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Our Mission Our Vision

We aim to build the future infrastructure of
commerce. We envision that our customers will
meet, work and live at Alibaba, and that we
will be a good company that lasts for 102 years.

(]
We do not pursue size or power; we aspire to be a good company that will
0 m a e I e a Sy 0 0 last for 102 years. For a company that was founded in 1999, lasting for 102
years means we will have spanned three centuries, an achievement that
busi h

few companies can claim. Our culture, business models and systems are
built to last, so that we can achieve sustainability in the long run.

Our founders started our company to champion small businesses, in the belief that the

Internet would level the playing field by enabling small enterprises to leverage innovation

and technology to grow and compete more effectively in domestic and global economies. we

believe that concentrating on customer needs and solving their problems — whether those

customers are consumers, merchants or enterprises — ultimately will lead to the best outcome

for our business. In the digital era, we are staying true to our mission by helping our customers

and business partners harness the power of digital technology. We have developed a large

ecosystem powered by technology infrastructure that enables participants to create and share

value on our platforms. Our decisions are guided by how they serve our mission over the long

term, not by the pursuit of short-term gains.

2  Alibaba Group Holding Limited Fiscal Year 2024 Annual Report 3
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LIVE @ Alibaba

We strive to expand our
products and services to
become central to the
everyday lives of our
customers.

4  Alibaba Group Holding Limited

WORK @ Alibaba

We empower our customers

with the fundamental
infrastructure for commerce and
new technology, so that they can
build businesses and create value
that can be shared among our
ecosystem participants.

MEET @ Alibaba

We enable commercial and social
interactions among hundreds

of millions of users, between
consumers and merchants, and
among businesses every day.

Our Values

Our values are fundamental
to the way we operate and
how we recruit, evaluate and
compensate our people.

Trust
Makes
Everything Simple

If Not Now,
When?

Today'’s Best
Performance Is
Tomorrow’s

Baseline

Customers

Employees Second,
Shareholders Third

Change
Is The Only
Constant

If Not Me,

Who?

Live Seriously,

Work Happily

Customers first, employees
second, shareholders third

This reflects our choice of what's
important, in order of priority. Only
by creating sustained customer
value can employees grow and
shareholders achieve long-term
benefit.

Today’s best performance is
tomorrow’s baseline

In Alibaba’s most challenging
times, this spirit has helped us
overcome difficulties and survive.
In bad times, we know how to
motivate ourselves; in good times,
we dare to set "dream targets”
(stretch goals). Face the future,
or we regress. We must shoot for
the moon, challenge ourselves,
motivate ourselves and exceed
ourselves.

Trust makes
everything simple

Trust is both the most precious and
fragile thing in the world. The story
of Alibaba is a story of building
and cherishing trust. Complexity
begets complexity, and simplicity
breeds simplicity. Aliren (FTE A)
are straightforward - what you see
is what you get. With trust, there is
no second-guessing or suspicion,
and the result is simplicity and
efficiency.

If not now, when?
If not me, who?

This was a tagline in Alibaba’s first
job advertisement and became our
first proverb. It is not a question,
but a call of duty. This proverb
symbolizes the sense of ownership
that each Aliren must possess.

Change is
the only constant

Whether you change or not, the
world is changing, our customers
are changing and the competitive
landscape is changing. We must
face change with respect and
humility. Otherwise, we will fail
to see it, fail to respect it, fail to
understand it and fail to catch

up with it. Whether you change
yourself or create change, both
are the best kinds of change.
Embracing change is the most
unigue part of our DNA.

Live seriously,
work happily

Work is now, life is forever. What
you do in your job is up to you, but
you have responsibility to the ones
who love you. Enjoy work as you
enjoy life; treat life seriously as you
do work. If you live with purpose,
you will find reward. You make
Alibaba different and make your
loved ones proud. Everyone has
their own view of work and life;
we respect each person’s choice.
Whether you live by this value
depends on how you live your life.

Fiscal Year 2024 Annual Report
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Key Events in Fiscal Year 2024

2023

April

Alibaba Cloud unveiled
its proprietary Al large
language model (LLM),
Qwen (also known as
Tongyi Qianwen), which
has been increasingly
integrated into various
business applications
across the Alibaba
ecosystem. Later in the
year, Alibaba Cloud
released Qwen 2.0,
along with multiple
brand new industry-
specific vertically-
trained LLMs.

Note:

(1) Gartner®, “Market Share: Services, Worldwide, 2023", Neha Sethi et al., 12 April 2024, Sorted by Infrastructure-as-a-Service (laaS), Vendor
Revenue Basis) (Asia Pacific refers to Mature Asia/Pacific, China (Region), Emerging Asia/Pacific and Japan (Region), and market share

May

Taobao celebrated its 20" anniversary
by hosting the Taobao Maker Festival
across ten cities popular with tourists in
China with free public admission.

Alibaba Group board of directors
introduced a new Capital Management
Committee to enhance shareholder
value through a comprehensive plan.
The board of directors also established
a Compliance and Risk Committee

to oversee Alibaba Group's overall
regulatory compliance and risks in key
areas other than financial reporting.

June

Alibaba Cloud's Al-driven sustainability
solution, Energy Expert, was leveraged
at the first Olympic Esports Week to
measure and analyze carbon emissions
generated by the construction of

the event's temporary stadium and

to provide data-driven insights on
materials and equipment used.

February

Alibaba Group upsized its share buyback

program by US$25 billion as part of its ongoing
enhancement of shareholder returns.

refers to that of Infrastructure-as-a-Service (laas).

Alibaba Group Holding Limited

September

Alibaba Group completed the leadership
transition of its Chairman and Chief
Executive Officer. The company laid out
“user-first” and "Al-driven” as its two
main strategic focuses, reshaping its
business priorities.

The Hangzhou 19" Asian Games were
held from September 23 to October

8, 2023. As the official partner of the
Hangzhou Asian Games, Alibaba Group
worked to digitalize the Games by
migrating the Games' core systems onto
the cloud and transforming it into the
first ever "Asian Games on the Cloud”,

March

AliExpress Choice celebrated its first anniversary. Merchants are
empowered by Choice to focus on supply chain management
while minimizing retail commerce operational barriers through

the “Fulfilled by AliExpress” offering.

.......

November

Forthe 2023 11.11 Global Shopping Festival, Taobao and Tmall Group
recorded positive year-on-year growth in participating merchants,
transacting buyers and order volume compared to the same period last year.

Alibaba Group board of directors approved the company’s first annual
dividend for fiscal year 2023 to enhance shareholder returns.

Eddie Wu, Chief Executive Officer of Alibaba Group, unveiled a strategy
for the next growth phase, highlighting the Group’s future direction, key
priorities and execution path.

Alibaba Group joined the World Business Council for Sustainable
Development and collaborated with its members to develop a
framework and methodology on Avoided Emissions.

December

Alibaba Cloud open-sourced LLMs with parameters ranging from

0.5 billion, 1.8 billion, 4 billion, 7 billion, 14 billion, 32 billion and 72
billion, as well as multimodal LLMs with audio and visual understanding
capabilities. As of March 31, 2024, Alibaba Cloud’s open-source Al
maodel community ModelScope has become the leading destination for
high-quality models and thousands of datasets, providing madels and
free computing power services to developers.

Alibaba Group is the world's fourth largest and Asia Pacific’s largest
Infrastructure-as-a-service provider by revenue in 2023 in U.S. dollars,
according to Gartner's April 2024 report®.

Fiscal Year 2024 Annual Report 7
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Letter from our Chairman and our CEO

Joe Tsai
Chairman,
Alibaba Group

Alibaba Group Holding Limited

Eddie Wu
Chief Executive Officer,
Alibaba Group

Letter from our Chairman and our CEO

Dear Shareholders,

Our fiscal year ended March 31, 2024 was a watershed. It was a year in which Alibaba made several pivots
toward strategic clarity. This clarity has helped us to define who we are, our direction, and how we will execute
our strategy. We believe it is important to share the thought process we went through this past year, and what it
means for Alibaba in the future.

Who We Are

Alibaba has two core businesses: e-commerce and cloud computing. As part of the consumer economy
in China, we have developed an ecosystem of Internet platforms to tap into opportunities in local services,
communications, search, and digital entertainment.

In e-commerce, we run Taobao and Tmall Group (TTG), which includes platforms for the domestic China
consumer and business-to-business markets, and Alibaba International Digital Commerce Group (AIDC), which
includes platforms for the international consumer and business-to-business markets. Other divisions in the
company provide strategic value by bringing synergies that make our e-commerce businesses more valuable.
For example, the on-demand delivery business Ele.me provides the infrastructure for instant delivery of fresh and
perishable items purchased from our e-commerce platforms; and our logistics subsidiary Cainiao provides the
supply chain, transport, and delivery capabilities to create a great experience for the consumers shopping on the
TTG and AIDC platformes.

In cloud computing, we aim to be the leading public cloud infrastructure and platform technology provider in
China, supplying a broad range of capabilities to our customers, including elastic computing, storage, network
infrastructure, security, big data, and artificial intelligence (Al).

Our Strategic Direction

We have chosen two important paths for the strategic direction of our business. As leaders of the company, we
must clearly articulate our direction.

The first strateqgy is User First. Users of our various platforms come first in the way we operate our business and
design products, from user interface to algorithmic matching to customer service. China has the world’s largest
Internet population with 1.1 billion users, and China’s e-commerce penetration is one of the highest in the world
at around 28% of total consumer retail. Today, you can find every kind of consumer product for sale online. If
brands and distributors want to differentiate themselves, they will increasingly need the targeted consumer
marketing services provided by Internet platforms.

Our User First approach will prioritize user experience in business strategy and product design to drive retention
and repeat purchases. This will provide the best value proposition to sellers of goods and services on our
platforms, such as Taobao, Tmall, Xianyu, Fliggy, Ele.me, Amap, and AliExpress, because Alibaba is where they
can find the most robust, well-segmented, and highest frequency user base for online consumption.

The second strategic direction is our focus on Al as the single most powerful element that will change and
accelerate the growth of our businesses.

Over the next decade, no industry will be spared the disruption brought about by Al. Rather than protecting
the old way of doing things, Al has re-ignited our start-up passion and imagination. Each of our businesses
has massive numbers of use cases, all of which can use Al applications to unleash powerful value, and the

Fiscal Year 2024 Annual Report
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deployment of Al will increase demand for computing and drive growth for Alibaba Cloud. Al will not be a threat
but will herald in massive apportunities as the driver for breakthrough user experience and business models. If
we don't keep up with the constant and marvelous improvements that Al is showing us on a daily basis, we will
be displaced.

Operating Principles
We follow a number of operating principles as we execute our strategy.

First, we take a long-term perspective when making hard decisions. We think in 10-year cycles as the
development cadence of technology businesses typically experience the phases of investment, growth, harvest,
profit, and invariable decline. Our businesses are in different phases and must be managed differently. For
example, AIDC is nascent and requires upfront investment; Alibaba Cloud is investing for future growth while
harvesting the fruits of economies of scale; and TTG is a mature business that must innovate fast and capture the
next growth cycle.

Second, we apply extreme focus and intentionality in everything we do. Focus means we are not distracted by
unimportant things, and in determining what is important or not, we are unemotional when facing hard choices.
Intentionality means we develop sound reasons for doing what we do. For example, Alibaba Cloud’s pivot to

a public cloud strategy reflects the rationale of our structural advantages in technology leadership and scale
economies; at the same time, we made a hard choice to forego short-term revenue from low-margin project-
based business.

Last but not least, we communicate a clear direction to our teams and seek alignment from them by setting
sound incentive systems. We believe that transparency of strategic direction and demaonstration of intentionality
from company leaders make a more productive and happier workforce. We have developed employee incentive
systems that are tied to our mid- and long-range strategic goals, so that our teams know exactly where they
stand financially based on business performance.

Capital Management

In fiscal year 2024, Alibaba generated US$21.6 billion in free cash flow. It is the responsibility of management

to determine how we deploy our cash to maximize shareholder value. We face a trade-off of returning cash to
shareholders on the one hand, and re-investing the cash into existing or new businesses on the other hand.

Our capital management activities in fiscal year 2024 reflected the company’s focus on our core business. We

did not put money into new business lines. Instead, we declared and paid, for the first time in company history,

a dividend of US$2.5 billion, and we repurchased US$12.5 billion of our own shares, which resulted in a net
reduction of 5.1% in outstanding shares. In fiscal year 2024, we delivered value to shareholders by returning cash
and creating earnings accretion.

.........

Alibaba Group Holding Limited

........
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Investing for the Future

Returning cash to shareholders does not mean we will stop investing. There are two areas where Alibaba will
continue to invest: (1) to accelerate our core businesses’ growth, and (2) to maintain leadership in fundamental
technologies and innovation, including Al.

Itis important for you to understand our investment in Al. The latest developments in generative Al with new
iterations of large language models (LLMs) from major global technology companies are relevant to Alibaba in
three ways.

First, as technology pioneers, we are interested in exploring the potential of machine intelligence to achieve
artificial general intelligence (AGI). Ultimately, humankind may be able to achieve AGI based on certain
definitions. The current approach that pushes toward AGl is LLMs that use the transformer architecture. As LLMs
get bigger and go multimodal to incorporate voice, video and image in addition to text, the level of investment
that is required in infrastructure and development can only be taken on by large technology companies that
generate substantial free cash flows from their core business. Alibaba has a market-leading proprietary LLM,
Qwen, and we will continue to investin LLM and other Al innovations to push the limits of machine intelligence.

Second, investment in LLMs drives the growth of our cloud computing business as the training and usage of LLMs
in development or inference will require computing resources. We have made open-source versions of our LLM
Qwen available to the public, bringing additional demand for our proprietary model that results in computing
resource needs. We also have China’s largest open-source LLM community, ModelScope, which includes third-
party LLMs for developers who need access to our computing resources. Thus, being a leader in the development
of Al brings direct positive growth to our cloud computing business.

Third, Alibaba is an integral part of the consumer economy. The user experience within our multitude of consumer
use cases can be transformed with Al applications, from shopping recommendations to virtual showrooms to
personal assistants. We are excited by the limitless possibilities for Al to drive our User First strategy.

In closing, we want to say this: Alibaba is about the future. In the past 25 years, Alibaba has grown consistently
but, unfortunately, acquired “large company” characteristics. For the next ten years, we see ourselves again as a
start-up defined by entrepreneurship, innovation, and our mission “to make it easy to do business anywhere.” We
will apply long-term thinking when we make trade-offs today and invest for tomorrow.

Joe Tsai Eddie Wu A

Chairman Chief Executive Officer

May 23, 2024

...............................

..........................
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Company Overview

To fulfill our mission “to make it easy to do business
anywhere,” we enable businesses to transform the
way they market, sell and operate and improve their
efficiencies. We provide the technology infrastructure
and marketing reach to help merchants, brands,
retailers and other businesses to leverage the power
of new technology to engage with their users and
customers and operate in a more efficient way. We
also empower enterprises with our leading cloud
infrastructure and services and enhanced work
collaboration capabilities to facilitate their digital
transformation and to support the growth of their
businesses.

In fiscal year 2024, our businesses comprise Taobao
and Tmall Group, Cloud Intelligence Group, Alibaba
International Digital Commerce Group, Cainiao Smart
Logistics Network Limited, Local Services Group, Digital
Media and Entertainment Group and All Others. An
ecosystem has developed around our platforms and
businesses that consists of consumers, merchants,
brands, retailers, third-party service providers,
strategic alliance partners and other businesses.

Alibaba Group Holding Limited

Taobao and Tmall Group

China Commerce Retail

We are the largest retail commerce business in the
world in terms of GMV in the twelve months ended
March 31, 2024, according to Analysys. Our China
commerce retail businesses primarily include Taobao
and Tmall, which together constitute the world's
largest digital retail business in terms of GMV for the
twelve months ended March 31, 2024, according to
Analysys.

Our China commerce retail business derives the
majority of its revenue from customer management
services. We generate customer management revenue
from merchants by offering an integrated package
and a comprehensive solution comprising a diverse
array of services to enable them to attract, engage
and retain consumers, complete transactions, improve
their branding and enhance operating efficiency.
Customer management revenues are charged
primarily on cost-per-click (CPC) basis, cost per-
thousand impressions (CPM) basis, time basis and
cost-per-sale (CPS) basis.



Leveraging our product and supply chain capabilities
as well as fulfillment and delivery expertise, our
consumers can enjoy a broad variety of quality
products and services at attractive prices with a wide
selection of delivery options that satisfy their varying
needs.

China Commerce Wholesale

1688.com, China’s largest integrated domestic
wholesale marketplace in the twelve months ended
March 31, 2024 by net revenue according to Analysys,
connects wholesale buyers and sellers across a wide
range of categories.

Cloud Intelligence Group

Alibaba Group is the world's fourth largest and Asia
Pacific’s largest Infrastructure-as-a-service provider
by revenue in 2023 in U.S. dollars, according to
Gartner’s April 2024 report (Source: Gartner®, “"Market
Share: Services, Worldwide, 2023", Neha Sethi et al.,
12 April 2024, Sorted by Infrastructure-as-a-Service
(laas), Vendor Revenue Basis) (Asia Pacific refers to
Mature Asia/Pacific, China (Region), Emerging Asia/
Pacific and Japan (Region), and market share refers
to that of Infrastructure-as-a-Service (Iaas)). Alibaba
Group is also China’s largest provider of public cloud
services by revenue in 2023, including PaaS and laas
services, according to IDC (Source: IDC Semiannual
Public Cloud Service Tracker, (2023 Q4)). Cloud
Intelligence Group offers a complete suite of cloud
services, including proprietary servers, computing,
storage, network, security, database, big data and
Al, container, machine learning, and model training
and inference, serving our ecosystem and beyond.
We leverage these capabilities and technologies

to provide our customers across various verticals
with industry-specific solutions, enabling intelligent
business decisions and operations. We believe our
cloud services’ added value translates into direct and
tangible results, and these services have become a
critical foundation for our customers, many of whom
are reputable industry leaders in their respective
verticals. Our proprietary large language model (LLM),
Tongyi Qianwen, has been progressively integrated
into various business applications across Alibaba’s
ecosystem to further enhance user experience. To
enable enterprise customers to reap the benefits of
Al-driven innovation, Cloud Intelligence Group has
started offering its clients access to Tongyi Qianwen
on the cloud, enabling them to develop customized
LLM for their business scenarios.

Business Overview

We enable businesses to
transform the way they
market, sell and operate and
improve their efficiencies.

Alibaba International Digital Commerce
Group

Alibaba International Digital Commerce Group
operates various retail and wholesale platforms to
empower brands, merchants and SMEs to serve global
buyers and consumers through wide product selection
and differentiated customer experiences.

International Commerce Retail

Our International commerce retail businesses,
including AliExpress, Trendyol, Lazada, Daraz and
Miravia, empower brands and merchants with local
market insights and critical commerce infrastructure.
AliExpress, one of our international e-commerce
platforms, enables global consumers to buy directly
from manufacturers and distributors in China and
around the world. AliExpress’ new business model,
Choice, provides an enhanced experience to
consumers by combining better product selection,
price and quality with speed of logistics and great
customer support. Trendyol, which we believe is by
far the leading e-commerce platform in Turkiye in
terms of both GMV and order volume in 2023, serves
consumers with a broad selection of products and
services through its e-commerce business as well

Fiscal Year 2024 Annual Report
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Business Overview

as local consumer services for food and groceries.
Consumers also enjoy the quality and convenient
delivery services provided by Trendyol's fulfillment
and logistics networks. Beyond Turkiye, Trendyol

has expanded to other valuable emerging markets,
including the Gulf region, by leveraging its abundant
product supply and fast and reliable logistics
capability. Lazada, a leading e-commerce platform
in Southeast Asia, serves one of the largest user
bases among the global e-commerce platforms by
providing consumers with access to a broad range of
offerings from local SMEs, and regional and global
brands. Additionally, Lazada operates one of the
leading e-commerce logistics networks in Southeast
Asia, which provides reliable, quality and convenient
logistics services to its consumers and merchants. We
also operate Daraz, a leading e-commerce platform
across South Asia with key markets in Pakistan and
Bangladesh. Additionally, we operate Miravia, an
e-commerce platform in Spain that connects brands
and content creators with consumers by providing
consumers with an innovative and entertaining
shopping experience.

International Commerce Wholesale

We operate Alibaba.com, China’s largest integrated
international online whaolesale marketplace in the
twelve months ended March 31, 2024 by revenue,
according to Analysys. During fiscal year 2024, buyers
who sourced business opportunities or completed
transactions on Alibaba.com were located across over
190 countries.

Cainiao Smart Logistics Network Limited

Our vision for our logistics services is to fulfill consumer
orders within 24 hours in China and within 72 hours
anywhere else in the world. To realize this vision,
Cainiao has established a smart logistics network, with
end-to-end logistics capabilities, on a global scale.
Cainiao controls the key nodes of the logistics network
to ensure service quality, efficiency and reliability,
while leveraging trusted partners’ capabilities to drive

Alibaba Group Holding Limited

scalability and capital efficiency. Globally, Cainiao
offers a comprehensive suite of cross-border express
delivery solutions designed to meet customers’
different needs and provides one-stop global supply
chain solutions to empower brands and merchants to
offer a close-to-local retail experience for consumers.
In China, Cainiao offers end-to-end standardized
supply chain solutions that can be applied on a
massive scale across various industries, as well

as certain vertical solutions to address the unigque
requirements of products that need special handling.
Cainiao also offers a wide array of technology and
other services to remove logistics hurdles and address
unfulfilled customer needs.

Local Services Group

We leverage our proprietary mobile and online
technology to enhance the efficiency, effectiveness
and convenience of consumer services for both
service providers and their customers in two distinct
scenarios: “To-Home"” and “To-Destination.”

Our “To-Home" business enables consumers to order
food and beverages, groceries, FMCG, flowers and
pharmaceutical products anytime and anywhere
through Ele.me, a leading local services and on-
demand delivery platform.

Our "To-Destination” businesses provide consumers
with convenient access to quality services to and at
their destinations primarily through Amap, a leading
provider of mobile digital map, navigation and real-
time traffic information in China. Amap provides users
with a simple one-stop access point to services such
as navigation, local services and ride-hailing.

Digital Media and Entertainment Group

Digital Media and Entertainment Group is an extension
of our strategy to capture consumption opportunities
beyond our commerce businesses. Insights we gain
from our commerce businesses and our proprietary
data technology enable us to deliver relevant digital



media and entertainment content to our consumers,
which drives a superior entertainment experience,
increases customer loyalty and improves monetization
for content providers acrass the ecosystem.

Digital Media and Entertainment Group comprises the
platforms of Youku and Alibaba Pictures, including

its wholly-owned subsidiary Damai. Youku, a leading
online long-form video platform in China, provides
users with captivating online media and interactive
experience through its high-quality content, and also
promotes the transformation of the media industry by
applying Al technologies. Alibaba Pictures, including
its wholly-owned subsidiary Damai, provides content
production, promotion and distribution, performance
and event ticketing management, intellectual
property-related licensing and commercial operation,
cinema ticketing management and Internet data
services for the entertainment industry. Through Youku
and Alibaba Pictures, Digital Media and Entertainment
Group extends its reach across online and offline
entertainment channels, allowing users to discover
and enjoy content as well as interact with each other.

All Others

We continue to innovate and develop new service
and product offerings with the goals of meeting the
evolving needs of our customers, improving efficiency
in their daily lives and creating synergies among our

Business Overview

ecosystem participants. DingTalk is our intelligent
collaboration workplace and enterprise management
platform that offers new ways of working, sharing
and collaboration for enterprises and organizations.
Quarkis a leading information services platform for
young users in China and provides users with a one-
stop platform for information search, storage and
consumption.

Our Ecosystem

An ecosystem has developed around our platforms
and businesses, consisting of consumers, merchants,
brands, retailers, third-party service providers,
strategic alliance partners and other businesses.

At the nexus of this ecosystem are our technology
platform, our marketplace rules and the role we play
in connecting these participants to make it possible
for them to discover, engage and transact with each
other and manage their businesses anytime and
anywhere. Much of our effort, time and energy is
spent on initiatives that are for the greater good of
the ecosystem and on balancing the interests of its
participants. We feel a strong responsibility for the
continued development of the ecosystem and we
take ownership in this development. Accordingly, we
refer to this as “our ecosystem.” Our ecosystem has
strong self-reinforcing network effects benefiting its
various participants, who are in turn invested in our
ecosystem’s growth and success.

Fiscal Year 2024 Annual Report
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Alibaba Ecosystem

The following chart sets forth our main businesses for fiscal year 2024 by segment:
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Business Overview

Our Strategies

In an increasingly complex world, digital adoption
and transformation of our customers are accelerating
across different industries. On the cansumer retail
side, online shopping is no longer deemed merely

as a purchase behavior by the consumers but also
has been adopted as a necessary sales channel

by brick-and-mortar retailers. For enterprises and
organizations, digital transformation is accelerating
as technology changes the way people live and

work. Generative Al, an innovative technology
enabled by LLMs, provides innovative ways to elevate
productivity to a new level, further accelerating digital
transformation of enterprises and organizations.

While such transformation presents tremendous
opportunities, it requires us to be more focused,
innovative and agile in establishing-strategic priorities
and strengthening our competitive advantages.

To this aim, we have proactively transformed our
organization through a new organizational and
governance structure to place more focus on our core
business, infuse more agility into decision making
process and further unlock value for our shareholders.
We believe our new structure will continue to empower
all of our businesses to respond quickly to industry
transformation and promote innovation.

With our environmental, social and governance
responsibilities as the foundation of our long-term
strategy, we strive to strengthen our leadership
and build core capabilities in three strategic areas:
consumption, cloud, and globalization.

Alibaba Group Holding Limited

Consumption

Consumption continues to present significant
opportunities in China and globally.

China’s digital consumption market has evolved into
a market that boasts differentiated value propositions
for consumers with multi-tiered spending power.
While our annual active consumer base already
captures the vast majority of Internet users with
meaningful spending power, we believe there still
remains significant growth opportunities in wallet
share expansion. To capture these opportunities,
we adopt a consumer-centric strategy and focus on
prioritizing and enhancing shopping experience for
our consumers.

To improve shopping experience for our consumers,
we continue to develop the Taobao app that provides
our consumers with a vast range of quality products
and services at attractive prices. Our commitment

to building a comprehensive digital consumption
platform that caters to all aspects of consumer needs
is unwavering.

Through the Taobao app, we will continue to execute
a multi-tiered marketing strategy to acquire and
retain consumers with different spending power,
consumption behavior and taste. We focus on
enriching an immersive and interactive consumer
experience with highly engaging, consumption-
related contents and quality services. We will
continue to enhance consumer experience and
enable new consumption models to better serve the
evolving needs of consumers. We will also further
strengthen our supply chain capabilities to improve
the competitiveness of our products and enhance
penetration in categories that are essential to our
consumers’ daily lives.



Across our efforts of executing a multi-tiered strategy
to cater to all aspects of consumption needs, we view
price competitiveness as a vital value proposition to
our consumers. To make the price of our products
more appealing to our consumers, we continue

to leverage our position as China’s leading digital
retail platform to further improve the efficiency of
our service offerings and supply chain capabilities.
Through Cainiao, our established hybrid delivery
network, we strive to improve our consumers’
shopping experience via a more reliable and multi-
tiered delivery experience. Going forward, we will
also continue to invest in key capabilities such as Al
technologies to further improve shopping experience
for our consumers.

We will discuss the consumption opportunity outside
of China under the globalization strategy.

Cloud

We believe digitalization presents the biggest business
opportunity of our time, and cloud computing

plays a fundamental role in digital transformation
across various industries. Cloud infrastructure
enables traditionally unstructured, undiscovered
and underutilized data to be captured, activated
and harnessed as a new source of intelligence to
help businesses make decisions, improve operating
efficiency and grow. It also provides higher cost
effectiveness and therefore is rapidly replacing
traditional IT infrastructure. Enabled by generative
Al, digitalization at enterprises and organizations

is expected to further accelerate to fuel higher level

Business Overview

of operating efficiency and business growth. To
capture the tremendous opportunities presented

by digitalization in the new era of generative Al, we
have established a two-pronged strategy to improve
operating efficiency and enhance our core product
offerings to strengthen our market leadership as a
global cloud service provider and fuel high-quality
growth going forward.

First, our growth strategy will be unswervingly driven
by our technological capabilities in Al. We believe

the cloud industry is at an inflection point to further
accelerate its transition from traditional computing

to accelerated computing. This transition will drive
incremental business demand and opportunities

for a full suite of our enterprise cloud services.

Under this belief, we aim to increase investments

into Al technologies and enable our cloud service
offerings with Al capabilities, in the hope of better
addressing the incremental business demand driven
by generative Al. Meanwhile, we will stay committed to
building a reliable and efficient infrastructure netwaork
to empower our customers and ecosystem partners,
and support the growth of their businesses.

Second, we will focus on prioritizing growth initiatives
in our public cloud core business. We believe that, by
scaling our public cloud business, we will not only be
able to improve the quality of earnings in the short
term but also reap more benefits from economy of
scale in the long run. Therefore, we will continue to
invest into the core products of public cloud offerings
and gradually exit certain project-based businesses
with suboptimal rate of return.
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Globalization

Despite evolving complexities in the global macro
environment, we remain firmly committed to providing
a multi-tiered suite of product and service offerings

to our consumers worldwide, and empowering our
global merchants and partners. Our core globalization
strategies are supported by our robust ecosystem of
consumption and technology.

First, we are dedicated to building a leading
digitalized global supply chain network. Leveraging
our established supply network with a vast variety of
product supplies and our global logistics network, we
aim to integrate and upgrade the two networks into

a digitalized global supply chain network anchored
by key local merchandise and logistics hubs covering
respective overseas markets. Second, we will continue
to invest in Al and digitalized retail technologies,

to facilitate operational synergies across different
operating platforms and markets, and further spur
innovation for consumer experience. Third, we will
focus our efforts on key strategic markets such as
Southeast Asia and Europe and strategically pursue
growth opportunities with ideal return on investments.
We believe that most of our key strategic markets’
e-commerce penetration rates still present significant
headroom for growth. Basing off our established
business footprints and foundations, assessments

on growth potential of respective local markets and
our strategic priorities, we hope to increase our
investments into certain regional markets to gradually
upgrade our localization capabilities.

Alibaba Group Holding Limited

Environmental, Social and Governance
Responsibilities

ESG, as the foundation of our long-term strategy,

not only provides a framework for solving a series of
global challenges, but is fundamental to Alibaba’s
journey towards lasting 102 years. We believe we can
only create and sustain a profitable and prosperous
business by bringing positive changes to the society.
We are committed to assuming greater responsibility
while pursuing business excellence as the operator of
a platform economy. See “— Environmental, Social and
Governance (ESG)."

Our Businesses

Taobao and Tmall Group
China Commerce Retail

We operate the largest retail commerce business in
the world in terms of GMV in the twelve months ended
March 31, 2024, according to Analysys. Our retail
commerce businesses in China, primarily consisting of
Taobao and Tmall, have become an important part of
the everyday lives of consumers in China. Consumers
can access our various marketplaces, channels,
features and content within our ecosystem through
the Taobao app. Empowered by our commerce
technologies and services, we appeal to a massive
base of consumers by providing them with diversified
and comprehensive offerings at attractive prices in
highly engaging and social formats.



Consumers. We serve a large and diversified
consumer base in China, across both large
cities and less-developed areas. We believe our
platforms continue to appeal to consumers at
various income levels and address all aspects
of consumption needs. Our ability to offer and
deliver value has driven increased consumer
engagement over time. Generally, the longer
the consumers have been with us, the more
orders they tend to place across a more diverse
range of product categories. Consumers on
Taobao and Tmall continue to exhibit high
retention. In fiscal year 2024, the number of
annual active consumers who each spent more
than RMB10,000 on China commerce retail
marketplaces continued to increase. For fiscal
year 2024, the retention rate of annual active
consumers who each spent over RMB10,000 on
China commerce retail marketplaces in the prior
fiscal year stayed at a similar level compared to
that of fiscal year 2023.

Products and Services. \We believe our ecosystem
offers the most comprehensive range of
products and services among global commerce
platforms to meet the diverse demands of our
massive and diversified consumer base across
different segments. We have developed a
digital commerce infrastructure that offers an
upgraded consumer experience by seamlessly
integrating online and offline capabilities for
our marketplaces and direct sales businesses.
Consumers can enjoy a broad variety of quality
products at different price levels with a wide
selection of delivery options that satisfy their
varying needs. The core capabilities that form
the critical foundation of our digital commerce
infrastructure include the following:

Business Overview

Product and supply chain capadbilities.
We believe our ecosystem provides the
most comprehensive product and service
offerings at attractive prices. Through

the Taobao app, consumers can access
products ranging from branded products
and imported goods to products sourced
directly from manufacturers and farms
and to other long-tail products offered by
our various marketplaces. For example,
consumers may look for branded products,
including luxury brands, trendy fashion
brands and new brands, on Tmall, and
imported products from around the world
on Tmall Global. Xianyu, our consumer-
to-consumer community and marketplace
for second-hand goods in Ching, enables
consumers to find a wide variety of idle
goads, recycled goods, consignment, items
for rent, and other long-tail products. We
also continue to go upstream to source
products directly from manufacturers and
farms to enhance our product selection,
which we believe is key for us to satisfy all
aspects of consumption needs.
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—  Fulfillment and delivery expertise. \Ne
have developed logistics expertise and
capabilities that allow us to offer a full
range of high-frequency fulfillment
services to satisfy consumer demand. Our
comprehensive delivery options include on-
demand delivery, half-day delivery, same-
or-next-day delivery and next-day pick-up
services, which capture the varying needs
of consumers living in large cities and
less-developed areas. For example, Tmall
Supermarket offers daily necessities, FMCG
and general merchandise through Taobao
app with same-or-next-day delivery
services.

. Consumer Experience. \We aim to provide
an immersive and personalized shopping
experience with engaging content and quality
service to our consumers. The massive amount of
user and merchant activities taking place every
day on our China commerce retail platforms
generate significant consumer insights. By
leveraging proprietary Al and data technologies,
we are able to aggregate and build on deep
consumer insights to provide more accurate
search results and relevant recommendation
feeds that enhance the shopping experience
for our consumers. Our various commerce
platforms also enable merchants to engage
with consumers through a variety of formats,
including livestreaming, short-form videos,
interactive games and microblogs. We continue
to introduce interactive features and innovative
formats to facilitate user engagement with
brands, merchants and content creators. Along
with these features and formats, our relevant
and engaging entertainment content plays an
important role in consumers’ product discovery
process and shopping journey, and drives user
stickiness and retention on our various platforms.
In addition, we are committed to providing
consumers with quality services which we
believe is key to our consumer-centric strategy.
We also offer the subscription service 88VIP, a
membership program that includes everyday
coupons on selected items, free shipping
coupons for returned goods and other benefits,
to further enhance consumer experience on our
marketplaces.
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Taobao and Tmall

Taobao means “search for treasure” in Chinese.
Taobao serves as the starting point and destination
portal for many users’ shopping journey and provides
a top-level traffic funnel that directs users to the
various marketplaces, channels and features within
our ecosystem. Through the Taobao app, consumers
can also access display listings from Tmall merchants
and brands, as well as our various other marketplaces,
including: Xianyu that offers a variety of idle goods
and long-tail products; Tmall Supermarket that offers
daily necessities, FMCG and general merchandise;
and Tmall Global that offers imported products from
around the world, among others. Consumers from
both large cities and less-developed areas come

to Taobao to enjoy an engaging and personalized
shopping experience, optimized by our data analytics
and technology. Through highly relevant content,
engaging and interactive formats and real-time
updates from merchants, consumers can learn about
products and new trends. They can also interact with
each other and their favorite merchants and KOLs
through a broad range of interactive features such as
livestreaming and short-form videos.

Tmall caters to consumers’ ever-growing demand
for high-quality products and premium shopping
experience. A large number of international and
Chinese brands and retailers have established
storefronts on Tmall. Tmall is the partner of choice
for brands. Brands and retailers operate their own
storefronts on Tmall with unique brand identities
and look and feel, accompanied by full control over
their own branding and merchandising. Because of
the presence of a large number of brands and the
stringent standards required for merchants, brands
and retailers to join and operate on Tmall, a presence
on Tmall has become a validation of quality, allowing
merchants, brands and retailers to take advantage
of our significant traffic to extend and build brand
awareness and customer engagement. Major
international brands that have physical operations
in China are well represented on Tmall. Taobao and
Tmall together constitute the world's largest digital
retail business in terms of GMV for the twelve months
ended March 31, 2024, according to Analysys.



# Creating Possibilities
# Innovation

3= Taobao

“We have previously engaged with
numerous livestreaming teams and
invested in considerable resources but
faced setbacks. After experimenting with
different platforms and channels, we
concluded that Taobao best fits our needs.”

Min Qiu,

Factory owner leverages Taobao to
directly reach consumers with their
high-quality products

Min Qiu, founder of Guifei handmade women'’s footwear, opened a footwear
factory jointly with her friends several years ago. The business focused on
Original Equipment Manufacturer (OEM) production and offline wholesale of
women'’s footwear. In its business operations, Qiu faced challenges relating
to long payment cycles from wholesalers and distributors, and supply chain
issues. Qiu and her brother took advantage of the livestreaming trend and
started livestreaming on Taobao to sell their products directly to consumers.
Qiu capitalized on her wholesale cost basis and inventory advantages to offer
value-for-money and high-quality products directly to consumers. With her
down-to-earth style and expertise in shoemaking, her livestreams showcased
her products’ advantages and craftsmanship, creating an immediate and vivid
connection with consumers while establishing brand awareness.

Taobao Live offers bespoke livestreaming tools, a simplified process for

store setup, and online customer traffic support to bolster merchants in the
industrial belt. These measures allow factories and entrepreneurs to focus on
livestreaming and offer value-for-money, high-quality products to consumers
directly from their factories.

Founder, Guifei handmade women'’s footwear

-




Pet brand leverages Tmall's # Creating Possibilities
. . # Innovation

comprehensive operating and

membership programs to create a niche

category offering household cleaning

products for pet owners

Pet products have emerged as a growing consumer trend in recent TMALL %3""‘
years. Given the fierce competition landscape, it is difficult to stand E
out. Di Zhang, founder of seedshub, saw that pet-focused brands

mainly catered to the daily food and basic needs of pets, often

overlooking pet owners’ unique household cleaning requirements.

Di Zhang founded seedshub with a consumer-oriented approach to

create a specialized cleaning and care brand for pet-owning families.

Using Tmall's comprehensive consumer and market insights, seedshub

has successfully introduced specialized cleaning products such as

liquid laundry detergent, laundry detergent pod, and disinfectant

tailored for families with pets.

For the long-term steady development of the brand, seedshub has

joined Tmall's new brand support plan, which allows it to target

a specific group of pet consumers. As part of the plan, the

membership program on Tmall helps brands enhance

consumer mind share and improve user growth and

retention across various channels. Through user

interaction, seedshub has been developing new o0 ov of e anrene o
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Merchants, brands and retailers turn to Taobao

and Tmall not only for their broad user base, but
also for their consumer insights and technology.
Taobao and Tmall have driven the digitalization and
transformation of merchants, brands and retailers by
enabling them to digitalize their operations, engage,
acquire and retain consumers, increase brand
recognition, innovate product offerings, manage
supply chains and enhance operating efficiency. In
particular, Taobao and Tmall offer a variety of one-
stop brand marketing and promotional products to
help merchants, brands and retailers quickly acquire
new users, enhance brand awareness and launch new
products.

Merchants, brands and retailers can easily create
storefronts and listings on Taobao and Tmall. Taohao
and Tmall merchants can purchase P4P, in-feed
marketing and display marketing services to direct
traffic to their storefronts. In addition, merchants can
acquire additional traffic from third-party marketing
affiliates. Taobao and Tmall merchants can also pay
for advanced storefront software that helps upgrade,
decorate and manage their online storefronts.

Xianyu

Xianyu is China'’s largest consumer-to-consumer
community and marketplace for second-hand goods,
in terms of GMV for the twelve months ended March
31, 2024, according to Analysys. Through Xianyu,
consumers can find a wide variety of idle goods,
recycled goods, consignment, items for rent, and other
long-tail products, offered by other users and small
businesses.

Tmall Supermarket

Tmall Supermarket offers daily necessities, FMCG

and general merchandise through Taobao app with
same-or-next-day delivery services. By leveraging our
technology capabilities and consumer insights, Tmall
Supermarket facilitates the digital transformation

of its offline partners, enhancing their supply chain
management capabilities.

Tmall Global

Tmall Global addresses increasing demand of
consumers in China for international products and
brands. Tmall Global serves as the premier platform
through which overseas brands and retailers reach
consumers in China, build brand awareness and gain
valuable consumer insights to form their overall China
strategies, without the need for physical operations

in China. We believe Tmall Global is a leading import
e-commerce platform in China.

Business Overview

Branding and Monetization Platforms

Alimama, our proprietary monetization platform

Alimama is our monetization platform. Using our
proprietary technology, this platform matches the
marketing demands of merchants, brands and
retailers on all of the platforms in our ecosystem

with the media resources on our own platforms and
third-party properties, and enables us to monetize
our Taobao and Tmall Group, Cloud Intelligence
Group, Alibaba International Digital Commerce
Group, Cainiao Smart Logistics Network Limited, Local
Services Group, Digital Media and Entertainment
Group and other businesses in our ecosystem. The
platform supports P4P marketing services based on
keyword search rankings, in-feed marketing targeting
different groups of consumers, or display marketing
at fixed positions that are bid on through auctions,

as well as cost per thousand impression (CPM)-
based, time-based marketing formats, or individual
campaigns at fixed cost, through the display of
photos, graphics, videas and livestreaming.

The ranking of P4P search results on our marketplaces
is based upon proprietary algorithms that take into
account the bid price of keywords, the popularity and
quality of an item, service or merchant, as well as
customer feedback rankings of the merchant or service
provider. Our in-feed and display marketing services
take these factors into consideration, along with other
consumer insights generated across our ecosystem,
to further deliver an engaging and relevant content
discovery process and shopping experience to our
consumers through livestreaming, short-form videos,
interactive games and other formats. The relevance
and comprehensiveness of insights based on
commercial activity and user activity in our ecosystem
as well as our Al capabilities provide a unique
advantage for Alimama to deliver the most relevant
information to users through highly engaging content
and effective format, which in turn enables merchants
to improve their efficiency.

Alimama also has an affiliate marketing program
that places marketing displays on third-party apps
and websites, thereby enabling marketers, if they so
choose, to extend their marketing and promational
reach to properties and users beyond our own
platforms. Our affiliate marketing program not only
provides additional traffic to our marketplaces, but
also generates revenue to us.
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Alimama operates Taobao Ad Network and Exchange,
or TANX, one of the largest real-time online bidding
marketing exchanges in China. TANX helps publishers
monetize their media inventories both on mobile apps
and web properties. TANX automates the buying and
selling of tens of billions of marketing impressions on
a daily basis.

Participants on TANX include publishers, marketers
and demand-side platforms operated by agencies.

Marketing Partner of Choice for Brands

Drawing on our proprietary technology, capabilities
and consumer insights, we have developed

an approach that digitalizes consumer-brand
relationships and enables brands to build robust
relationships with consumers throughout their
lifecycles in our ecosystem. We aim to help brands
reach consumers by leveraging our platforms as well
as other major third-party Internet media in China. wWe
intend to become the key partner for brand building
by creating an open, inclusive and transparent
platform where brands and marketing agencies

can design, execute, track and optimize their brand
building activities using our consumer insights and
tools.

Leading Commerce Technologies and Integrated
Merchant Services Platform

We provide merchants, brands and retailers with

a comprehensive suite of commerce technologies,
consumer insights and innovative online and offline
services through a unified and intuitive platform, to
better engage with their customers, build mindshare
and optimize their operating efficiency. By leveraging
the power of our ecosystem, merchants, brands and
retailers on Taobao and Tmall can acquire, retain and
further deepen their engagement with consumers

in an efficient and effective manner, build brand
awareness and deliver seamless consumer experience
with our logistics and fulfillment capabilities. This
enhances the loyalty of merchants, brands and
retailers to our platforms. Our commerce technologies
and merchant services include the following key
components:
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Effective Consumer Engagement Platform

Our merchants, brands and retailers can leverage our
proprietary technology, consumer insights, and cloud
services to optimize their marketing strategies. Our
upgraded advertising platform provides merchants
with a single interface to manage their advertising
across all available properties within the Alibaba
ecosystem, thereby enhancing their efficiency. we
equip brands on our secure cloud-based platform
with integrated online and offline capabilities

and solutions, and provide them with access to
sophisticated analytics services. These services help
merchants, brands and retailers gain insights into
each stage of the consumer journey and enable them
to provide personalized and seamless online and
offline shopping experience that fulfills consumers’
evolving consumption needs.

Cloud-based Smart Operation Dashboard

We provide a cloud-based integrated smart operation
dashboard that enables merchants, brands and
retailers to digitalize their daily operations. Through
our online dashboard, our merchants, brands and
retailers can easily manage their storefronts and
product listings, source products, process orders and
payments, fulfill orders and provide customer services.
Leveraging the capabilities of our third-party service
providers, we also provide our merchants, brands
and retailers with access to various types of business
software, content creators, credit financing, IT services
and market data analytics. In addition, our merchants,
brands and retailers can access our smart operation
dashboard through maobile devices to manage their
business on the go.

Enabled by our analytics capabilities and consumer
insights, our smart operation dashboard also provides
merchants with recommendations on the most
effective approaches to improve their respective
performance and to deliver differentiated services to
their customers.



China Commerce Wholesale

1688.com

1688.com, China’s largest integrated domestic
wholesale marketplace in the twelve months ended
March 31, 2024 by net revenue, according to Analysys,
provides sourcing and online transaction services

by connecting manufacturers and wholesale sellers
to wholesale buyers in China. These manufacturers,
wholesale sellers and wholesale buyers typically
trade office supplies, apparel, accessories, packaging
materials, home decoration and furnishing materials,
electronics and computers, among others. Sellers
may purchase a China TrustPass membership for an
annual subscription fee to list items on 1688.com,
reach customers, provide quotations and transact

on the marketplace without any additional charges.
As of March 31, 2024, 1688.com had over 1 million
paying members. Paying members may also pay for
premium memberships and value-added services,
such as premium data analytics and upgraded
storefront management tools, as well as customer
management services, such as P4P marketing services
from the website and app. In the twelve months ended
March 31, 2024, value-added services and customer
management services together contributed the
majority of 1688.com’s total revenue.

Cloud Intelligence Group

Alibaba Group is the world’s fourth largest and Asia
Pacific’s largest Infrastructure-as-a-service provider
by revenue in 2023 in U.S. dollars, according to
Gartner’s April 2024 report (Source: Gartner®, “Market
Share: Services, Worldwide, 2023", Neha Sethi et al,,
12 April 2024, Sorted by Infrastructure-as-a-Service
(laaS), Vendor Revenue Basis) (Asia Pacific refers to
Mature Asia/Pacific, China (Region), Emerging Asia/
Pacific and Japan (Region), and market share refers
to that of Infrastructure-as-a-Service (laas)). Alibaba
Group is also China’s largest provider of public cloud
services by revenue in 2023, including Paas and laas
services, according to IDC (Source: IDC Semiannual
Public Cloud Service Tracker, (2023Q4)). China’s
cloud computing industry is still at a nascent stage of
development. In 2023, the revenue of China’s public
cloud service market, including laas, PaaS and Saas
markets, only accounted for 0.2% of China’'s GDP,
which is significantly lower than that of the U.S. and
indicates tremendous room for growth. The industry
has experienced significant growth in recent years
with increasing adoption of both basic infrastructural
services and value-added services by enterprises.

Business Overview

The technologies that power Cloud Intelligence Group
grew out of the massive scale and complexity of the
needs of our China commerce businesses, which
require commerce, payments and logistics elements.
Leveraging our full-stack cloud capabilities and
proprietary products portfolio, Cloud Intelligence
Group offers a comprehensive suite of cloud services
based on a three-tiered architecture of infrastructure-
as-a-service (laas), platform-as-a-service (PaaS) and
model-as-a-service (Maas) to customers worldwide.
These services not only enable our customers to

build a flexible, scalable, affordable and secure
technology infrastructure, but also equip them with
leading data capabilities that efficiently handle
complex management, analytics and machine
learning tasks, thereby generating significant business
insights and enabling intelligent business decisions
and operations. We leverage these capabilities and
technologies to support our ecosystem and provide
our customers across various verticals with industry-
specific solutions, including those for commerce,
financial services, and industrial applications. In
addition, as part of our globalization strategy,

Cloud Intelligence Group continued to expand our
international cloud computing infrastructure to better
serve our customers’ needs in overseas markets. As
of March 31, 2024, Cloud Intelligence Group offered
computing services in 35 regions globally.

Leveraging Cloud Intelligence Group's large scale
and strong foundation in laaS and Paas, our Maa$s
platform provides enterprises with high-performance
and low-cost computing resources and machine
learning platform services for large-scale model
training and inference. Our services not only support
our self-developed foundation model, but also
support the training and services of other large
models and vertical models in the market. Our
proprietary LLM, Tongyi Qianwen, is in the process

of integrating into various business applications
across Alibaba’s ecosystem to further enhance user
experience. To enable enterprise customers to reap
the benefits of Al-driven innovation, Cloud Intelligence
Group has started offering clients access to Tongyi
Qianwen on the cloud and enabling them to develop
customized LLMs for their business scenarios.
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Music Al company leverages Alibaba
Cloud’s computing powers to achieve
exceptional efficiency

Futureverse, a leading Al and metaverse technologies and content
company, created a music Al platform, JEN Music Al, that is at the
forefront of Al music generation. Futureverse collaborated with Alibaba
Cloud to bring about technology breakthroughs in Futureverse’s JEN
Music Al platform, and advance the impact of Al on the development
of the music and entertainment industry. The partnership combines
Futureverse’s expertise in Al music solutions with Alibaba Cloud'’s secure
and scalable cloud computing capabilities to further elevate standards
for high-performance Al infrastructure and security. Futureverse has
been training its text-to-music generation model JEN-1 on Alibaba
Cloud’s Machine Learning Platform for Al to enhance its effectiveness
and efficiency. JEN-1 is the first version of an unprecedented universal
high-fidelity model for text-to-music generation. While other areas of
generative Al have achieved significant advancements, Al continues to
present challenges in generating high-fidelity and realistic music.
The JEN-1 music Al represents exceptional efficiency and high quality
in outputs compared to industry baselines.
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Cloud Intelligence Group’s unique advantages

lie in our proprietary technology and continued
commitment to invest in research and development
in new product offerings and industry-specific
solutions for our customers and partners. Cloud
Intelligence Group continues to attract customers
that are reputable and have the potential to adopt
cloud services at a meaningful scale. In fiscal year
2024, Cloud Intelligence Group served approximately
60% of A-share listed companies in China. As digital
transformation accelerates, our customers, especially
those from traditional verticals, have increased their
usage of our cloud services. We believe our cloud
services have become a critical foundation that many
of our customers increasingly depend on in their daily
operations.

Alibaba International Digital Commerce
Group

Alibaba International Digital Commerce Group
operates various retail and wholesale platforms
including AliExpress, Trendyol, Lazada, Daraz, Miravia
and Alibaba.com.

International Commerce Retail

In fiscal year 2024, our retail businesses together
achieved over 20% order growth via technological
innovation, business model enhancement, supply
chain upgrade and enhanced consumer experience. In
fiscal year 2024, our cross-border businesses exhibited
rapid year-over-year growth in response to increasing
global demand for high-quality products at attractive
prices.

AliExpress

AliExpress is a global e-commerce platform targeting
consumers around the world and enabling them to
buy directly from manufacturers and distributors in
China and around the world. Consumers can access
the marketplace through AliExpress’ mobile app or
websites. In addition to the global English-language
version, AliExpress platform is also available in 15
other languages, including Portuguese, Spanish and
French.

Business Overview

AliExpress continues to expand its regional merchant
networks and supply chains to make available more
localized products and better services for consumers
in their respective regions. With synergies from the
cross-border logistics operations of Cainiao, AliExpress
is also dedicated to improving delivery lead time and
customer experience. Additionally, AliExpress’ Choice
provides an enhanced experience to consumers by
combining better product selection, price and quality
with speed of logistics and great customer support.
Consumers in selected countries can enjoy free
shipping, free returns and quality delivery guarantees.
Furthermore, AliExpress continues to invest in markets
such as South Korea. In fiscal year 2024, the number of
AliExpress orders in South Korea more than doubled.

Trendyol

Trendyol, which we believe is by far the leading
e-commerce platform in TUrkiye in terms of both GMV
and order volume in 2023, serves consumers with

a broad selection of products and services through
its e-commerce business as well as local consumer
services for food and groceries. Consumers also enjoy
the quality and convenient delivery services provided
by Trendyol's fulfillment and logistics networks,
namely Trendyol Express for e-commerce business
and Trendyol GO for local consumer services. Beyond
Turkiye, Trendyol has expanded to other valuable
emerging markets, including the Gulf region, by
leveraging its abundant product supply and fast and
reliable logistics capability. During fiscal year 2024,
Trendyol achieved over 20% order growth.

Lazada

Lazada, a leading e-commerce platform in Southeast
Asia, serves one of the largest user bases among
the global e-commerce platforms, by providing
consumers with access to a broad range of offerings
from local SMEs, and regional and global brands.
Additionally, Lazada operates one of the leading
e-commerce logistics network in Southeast Asia,
serving its consumers and merchants with reliable,
guality and convenient logistics services that are
critical to online shopping experience in Southeast
Asia. Lazada's loss per order continued to narrow
year-over-year, via further increased monetization
and decreased logistics costs.

Fiscal Year 2024 Annual Report

31



# Creating Possibilities Second-generation factory owner

# New ConsumptionTrend /e ages AliExpress cross-border
e-commerce model to rejuvenate
family business and pursue new
overseas business opportunities

A = Haiying Zhang is a second-generation owner of a family factory, and
a [I I Express she spearheaded the creation of a brand, TENTAGON, to revive her
family’s struggling business. TENTAGON targeted the Korean market
through AliExpress.

The brand specializes in offering custom, exquisite golf umbrellas.

It launched via AliExpress during Korea'’s rainy season, and its first
batch of inventory quickly sold out. As orders increased, Zhang
capitalized on her supply chain resources and actively expanded
into additional markets. The company also integrated other high-
quality supply chains and expanded its catalog to include popular
categories such as camping and outdoor products. Its orders took off
during the 11.11 Global Shopping Festival in 2023.

“AliExpress offered us fresh
perspectives on cross-border
e-commerce, presenting traditional
export factories like us a new
opportunity for online sales. The
platform also enables more overseas
consumers to access high-quality

made-in-China products.”

Haiying Zhang,
Owner, TENTAGON
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Textile company expands into niche # Creating Possibilities
. # New Consumption Trend
markets and captures new business
opportunities in recycled material
clothing through Alibaba.com

Menggi Pan, founder of Tianruiyi, a textile and clothing export @EEE B b

company based in Shengze, Suzhou, has been in the apparel Alibaba.com
business for over a decade. In 2019, his business hit a bottleneck, but N

he found new life after the discovery of Alibaba.com. The platform

allowed him to garner insights and unlock opportunities in the niche

market for clothing made of recycled materials.

To encourage exporters that focus on manufacturing products with
recycled materials, Alibaba.com provides their online storefronts
with additional customer traffic. While the cost of recycled materials
is generally higher, a community of global buyers on Alibaba.com
is willing to pay the premium, presenting more potential business
opportunities to exporters in this sector. Currently, the recycled
materials used in Pan's clothing production are not limited to plastic
bottles. They also include coffee grounds, fishing nets, oyster shells,
and other marine waste.

“Clothing companies typically have little
interest in manufacturing clothing from
recycled materials due to its high production
costs and time-consuming process.
Fortunately, Alibaba.com is witnessing

a growing demand for clothing made of
recycled materials from its global buyer base,
which allows our products to reach global

markets, including Europe, the U.S., Mexico,
Canada, and Australia, among others.”

Mengqi Pan,
Founder, Tianruiyi
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Business Overview

International Commerce Wholesale

Alibaba.com is China’s largest integrated international
online wholesale marketplace in terms of revenue in
the twelve months ended March 31, 2024, according to
Analysys. It connects Chinese and overseas suppliers
to overseas wholesale buyers, who are typically trade
agents, wholesalers, retailers, manufacturers and
SMEs engaged in the import and export business,

and provides them with sourcing, online transaction,
digital marketing, digital supply chain fulfillment and
financial services.

Sellers on Alibaba.com may purchase an annual
membership to reach customers, provide quotations
and transact on the marketplace. As of March 31,
2024, Alibaba.com had over 230,000 paying members
from China and around the world. Sellers may also
purchase additional value-added services to manage
product listings and facilitate transaction processes,
such as upgraded storefront management tools,
customer relationship management Saas services,
trade assurance and logistics fulfillment services,

as well as customer management services, such as
P4P marketing services from the website and app. In
fiscal year 2024, value-added services and customer
management services together contributed the
majority of Alibaba.com’s total revenue. Additionally,
during the same period, over 48 million buyers from
over 190 countries sourced business opportunities or
completed transactions on Alibaba.com.

During fiscal year 2024, Alibaba.com acquired Visable,
a renowned B2B digital trading platform, expanding
its supplier base in Europe and enhancing its ability

to serve a wider client group, which help facilitate its
global strategy.

Cainiao Smart Logistics Network Limited

Our vision for our logistics services is to fulfill consumer
orders within 24 hours in China and within 72 hours
anywhere else in the world. To realize this vision,
Cainiao has established a smart logistics network, with
end-to-end logistics capabilities, on a global scale.
Cainiaao controls the key nodes of the logistics network
to ensure service quality, efficiency and reliability,
while leveraging trusted partners’ capabilities to drive
scalability and capital efficiency. Cainiao provides a
wide array of innovative logistics solutions in China
and around the world.
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International Logistics

We provide a comprehensive suite of cross-border
express delivery solutions primarily for merchants,
brands and e-commerce platforms selling goods
from and into China. Our solutions include a range of
premium, standard and economy options, designed
to meet customers’ different needs for shipping

time, cost, destination and any special handling
requirements. We also provide one-stop global supply
chain solutions that enable efficient global inventory
deployment and order fulfillment and empower
brands and merchants to offer a close-to-local retail
experience for consumers. Our solutions for cross-
border logistics cover a wide spectrum of products,
ranging from best-sellers to long-tail items, which
expand the categories of products available for cross-
border e-commerce. We mainly serve merchants on
various e-commerce platforms operated by Alibaba
Group, including Aliexpress, Tmall Global and Tmall
Taobao World, as well as a variety of e-commerce
platforms and online channels beyond the Alibaba
ecosystem. We also support AliExpress’ Choice and
the direct sales businesses of certain e-commerce
platforms. Cainiao achieved daily average cross-
border and international package volume of more
than 5 million in fiscal year 2024.

China Logistics

We offer brands and merchants a suite of end-to-
end standardized supply chain solutions that can be
applied on a massive scale across various industries,
as well as certain vertical solutions to address the
unigue requirements of products that need special
handling. We support brands and merchants for their
sales through various e-commerce platforms operated
by Alibaba Group, such as Taobao and Tmall, as

well as a wide array of other e-commerce platforms,
digital and offline channels, and we also serve

Tmall Supermarket, a direct sales channel operated
by Alibaba Group. We provide a premium express
delivery service, Cainiao Express, with superior service
quality tailored for e-commerce at low costs. Our
premium express delivery service offers fast, reliable
and time-definite services with a doorstep delivery
pledge to a large, underserved market.



Trading company leverages Cainiao # Logistics Capability
to win over consumers, enabling

their in-house brands to seize global

market opportunities

Zhuocheng Cai, Product Director of Guangzhou Qiancheng Trading C I\ I —

Co., Ltd, is an experienced seller on AliExpress. Seven years ago, he I Trr EI
and a few partners started their own brand with the vision to develop N a A O -
a portable, smart water purifier that would meet European and

American consumer aesthetic preferences. He soon recognized that

the success of a brand hinges not only on product quality and design

but also on providing an exceptional logistics customer experience.

The “5-Day Delivery” and other express delivery services introduced
by Cainiao and AliExpress have boosted the growth of his brand.
Many customers can now receive their products in less than a

week after placing an order, which leads to enhanced customer
satisfaction and rapid sales growth. Cainiao’s efficient logistics
services not only give their products a competitive advantage but
also foster repeat purchases from customers.

“Promoting our in-house brands requires
collaboration and improvements across
various operational functions. Cainiao’s
highly efficient logistics services allow
our products to stand out against the
competition, leading to increased
customer repurchase rates.”

Zhuocheng Cai,
Product Director, Guangzhou Qiancheng
Trading Co., Ltd
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Business Overview

Technology and Other Services

Cainiao offers a wide array of technology and other
services to remove logistics hurdles and address
unfulfilled customer needs. Cainiao offers a suite

of practical and cost-effective logistics technology
solutions, encompassing automation, digital supply
chain and smart hardware solutions, in order to
improve efficiency and cost-effectiveness across the
logistics value chain.

Local Services Group

We leverage our proprietary mobile and online
technology to enhance the efficiency, effectiveness
and convenience of consumer services for both
service providers and their customers in two distinct
scenarios: “To-Home” and “To-Destination.” In fiscal
year 2024, Local Services Group recorded rapid order
volume growth year-over-year.

To-Home

Our "To-Home" business enables consumers to easily
access merchants’ services at home through Ele.me,
a leading local services and on-demand delivery
platform in China. Ele.me enables consumers to use
Ele.me, Alipay, Taobao apps to order meals, food,
groceries, FMCG, flowers and pharmaceutical products
online. In addition, Fengniao Logistics, Ele.me’s on-
demand delivery network, provides last-mile logistics
services, including delivery of food, groceries, FMCG
and pharmaceutical products for Sun Art, Alibaba
Health, as well as brands. Our strategy for Ele.me

is to leverage our China commerce retail platforms
and our data technology to expand our offerings
from shopping to services, further tapping into

new addressable consumption markets in China. In
fiscal year 2024, Ele.me recorded strong year-over-
year order growth while Ele.me’s losses continued

to narrow driven by improving business scale and
efficiency.

To-Destination

Our "To-Destination” businesses provide consumers
with convenient access to quality services to and at
their destinations primarily through Amap. In fiscal
year 2024, the order volume of “To-Destination”
businesses grew rapidly year-over-year.

Alibaba Group Holding Limited

Amap is a leading provider of mobile digital map,
navigation and real-time traffic information in

China. Amap empowers major mobile apps across
different industry verticals, including local services,
ride-hailing and social networking, which end users
can access directly through Amap'’s leading open
platform. In addition, Amap provides digital map data,
navigation software and real-time traffic information
to automobile manufacturers as well as aftermarket
consumers in China. Amap also empowers major
platforms and infrastructural service providers,
including our China commerce retail platforms,
Cainiao and Alipay. During an eight-day holiday
period from September 29, 2023 to October 6, 2023
that combined Mid-Autumn Festival and National Day
holidays, Amap recorded an all-time high of over 280
million peak daily active users.

Digital Media and Entertainment Group

Digital Media and Entertainment Group leverages our
deep consumer insights to serve the broader interests
of consumers through Youku and Alibaba Pictures,
which provide comprehensive entertainment offerings
including online videos, films and live events, among
others.

Youku

Youku, a leading online long-form video platform in
China, produces and distributes high-quality video
content, enabling users to search, view and share such
content quickly and easily across multiple devices. The
Youku brand is among the most-recognized online
video brands in China.

Insights we gain from our ecosystem and our
proprietary technology enable Youku to leverage
artificial intelligence technology to deliver relevant
and captivating content to its users. According to
Enlightent, “Till the End of the Moon” (& A &HR), which
was distributed exclusively by Youku ranked no. 2

by online views among all television series aired on
online video platforms during fiscal year 2024.

We offer a diverse range of digital media and
entertainment content using a sustainable production
and acquisition approach. First, we provide self-
produced content. Second, we jointly produce content
with studios, some of which are distributed exclusively
on our platforms. Third, we acquire rights to display
content on our digital media and entertainment
platforms pursuant to licensing agreements with rights
holders. Lastly, we offer an open platform on which
user-generated content and professional-generated
content are produced and distributed.



# Creating Possibilities Hong Kong TV director leverages the
Hong Kong Cultural and Art Industry
Revitalisation Program to bring his
film and drama to a wider audience

Nearly 20 years ago, Director Shu Kai Chung, President of 77
’ YOU'(U Atelier Limited under Television Broadcasts Limited, ventured to
mainland China to pursue film and television production. He has
since frequently collaborated with platforms such as Youku, and
gained a deeper understanding of the mainland China market
and local audience preferences. Chung incorporated new tactics
and approaches taken from Chinese mainland film and television
production into “The Queen of News.” The show was a hit in both
Hong Kong and mainland China after being broadcast on Youku, and
served as an example of the “new Hong Kong drama.” Its success
catalyzed Alibaba Digital Media and Entertainment Group to launch
the Hong Kong Cultural and Art Industry Revitalisation Program. Over
the next five years, the Group will support the development of the
next generation of Hong Kong film and drama, nurture more young
talents, and provide a bigger stage for young artists and creators.

“The Hong Kong Cultural and Art Industry
Revitalisation Program launched by
Alibaba Digital Media and Entertainment
Group is the beginning of opportunities.
We need more young artists to showcase
their talents on a bigger stage and to
connect their work with the Mainland
Chinese and global market, in hopes of

ushering in a new era of excellence for
Hong Kong's film and television industry.”

Shu Kai Chung,
Director of “The Queen of News”



Business Overview

Alibaba Pictures

Alibaba Pictures has a diversified business model,
providing content production, promotion and
distribution, performance and event ticketing
management, IP-related licensing and operations,
cinema ticketing management, and data services for
the entertainment industry. In fiscal year 2024, the box
office of films in which Alibaba Pictures participated

in investment, production, and distribution accounted
for over 60% of China’s total box office revenue. In
addition, as a testament to Alibaba Pictures’ consistent
ahility in selecting high-quality films, Alibaba Pictures
participated in 15 out of the top 20 films in China in
terms of box office during fiscal year 2024, including
“No More Bets” (FIl; —1#), “Lost in the Stars” (JHHY
), “YOLO" (BAER®R) and "Chang'an” (RZ =8 2).
Alibaba Pictures’ subsidiary Damai is a comprehensive
live performances service provider in China, providing
ticketing management for events including concerts,
plays, and sports events. In fiscal year 2024, Damai
recorded rapid year-over-year GMV growth by serving
almost all large-scale concerts in China.

All Others

All Others include Sun Art, Freshippo, Alibaba

Health, Lingxi Games, Intime, Intelligent Information
Platform (which mainly consists of UCWeb and Quark
businesses), Fliggy, DingTalk and other businesses.

DingTalk

DingTalk is our intelligent collaboration workplace
and enterprise management platform that offers

new ways of working, sharing and collaboration for
enterprises and organizations. Millions of enterprises
and users use DingTalk to stay connected and work
remotely. In March 2024, DingTalk's paying daily active
users reached 28 million. According to QuestMobile,
DingTalk is the largest business efficiency mobile app
in China by monthly active users in March 2024.
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DingTalk provides a comprehensive suite of solutions
for enterprise collaboration, including real-time
communication, organizational management

and various network collaboration tools such as
office automation, HR management, workflow
management, collabarative editing of cloud
documents, video conference and calendars.
Enterprises can also enjoy convenient access to a
broad range of applications, including those offered
by third-party service providers, that are seamlessly
integrated with DingTalk's platform. In addition,
DingTalk offers a low-code development infrastructure
that enables enterprises to develop customized
solutions in a more convenient and cost-efficient
manner. DingTalk has also introduced a suite of Al
products and Al agents leveraging Alibaba’s Tongyi
Qianwen LLM, enabling enterprises to harness Al
technology on DingTalk. We believe DingTalk is a
highly effective platform that enables enterprises to
achieve fully customized digital transformation.

Intelligent Information Platform

Intelligent Information Platform includes Quark,
UCWweb, and other businesses, which provide
integrated information services including search
engine and feed to online users.

Quark is a leading information services platform for
young users in China. During fiscal year 2024, Quark
recorded rapid year-over-year growth in daily active
users. Quark provides young users with a one-

stop platform for information search, storage and
consumption with its suite of Al-enabled tools and
services, such as smart search, Quark cloud drive,

Al camera, Quark learning and Quark documents,
to help users better acquire and utilize a variety of
digital content and information for learning and work
purposes.

Sun Art

Sun Art, a leading multi-format and omni-channel
retailer, continues to focus on target customers, and
create diversified shopping scenarios, and endeavors
to improve online and offline shopping experience.
Sun Art continues to meet consumers’ needs for offline
shopping and home delivery service, thereby creating
opportunities for revenue growth, through store
remodeling, digitalization and building product and
fresh produce supply chain capabilities.



Freshippo

Freshippo, our new retail platform for groceries and
fresh goods, seamlessly integrates the online and
offline retail experiences, providing consumers with

a new shopping experience. Consumers visit over
360 Freshippo Supermarket stores for the touch

and feel of quality fresh goods, join tasting events

for new products, and shop for private label or
exclusive products that are not available elsewhere
or simply spend time with family. Many of Freshippo’s
consumers also place orders online and have fresh
goods delivered to door as quickly as within 30
minutes. In fiscal year 2024, online transactions
contributed more than 63% of Freshippo’s GMV. The
creation of a new shopping experience is attributable
to Freshippo’s significant retail expertise, including
supply chain management, proprietary technology,
and robust multi-layer and multi-temperature logistics
and fulfillment infrastructure, all specifically designed
for Freshippo’s offerings. Freshippo demonstrates
scalability and sustainability with Freshippo’s overall
GMV reaching over RMB59 billion in fiscal year 2024.
The majority of self-operated Freshippo Supermarket
stores that have been operating for more than one
year achieved positive cashflow during the same
period.

Alibaba Health

Alibaba Health is our flagship vehicle that offers
one-stop solutions to consumers through integrating
online and offline resources of the pharmaceutical
and healthcare industries. We prioritize the needs of
the customers through leveraging the strength of the
existing pharmaceutical e-commerce business along
with exploring innovative business models of Internet
healthcare services.

Lingxi Games

Lingxi Games is a leading digital interactive
entertainment service provider in China, specializing in
the development, operation and licensed publishing
of mobile games and providing a professional
distribution and service platform for both players and
developers. Lingxi Games operates a number of high-
guality mobile games, such as Three Kingdoms Tactics
(ZBUE o BiBERR) and Three Kingdoms Fantasy Land
(ZBIBRZIA8REE). In fiscal year 2024, Lingxi Games
ranks among Top 5 largest mobile gaming company
in Chinese mainland (i0S App Store) among global
companies in terms of grossing, according to Sensor
Tower.

Business Overview

Sales and Marketing

Our sales and marketing efforts emanate from the
fundamental pillars that constitute our ecosystem,
which include Taobao and Tmall Group, Cloud
Intelligence Group, and Alibaba International

Digital Commerce Group. We have wide consumer
recognition of our brands and enjoy significant
organic traffic through word-of-mouth. We believe the
reputation and ubiguitous awareness of our brands
and platforms in China and abroad provide us with
the best and most cost-efficient marketing channel. In
addition, we continue to increase interactive content
and broaden the assortment of value-for-money
products under our user-engagement and price-
competitive strategy. During fiscal year 2024, we
enhanced our marketing efforts, such as by organizing
a highly coordinated marketing and promaotional
campaign for the 11.11 Global Shopping Festival and
AliExpress’ Black Friday promotion, in order to expand
our user base both within China and abroad. wWe
expect to continue allocating our resources in future
marketing activities. We also expect to enhance our
monetization capability through leveraging our data
technologies to develop and offer more personalized
and innovative services, so as to improve customer
experience and wallet share. Furthermore, our

major business segments and other elements in our
ecosystem provide synergistic advantages and create
cross-promotional opportunities. For example, the
large number of consumers on our marketplaces
attracts a large number of merchants who become
customers of our online marketing services, while

an increasing number of KOLs, video bloggers and
content creators are actively producing content to
engage with consumers and fans on our platforms,
thereby driving revenue for merchants, brands and
retailers.

Our Cloud business remains committed to continually
upgrading our products and services to better
facilitate the digital transformation and long-term
sustainable growth of our customers. We have
established a professional in-house sales team that
works closely with our solution architects and product
team to provide product recommendation and
services to our customers. We have also conducted a
variety of marketing activities to promote our brand
and products and grow our customer base on an
ongoing basis.
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Business Overview

Our Technology

Technology is key to our success in achieving
efficiency, improving user experience, and enabling
innovation. Our world-class proprietary technology
supports peak order volumes of up to hundreds of
thousands per second, delivers tens of billions of
online marketing impressions per day, and enables
millions of merchants, brands and other businesses to
conduct their operations efficiently and effectively. The
unigueness of our technology lies in the unparalleled
large-scale application environment due to the scale
of our businesses as well as our diverse range of
product and service offerings. By continually applying
our technology across our businesses, we generate
knowledge and innovations that drive improvements
and further technological development.

Members of our research and development team
play key roles in various international standardization
organizations in areas such as security, and actively
participate in international open source foundations
focusing on areas such as software engineering,
cloud-native applications and databases. This fiscal
year, Alibaba established "User first, Al driven” as our
strategy. Therefore, we have increased our research
and development investment in Al model and
infrastructure technology.

Key components of our technology include those
described below:

Technology Infrastructure

Our data centers employ leading technologies in
distributed fault-tolerant architecture, advanced
in-house power and cooling equipment, Al-driven
intelligent monitoring and operational technology,
to support Al computation businesses with high
resilience and high-density capabilities. Combined
with a high proportion of clean energy use, our data
centers provide a more stable, secure, efficient, agile,
and greener infrastructure service.

Cloud Operating System

Apsara (our proprietary general-purpose distributed
computing operating system), ShenlongCompute
(our hardware virtualization architecture), Pangu
(our distributed cloud storage system) and Luoshen
(our cloud network structure), together, provide
Cloud Intelligence Group’s customers and our core
businesses with enhanced computing power and
storage capabilities to support their and our business
growth in the new technology era.
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Database

We have comprehensively upgraded the serverless
capabilities of our cloud-native transactional
database PolarDB, which helps our customers to meet
their real-time storage and transaction processing
requirements with elasticity and scalability. We also
developed AnalyticDB, a cloud-native distributed
analytical database that can be integrated with LLMs,
to support real-time interaction and complex analysis
of massive data. We have also developed a multi-
model database Lindorm, which leverages its efficient
storage and integrated analysis capabilities to achieve
intelligent analysis and processing of unstructured
data.

Big Data Analytics Platform

We have developed a large-scale distributed data
analytics platform that can efficiently handle the
complex computing tasks of hundreds of petabytes
of data per day, such as batch computing, real-

time computing, interactive analysis and data
governance. We also launched a new generation of
streaming lakehouse solutions, Streaming Lakehouse
(Flink+Hologres), with a real-time dedicated data
lake format Paimon, which innovatively combines
lake format with real-time streaming updates into
the lake architecture, among others. To meet the
needs for multi-modal large model data processing,
we launched MaxFrame, a data science computing
framewaork compatible with the Python development
ecosystem.

Artificial Intelligence

Our proprietary distributed deep learning platform,
PAI, and our Lingjun intelligent computing service
employ leading hardware and software optimization
technologies that feature large-scale cluster scalability
and boast the speed and stability of the training of
LLMs. PAI also supports fine-tuning and deployment of
mainstream open-source large models with serverless
service modes available.

Our proprietary LLM, Tongyi Qianwen, is committed to
achieving artificial general intelligence (AGI). In fiscal
year 2024, eight industry-oriented models based on
Tongyi Qianwen were launched. In May 2024, Tongyi
Qianwen was upgraded to version 2.5 and we open-
sourced Qwen-110B, the 110B parameter version,
allowing Al community and customers to customize
and innovate based on their own needs.



Security

Our comprehensive security technology encompasses
areas such as network security, data protection,
business risk control, and Al safety. We have built

an end-to-end multi-dimensional defense system,
including endpoints, public networks backbone
networks and data centers, to continue to strengthen
cloud security technologies ensuring the safety of
customer data and consumer data. We are also
committed to the security in the application of

LLMs and their applications. By combining Al with
security technology, we have established a strong
identification and defense system.

Environmental, Social and Governance
(ESG)

Our ESG Strategy

ESG is part of the foundation of our business strategy
and long-term development. We are dedicated to
addressing society’s pressing issues by integrating
ESG objectives into our business strategy.

Our ESG strategy has seven dimensions,
corresponding to all of the 17 Sustainable
Development Goals (SDGs) issued by the United
Nations and closely tied to China’'s modernization
goals.

We have devised our ESG strategy to be pragmatic,
long-term and action-oriented, regimented by a
transparent and rigorous indicator system. We focus
our efforts on the seven areas below:

Advancing Towards the Goal of Carbon Neutrality

We target to reach carbon neutrality in our own
operations, including Scope 1 and Scope 2 emissions,
by 2030. We actively work with our value chain
partners with green initiatives, with the target of
reducing their greenhouse gas emissions and thus
our overall Scope 3 carbon intensity by at least 50%
from the base year of 2020 by 2030. We continue to
promote carbon reduction in our platform ecosystem
(Scope 3+), in which we strive towards a cumulative
ecosystem-wide reduction of greenhouse gas
emissions by 1.5 billion tons by 2035.

Business Overview

We have made solid progress towards our targets

in fiscal year 2024. Electricity used and logistics are
the two main types of emissions sources across our
Scope 1, 2 and 3 emissions. In fiscal year 2024, we
continue to accelerate our transition to clean energy.
In November 2023, Bloomberg New Energy Finance
released the “China’s Top Clean Energy Buyers and
Sellers in 2023." Alibaba Group, with a green electricity
transaction volume of 1,610 gigawatt-hours, became
the leader in China for green electricity procurement
for the first time. In the logistics sector, we continued
to reduce emissions through various measures such
as intelligent order consolidation, reduction and
recycling of packaging, as well as electrification of
transportation. In fiscal year 2024, the ratio of trips
using new energy vehicles for urban distribution by
Cainiao Express’ own fleet reached 99%. Unlike Scope
1, 2 or 3, advancing Scope 3+ requires establishing
new scientific and credible standards while advancing
carbon reduction and in this regard we continued to
focus on our established directions in fiscal year 2024.

Supporting Our People

Itis our employees that make our business and culture
thrive. None of our goals can be accomplished without
our people. Itis critical for us to ensure that all of our
employees can enjoy an equal and inclusive working
environment of dignity and diversity. This also means
supporting our employees to fulfil their potentials

by providing them with on-the-job training and
opportunities for career advancement.

Based on a series of existing rules and years of
practice, we released the “"Alibaba Group Employee
Rights Code” to further emphasize employee rights,
covering areas such as human rights, occupational
health and safety, diversity, equality, and inclusion
(DEI), along with employee training and development
in fiscal year 2024. Furthermore, we established a

DEI' working group tasked with the formulation of
policies, the establishment of standards, and the
implementation of initiatives related to DEIl issues.
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Enabling a Sustainable Digital Life

Sustainable consumption is crucial to our sustainable
development goals and we run our business to
provide consumers with diverse, inclusive, trustworthy,
and responsible consumption means.

For instance, we pay special attention to being
accessible and senior-friendly. We understand

the difficulties of the disabled community in using
digital technology and help provide them with equal
access to digital technologies. We also provide well-
designed, convenient and efficient digital services to
senior consumers. In fiscal year 2024, Tacbao and
Tmall Apps served over 260,000 visually impaired
users and “Wheelchair Navigation,” developed by
Amap, provided accessible navigation over 54 million
times.

Fueling Small Businesses

Enhancing the prosperity of micro, small, and
medium-sized enterprises (MSMEs) is a core
commitment of Alibaba. In the era of digital and
intelligent transformation, MSMEs face a series of
challenges, including technological adaptation,
market access and competitive dynamics. We aim

to facilitate the transformation of MSMEs through

our dedication to open technological innovations
and upgrade e-commerce platform mechanisms.
ModelScope, our open-source platform that provides
a large number of machine-learning and deep
learning models, tools and services, hosted over
3,800 Al models as of March 31, 2024. Tacbao and
Tmall Group also provides Al products and services to
merchants that enhance their operational efficiency.

Propelling Community Inclusion and Resilience

We are committed to leveraging technology and
platform innovation for social responsibilities. In

fiscal year 2024, we developed an Al-powered tool
PANDA that can screen for early signs of pancreatic
cancer, one of the most fatal cancers worldwide,
which was published by international top scientific
journal Nature Medicine. In addition, we worked with
partners to launch the GreenNet Program in 2020,
which redirects searches for certain products, such as
banned wildlife products, to educational webpages. In
fiscal year 2024, over 70 million harmful searches were
automatically guided to educational webpages.
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Facilitating Participatory Philanthropy

We have connected with a wide range of philanthropic
ecosystems and leveraged the power of technology

to address social challenges. Starting with our
employees, we have involved stakeholders across our
ecosystem to engage in philanthropy via flexible forms
and mechanisms, aiming to promote greater social
involvement.

Building Corporate and Social Trust

As digital technology unprecedentedly transforms
ways of social production and our lifestyles, we are
even more convinced that trust is a prerequisite for
our social responsibility and a cornerstone for our
business development. With this conviction, we have
been focusing on building corporate and social trust
in two areas — privacy protection and data security,
and science and technology ethics. We believe these
priorities are in line with our strategic positioning,
corporate governance mechanism and technological
capabilities, as we aim to become a pioneer in the
technology industry to build corporate and social trust.

ESG Governance Structure

Alibaba’s over 20 years of business success has been
predicated on a thoughtful system of governance

to oversee our wide array of brands, platforms and
services. We recognize that no ESG strategy can
reach its full potential without a dedicated structure
of governance. Accordingly, we have embedded ESG
oversight into a three-layer structure at the board,
senior management, and group and business unit
levels.

Competition

We face competition principally from established
Chinese Internet companies and their respective
affiliates, global and regional e-commerce players,
cloud computing service providers, logistics service
providers and digital media and entertainment
providers. These competitors generate significant
traffic and have established strong brand recognition,
robust technological capabilities and significant
financial resources. The areas in which we compete
primarily include:



. Consumers. \We compete to attract, engage and
retain consumers based on the variety, quality
and value of products and services listed on our
platforms, the engagement of digital media
and entertainment content available on our
platforms, the overall user experience of our
products and services, and the effectiveness of
our consumer protection measures.

. Merchants, Brands, Retailers and other
Businesses. \We compete to attract and retain
merchants, brands and retailers based on the
size and the engagement of consumers on our
platforms and the effectiveness of our products
and services to help them build brand awareness
and engagement, acquire and retain customers,
complete transactions, expand service
capabilities, protect intellectual property rights
and enhance operating efficiency. In addition,
we compete to attract and retain businesses of
different sizes across various industries based on
the effectiveness of our cloud service offerings
to help them enhance operating efficiency
and realize their digitalization transformation
ambitions.

. Marketers. \We compete to attract and retain
marketers, publishers and demand-side
platforms operated by agencies based on
the reach and engagement of our properties,
the depth of our consumer insights and the
effectiveness of our branding and marketing
solutions.

. Talent. \We compete for motivated and capable
talent, including engineers and product
developers to build compelling apps, toals,
and functions and to provide services for all
participants in our ecosystem.

If international players gain greater access to the
China market, certain of our business could be subject
to greater competition. As we acquire new businesses
and expand into new industries and sectors, we face
competition from major players in these industries
and sectors. In addition, as we continue to expand
into markets outside of China, we increasingly face
competition from domestic and international players
operating in these markets. See “Risk Factors —

Risks Related to Our Business and Industry — If we

are unable to compete effectively, our business,
financial condition and results of operations would be
materially and adversely affected.”

Business Overview

Seasonality

Our overall operating results fluctuate from quarter
to quarter as a result of a variety of factors, including
seasonal factors and economic cycles that influence
consumer spending as well as promotions.

Historically, we have severally experienced the highest
levels of revenues in the fourth calendar quarter

of each year due to a number of factors, including
merchants allocating a significant portion of their
online marketing budgets to the fourth calendar
guarter, promotions, and the impact of seasonal
buying patterns in respect of certain merchandise
categories such as apparel. We also have severally
experienced lower levels of revenues in the first
calendar quarter of each year due to a lower level

of allocation of marketing budgets by merchants
early in the calendar year and during the Chinese
New Year holiday, during which time consumers
generally spend less and businesses in China are
generally closed. Moreover, as our fixed costs and
expenses, such as payroll and benefits, bandwidth
and location fees, grow at a relatively stable rate
compared to our revenue growth, we expect to enjoy
increased operating leverage in seasonally strong
quarters, but will face significant margin pressure in
seasonally weak quarters. Our international commerce
businesses are also subject to seasonal fluctuations
depending on the markets we operate in. Except for
our China and international commerce businesses,
operating results of our other businesses have not
demonstrated clear seasonal patterns, which we
believe may partially reduce the seasonality impact of
our China and international commerce businesses as
we continue to grow these other businesses.

Permissions and Approvals Required to be
Obtained from PRC Authorities for our Business
Operations

In the opinion of Fangda Partners, our PRC legal
counsel, our consolidated subsidiaries and the VIES in
China have obtained all major licenses, permissions
and approvals from the competent PRC authorities
that are necessary to the operations of our Taobao
and Tmall Group, Cloud Intelligence Group and

AIDC Group, which accounted for a substantial

Fiscal Year 2024 Annual Report

43



44

Business Overview

majority of our revenue in fiscal year 2024. In
addition, we have implemented policies and control
procedures to obtain and maintain the necessary
licenses, permission and approvals to conduct our
businesses. On the basis of the legal opinion issued
by our PRC legal counsel and our internal policies

and procedures, we believe that our consolidated
subsidiaries and the VIEs in China have received

the requisite licenses, permissions and approvals
from the PRC authorities as are necessary for our
business operations in China. Such licenses, permits,
registrations and filings include, among others, Value-
added Telecommunication License, License for Online
Transmission of Audio-Visual Programs, Network
Cultural Business License, Online Publishing Service
License and License for Surveying and Mapping.

If we, our consolidated subsidiaries or the VIES in China
(i) do not maintain such permissions or approvals,
(i) inadvertently conclude that such permissions or
approvals are not required, or (iii) applicable laws,
regulations, or interpretations change, and we or
the VIEs are required to obtain such permissions or
approvals in the future, we may be unable to obtain
such necessary approvals, permits, registrations

or filings in a timely manner, or at all, and such
approvals, permits, registrations or filings may be
rescinded even if obtained. Any such circumstance
may subject us to fines and other regulatory, civil

or criminal liabilities, and we may be ordered by

the competent PRC authorities to suspend relevant
operations, which could materially and adversely
affect our business, financial condition, results of
operations and prospects. Please see “Risk Factors —
Risks Related to Our Business and Industry — We are
subject to a broad range of laws and regulations,
and future laws and regulations may impose
additional requirements and other obligations that
could materially and adversely affect our business,
financial condition and results of operations, as well
as the trading prices of our ADSs, Shares and/or other
securities.”

Furthermore, if the PRC government determines that
the contractual arrangements constituting part of
the VIE structure adopted by us do not comply with
PRC regulations, or if these regulations change or
are interpreted differently in the future, our securities
may decline in value or become worthless if the
determinations, changes, or interpretations result

in our inability to assert contractual control over the
assets of our consolidated subsidiaries and the VIES
in China that conduct a significant portion of our
business operations. In addition, there are substantial
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uncertainties as to whether the VIE structure adopted
by us may be deemed as a method of foreign
investment in the future. If the VIE structure adopted
by us were to be deemed as a method of foreign
investment under any future laws, regulations and
rules, and if any of our business operations were to
fall under the “Negative List” for foreign investment,
we would need to take further actions in order to
comply with these laws, regulations and rules, which
may materially and adversely affect our current
corporate structure, business, financial condition

and results of operations. See “Risk Factors — Risks
Related to Our Corporate Structure — Substantial
uncertainties exist with respect to the interpretation
and implementation of the PRC Foreign Investment
Law and its implementing rules and other requlations
and how they may impact the viability of our current
corporate structure, business, financial condition and
results of operations.”

Given the uncertainties relating to the interpretation
and enforcement of PRC laws, rules and regulations,
itis possible that our existing operations may be
found not to be in full compliance with relevant laws
and regulations in the future. In addition, the PRC
legal system is based in part on government policies
and internal rules, some of which are not published
on a timely basis or at all, and which may have a
retroactive effect. As a result, we may not be aware
of our violation of these policies and rules until after
the occurrence of the violation. For more detailed
information, see “Risk Factors — Risks Related to Daing
Business in the People’s Republic of China — There
are uncertainties regarding the interpretation and
enforcement of PRC laws, rules and regulations, and
changes in policies, laws, rules and regulations in the
PRC could adversely affect us.”

Permissions and Approvals Required to be
Obtained from PRC Authorities for our Securities
Offerings

The PRC government has enhanced its regulatory
oversight of Chinese companies listing overseas. In
connection with our prior securities offerings and
overseas listings, under PRC laws and regulations

in effect as of the date of this annual report, after
consulting our PRC legal counsel, Fangda Partners, we
are not aware of any PRC laws or regulations which



explicitly require us to obtain any permission from

the CSRC or other Chinese authorities, and we, our
consolidated subsidiaries and the VIEs in China (i) have
not been required to obtain any permission from or
complete any filing with any PRC authority, (ii) have not
been required to go through a cybersecurity review by
the Cyberspace Administration of China, and (iii) have
not received or were denied such requisite permissions
by any PRC authority. There are uncertainties with
respect to how PRC authorities will regulate overseas
securities offerings and overseas listings in general,

as well as the interpretation and implementation of
any related regulations. Although we intend to fully
comply with the then effective relevant laws and
regulations applicable to any securities offerings we
may conduct, there are uncertainties with respect

to whether we will be able to fully comply with
requirements to obtain any permissions and approvals
from, or complete any reporting or filing procedures
with, PRC authorities that may be in effect in the future.
If we, our consolidated subsidiaries or the VIEs in China
(i) do not maintain such permissions or approvals,

(i) inadvertently conclude that such permissions,
approvals or filing or reporting are not required, or

(iii) applicable laws, regulations, or interpretations
change, and we or the VIEs are required to obtain

such permissions, approvals or filing or reporting

in the future, we may be unable to obtain such
necessary approvals, permits, registrations or filings

in a timely manner, or at all, and such approvals,
permits, registrations or filings may be rescinded even
if obtained. Any such circumstance could subject us

to penalties, including fines, suspension of business
and revocation of required licenses, significantly limit
or completely hinder our and our subsidiaries” ability
to offer securities to investors and cause our securities
to decline in value or become worthless. For more
detailed information, see “Risk Factors — Risks Related
to Doing Business in the People’s Republic of China —
There are uncertainties regarding the interpretation
and enforcement of PRC laws, rules and regulations,
and changes in policies, laws, rules and regulations in
the PRC could adversely affect us” and “Risk Factors —
Risks Related to Our Business and Industry — We may
need additional capital but may not be able to obtain
it on favorable terms or at all.”

Business Overview

Regulation

We operate in an increasingly complex legal and
regulatory environment. We and our key service
provider, Ant Group, are subject to a variety of PRC and
foreign laws, rules and regulations across a number
of aspects of our business. As we have expanded

our operations to other countries, we have become
increasingly subject to applicable regulations in

these jurisdictions This section primarily summarizes
the principal PRC laws, rules and regulations that

we believe have the most significant impact on our
business and operations within the PRC, because

the PRC remains the country where we conduct the
substantial majority of our business and generate

the substantial majority of our revenues. Other
jurisdictions where we conduct business have their
own laws and regulations that cover many of the
areas covered by PRC laws and regulations, but

their focus, specifics and approaches may differ
considerably. Areas in which we are subject to laws,
rules and regulations outside of the PRC mainly
include data protection and privacy, consumer
protection, content requlation, intellectual property,
competition, cross-border trade, taxation, anti-
money laundering and anti-corruption. We may also
face protectionist policies and regulatory scrutiny

on national security grounds in foreign countries in
which we conduct business or investment activities.
See "Risk Factors — Risks Related to Our Business and
Industry — We are subject to a broad range of laws
and regulations, and future laws and regulations may
impose additional requirements and other obligations
that could materially and adversely affect our
business, financial condition and results of operations,
as well as the trading prices of our ADSs, Shares and/
or other securities.”

Our online and mobile commerce businesses are
classified as value-added telecommunication
businesses by the PRC government. Current PRC laws,
rules and regulations restrict foreign ownership in
certain value-added telecommunication services. As
a result, we operate our online and mobile commerce
businesses and other businesses in which foreign
investment is restricted or prohibited through variable
interest entities, each of which is owned by PRC
citizens or by PRC entities which are ultimately owned
by PRC citizens, and holds all licenses associated with
these businesses.
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The applicable PRC laws, rules and regulations
governing value-added telecommunication services
may change in the future. We may be required to
obtain additional approvals, licenses and permits
and to comply with any new regulatory requirements
adopted from time to time. Moreover, substantial
uncertainties exist with respect to the interpretation
and implementation of these PRC laws, rules and
regulations. See “Risk Factars — Risks Related to Daing
Business in the People’s Republic of China — There
are uncertainties regarding the interpretation and
enforcement of PRC laws, rules and regulations, and
changes in policies, laws, rules and regulations in the
PRC could adversely affect us.”

Regulation of Telecommunications and
Internet Information Services

Regulation of Telecommunications Services

Under the Telecommunications Regulations of the PRC,
or the Telecommunications Regulations, promulgated
on September 25, 2000 by the State Council of the
PRC and most recently amended in February 2016,

a telecommunications service provider in China

must obtain an operating license from the MIIT, or

its provincial counterparts. The Telecommunications
Regulations categorize all telecommunications
services in China as either basic telecommunications
services or value-added telecommunications services.
Our online and mobile commerce businesses, as well
as Youku's online video businesses, are classified

as value-added telecommunications services. The
Administrative Measures for Telecommunications
Business Operating License, promulgated by the

MIIT in September 2017, set forth more specific
provisions regarding the types of licenses required to
operate value-added telecommunications services,
the qualifications and procedures for obtaining the
licenses and the administration and supervision of
these licenses.

Foreign investment in telecommunications
businesses is governed by the State Council of the
PRC's Administrative Rules for Foreign Investment

in Telecommunications Enterprises, or the Foreign
Investment Telecommunications Rules, which was
recently amended on March 29, 2022 and became
effective on May 1, 2022. According to the amended
Foreign Investment Telecommunications Rules, a
foreign investor's beneficial equity ownership in an
entity providing value-added telecommunications
services in China is generally not permitted to exceed
50% unless otherwise allowed by the competent
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PRC governmental authorities. Although the revised
Foreign Investment Telecommunications Rules

no longer require major foreign investors holding
equity in enterprises providing value-added
telecommunications services in China to have a good
track record and operational experience in providing
these services, the PRC governmental authorities have
not promulgated the relevant implementation rules.
Accordingly, there are uncertainties as to whether
foreign investors without a good track record and
operational experience in providing these services
may qualify as major foreign investors in value-added
telecommunications enterprises. Based on the Notice
regarding the Strengthening of Ongoing and Post
Supervision of Foreign Invested Telecommunication
Enterprises issued by the MIIT in October 2020, foreign
invested telecommunications enterprises will no
longer be subject to the requirement for prior MIIT
approval. Nonetheless, these enterprises still need

to submit the relevant materials to the MIIT to apply
for new telecommunications operating permits or
amended permits.

Although the Negative List allows foreign investors to
hold more than 50% equity interests in a value-added
telecommunications service provider engaging in
e-commerce, domestic multi-party communications,
or starage-and-forward and call center businesses,
other requirements provided by the amended Foreign
Investment Telecommunications Rules shall still apply.

The MIIT's Notice Regarding Strengthening
Administration of Foreign Investment in Operating
Value-Added Telecommunications Businesses, or the
MIIT Notice, issued on July 13, 2006 prohibits holders
of these service licenses from leasing, transferring

or selling their licenses in any form, or providing

any resource, site or facility, to any foreign investors
intending to conduct this type of business in China. In
addition to restricting dealings with foreign investors,
the MIIT Notice contains a number of detailed
requirements applicable to holders of value-added
telecommunications service licenses, including that
license holders or their shareholders must directly
own the domain names and trademarks used in their
daily operations and each license holder must possess
the necessary facilities for its approved business
operations and maintain its facilities in the regions
covered by its license, including maintaining its
network and providing Internet security in accordance
with the relevant regulatory standards. The MIIT or

its provincial counterparts have the power to require
corrective actions after they discover any non-
compliance by license holders, and where license



holders fail to take those steps, the MIIT or its provincial
counterparts have the power to revoke the value-
added telecommunications service licenses.

On December 28, 2016, the MIIT promulgated the
Notice on Regulating Telecommunications Services
Agreement Matters, or the Telecommunications
Services Agreement Notice, which came into

effect on February 1, 2017. According to the
Telecommunications Services Agreement Notice,
telecommunications service providers must require
their users to present valid identification certificates
and verify the users’ identification information before
provision of services. Telecommunications service
providers are not permitted to provide services to
users with unverifiable identity or users who decline to
proceed with identity verification.

Regulation of Internet Information Services

As a subsector of the telecommunications industry,
Internet information services are regulated by the
Administrative Measures on Internet Information
Services, or the ICP Measures. “Internet information
services” are defined as services that provide
information to online users through the Internet.
Internet information service providers that provide
commercial services are required to obtain an
operating license from the MIIT or its provincial
counterpart.

To the extent the Internet information services
provided relate to certain matters, including news,
publication, education or medical and healthcare
(including pharmaceutical products and medical
equipment matters), approvals or filings must also
be obtained from the relevant industry reqgulators
in accordance with the laws, rules and regulations
governing those industries.

Regulation of Advertising Services

The principal regulations governing advertising
businesses in China are:

° the Advertising Law of the PRC (2021, as
amended);

. the Advertising Administrative Regulations (1987,
as amended);

. the Administrative Regulations on Internet
Information Search Services (2016); and

Business Overview

. the Administrative Measures for Internet
Advertising (2023).

These laws, rules and regulations require companies
such as ours that engage in advertising activities

to obtain a business license that explicitly includes
advertising in the business scope from the SAMR,
formerly the SAIC, or its local branches.

The applicable PRC advertising laws, rules and
regulations contain certain prohibitions on the content
of advertisements in China (including prohibitions

on misleading content, superlative wording,

socially destabilizing content or content involving
obscenities, superstition, violence, discrimination or
infringement of the public interest). Advertisements
for anesthetic, psychotropic, toxic or radioactive

drugs are prohibited, and the dissemination of
advertisements of certain other products, such as
tobacco, patented products, pharmaceuticals, medical
instruments, agrochemicals, foodstuff, alcohol and
cosmetics, are also subject to specific restrictions and
requirements. Advertisers, advertising operators or
advertising distributors may be subject to civil liability
if they infringe the legal rights and interests of third
parties, such as infringement of intellectual property
rights, unauthorized use of a name or portrait and
defamation.

OnJune 25, 2016, the Cyberspace Administration of
China promulgated the Administrative Regulations on
Internet Information Search Services, or the Internet
Search Regulations, which came into effect on August
1, 2016. According to the Internet Search Regulations,
Internet search service providers must verify paid-
search service customers’ qualifications, limit the ratio
of paid-search results on each web page, and clearly
distinguish paid-search results from natural search
results.

On February 25, 2023, the SAMR released the
Administrative Measures for Internet Advertising, which
came into effect from May 1, 2023 and replaced the
Internet Advertising Interim Measures promulgated by
the SAIC on July 4, 2076. The Administrative Measures
for Internet Advertising set out, among other things,
the following requirements for Internet advertising
activities:

. online advertisements for tobacco (including
e-cigarettes) are not allowed, and online
advertisements for prescription medicine are not

Fiscal Year 2024 Annual Report

47



Business Overview

allowed unless otherwise permitted by laws and
regulations;

. online advertisements for special commodities
and services such as medical treatments,
pharmaceuticals, medical devices,
agrochemicals, veterinary medicine, health foods
and foaod for special medical purposes must be
reviewed by competent authorities before online
publication, and the advertisements for such
commodities and services are not allowed to
be published in the form of introducing health
and wellness knowledge. In addition, when
introducing health and wellness knowledge,
information such as the address or contact
information of commodity operators or service
providers and shopping links related to these
products must not appear on the same page or
at the same time;

. advertisements for medical treatments,
pharmaceuticals, health foods, special medical
purpose formula foods, medical devices,
cosmetics, alcohol, beauty advertisements, and
online game advertisements that are detrimental
to the physical and mental health of minors shall
not be published on Internet media targeted to
minors;

. Internet advertisements must be visibly marked
as “advertisement’, while paid-search results
must be obviously distinguished from natural
search results;

. when promoting commodities or services
through knowledge introduction, experience
sharing or consumer evaluation, and purchase
methods such as shopping links are attached,
the advertisements publishers shall visibly mark
them as “advertisements”;

° "pop-up ads” must be clearly marked with a
“close” sign and be closable with one click.
Furthermore, the advertisers and publishers
are prohibited from engaging in the following
behaviors that affect one-click closure: (i) there
is no “close” sign or the timing is over to close
the advertisements; (i) the “close” sign is false,
not clearly identifiable or difficult to locate which
set up obstacles to close the advertisements;
(iii) closing the advertisements requires more
than two clicks; (iv) during the process of
browsing the same page or document, the
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advertisements continue to pop up after closing,
which affect users normal use of the network.
These requirements also apply to open screen
ads displayed when launching an Internet
application;

. if the Internet advertisements are published by
means of algorithmic recommendation or other
technologies, the rules related to algorithm
recommendation services and advertising
records shall be included in the advertising
archives.

According to the Administrative Measures for Internet
Advertising, the advertisers are responsible for the
authenticity of the content of Internet advertisements,
while the Internet advertisement publishers and
advertisement agencies are required to establish,
improve, and implement registration, review,

and archive management systems for Internet
advertising businesses, which include verifying

and registering advertiser information, verifying
supporting documents and advertisements content,
and allocating advertising review personnel familiar
with advertising laws and regulations or establish
advertising review bodies.

In addition, the Administrative Measures for Internet
Advertising require Internet platform operators
providing Internet information services to take
measures to prevent and stop illegal advertisements,
which include recording and storing the real identity
information of users who publish advertisements for
at least three years, monitoring and investigating the
content of advertisements, and employing measures
to stop illegal advertisements. Internet platform
operators are also required to establish effective
complaint and reporting mechanisms, cooperate

with market requlatory departments in investigating
illegal conduct, and use measures such as warnings,
suspending or terminating services for users who
publish illegal advertisements. Furthermare, Internet
platform operators are prohibited from using technical
means or other methods to obstruct market requlatory
departments’ advertising monitoring.

Regulation of Online and Mobile Commerce

China’s online and mobile commerce industry as
well as the PRC laws, regulations or rules specifically
regulating this industry are constantly evolving.

The SAIC adopted the Administrative Measures for
Online Trading onJanuary 26, 2014, which became



effective on March 15, 2014. On December 24, 2014,
the MOFCOM promulgated the Provisions on the
Procedures for Formulating Transaction Rules of Third
Party Online Retail Platforms (Trial) to regulate the
formulation, revision and enforcement of transaction
rules for online retail marketplace platforms. These
measures impose maore stringent requirements and
obligations on online trading or service operators as
well as marketplace platform providers. For example,
marketplace platform providers are obligated to
make public and file their transaction rules with
MOFCOM or its respective provincial counterparts, to
enable examination of the legal status of each third-
party merchant selling products or services on their
platforms and display on a prominent location on the
merchant's web page the information stated in the
merchant's business license or a link to its business
license, and group buying website operators must
only allow a third-party merchant with a proper
business license to sell products or services on their
platforms. Where marketplace platform providers also
act as online distributors, these marketplace platform
providers must make a clear distinction between their
online direct sales and sales of third-party merchant
products on their marketplace platforms.

Since the promulgation of the Administrative Measures
for Online Trading, the SAIC has issued a number

of guidelines and implementing rules providing
greater specificity to these regulations. The relevant
governmental authorities continue to consider and
issue guidelines and implementing rules, and we
expect that regulation in this industry will further
develop. For example, three PRC governmental
autharities (the MOF, General Administration of
Customs and STA) issued a Natice on Tax Policy for
Cross-Border E-commerce Retail Imports on March 24,
2016 to regulate cross-border e-commerce trading
which experienced rapid growth in recent years.
According to the notice, which became effective on
April 8, 2016, goods imported through cross-border
e-commerce retail are subject to tariff, import value-
added tax, or VAT, and consumption tax based on
the type of goods. Individuals purchasing any goods
imported through cross-border e-commerce are
liable to pay tax, while e-commerce companies,
e-commerce transaction platform operators

or logistics companies shall be responsible for
withholding such tax.

On August 31, 2018, the Standing Committee of
the National People’'s Congress promulgated the
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E-commerce Law, which came into effect on January
1, 2019. The E-commerce Law imposes a series of
requirements on e-commerce operators including
e-commerce platform operators, merchants operating
on the platform and the individuals and entities
carrying out business online. According to the
E-commerce Law, e-commerce operators who provide
search results based on consumers’ characteristics
such as hobbies and consumption habits shall

also provide consumers with options that are not
targeted at their personal characteristics at the same
time, and respect and fairly protect the legitimate
interests of consumers. The E-commerce Law requires
e-commerce platform operators to, among other
things, verify and register the identities, addresses,
contacts and licenses of merchants who apply to
provide goods or services on their platforms, establish
registration archives and update this information on

a regular basis; submit the identification information
of the merchants on their platforms to market
regulatory administrative authorities as required and
remind the merchants to complete registration with
market regulatory administrative authorities; submit
identification information and tax-related information
to tax authorities as required in accordance with the
laws and regulations regarding the administration of
tax collection and remind the individual merchants

to complete the tax registration; and establish
intellectual property rights protection rules and

take necessary measures against infringement of
intellectual property rights by merchants on their
platforms.

In addition, e-commerce platform operators are not
allowed to impose unreasonable restrictions over or
add unjustified conditions to transactions concluded
on their platforms by merchants, or charge merchants
operating on their platforms any unreasonable fees.

According to the E-commerce Law, e-commerce
platform operators are required to assume joint
liability with the merchants and may be subject to
warnings and fines up to RMB2,000,000 where (i)
they fail to take necessary actions where they know
or should have known that the products or services
provided by the merchants on the platform do not
meet personal and property security requirements,
or otherwise infringe upon consumers’ legitimate
rights; or (ii) they fail to take necessary actions, such
as deleting and blocking information, disconnecting,
terminating transactions and services, where they
know or should have known that the merchants on the
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platform infringe upon the intellectual property rights
of others. With respect to products or services affecting
consumers’ health and safety, e-commerce platform
operators will be held liable if they fail to review

the qualifications of merchants or fail to safeguard
the interests of consumers, and may be subject to
warnings and fines up to RMB2,000,000.

On March 15, 2021, the SAMR promulgated the Online
Trading Measures, which took effect and replaced the
Administrative Measures for Online Trading on May T,
2027. The Online Trading Measures further strengthen
the administration and supervision of online

trading activities, and impose a series of regulatory
requirements on new forms of online trading, such

as online social networking e-commerce and online
livestreaming e-commerce. The Online Trading
Measures expressly prohibit an online transaction
platform operator from unreasonably restricting or
setting any unreasonable conditions on transactions
on its platform and interfering with merchants’
independent business operations. The Online Trading
Measures specify typical examples of unreasonable
restrictions or conditions imposed by e-commerce
platform operators on transactions concluded on
their platforms, including prohibiting or restricting the
merchants to operate on other e-commerce platforms,
by means of unfair practices, such as reducing their
search exposure, removing their products or services,
blocking their stores, or prohibiting or restricting the
merchants from freely choosing supporting service
providers for transactions, such as logistics services
providers. Furthermore, the Online Trading Measures
require e-commerce platform operators to verify and
update each merchant’s profile on a regular basis and
monitor their market participant registration status.

In October 2020, the SAMR promulgated the Interim
Provisions for Regulating Promotional Activities, which
requires e-commerce platform operators to design
rules and procedures to foster fair and transparent
merchandise promotional activities.

On April 16, 2021, the Cyberspace Administration of
China and six other PRC governmental authorities
jointly issued the Administrative Measures on Online
Livestreaming Marketing (Trial), which came into effect
on May 25, 2021. According to the Administrative
Measures on Online Livestreaming (Trial), online
livestreaming marketing platforms are required,
among other things, to set up a system to internally
rank streamers by metrics such as views and
transaction volumes, and take heightened regulatory
measures in relation to key livestreaming operators.
In addition, online livestreaming marketing platforms
are also required to establish and maintain risk
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management systems to guard against high-risk
marketing activities, including taking measures such
as pop-up warnings, limiting traffic, suspending
livestreaming, and prominently alerting users of the
risks involved in transactions that are conducted
outside livestreaming platforms.

On March 1, 2022, the Supreme People’s Court of the
PRC issued the Provisions on Issues Concerning the
Application of Law for the Trial of Cases on Online
Consumption Disputes (I), which came into effect

on March 15, 2022 and clarified the responsibilities
of online consumption platforms and the scope

of the seven-day unconditional return policy.
According to these judicial interpretations, standard
terms provided by e-commerce operators that are
unfair and unreasonable to consumers may be
deemed invalid, and contracts entered into between
e-commerce operators and any other entity leading
to false publicity by means of fictitious deals, hits or
user comments shall also be null and void. Moreover,
e-commerce platform operators shall be held liable
as the product seller or service provider if the labels
used mislead consumers to believe that the product
or service is provided by the e-commerce platform.
Furthermore, operators of livestreaming platforms
are responsible for verifying the qualification and
license of live-streamers who sell food products. The
operators of e-commerce platforms can be held jointly
liable for damages incurred by consumers resulting
from defects in foods purchased from merchants on
their platforms, if these operators fail to fulfill certain
requirements and obligations.

Regulation of Mobile Apps

On June 28, 2016, the Cyberspace Administration

of China promulgated the Regulations for the
Administration of Mobile Internet Application
Information Services, which came into effect on August
1, 2016, requiring ICPs who provide information
services through maobile Internet apps to, among
other things, verify the real identities of registered
users through maobile phone numbers or other
similar channels; establish and improve procedures
for protection of user information; and establish
and improve procedures for information content
censorship.

If an ICP who provides information services through
apps violates these regulations, mobile app stores
through which the ICP distributes its apps may
issue warnings, suspend the release of its apps,

or terminate the sale of its apps, and/or report the
violations to governmental authorities.



OnJune 14, 2022, the Cyberspace Administration of
China promulgated the revised Regulations for the
Administration of Maobile Application Information
Services, which came into effect on August 1,

2022. Pursuant to the revised Regulations for the
Administration of Mobile Application Information
Services, mobile app providers shall comply with
relevant provisions on the scope of necessary personal
information when engaging in personal information
processing activities and shall not compel users

to agree to non-essential personal information
collection or ban users from their basic functional
services due to their refusal of providing unnecessary
personal information. In addition, maobile app
providers shall, among other things, verify the real
identities of registered users; establish and improve
procedures for protection of user information and
information content censorship, fulfill data security
protection obligations and various obligations of
minors’ protection, and shall not induce users to
download the applications by illegal methods or bad
information. Furthermare, mobile app providers who
launch new technologies, applications or functions
with the attribute of public opinion or the ability of
social mobilization shall conduct security assessment
in accordance with the relevant provisions. If an
application provider violates these regulations,
application distribution platforms may issue warnings,
suspend the release of its applications, or terminate
the sale of its applications, and/or report the violations
to governmental authorities, and the application
provider may be imposed administrative penalty by
the Cyberspace Administration of China and relevant
competent authorities in accordance with relevant
laws and regulations.

According to the Provisions on the Scope of Necessary
Personal Information Required for Common Types

of Mobile Internet Applications which became
effective on May 1, 2021, clarifying that necessary
personal information means the personal information
necessary for ensuring the normal operation of the
basic functional services of the apps, without which
the app cannot perform its basic functional services.

Regulation of Internet Content

The PRC government has promulgated measures
relating to Internet content through various ministries
and agencies, including the MIIT, the News Office of
the State Council of the PRC, the Ministry of Culture and
Tourism and the General Administration of Press and
Publication. In addition to various approval and license
requirements, these measures specifically prohibit
Internet activities that result in the dissemination of
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any content that is found to contain pornography,
promote gambling or violence, instigate crimes,
undermine public morality or the cultural traditions
of the PRC or compromise state security or secrets.
ICPs must monitor and control the information posted
on their websites. If any prohibited content is found,
they must remove the content immediately, keep a
record of it and report to the relevant authorities. If
an ICP violates these measures, the PRC government
may impose fines and revoke any relevant business
operation licenses.

Regulation of Broadcasting Audio/Video
Programs through the Internet

We are subject to various laws and regulations

in connection with providing online audio/video
programs and livestreaming via our platform. For
example, according to the Rules for the Administration
of Internet Audio and Video Program Services,
commonly known as Circular 56, jointly issued by the
State Administration of Radio, Film, and Television, or
the SARFT, and the MIIT, all online audio/video service
providers are generally required to be either wholly
state-owned or state-controlled. According to the
relevant official answers to press questions published
on the SARFT’s website dated February 3, 2008, online
audio/video service providers that already had been
operating lawfully prior to the issuance of Circular

56 may re-register and continue to operate without
becoming state-owned or controlled, provided that
the providers have not engaged in any unlawful
activities. This exemption will not be granted to online
audio/video service providers established after
Circular 56 was issued.

We are also subject to a series of requirements for
audio/video content posted on our platform. The
General Administration of Press and Publication,
Radio, Film and Television, or GAPPRFT (which was split
into the National Radio and Television Administration,
or NRTA, and the State Administration of News and
Publication in March 2018) released several notices on
the administration of anline audio/video programs,
which stress that entities producing online audio/
video content must obtain a permit for radio and
television program production and operation, and
that online audio/video content service providers
should not release any Internet dramas or micro

films that were produced by any entity lacking the
permit. For Internet dramas or micro films produced
and uploaded by individual users, the online audio/
video service providers transmitting this content will
be deemed responsible as the producer. Furthermore,
the online audio/video contents, including Internet
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drama and micro films, are required to be filed with
the relevant authorities before release.

According to the Circular on Strengthening the
Administration of the Online Show Livestreaming and
E-commerce Livestreaming issued by the NRTA on
November 12, 2020, platforms providing e-commerce
livestreaming services shall register their information
and business operations by November 30, 2020.

The overall ratio of front-line content analysts to
livestreaming rooms shall be 1:50 or higher on

such platforms. A platform shall report the number

of its livestreaming rooms, streamers and content
analysts to the provincial branch of the NRTA on a
quarterly basis. To host any e-commerce promational
events such as E-commerce festivals, E-commerce
days or promotion days using livestreaming, live
performances, live variety shows and other live
programs, the platforms shall register the information
of guests, streamers, content and settings with the
local branch of NRTA 14 business days in advance.
Online e-commerce livestreaming platforms shall
conduct relevant qualification examination and real-
name authentication on businesses and individuals
providing livestreaming marketing services and

keep complete examination and authentication
records, and shall not enable imposters or businesses
or individuals without qualification or real-name
registration to conduct livestreaming marketing
services.

On April 12, 2022, the NRTA and the Publicity
Department of the China Communist Party Central
Committee promulgated the Notice on Strengthening
the Administration of Live Games on Online Audio/
Video Program Platforms, specifying that online
livestreaming platforms shall discretely select the
hosts and guests with political standpoint, moral
character, artistic standard and social evaluation as
the selection criteria, and resolutely refuse hosts and
guests who are politically incorrect, or have committed
any violations of laws, regulations, public order or
good morals. The notice further specifies that online
livestreaming platforms shall establish and implement
a mechanism for the protection of minors, implement
the real-name registration system, prohibit minors
from tipping, and establish a special channel for
returning the tips of minors.

Regulation of Internet Publication

The SARFT is responsible for nationwide supervision
and administration of publishing activities in China.
On February 4, 2016, the GAPPRFT, the SARFT's
predecessor, and the MIIT jointly promulgated the
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Online Publication Service Administration Rules, or the
Online Publication Rules, which took effect on March
10, 2016.

Pursuant to the Online Publication Rules, an online
publication service provider must obtain th