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Market Movements

FPEHZEMBERBLAUN 57 ZARBREBETHEmM Teenie

Weenie

4L ( £IE.603518 ) Bl T 1997 F, IERARNHTESHKA HLEmMEL—. B2
E 200 RRIEHED , EEEHNLAIEE 00% , 515K, TFHEHR. BEFAHK. TRHE.
RA#RE, cEBASEARY T REFSEXR,

9 A28, 4BBLNEROERATDRAERLSE , HELNBFHEMIE Teenie Weenie,
R Z 8 %A E-Land Fashion Hong Kong Limited ( KA EEBERAT ) REXEKEL
TNEEGRE (TERBRA ) FEWE Teenie Weenie MK E = B Stk 5
SR (LB )BRERAE (ATHRHER ), 25, ERBLYEI THTRREH
IR 100%B : (1)EVSTHER 0%NWBN , HNHEZHERIMEXNIHEE , 5t
N, BE—-SRBERFHNRAFHE=BENEN 90% ; (2) {XTF Teenie Weenie mh
WRFELSHUEDI) LITE , BEMERSET=EATENRUTFEZR , RHFRR
“2019 EAEASFE E LN A EFARREE 2019 EEEEFE , HRBEARAXZNEEK
WITE R ZHREWKRHERREIR 10%H BTN RRAXRZMEELNR 57 ZT AR,

HRPLIENEDRRTR , XK Teenie Weenie i , EEFEMTE L TN RIEN =
BE& , HANXFEERNTRELATAEREZRAINIPEMRN, KAER 1994 FAFFHET
7 , Bal#E 8000 ZREELE, XKW Teenie Weenie , ERMLEFRNREEE R
KEEHREEFW AR mE.

The Chinese Brand of Women’s Dress VGRASS is going to Buy Out
the Korean Brand Teenie Weenie of E-Land Group with RMB
5.7billion

VGRASS (SH.603518), found in 1997 , has now developed into one of the high-end
fashion brands for women. Its self-managed stores achieve 90% of its 200 plus stores. And it
has established good cooperative relationship with the properties groups including Hang Lung,
Wandgfujing, Yintai, MIXC, Oriental Plaza and Golden Eagle, etc.

On September 2, VGRASS announced a suspension notice and claimed that they are going
to buy out the Korean brand, Teenie Weenie. The transaction will be made in the following
manner. Firstly, E-Land Fashion Hong Kong Limited and its affiliates will transfer the assets
and businesses of Teenie Weenie that they hold to a commercial trading company in
Shanghai named Tianweini (hereinafter “Tianweini”). Secondly, VGRASS will purchase 100%
shares of Tianweini in the following manner: (1) purchase 90% shares of Tianweini in
consideration of 90% of the total sale price of the assets, and complete the increase of capital
and the change of registration with AIC; (2) after the Transfer Agreement of Assets and
Businesses of Teenie Weenie is executed and three full financial years of Tianweini are
completed, the parties will adjust the net profits of Tianweini in 2019 in accordance with the
methods defined in “2019 Estimated Net Profits” and determine the remaining consideration
of the 10% shares of Tianweini in accordance with the calculation methods made in this
transaction. The total sale price of this transaction is estimated to be RMB 5.7 billion.
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VGRASS presented in the notice that the buy-out of Teenie Weenie is for the improvement of
its brands and product lines, which will be beneficial to the synergy among its other brands.
E-Land Group came into the Chinese market in 1994 and so far it has over 8000 self-
managed stores in China. That's why VGRASS sets its sight on the brand influence and
product lines of E-Land Group in this buy out.

BEZABXM , #TFBEF

LVMH #£ETHEZREE2X (GUERLIAN ) F 9 B 7 BEXEMAREFEME. 188 W
BXEFEFEFVHENE , AEBNAFTEEFXTARREHLEHEME , BN
#ANBEGAEEREEMNS  MNAMHHI~REE  STRRECREBEYE — KA 22,

BER 1 PHNERBE  TRTHFXH LB NREARABERRE. SEEFHHAYS
18 B 25 YV F BB LT 50% , BT 400 F AR, IRMW9 B 7 BRWEEBNWRERE |
ZEERAREFIERARE,

EHZzE , LVMH £8 T &L ¥ @ MAKE UP FOR EVER B F X4 7 AT R RIGHEM
B SHE 9 A 22 H, B4R REVLON B XIEBAEMEERHPETH., EF , Coach
RANMNEERXIE , BRNXN—F2F , XEHRDF'T,

B4, ZESRHKERE R ( Cartier) TSHF 5 AR THERRE , ATHESRE
BRE, Bik, REEANBIER. SF8 A , EEELmMmIE Dior BEMELARST LR
#2 Lady Dior Small FRHIRHL% EMESED.

GUERLIAN entered TIMALL for Attracting Young Customers

LVMH-owned GUERLIAN officially opened booking on TIMALL on 7t Sep. The 188-year- old
GUERLIAN announced the opening of its online store on TIMALL together with the young
artist Yang Yang, through a live video (‘Zhi Bo’ in Mandarin). It provides an opportunity of
meeting idols for fans in order to raise the sales. This is undoubtedly an innovative measure
of e-commerce marketing by luxury companies.

It is said that in the one-hour live video, the record of recruiting VIPs in an hour was broken.
The young between 18 and 25 accounts for approximate 50% in VIPs, amounting to around 4
million. If only considering the statistic regarding the live video on Tmall, it seems a trend for
luxury to cooperate with e-commerce platforms.

Before that, LVMH-owned MAKE UP FOR EVER, a make-up brand also opened an online
shop on TIMALL in July last year. This year, REVLON came back to the Chinese market by
opening a TIMALL shop as well. Coach came back to TIMALL last year but finally they broke
up only after one year.

In addition, Cartier, a French jewel brand, opened a boutique on Wechat in May for selling the

products such as jewel, watches and leather. In August, the famous luxury brand Dior also
started a time-limited sale of Lady Dior Small on Wechat.

Golfsmith , BL 2 RXBABRXTED , REER~RH
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XEmE 9 A 14 B, HRRASRREDARFTEFTSRREZHERLAREXER X
Bt+—F , EXABEERFR™

HER, BRASEABRTENBNSRREBELERFE. SF 5 A, MEXHER HEE
TERX™I ;8 A, MEEMKAFKRENT,

B#l Golfsmith MEFLTFEHIREEXIR , RNFEESELLZ TGS, Golfsmith ££
EHMEBLEEBEE , EMEXFEERTEL GOLF Town BN BEE, BEl , MEXE
TREBEEESREFENER , tIIE KL T Cl Financial Corp. # Fairfax Financial Holdings Ltd.o

( ABLBHLET 10 A 9 AEH T FELUSSEZE>. T RESWHE) % ERE Tt
&, WEFINELEE , WEREZH, )

Golfsmith Applied for Bankruptcy, Which Was the Largest Golf
Retailer in the World

On 14 September, U.S. local time, the largest golf retailer Golfsmith International Inc. filed for
bankruptcy at the bankruptcy court in accordance with Chapter 11 United States Bankruptcy
Code.

In recent years, the reduction of golf players impaired golf retail industry. In this May, Adidas
announced to sell its golf industry; In August, Nike also declared to give up the market of golf
clubs.

Now, Golfsmith is still looking for potential buyers, or it may have to liquidate over one
hundred million USD debt. Golfsmith has over one hundred retailers in the U.S. named GOLF
TOWN and fifty retailers in Canada. Currently, the latter have found two buyers which are two
Canadian enterprises, Cl Financial Corp. and Fairfax Financial Holdings Ltd.

(Dentons Shanghai Office held The Discussion Forum on Legal Tactics Regarding Chinese
Enterprises’ Participation in Cross-border Bankruptcy and Purchase of Non-performing assets
on 9 Oct 2016. If there is any enquiry relating to domestic or foreign bankruptcy law, please
feel free to contact us.)

Golfsmith [

ANYTHING FOR GOLF™

Golf Clubs Shoes Apparel GPS/Tech Balls Bags/Carts Accessories Grips/Shafts Deals

@\f'/"'“’ﬂ NEW 2016 CALLAWAY CLUBS

BIG BERTHA
OS HYBRID &
IRONS

BIG BERTHA
FUSION DRIVER
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REEXRALHLE VR/IAR H B

9B 6 ARFRERMNIALAETH VR/AR KB , R OEESHE : I VR/AR F=LEkER, 6l
& VR/AR BER A, 25 VRIAR BEARGFERIMITE VRIAR E—FREEWENSEH,
REEREXE—IHETREHECH VRAR 51 BHEMRERN THEBEEE Buy+sL
EEMAE VR Pay E&MR 28T RE —H. MAB LR , THRH VR/AR 5 BE H KRR T]
PRS2 HR VR, AR, #R, AR, FUBKRBEEANFE,

el TO# I FAEREEMIISSH ALY  eBay MEBXSBRAXRITE Myer BHHEHT —1
EFFH VR WMYRNA  MEBETFSE=ZAKILT VR XRE ARG TEREMY
VS5 BEE Buy+, B/ , INEHHEET VRPay WS, MEHNTSE I AEE
RELNIR, £RETENEFELHELRET VR BEHUE , B VR 2FFTNINIFF A,

JD initially announced its whole VR/AR strategy

In Sep. 6th, JD initially announced its VR/AR strategy. The core information included four
aspects of establishing VR/AR industry alliance, developing VR/AR e-commerce application,
participating in the establishment of VR/AR technical standards and establishing VR/AR
uniform opening platform. Obviously, JD launched its VR/AR strategy at that moment in order
to win the game before Taobao Buy+ and Alipay VR Pay online. In content, JD's four plates of
VR/AR strategy can be divided into five directions: VR, AR, social networking, technology and
industrial alliance.

Before that, Amazon was looking for a VR research officer; eBay and the Australian
department Myer cooperated to launch a mobile APP of VR shopping. Alibaba founded VR
labs in this March, and released the first virtual shopping concept product named Taobao
Buy+, and then Alipay also introduced the concept of VR Pay, both of which will be tested
online in this September. The world's major e-commerce giants have been focusing on the
field of VR e-commerce. The VR battle for all these suppliers has just begun.
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HE (B84A)F HPRSTERYEL., FRBRASFERTENRRAN-—RERERHKAE
CAREFEmNERYRL. FREBEANERS. AR+, BSXQ[. XJEQTNESREHER
L REEA“GUCCI"M“OUTLETGUCCI” ; EIEHHRMNEBE , FARAERN‘GUCCI"HM
“OUTLETGUCCIMEATERMER, ESRIEHPERGUCCI'Em , ERBMZERNFE, X
NFRBEMER T GUCCIEmNEYMREERS. LRAEAFRNESLBHTHA, #HLE2
ZENEMNLETE  MEETHSREHELEE, SREFHMEANRSRRNIRRER
TETELEREEE. Rt 2AEEXERENSIREBESETLANRRZTEREN
®ho

R 2 -

(RAEZHRSZE) BERAKE (=) INAE  LEEETHEHAERAEANDLEHRRES

B, BIANRIANRIEANER . SFTQF., BSZXRF, XBELFAWEHEGUCCI'Em ,
FERFXR. ‘GUCCIMENEF LA WL EZFH“GUCCIO GUCCI SPAHNFS | BT
(RFAESRSE) FERSE (= ) IARAEN DLEN, BZXRNF., XIBELQAELSRE
HHEMEERERAGUCCI"M“OUTLETGUCC!” ; ZIEHANEBVE K FARAERMN
“GUCCI"MI“OUTLETGUCCIMENTE R RN TR , EUERXARN S RIERLEEN S
7, SRIEBHELEEELRLACANRBEXRTERBENMRIN , NIERZKLF, XELQ
ARBMTNENEFMLE.

RENARRKE  HEEmERNEEERTHENEmERNERN , EEHEEIERFEN
‘BHERSNEMRBRSEIRNEN. MEHEEE/EHEN. EREERHERAER , 2
UEBRENHEENENTERRERBATLEEREEANRR , WA ESRS,

(MFH—LTHAR, IRG FHREXEH (LTHEREL HEEmABEH R XAT
EXAZHEZ) | (FE : Bl AR LA 2T HR=KEEIT )

Penalty for selling authentic Gucci handbags? The case of trademark
infringement and unfair competition for authentic Gucci products
retailer — — one of the ten typical annual cases from Shanghai
Intellectual Property Court in 2015

Background of the case

The plaintiff, Gugiao Company, is the owner of the Commodity Trademark and Service
Trademark of Display of goods etc. of GUCCI’s handbag. The defendant Pandufu Company and
Xinggao Company sold GUCCI products in Milan Plaza without authorization. The third joint
defendant, Milan Company is the operator and manager of Milan Plaza. Gugiao Company sued
the three defendants for the trademark infringement and unfair competition, requesting the court
to order the three defendants to stop the infringing acts, and seeking compensation for economic
losses of 1 million yuan to Gugiao Company.

Judgment and Reasoning

People’s court of Shanghai Yangpu District held that Panduofu Company and Xinggao Company
sold authentic GUCCI products; therefore they did not infringe commodity trademark of Plaintiff.
However, two companies’ highlighting “GUCCI” in the shop signs and decoration had infringed
Gugiao Company'’s service trademark, specifically, the Display of goods; and the acts constituted
unfair competition. Milan's acts constituted unfair competition of false advertisements. At the
same time, Milan Company undertook joint liability of compensation for Panduofu Company and
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Xinggao Company. After the trial judgment, three defendants appealed. The appellate court,
Shanghai Intellectual Property Court, dismissed the appeal and sustained the trial judgment.

Court’s opinion, facts and reasoning are as follows:

it
Commodity Service Trademark Unfair competition
Trademark
Constituted unfair
titi
Constituted Infringement compenion .
Panduofu . Facts and reasoning :
Facts and reasoning : —
Company . . . highlighting “company
Providing service of display of - Y
and . . name” of competitor in in
, Gucci products without A
Xinggao . . the shop signs and
authorization. ( for details see . .
Company Note 1) decoration without
authorization. ( for details
see Note 2)
Constituted Contributory
infringement
No infringement | Facts and reasoning : Milan
Facts and Company knew that
reasoning : Panduofu Company and Constituted unfair
Products plaintiff | Xinggao Company did not competition
sold were all have authorization from Facts and reasoning :
authentic. Gucci, but Milan Company Milan Company’s
Milan didn’t stop them. advertisement on its
Compan Furthermore, Milan Company | official website and Weibo
pany advertised that was in no accordance with
“‘GUCCIOUTLET Green Milan | the fact. Therefore, the
Store Now Opening”; acts constituted unfair
“‘GUCCIOUTLET Entering competition of false
Green Milan Plaza” on its advertisements.
official website and Weibo,
which may cause customers’
confusion and
misidentification.
Note 1:

One of the involved “GUCCI" registered trademarks was approved for use in Class 35 (service)
with a scope of use including display of goods, distribution of samples, direct mail advertising,
organization of commercial advertising or exhibition, organization of commercial or advertising
fair, organization business or advertising exhibition for the apparel and marketing (for others), etc.
Among them, the service items of “display of goods”, “distribution of sample” include the same
activity (display of goods and distribution of sample) that a trademark owner will provide to
his/her own goods. In the case, Panduofu Company and Xinggao Company had used the
"GUCCI" and "OUTLETGUCCI" in the shop’s signs successively; and used large signs of
"GUCCI" and "OUTLETGUCCI" as shop decoration conspicuous. It was obvious that when the
shop sold Gucci products, Panduofu Company and Xinggao Company provided the service of
demonstration. The aforesaid methods have been beyond the necessary scope of the
explanation and description of the goods, which indicated shop’s operator and the source of the
service and were beyond the scope of “fair use”. Additionally, it was clear that these acts would
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cause customers’ confusion and misidentification of the relationship between the shop and
Gugiao Company.

Note 2:

Article 5(c) of The Law of the People's Republic of China against Unfair Competition provides
that business operators shall not be permitted to use, without prior permission, the names of
other enterprises so as to mislead buyers. Gugiao Company, Panduofu Company and Xinggao
Company all sold Gucci products, so they were competitive among each other. “Gucci” as the
shop name of “GUCCIO GUCCI S.P.A”, is within the scope of “names of enterprise” of article 5(c)
of Law of the People's Republic of China against Unfair Competition. Panduofu Company and
Xinggao Company had used the "GUCCI" and "OUTLETGUCCI" in the shop’s signs successively;
and used large signs of "GUCCI" and "OUTLETGUCCI" as shop decoration conspicuously, which
caused relevant public’s confusion and misidentification of the status of the shop and the
relationship between shop operator and Gugiao Company. So, Panduofu Company and Xinggao
Company could get unfair competition advantage.

In conclusion, selling authentic products won’t constitute commodity trademark infringement.
However, providing service such as “demonstrating the products” may constitute service
trademark infringement. In addition, the seller's use the trademark in shop signs and shop
decoration conspicuously may constitute unfair competition if such use may cause customers’
confusion and misidentification and have the effect of false advertisements.

(For more information of the case, please press “Read More”. You may refer to How to deal with
the problems of trademark infringement and unfair competition when selling authentic products
without authorization. Author: Can Lu, Attorney at Department of Intellectual Property of Dentons
Shanghai Office.)
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Restriction on Distributors’ Re-sale Price May Be Punished — The First
Case of Vertical Price Monopoly in Domestic Appliances Industry in
China

Case Briefing

This is the first case of vertical price monopoly in domestic appliances in China. According to the
administrative punishment decision, from 2012, Haier and another two companies (namely
Chongging Ririshun Domestic Appliances Sales Co., Ltd. Shanghai Branch Office, Chongqing
Haier Domestic Appliances Sales Co., Ltd. Shanghai Branch Office and Chongqing Haier
Electrical Appliances Sales Co., Ltd. Shanghai Branch Office) by sending various sales policies

9
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and notifications to their distributors and signing “Master Distribution Contract of Haier Products”,
“Incentive Agreement” and “Deposit Agreement” with their distributors, requested that “purchase
Haier products from other distributors or disturbance of the sale prices” are prohibited, the
uniform sale prices shall be executed and no disturbance of online market. Fine was imposed
and deposit confiscated when distributors were in violation of these rules; suspension of supply
of products and termination of cooperation were exercised when the distributor offended for
several times.

After eight-month investigation, Shanghai Municipal Price Bureau decided that the aforesaid
three companies have executed and exercised the monopoly agreement of “restriction on
minimum re-sale price to a third party” in this August and they were punished for RMB
123,480,000 in total.

The Legal Risks of “No Purchase of Products from Other Distributors and No Disturbance of Sale
Prices”

Article 14 of the Anti-Monopoly Law provides the “vertical price monopoly agreement” and
“vertical non-price monopoly agreement” that are prohibited from reaching by the “business
operators with their trading parties”. (1) Vertical price monopoly agreement refers to the
monopoly agreement by “fixing on the re-sale price of the commodities to a third party” and
“restricting the minimum re-sale price of the commodities to a third party” pursuant to the first two
items of Article 14. (2) Vertical non-price monopoly agreement refers to “other monopoly
agreements as determined by the Anti-monopoly Law Enforcement Agency under the State
Council” pursuant to the third item of Article 14, however, so far there is no specific provisions in
this regard. In practice, vertical non-price monopoly agreements mainly include territorial/client
restriction agreement, tie-in sale/bundling agreement and exclusive supply/purchase agreement,
etc.

“No disturbance of sale price” reached by the aforesaid three companies is “vertical price
agreement”’, and “no purchase of products from other distributors” is “territorial restriction
agreement”, namely the distributor is allowed to sell the products within an authorized territory
only, but not allowed to sell the products cross-territory. Of course, not all the vertical price
agreements and territorial restriction agreements are illegal and will constitute the monopoly
agreements regulated by Article 14 of the Anti-Monopoly Law.

In this case, Shanghai Municipal Price Bureau did not make detail analysis of rationality in its
decision, instead it listed all the facts and decided that the contents in the agreement reached by
the aforesaid three companies constituted the monopoly agreement of “restriction on minimum
re-sale price to a third party”, which eliminated and restricted competition in the relevant market
and harm the consumers’ benefits and public interest. On the other hand, the administrative
punishment decision of Shanghai Municipal Price Bureau did not mention the territorial restriction
agreement reached and executed by the three companies.

10
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Different Opinions of the Courts and Administrative Department

“Beijing Ruibang Yonghe Science and Technology Trade Company v. Johnson & Johnson
Medical (Shanghai) Ltd., and Johnson & Johnson Medical (China) Ltd.” (“Ruibang v. J&J’) is the
first case of vertical monopolistic dispute and the most typical judicial practice and interpretation
of the conditions for waiver and principle of rationality provided in Article 15 of the Anti-Monopoly
Law. In that case, Shanghai High People’s Court made very detail analysis of rationality and
found that the restriction on the distributor's minimum re-sale price made by J&J had severely
eliminated and restricted competition in the relevant market, with an aim to avoid price
competition by virtue of J&J’s relatively high market share, price decision, market position, brand
influence and control over distributors; therefore its vertical price agreement of restriction on the
distributor’s minimum re-sale price constituted an monopoly agreement.

However, in the famous administrative punishment cases of “Maotai” and “Wuliangye” and the
recent legal enforcement by National Development and Reform Commission (“NDRC”) and its
local subordinate departments, NDRC inclined to decide that price policy of restriction on
minimum sale price constituted the monopoly agreement directly based on the facts.

Conclusion

We take a discreet view that the business operator, which makes and exercises vertical price
agreement, has a higher risk of violation if it has certain market share in the relevant market,
brand influence and pricing power.

11
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Cyber Security Law (Second Draft) — Restriction on Cross-border Data
Transmission

Currently, the Standing Committee of the National People's Congress is making the first basic
law that exclusively focuses on cyber security, namely the Cyber Security Law of the People’s
Republic of China. The Cyber Security Law (Second Draft) has completed public consultation on
August 4, 2016. It is said that the Cyber Security Law will be promulgated by the end of this year,
which will make great influence on the foreign-invested companies in China, especially in the
aspect of cross-border data transmission. The details of the restrictions are as follows.

Entity under Regulation

According to Article 35 of the Cyber Security Law (Second Draft), the entity under regulation is
the operator of “key information infrastructural facilities”. In addition, Article 29 provides that key
information infrastructural facilities refer to “the information infrastructural facilities, which once
being destroyed, lost or leaked, may severely impair the national security, national welfare and
the people's livelihood and public interests”. The detail scope of protection and security measures
will be made by the State Council.

Types of Data under Protection

According to Article 35 of the Cyber Security Law (Second Draft), “the personal information and
important business data, which are collected and produced during the business operation by
operators of key information infrastructural facilities in China shall be stored in China.” Therefore,
the data under protection are limited to those collected and produced in China, which include the
following two types.

Personal Information
Currently, the definition and scope of personal information are mainly provided in the laws and
regulations, which cover personal information and Internet user’s information.

Important Business Data
The definition and scope of personal information are not provided in the Second Draft, which
depends on further provisions by the related government department.

Regulation Methods and Detail Requirements
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In principle, the aforesaid two types of data shall be stored in China. If it has to be transmitted
overseas for the needs of businesses, the security assessment shall be conducted in accordance
with the rules made by the state department for cyberspace affairs and the State Council unless
otherwise provided by laws and regulations.

Legal Liabilities

Pursuant to Article 64 of the Cyber Security Law (Second Draft), the operator of key information
infrastructure facilities shall be ordered correction, warning, confiscated illegal gains and fined
more than RMB50,000 but less than RMB500,000, meanwhile, it may also be ordered to
suspend the related businesses, stop doing business for internal rectification, close the website
and revoke the relevant business permit or business licenses; the person in charge directly and
other person directly responsible shall be fined more than RMB10,000 but less than RMB100,000.

Conclusion

As China'’s first nationwide applicable provision of personal information protection, Article 5.4.5 of
Information Security Technology -- Guidelines on Personal Information Protection of Public and
Commercial Service Information Systems (GB/Z 28828-2012) (the “Guidelines”) provides that
“Without the expressed consent of a subject of personal information, or in the absence of explicit
provisions of laws and regulations, or without the approval of the relevant competent department,
an administrator of personal information may not transfer personal information to an overseas
receiver of personal information, including an individual located overseas or an overseas-
registered organization or institution.” However, the Guidelines do not have mandatory legal
binding effect on the related enterprises and persons. Currently, the provisions of the Cyber
Security Law (Second Draft) are still very principled and vague, especially in the aspects of the
scope of key information infrastructure facilities, security protection, assessment methods,
detailed types of data, and the related provisions are to be made. However, the provisions on
cross-border data transmission are noteworthy for the foreign-invested enterprises in China.

(Note: If you wish to learn more information about the restrictions on cross-border data
transmission, please click “read the original article” and check “Cyberspace Security Law is to be
Promulgated Soon — the First restriction on Cross-border Data Transmission” by Jet Deng, senior
partner at Capital Market Department of Dentons Beijng Office, and Ken Dai, senior partner at IP
Department of Dentons Shanghai Office.

End
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Disclaimer

This newsletter is only for general reference, not for giving any legal advice or suggestion. We do not take any responsibility of
any result caused by any conduct or not taking any conduct depending on this newsletter.

Introduction of Dentons

Founded in 1992, Dacheng Law Offices is one of the first partnership law firms in China. In January 2015, Dacheng Law
Offices and Dentons, one of the top 10 global law firms, signed their contract of combination in order to build a new and global
leading international law firm in the world. The new law firm is now the largest law firm globally. The new law firm, after the
combination, will be known as “AR&FEZFI” in Chinese and "Dentons” in English. On 25th April 2016, Dentons and Rodyk,
the most famous and oldest law firm in Singapore combined. Now, the new law firm has over 7300 lawyers. It will show more
superiority to national and global clients in more than 125 locations serving 55-plus countries and areas over the five
continents.

Dentons China Offices’ network: Beijing, Changchun, Changsha, Chengdu, Changzhou, Chongqing, Dalian, Fuzhou,
Guangzhou, Ha’erbin, Haikou, Hangzhou, Hefei, Hohhot, Huangshi, Jilin, Jinan, Kunming, Lhasa, Nanjing, Nantong, Nanning,
Nanchang, Ningbo, Qingdao, Shijiazhuang, Shanghai, Shenyang, Suzhou, Shenzhen, Taiyuan, Tianjin, Wuhan, Urumgqi, Wuxi,
Wenzhou, Xiamen, Xi'an, Xining, Yinchuan, Zhengzhou, Zhoushan, Zhuhai and Taipei.
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