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Safe Harbor

Forward -looking Statements
ÿțȡɾ ɳɶǸɾǸɅʌǍʌȡɐɅ țǍɾ ǩǸǸɅ ɳɶǸɳǍɶǸǱ ǩʳ !ÿéǸɅǸʭ uɅǪṣ ṵʌțǸ Ẍ>ɐɃɳǍɅʳẍṶ ɾɐȺǸȺʳ Ȓɐɶ ȡɅȒɐɶɃǍʌȡɐɅǍȺ ɳʔɶɳɐɾǸɾṣ ÿțȡɾ ɳɶǸɾǸɅʌǍʌȡɐɅ ǪɐɅʌain s forward -
looking statements within the meaning of the U.S. Private Securities Litigation Reform Act of 1995. These forward -looking statem ents reflect 
ʌțǸ >ɐɃɳǍɅʳẏɾ ǪʔɶɶǸɅʌ ǸʲɳǸǪʌǍʌȡɐɅɾ ǍɅǱ ɳɶɐȲǸǪʌȡɐɅɾ ʭȡʌț ɶǸɾɳǸǪʌ ʌɐṞ ǍɃɐɅȓ ɐʌțǸɶ ʌțȡɅȓɾṞ ɐʔɶ ȒȡɅǍɅǪȡǍȺ ǪɐɅǱȡʌȡɐɅṞ ɶǸɾʔȺʌɾ ɐȒ ɐper ations, plans, 
objectives, future performance, and business. These statements may be preceded by, followed by or include the words "aim," "a nti cipate," 
"believe," "estimate," "expect," "forecast," "intend," "likely," "outlook," "plan," "potential," "project," "projection," "se ek," "can," "could," "may," 
"should," "would," "will," the negatives thereof and other words and terms of similar meaning. Forward -looking statements includ e all 
statements that are not historical facts. Such forward -looking statements are subject to various risks and uncertainties. Accord ingly, there are 
or will be important factors that could cause actual outcomes or results to differ materially from those indicated in these s tat ements. Among 
ʌțǸɾǸ ȒǍǪʌɐɶɾ ǍɶǸ ɶȡɾȶɾ ɶǸȺǍʌǸǱ ʌɐ ʌțǸ Ẍéȡɾȶ fǍǪʌɐɶɾẍ ȡǱǸɅʌȡȒȡǸǱ ȡɅ ʌțǸ >ɐɃɳǍɅʳẏɾ f-1 filing with the U.S. SEC. There is no assu rance that any 
forward -looking statements will materialize. You are cautioned not to place undue reliance on forward -looking statements, which reflect 
expectations only as of this date. The Company does not undertake any obligation to publicly update or review any forward -lookin g 
statement, whether as a result of new information, future developments, or otherwise. 

Market and Industry Data
ÿțȡɾ ɳɶǸɾǸɅʌǍʌȡɐɅ ȡɅǪȺʔǱǸɾ ȡɅȒɐɶɃǍʌȡɐɅ ǪɐɅǪǸɶɅȡɅȓ ǸǪɐɅɐɃȡǪ ǪɐɅǱȡʌȡɐɅɾṞ ʌțǸ >ɐɃɳǍɅʳẏɾ ȡɅǱʔɾʌɶʳṞ ʌțǸ >ɐɃɳǍɅʳẏɾ ɃǍɶȶǸʌɾ ǍɅǱ ʌțǸ ComɳǍɅʳẏɾ 
competitive position that is based on a variety of sources, including information from independent industry analysts and publ ica tions, as well 
Ǎɾ ʌțǸ >ɐɃɳǍɅʳẏɾ ɐʭɅ ǸɾʌȡɃǍʌǸɾ ǍɅǱ ɶǸɾǸǍɶǪțṣ ÿțǸ >ɐɃɳǍɅʳẏɾ ǸɾʌȡɃǍʌǸɾ ǍɶǸ ǱǸɶȡʬǸǱ ȒɶɐɃ ɳʔǩȺȡǪȺʳ ǍʬǍȡȺǍǩȺǸ ȡɅȒɐɶɃǍʌȡɐɅ ɶǸȺǸǍɾǸǱby third 
ɳǍɶʌʳ ɾɐʔɶǪǸɾṞ Ǎɾ ʭǸȺȺ Ǎɾ ǱǍʌǍ ȒɶɐɃ ȡʌɾ ȡɅʌǸɶɅǍȺ ɶǸɾǸǍɶǪțṞ ǍɅǱ ǍɶǸ ǩǍɾǸǱ ɐɅ ɾʔǪț ǱǍʌǍ ǍɅǱ ʌțǸ >ɐɃɳǍɅʳẏɾ ȶɅɐʭȺǸǱȓǸ ɐȒ ȡʌɾ ȡɅǱʔstr y, which the 
Company believes to be reasonable. The independent industry publications used in this presentation were not prepared on the C omp ǍɅʳẏɾ 
behalf. While the Company is not aware of any misstatements regarding any information in this presentation, forecasts, assump tio ns, 
expectations, beliefs, estimates and projects involve risk and uncertainties and are subject to change based on various facto rs.
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No.1 Pre -owned Consumer Electronics 
Transactions and Services Platform in 

China 1

We are the

Note: (1) For pre -owned consumer electronics in 2021, according to CIC report.

with a mission
to give a second life to all idle goods

and we are creating
an open platform driven by supply chain 

capabilities and technology

Who We Are
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Source:
1 Footnote

3

1,804 stores
Covering 256 cities in China 2

RMB2,226 million, +33.7% yoy
Net product revenues in 3Q22

RMB2,536 million, +29.2% yoy
Total revenues in 3Q22

Notes: 
(1) Under non -GAAP measures, the impact of share -based compensation expenses and amortization of intangible assets and deferred cost resulting from assets and business acquisitions is excluded ;
(2) As of September 30, 2022, including both AHS stores and Paipai Selection stores;
(3) Cash reserves included c ash and cash equivalents, short -term investments and funds receivable from third -party payment service providers.

RMB2.7 billion
Cash reserves as at the end of 3Q22 3

AHS Recycle PJT 
Marketplace

Paipai 
Marketplace

International Business

RMB10.8 million
Non -GAAP operating income 1 in 3Q22

4.45%
Take rate of marketplaces in 3Q22



4

4,244 

6,655 

1,311 1,603 1,665 
2,076 1,909 1,854 

2,226 

614 

1,125 

204 
264 297 

360 
298 292 

310 

4,858 

7,780 

1,514 
1,868 1,962 

2,436 
2,207 2,146 

2,536 

FY20 FY21 1Q21 2Q21 3Q21 4Q21 1Q22 2Q22 3Q22

Resilient Year -on -Year Growth Despite COVID and Macro Challenges

(RMB million)

1P Business Continues to be the Core Revenue Contributor (w/ Year -on -year Comparisons)

¸ɐʌǸṝ gɶɐʭʌț ɶǍʌǸɾ ǍɶǸ ǪǍȺǪʔȺǍʌǸǱ ǩǍɾǸǱ ɐɅ ȒȡɅǍɅǪȡǍȺ ȒȡȓʔɶǸɾ ȒȡȺǸǱ ȡɅ ʌțǸ >ɐɃɳǍɅʳẏɾ ᶴ-K with the U.S. SEC. There was an adverse impact from the COVID resurgence during 2Q22.

Net revenues 60.1% 118.8% 56.2% 48.0% 48.2% 45.7% 14.9% 29.2%

Net service revenues 83.2% 136.8% 77.9% 67.3% 78.4% 46.0% 10.3% 4.4%

Net product revenues 56.8% 116.2% 53.1% 45.0% 43.9% 45.7% 15.6% 33.7%
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Snapshot of Non -GAAP Operating Expenses

Note: Under non -GAAP measures, the impact of share -based compensation expenses and amortization of intangible assets and deferre d cost resulting from assets and business acquisitions is excluded.

Fulfillment Expenses Selling and Marketing Expenses

267 271

3Q21 3Q22

(RMB million)

% of total net revenues 13.6% 10.7%

206 250

3Q21 3Q22

(RMB million)

% of total net revenues 10.5% 9.8%

General and Administrative Expenses Technology and Content Expenses

26 46

3Q21 3Q22

(RMB million)

% of total net revenues 1.3% 1.8%

59 44

3Q21 3Q22

(RMB million)

% of total net revenues 3.0% 1.7%
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12.0%

13.4%
12.8% 13.1%

FY20 FY21 3Q21 3Q22

Profit Margins Continue to Improve

Notes:
(1) (Total net revenues Ṿm erchandise costs Ṿfulfillment expenses, excluding share -based compensation expenses) / total net revenues x 100%. 
(2) ) Non -GAAP adjustments exclude the impacts of share -based compensation expenses and amortization of intangible assets and de ferred cost resulting from assets and business acquisitions.

(3.0%)

(1.3%) (1.5%)

0.4%

FY20 FY21 3Q21 3Q22

Adjusted Fulfilled Gross Margin 1 Non -GAAP Operating Margin 2
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Core strategies towards value creation amid a challenging macro environment.

Our Vision for 2022 and Profit Realization

04

03

02

01

New categories
ü New revenue stream from luxury goods, 

camera equipment, and gold recycling

ü ñǍʌȡɾȒʳ ǪɐɅɾʔɃǸɶɾẏ ȓɶɐʭȡɅȓ ǱǸɃǍɅǱ Ȓɐɶ ǪǍɾțǩǍǪȶ

ü Build on the trustworthy brand of AHS Recycle 

and the existing fulfillment capabilities

ü No excessive capex

Tech advancement
ü Continue to invest in automated inspection 

technologies

ü Higher inspection accuracy to minimize the 

return of goods

ü Minimize inspection expenses per order 

City -level service integration
ü A nationwide network of physical stores and 

operation stations

ü Refine regional management and operations

ü Enlarge market share and penetration

ü Accelerate regional circulation

Retailing refurbed devices
ü Guidelines for compliant refurbishment by 

æǸɐɳȺǸẏɾ æɶɐǪʔɶǍʌɐɶǍʌǸ ɐȒ ñțǸɅʽțǸɅ

ü Widen profit margin while we prioritize direct -

to -consumer distribution
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City -level Service Integration Grid

Online marketplaces

Commercial areas with 

heavy foot traffic

City hubs for offline 

electronics transactions

AHS stores 

(recycling network)

Paipai Selection stores

(retail touchpoints with on -site 

live -streaming)

How we build the grid across multiple business and commercial areas in a city:

City -level operation stations

(extend inspection and operation 

capabilities to local merchants)



Å Market Overview

Å Our Offerings and Capabilities

Å Investment Highlights
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Appendix
Å Market Overview

Å Offerings and Capabilities

Å Investment Highlights
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Pre -owned Device Distribution and Service GMV in China

(million) (RMB billion)

Device Volume with Use Value in China

Huge Domestic Market Opportunity in Pre -owned Electronics

Source: CIC. Other categories include TWS wireless headsets, smart watches, digital cameras and lenses, sports cameras, e -books, video game consoles, etc. 
Note: Penetration rate of traded pre -owned consumer electronic devices relative to number of consumer electronic devices in circ ulation is calculated as number of unique traded pre -
owned devices divided by total number of devices in circulation.

CAGR: 26.1%

Increasing 
Penetration Rate

3.7% 4.2%
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ATRenew as a Tech -driven Market Disruptor and Reformer

Ö Lack of quality inspection and fair 
pricing

Ö Low circulation efficiency due to 
lack of standards

Ö Lack of trustworthy purchase 
channels

Ö No quality assurance

Ö Lack of trustworthy and 
convenient recycling channels

Ö Concerns over data privacy

V Define inspection standards

V Set transaction specifications

V Improve product turnover

V Broad selection of certified pre -
owned products

V 1-year quality assurance

V Convenient access 

V Trusted brand

V Stringent data policy

Transactions between middlemen

AHS Recycle
C2B

PJT Marketplace
B2B

Paipai Marketplace
B2C

ṟ ṟṟ

!ÿéǸɅǸʭẏɾ ȡɅɅɐʬǍʌȡʬǸ ɾʔɳɳȺʳ ǪțǍȡɅ ǍɅǱ ʌǸǪțɅɐȺɐȓʳ ǪǍɳǍǩȡȺȡʌȡǸɾ

Users at purchasing endUsers at recycling end A disruptor that is rebuilding the industry chain
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Users at purchasing endUsers at recycling end Recycler Dealer 1 Dealer N Retailer
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ÃɅ ¦ʔɅǸ ᶯᶶṞ ᶰᶮᶰᶯṞ !ÿéǸɅǸʭ ǩǸǪǍɃǸ Ǎ ɳʔǩȺȡǪȺʳ ʌɶǍǱǸǱ ǪɐɃɳǍɅʳṞ ȺȡɾʌȡɅȓ ɐɅ ʌțǸ ¸Ǹʭ ĥɐɶȶ ñʌɐǪȶ MʲǪțǍɅȓǸ ʔɅǱǸɶ ʌțǸ ɾʳɃǩɐȺ ẎéMéMṣẏ

Our Evolution

PJT
Marketplace

AHS Recycle

Paipai
Marketplace

2011
Started procuring pre -owned consumer 

electronics

2014
Expanded offline

2015
Cooperated with e -commerce platforms

From 2011
2017

Adopted automation technologies in 
operation centers

Late 2017
Launched PJT Marketplace, a B2B 

platform

From 2017 2019
Acquired Paipai Marketplace, a B2C 

platform, from JD Group

From 2019

C2B Offering

B2B Offering

B2C Offering

International 
Business

Accumulating supply 
chain capabilities and 

know -how

Building ecosystem and 
industry infrastructure

Extending 
competencies to end -

consumer

Since 2020
Further strengthen international presence 

via AHS Device

From 2020 

Growing our influence 
globally
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End -to -End Coverage and Standardization of the Value Chain
Additional Value -added Service Offerings

Proprietary Technology and AI Capabilities

We Built the Circulation Ecosystem for Pre -owned Devices in China

Aggregated Diverse Supply Efficient Demand Fulfillment

Increasingly
Automated & Highly 

Accurate

8 Centralized Operation Centers 1

18 City -level Operation Stations 2

Standardized Inspection, Grading, and Pricing

Premium 
Quality

3P Merchants

Third Party 
Merchants

AHS Store NetworkWebsite and App

e-Commerce PartnersBrand Partners

Proprietary & Innovative
Technologies

Small 
Merchants

Paipai
Marketplace

Consumers

PJT
Marketplace

AHS Recycle

Electronics 
Retailers

1P Consumers

Mass 
Market42
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Mom -and -Pop 
Stores

Value -added 
Service Providers

Exporters

Resellers

Consumers on 
JD.com Channel

Consumers on 
New Channels

Notes: (1) & (2) As of September 30, 2022.


