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Presentation  

Operator: Good morning and good evening, ladies and gentlemen. Thank you, and welcome to 

Yunji's First Quarter 2022 Earnings Conference Call. 

With us today are Mr. Shanglue Xiao, Chairman and Chief Executive Officer; Mr. Peng Zhang, 

Vice President of Finance; and Ms. Kaye Liu, Investor Relations Director of the company. 

Now I would like to hand the conference over to our first speaker today, Ms. Kaye Liu, IRD of 

Yunji. Please go ahead, ma'am. 

Kaye Liu: Hello, everyone. Welcome to our first quarter 2022 earnings call. Before we start, 

please note that this call will contain forward-looking statements within the meaning of Private 

Securities Litigation Reform Act of 1995 that are based on our current expectations and current 

market operating conditions, and relate to events that involve known and unknown risks, 

uncertainties and other factors of Yunji and its industry. These forward-looking statements can 

be identified by terminologies such as will, expect, anticipate, continue or other similar 

expressions. For a detailed discussion of these risks and uncertainties, please refer to our related 

documents filed with U.S. SEC. 

Any forward-looking statements that we make on this call are based on assumptions as of today, 

and are expressly qualified in the entirety by cautionary statements, risk factors and details of the 

company's filing with the SEC. Yunji does not undertake any obligation to update these 

statements except as required under applicable law. 

With that, I will now it turn over to Shanglue Xiao, Chairman and CEO of Yunji. 

Shanglue Xiao: (Speaking foreign language). 

(Translated). Hello, everyone. Welcome to Yunji's First Quarter 2022 Earnings Call. 2 weeks 

ago, on May 16th, we celebrated our 7th corporate anniversary. During 2022, we further refined 

the product curation strategy we have been executing in the past 7 years since our inception.  



In the first quarter of 2022, we continued to improve our product quality and launched the Yunji 

Select certification program. Under the program, once a week, we apply the most stringent 

quality assessment criteria to our product selection process, certify those products we deem as 

the best of the best with the Yunji Select label, and ensure peace of mind for our members who 

choose to purchase those certified products.   

Our Yunji Select certification program is conducted using detailed user feedback and behavior 

data collected through our platform. During the weekly product review and certification process, 

we integrate key performance indicators such as sales volumes, category experts' 

recommendations, repurchase rates, product quality stability, and service managers' and users' 

product recommendations to select the finest items, and then market them as flagship products 

during Yunji's Food Festival promotion every Wednesday.  

In addition, we invite field experts in health and nutrition to interact with our service managers 

and members through livestreaming and advise them on how to live a healthy lifestyle.  

During the first half of this year, facing external challenges and macroeconomic uncertainties, 

we responded with resilience and agility by leveraging our diversified service offerings, strong 

supply chain management capabilities, and optimized business operations. Going forward, we 

will continue to capitalize on our core strengths while exploring innovative strategies to grow all 

of our product segments sustainably.   

The pandemic resurgence in the first quarter of this year affected the sourcing and production 

process of both our manufacturing partners and our own private labels. Not willing to relinquish 

the high standards we have set for our private labels in terms of product materials and sourcing 

origins, we suffered the unavoidable delays in some of our new products’ development, 

production, and restocking. 

The good news is that the progress we’ve made over the past 2 years in private labels, especially 

in the categories of the gourmet food and health supplements, has fully compensated our prior 

deficiency in high-purchase-frequency consumer staples. Fortified by our robust and abundant 

product development channels, we successfully launched new megahit products even during the 

pandemic recurrence, thus establishing a firm foothold in both consumer discretionary and 

consumer staples categories.  

For example, in our private label health supplement category, we recently introduce a slew of 

new products, including multivitamin candy, European-style bread, and toothpaste. Each of these 

quality products addresses consumers’ desire for health and beauty from a different angle. They 

synchronized with the demographic profile of our member community in the greater health 

vertical so perfectly that they were able to easily achieve the single-day million-RMB sales 

record.  

In the gourmet food category, we have developed novelty products such as specialty Italian pasta 

and gourmet Chinese pancakes to bring a greater variety of entries to the dinner tables of young 

mothers and babies, and to better satisfy their diverse food preferences. We have managed to add 

a health and nutrition flare even to the most commonplace consumer staples such as milk and 

eggs.  



For example, we recommend to young mothers a buffalo milk product private labeled as Mu Le 

Yuan, which offers higher nutritional value and better taste than cow’s milk. And also, under the 

Yunji Select certification program, we recommend fully sterilized fresh eggs free of antibiotics 

and hormones to ensure food safety for the entire family.  

Facing unexpected Covid lockdowns, we sympathized with the Shanghai residents, upheld our 

social responsibilities, and responded promptly with relief measures. We immediately got in 

touch with a partner supplier of ours with local storage facilities in Shanghai, rallied our service 

managers to embark on a group purchase campaign, and fulfilled orders totaling close to RMB1 

million within the first day of the lockdown.  

I would like to take this opportunity to publicly express our sincere gratitude to this partner 

supplier for its unwavering support to Yunji and to our Shanghai-based users. This supplier has 

been collaborating with us in the food business for years. Its wide popularity with our users has 

garnered it a sales record of RMB10 million within a single day. 

While the pandemic resurgence restricted offline promotional activities, we have proactively 

explored alternatives such as extending our online marketing events to third-party platforms. 

Having chosen cosmetics as our pilot category, we utilized short-video marketing to successfully 

enhance the brand awareness and public visibility of our private-labeled cosmetics products. We 

believe that only high-quality content can stand above the crowd, fend off competition, and 

increase user loyalty.  

Our belief is validated by the success case of Su Ye, our private labeled cosmetics series. 

Through the high-quality marketing video produced by our livestreaming team, Su Ye debuted 

online with a bang, as the short video about its cleansing gel product garnered millions of user 

views and attracted crowds of new customers from various cohorts. As of now, our private label 

products have achieved vast majority of their public sales through third-party livestreaming 

platforms and maintained steady daily sales volumes.   

Our business growth goes hand-in-hand with the development of our service managers. During 

the past few months, to comply with pandemic restrictions, we were forced to cancel many of 

our offline events and move our interactive training sessions online. We have produced ad hoc 

knowledge-sharing and expert interaction sessions through livestreaming, so that our service 

managers can attain online education, improve their skills, and grow with us continuously.  

With that, I will turn the call over to Mr. Peng Zhang, our Vice President of Finance, to go 

through the financial results. Thank you. 

Peng Zhang: Thank you, Shanglue. Hello, everyone. Before I go through our financial results, 

please note that all numbers stated in the following remarks are in RMB terms, and all 

comparisons and percentage changes are on a year-over-year basis unless otherwise noted.  

It has been a difficult start to 2022, with the recurrence of Covid causing lockdowns in Shanghai 

and stricter pandemic prevention and control measures in many other regions. Despite 

challenging market conditions, our repurchase rate remained stable at 80.2%, and our gross 

margin improved both on a quarter-over-quarter and a year-over-year basis.  



We managed our costs efficiently by diligently optimizing the cost structure of our self-operated 

private label products, thus demonstrating our business’ resilience in the face of macro 

headwinds and supply interruptions. As a result of this resilience, we were able to achieve a 

positive operating margin of 0.6% for this quarter, compared to a negative operating margin of 

2.9% a year ago.  

In addition to achieving breakeven-to-positive operating margins for 4 consecutive quarters, our 

cash position is strong enough to allow us to navigate through the market downturn and 

uncertain macro environment.  

Now, let’s take a closer look at our financials. Total revenues were 343 million, compared to 675 

million a year ago. Revenues from sales of merchandise were 291 million, and revenues from 

our marketplace business were 47 million. This decrease was primarily due to outbreaks of 

Covid during early 2022.  

These Covid outbreaks led to temporary lockdowns and delays in production and operation of 

our suppliers, especially private label suppliers, third-party merchants, third-party logistics 

service providers, and other business partners. This created temporary shortages of certain 

merchandise and delays in logistics services, as well as delays to our private label suppliers’ 

research and development and new product launch processes. This has negatively affected, and 

may continue to negatively affect, our revenues and operations during 2022, depending on the 

future direction of the pandemic. 

Nevertheless, we improved our gross margin to 44% compared to 35% a year ago as a result of 

successful execution of our product curation strategy and excellent performance of our private 

label products.  

Now, let's take a look at our operating expenses. Fulfillment expenses were 49 million, compared 

to 65 million a year ago. This was primarily due to reduced personnel costs, as we refined our 

staffing structure, and lower service fees charged by third-party payment settlement platforms. 

Sales and marketing expenses were 51 million compared to 96 million a year ago, mainly due to 

the decreases in member management fees. 

Technology and content expenses were 24 million, compared to 38 million a year ago. The 

decrease was mainly due to reduced server costs and lower personnel costs as we optimized our 

staffing structure.  

General and administrative expenses were 31 million, compared to 74 million a year ago. This 

was primarily due to a decrease in share-based compensation expenses and reduced personnel 

costs as we refined our staffing structure. 

Total operating expenses in the first quarter decreased to 155 million from 273 million in the 

same period of 2021. We recorded an income from operations of 2 million, compared to a loss of 

20 million a year ago. 



Net loss was 37 million, compared with net loss of 4 million a year ago and adjusted net loss was 

31 million compared with adjusted net income of 17 million a year ago. This was due to financial 

losses, which was a mark-to-market investment loss, rather than a cash loss. 

Basic and diluted net loss per share attributable to ordinary shareholders were both 0.02, 

compared with nil in the same period of 2021.  

Moving on to liquidity, as of March 31, 2022, we had a total of 743 million in cash and cash 

equivalents, restricted cash, and short-term investments on our balance sheet.  

Our accounts payable reduced to RMB 203 million as of March 31, 2022, compared with RMB 

255 million as of December 31, 2021. Our liquid assets were sufficient to cover our payable 

obligations, and we did not hold any long-term bank loans or debts on our balance sheet. 

Despite near-term macro uncertainties, we are confident that our resilient business model and our 

new product curation and supply chain differentiation strategies will allow us to optimize our 

entire business cost structure and help us to navigate the current challenges through agile and 

flexible operations.  

This concludes our prepared remarks for today. Operator, we are now ready to take questions. 

 

Questions and Answers 

 

Operator: Thank you. We will now begin the question-and-answer session. (Operator 

Instructions). Your first question comes from [Journey Ken], a private investor. 

Journey Ken: (Speaking foreign language). Let me translate myself. Can management comment 

about the impact of the pandemic to our business performance in second quarter? And can you 

share your views on the recovery of consumption after epidemic? 

Shanglue Xiao: (Speaking foreign language). 

(Translated). Thank you for your question. There has been a great uncertainty about the impact 

of the epidemic on the second quarter. The company operates efficiently with diversified service 

offerings with various business lines going hand-in-hand. Also, we have a solid financial 

foundation to resist the risk. Through the end half of May, the recovery of logistic timeliness and 

cross-border transportation is still slow. Yunji will pay close attention to the epidemic situation 

and adjust the warehousing and cooperate with logistic companies to accommodate more 

customers. 

During the end of the first quarter and the second quarter, the development and stocking of some 

new products were affected. The development of Yunji’s new products has undergone multiple 

procedures through the company and its partners. Each new product will go through onsite 

inspection, multi-party evaluation and multiple proofing. Then to travel and logistic risks, which 



affected the development and stocking of new products and some sample shipments, involving 

cross-border logistics, have also been delayed. 

Fortunately, after near two years of hard work, Yunji currently have multiple teams operating its 

private brands of different categories, which alleviate some pressure from new product 

development. In the first half of the year, we do have many new product programs coming 

through. 

Regarding the recovery of the consumption, we think it may have an impact on the commodity 

structure in the short-term. According to the National Bureau of Statistics, consumer’s elastic 

demand has not recovered yet. Because of the epidemic, we expect that necessities stocking 

demand will increase and Yunji’s private labels and food suppliers are able to meet consumer 

demand for healthy food. We look forward to delivering Yunji’s landmark food to customers all 

over the country after the logistic becomes normal. Thank you. 

Operator: Since there appears to be no further questions at this time, I'd like to hand the 

conference back to management for closing remarks. 

Kaye Liu: Thank you for joining us today. Please do not hesitate to contact us if you have any 

further questions, and we are looking forward to talking with you next quarter. Bye. 

Operator: This conference has now concluded. Thank you for attending today's presentation. 

You may now disconnect. 

 

 

 

 

 

 

 

 

 

 

 


