchange Commission (“SEC”) for the fiscal year ended December 31, 2019 and in Exhibit 99.2 to our Current Report on Form 6-K filed with the SEC on April 27, 2020, as such
factors may be updated from time to time in our other filings with the SEC, which are accessible on the SEC’s website at www.sec.gov.
In addition, we operate in a very competitive and rapidly changing environment. New risks emerge from time to time. It is not possible for our management to predict all risks, nor can we assess the impact of all factors on its business or the
extent to which any factor, or combination of factors, may cause actual results to differ materially from those contained in any forward-looking statements that we may make. In light of these risks, uncertainties and assumptions, the forwardlooking events and circumstances discussed in this presentation and the accompanying oral presentation are inherently uncertain and may not occur, and actual results could differ materially and adversely from those anticipated or implied in
the forward-looking statements. Accordingly, you should not rely upon forward-looking statements as predictions of future events. In addition, the forward-looking statements made in this presentation and the accompanying oral presentation
relate only to events or information as of the date on which the statements are made in this presentation and the accompanying oral presentation. Except as required by law, we undertake no obligation to update or revise publicly any forwardlooking statements, whether as a result of new information, future events or otherwise, after the date on which the statements are made or to reflect the occurrence of unanticipated events. Unless otherwise indicated, information contained in
this presentation concerning our industry, competitive position and the markets in which we operate is based on information from independent industry and research organizations, other third-party sources and management estimates.
Management estimates are derived from publicly available information released by independent industry analysts and other third-party sources, as well as data from our internal research, and are based on assumptions made by us upon
reviewing such data, and our experience in, and knowledge of, such industry and markets, which we believe to be reasonable. In addition, projections, assumptions and estimates of the future performance of the industry in which we operate
and our future performance are necessarily subject to uncertainty and risk due to a variety of factors, including those described above. These and other factors could cause results to differ materially from those expressed in the estimates
made by independent parties and by us. All subsequent written and oral forward-looking statements attributable to Farfetch, its board of directors or any person acting on behalf of any of them are expressly qualified in their entirety by this
notice.
Certain figures in this presentation may not recalculate exactly due to rounding. This is because percentages and/or figures contained herein are calculated based on actual numbers and not the rounded numbers presented.

Farfetch exists for the
love of fashion.
We believe in empowering
individuality. Our mission
is to be the global platform
for luxury, connecting the
creators, curators and
consumers.
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ACCELERATING THE DIGITIZATION
OF THE LUXURY INDUSTRY
Yesterday’s announcement combines three exciting developments

LUXURY NEW RETAIL –
THE GLOBAL OPPORTUNITY

ACCELERATED
CHINA STRATEGY –
FARFETCH CHINA + TMALL

INVESTMENTS
UNDERPINNING
THE STRATEGY
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LUXURY NEW RETAIL IS AN EVOLUTION
OF THE FARFETCH STRATEGY
2008

2015

2016

2018

2020 2021 2022

Long in the making…
MID 2021 LAUNCH ON TMALL

LNR Steering
Group
Chairman,
g

LUXURY NEW RETAIL
STORE OF THE FUTURE X CHANEL COLLABORATION
LAUNCHED FARFETCH.CN
FARFETCHOS EVENT / LAUNCHED STORE OF THE FUTURE
FARFETCH STARTED OPERATIONS IN CHINA
LAUNCHED FARFETCH PLATFORM SOLUTIONS (PREVIOUSLY BLACK & WHITE)
LAUNCHED THE FARFETCH MARKETPLACE
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THE CHINESE LUXURY MARKET IS
A MASSIVE OPPORTUNITY
Chinese consumers represented

35% of luxury consumption in
20191

By 2025 will account for nearly

half of the Global Personal
Luxury Goods Market1

By 2025,
the Chinese Luxury Market will be:

$170+ Billion

~$70 billion spent by Chinese

luxury consumers while traveling,
which would need to be repatriated
as international travel is expected to
decline up to 80%2 in 2020

Millennials and Gen Z showing

dynamism and increasing willingness
to buy luxury, in particular from China
and Southeast Asia, contributing to
150%3 of the expected growth
from 2019-2035

1 Bain-Altagamma Luxury Goods Worldwide Market Update, Spring Update 2020 dated May 2020. 2019 estimated global personal luxury market 281 Billion EUR (303 Billion USD), Chinese market 35% of global; 2025 forecast global personal
luxury market 320-330 Billion EUR (345-356 Billion USD), Chinese market 47%-49% of global. EUR : USD exchange rate 1.07919:1 May 2020
2 OECD report “Rebuilding tourism for the future: COVID-19 policy response and recovery” dated October 2020
3 Bain-Altagamma 2019 Worldwide Luxury Market Monitor, dated November 2019
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ACCELERATED
CHINA STRATEGY –
FARFETCH CHINA + TMALL

Shanghai

Hong Kong

PRESENTED BY JUDY LIU
Managing Director Greater China

Previously:
Co-Founder & CEO

Vice President Gaopeng (Groupon & Tencent)

Farfetch Greater China: 3 Offices – 450 Farfetchers

Beijing
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WE HAVE A VERY SUCCESSFUL
BUSINESS IN CHINA TODAY
THE MOST VALUABLE
LUXURY CHINESE
CUSTOMERS COME TO
US…

YOUNG

5 years younger on average vs global Farfetch customers1

BIG SPENDERS
~$720 AOV – 30% higher than Farfetch global average2
~1/3 China GMV comes from Private Clients3

HIGHLY ENGAGED
Private Client customers place on average 40+ orders per year
and visit us 600+ times per year4

MOBILE OBSESSED
75%+ GTV from mobile App in China Mainland5
90%+ registration through mobile number or social account6

1 Per Farfetch customer survey in January 2019. 2 AOV for 12 months to 30 June 2020. 3 Private Client as a percentage of GMV for the twelve months to June 2020. 4 Private Client average order and visits per year, 12 month rolling average as of 30
June 2020. 5 Mobile number as a percentage of new customer registration for 12 months to 30 June 2020.
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WE HAVE A VERY SUCCESSFUL
BUSINESS IN CHINA TODAY
WE OFFER A BESPOKE
EXPERIENCE TO CHINESE
CUSTOMERS…

Full Scale Local Demand
Generation
Mobile & APP download & LTV focused

Localized Experience – Product Innovation
Dedicated China APPs (iOS & Android)
Social commerce channels

Localized Experience – Seamless Integration
Multi-channel customer specialist support
Systematic integration with customs and fulfillment
to ensure rapid delivery

Unique Private Client Strategy
Farfetch unique strategy and Private Client
experiences. From dedicated communication to
bespoke activation and customer engagement
by qualified fashion stylists
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THE FARFETCH CHINA
ECOSYSTEM GOING FORWARD
FARFETCH GLOBAL
SUPPLY:

E-commerce
Channels

“ONE SINGLE INTEGRATION”
RED

MINI
PROGRAM

Media / Social-Commerce
Channels

3,500+
BRANDS1

430K+
SKUS2

Brand.cn

‘powered by
FARFETCH’

FROM 50+

ADDED WITH TODAY’S
ANNOUNCEMENT
-

-

COUNTRIES3

90+

WHITE-LABEL
BRAND PARTNERS
(FPS)4

1 Represents the number of brands listed on the Farfetch Marketplace as at 30 June 2020
2 Represents all online units (season agnostic) on the Farfetch Marketplace as at end of the quarter ended 30 June 2020
3 Represents physical supply as at 30 June 2020 (i.e. where the product is shipped from)
4 Global FPS (including CuriosityChina) clients as at 30 June 2020

-

757 million Alibaba consumers

Farfetch Luxury shopping
channels on China's premier
luxury destinations within Tmall
marketplace and Alibaba's
cross-border marketplace
Tmall Global
Multi-brand solutions through a
single integration with Farfetch
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INVESTMENTS UNDERPINNING
THE STRATEGY
• Alibaba and Richemont, combined, invest $600 million
in Farfetch via Convertible Notes
• Artemis invests $50 million
in Farfetch via primary issuance of Class A shares
• Alibaba and Richemont, combined, invest $500 million
in Farfetch China
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SCOPE OF INVESTMENTS
1
Alibaba

2

Alibaba and Richemont,
combined, invest $600 million in
Farfetch via Convertible Notes

Artemis invests
$50 million in Farfetch

Farfetch Limited
Richemont

100%

75%

25%

3

Alibaba and Richemont,
combined, invest $500 million
in Farfetch China

In addition, Alibaba and Richemont
have an option to purchase a further
combined 24% of Farfetch China,
after the third year of the joint
venture

1 Includes Mainland China, Hong Kong, Taiwan and Macau

Farfetch China
Region
3P Marketplace¹

Farfetch RoW
Marketplaces

FPS,
CuriosityChina
and
Store of the Future

Brand Platform
(NGG)

In-store

FARFETCH PLATFORM
APPLICATIONS

DATA

SERVICES

OVERVIEW OF KEY
TRANSACTION TERMS
1

2

3

Alibaba and Richemont,
combined, invest
$600 million in Farfetch
via Convertible Notes

Artemis invests
$50 million in Farfetch
via primary issuance

Alibaba and Richemont,
combined, invest
$500 million in
Farfetch China

•

Alibaba and Richemont will invest $600 million ($300 million each) in private convertible
notes issued by Farfetch Ltd

•

Zero percent convertible senior notes due 2030

•

Initial conversion price of $32.29 (22% premium to 30-day VWAP as at October 30, 2020)

•

Alibaba will have the right to nominate one director to the Farfetch Board

•

Artemis has increased its existing investment in Farfetch with a further $50 million
investment

•

Primary issuance of Class A shares at a price of $26.46 (30-day VWAP as at October 30,
2020)

•

Alibaba and Richemont will invest $500 million ($250 million each) in Farfetch China, a new
joint venture which will include the Farfetch Marketplace in the China region

•

Alibaba and Richemont will receive a combined 25% stake (12.5% each) in Farfetch China

•

Option to purchase a further combined 24% of Farfetch China after the third year of the
joint venture’s formation

•

Farfetch will retain 75% ownership and will continue to consolidate the JV

Total $1.15 billion investment across Farfetch

13

14

THE GLOBAL PLATFORM
FOR LUXURY

