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Instant Retail key metrics
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BB E & KI5 4R

1 SEE

ASCAFRE 7RI BRI . SR EIR SOE o
AAFE T FETW G AN R EMSAE S, RETAEReR.

2 ARIBRENX

2.1

BUEf2£4 Instant Retail

B REFRH R H L LG P68 TR, &R EREEE =7 (EERAE) MRPITIiE
LTRSS, SRR~ AR & IO, R A SR, BUE3C. SN b, B I2E I G 5 7E 3060
AN
2.2

FZ S5 Home Delivery Services

BIFM BB BRSPS T, KB F RSO KBRS BeA/Bei020, HifR
RIGEMRSSIE , R FE 8 5 R A (RINEE. ZEHH FLai. 2. B x mss
I LLE
2.3

BB In-store Services

TEO20ME R, 4 75 203 2 25 W e ik 555 = SUR RIS SS,  H MRS it S 4 Se A sy
PR, SRS CRRRE B3 AFEEIR. mamZatt. PUHmA RS, ESRSaEGRR. A
. FKEHE. Sy, wiTsE.
2.4

B EEFHCE S Instant Retail Open Platform Mode

RIS BEFCE Gl 52T IS EE, R B R AL OBk, SRR A6 . £ 3055 s il 1
Bicik B K RS -
2.5

B 2 B i Instant Retail Buyout Mode

HEGRNE TEE g, HhEZMma — AR EAE W, TEARIEMeEHEH
P EAT AR R B 7 SRR BRI AN R, S AT B AR R TS B/ s — i, KX AET
MATE BB TERAT R, (RSG5 5@ &AL T 5 /AL X B
2.6

BUES#p9/lidi%  Instant Delivery

BB it/ BL ik 2 — P IR IA LIS GG AT %, SO0 sk A P BCIE 7 5K, BB 49/ Blis i = R 2
[F)3 BIES. Bk, L[R]3 r 78 55 Yo Bl 5 7E5km A Y, BB $8 B8 5 76 TN PAPY, ligi% iz J1 4.
LA NEE IR R, PRk EMAEA. BEeth. ZuibSEEs.
2.7

EMVIRN Operating Revenue

RIS T TFICE & 8E & 6 NS 3275 55 s A 25 B U3 N
2.8

BV FJE Operating Income

R B T T 5 8 3 8P B 78 3 — 2 A ) 1B N AT SE B S B3 VN BT R A2 1) 3
FRAS P TR ) 45 2R

il

3 ZEEHE
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3.1 HBRKEH
3.1.1

%% Potential Customer
RIEVE FHEAEBERE L ER, LA vim . M. BERET MR NI,

3.1.2
% New Customer
B P BT
3.1.3
£ 7% Existing Customer
MR A
3.1.4

2 Membership

WHZ RS, TEE IR T2 RE 2RO, SEHOURAEE BRI ok
3.1.5

HiffEFH 7 Booth Promotion Customer

HIRAZ G, BALHRIE N T W
3.1.6

ST Y7 E Unique Visitor

— BN R N2k BIRE AT A DU CREEE T R T, 2 R T UM R E A, — AR
JHE A TR) Y B PN 7 i) 22 ok e N — AN P
3.1.7

e =

DLW Y & Page View
— BN [R) P9 28 b S0 O T 0 U7 I B s A R, RV 2R RIRTE R B AR H e bR 2 — . T
T —vk,  TUHN AR S — A,

3.1.8

HYGEERH F 4L Daily Active User
BESI—H (GitH) W, BFREfH 7T EA SR (EBREEERPHD .

3.1.9

JETEERH P 3L Weekly Active User
WESGTF—NEAEN, SR TEANWH R (EREEEEMASD .

3.1.10

HiEERFE %0 Monthly Active User
BERT—NERAN, BB TR RH S CEBRESEZMNHTD .

3.1.11

F P TEERE Active User Rate
WA PR PR S CH/B/HD .

3.1.12
T AT & BV Gross Merchandise Volume
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i~

P, Fe Bk b BSZ A, A FRRA IRy, TR i dh e SEbn &
BARGS MG, BUHITRe. 0T Rem. BRI R e,

3.1.13

B AT HH Valid Order
JBLERATH (AL EBUHH)
3.1.14

YATH P #L Paying User
NI R I SCAT I P A

3.1.15

3453k Average Revenue Per User
— B R P AL R ENVIRN BR AR P e, T s N P O A |l AR I E IO

3.1.16

NIIT B Average Orders Per Customer
NPT BE = AR0T 85 TR H P,
3.1.17

4{"1‘5%3‘&)\ o

I

Sy Average Order Value
EEM = GMV/ A ROT HBEL.
3.1.18

IR A Customer Acquisition Cost

SR, SRAEETH P AT BN AR SR, SR AL A E A N S AR 2 R AERET)
H P HETR, RPN RES KT Fra b K f s i bn 2 — .
3.1.19

P E 3% Repeat Purchase Rate

— BB IR Py R I P A

H P EWZE = FHIREEWH P /S P

3.1.20

P B8 4E% Retention Rate
— BB 9 P AR befs, ek B R B P Bk DU P 3 . AR YRR (R 4R RE b 4T 702K, &
FREHE N HER. SHEA. THEAFLLL30H EA 5,

3.1.21

A A A8 Customer Life Cycle
T e A = it B B 72 i AN RE o S EEE P R N R A R IR,
Je 1

3.1.22

FH P A dr B BB Customer Lifetime Value

AV N P AT ) BB S B 4 e 5 s S A, B4l & P 5 ek B e AR AR
3.1.23

WM ZE Churn Rate

12 11T R AR 4% Bl 5 1B W SEAT N P

HitRFR = kP E/ AVLEHPE
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3.1

3.1

3.1

3.1

3.1

3.1

3. 1.

3. 1.
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24

B4k Z Click Through Rate
i s R DR N, LA B0 R . i s gy

25

A% Conversion Rate
BIE— NGt AN, SE AT NI S HE) 5 s s Ik b
26

Vi 8 Revenue Per Visitor
— B [E) S RS 15 5 ok 2 D A R
UV = GMV /35 1) FH P 3

27

HHESEE Net Promoter Score
W P B S RS E I Les], T E A P S m A AR . iR, RS SR T R

28

Bk % Bounce Rate

H5 a7 ON T R T R U 1) 5 B AR o 1) i EE A
29

F P REE Stickiness/User Engagement
i 5 F P P B LR FE AR
FIF RS RE = DAU / MAU

30

HinEEE a4 Target Group Index
TGI = CHFHAR AR —RRERART S Eef) / Bk B A HE R AE R BT &5 EBAF)) * 100%.

31

FH P fiiiA User Contact
HFEHROREE N BAR S REARERTE € N, 1EH P BB I E WA AT N

32

filik % # Contact Efficiency
ENEL S s N BRI R, AR AERUABIE e RS, P R T RUATE B — R A1 R BEhfE, M

AR U AL R R AR DL AIGMV ITERE 55— R AN B A L8 S MR b 2B 1515

3. 1.

3.1

33

R P RAS Average Cost Per User
— B R ] AL R ENL AR BR U P e, B T ArsE A RERA A P BT e SR AR

34

LEES K FE Rate of Omni—channel User Growth
SEh E HA P B A W e I 2 BGE ) A IR TE Y 2 mAECE I L], DLE B0 R OR

G AR . TR FIIE. IR £ SR GRS AR T 0 2 B
KA.

3. 1.

35
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HiHE Booth Promotion

BI B Fh RO T 37 SR, S B AL SR AT AL F 1 — M i 38 s 0 =
3.1.36

H#Ei% Push

JE sk B A JEAF 5 — U mT DA R 1 P TR B
3.1.37

H P #EFE User Recommendation
FRAEF= M B AR RN E F P HERE 2L L, sl - R —Fh B

3.1.38

A 1E Same Customer Different Products
TR B LA _E AR AT LA AVl i 4 S 115378 88 H DR UR A — s A TR
3.1.39

W Advertorial
TEN R F G RAT BN A, @I N AW SR HER

3.1.40
2k FHET Online advertising

FERVET 6 LSR5 AL A5 B S AL R 5 A 8B AT WA G BRI 51 L

) — PP
3.1.41
fEEE4Y Social Media Marketing
BIE T DLRERN 44 SRR A PR, DU AR T — R VEE 18] .
3.2 HmER
3.2.1
A EEA Y commodity omni—channel distribution
AV A PO R 2R 28 AN FIRIE AT R BT N .
3.2.2
LR %L online product amount
Cuig FH P 0T W B _E 2R 250 i B .
3.2.3

FELE MBS online product share
k11 U, L 4 R0 /45 Bk 075
HrEvk. FARFEZR T My B B 100%=7E 28 i i B L

3.2.4

L Stock keeping unit (SKU)
SKUSZ ¥8 — 2K 7 i, BEaKERA B —ANSKU, 18 T H s i R I i i, 2R B2k N IRIE RS
MIi/NR TG, W R 2N Ete, MR £ ANSKU.

3.2.5

O &L Key Product
1o Bl EH AR5 T A

=]
HA

JEA

i

H
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3.2.6
BmAEEAEER commodity omni—channel selling rate
TERRE FHAN, SRR R N RESERE IR EN T .
Homik: SEEESE/ SRIEI I E*100%

3.2.7
2 FEIMARE online product availability rate
TERRE AN, SRRk DA E S R IE FE A E N E L.
Bomik: & L EABE/ S RIE FEAAEE*100%

3.2.8

ZTHMARZE offline product availability rate
TERRE AN, SRR R AR S SR IEFE AR EN A L.
BoEyk: &N EARE/ 2 RE EFEE*100%

3.2.9

2 R mshEE% online product selling
TEREE AN, 28 FIREMENR M EL LEE M S tE.
Bk 2 LA L/ & R4S T e 100%

3.2.10

2 NP BN ZE offline product selling rate
TEFRFE N, 4T REE BN M 54 T 28 a2t A .
Bk T EhEsr MY/ &N EE R Ek100%

3.2.1

LIS EZZ product with UPC share

TS o TR R SRR LR 268 B I v ol o B

vk fELeupc i b E/ 7 i £k 100%
3.2.12

Mgk F A% % Product online turnover rate

TERFE JE Y, 7l MR B 26 E 5 H i 85 AT B T) AR 6

Homik: ms 2 AT A/ T B A 100%.

SR & BAEE CGHEND SPERAS OW) .
3.2.13

2k 2B 45F) online product category structure
TERFE FIIAN, ANFS ISR 2l e L.
SR AR LA/ A RS S A R 100%

3.2.14

TELR %L online brand amount
TEREE AN, TELRRE i e 2 E

3.2.15

tREALT BTG standard product unit (SPU)
r s B R AR, B—HERH. SRR MAAELE BES, ZESME T "M
FRERT E
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3.2.16

s B =4 product information quality score
s B R M G B SE B . Rt R, XPEERTE R M. FR. KB EBA.
JEME. Bk, EHE. RSE (K%EE) S8R OGS BIHS R T B VPl 1 45

3.2.17

s BB # product with high—quality information rate

EREE AN, &G, fadl. KH. B, B M. BE. RS (KEE) S8R mE
S EE XA A s L R LE B A R it B S AR B A R B LA

Bk &G, bl RH. B B kg, EE. RS (KER) S8R nEERE
P 4 5 DA R () AE A e o B/ A B A 8 i ik 100%
3.2.18

LR, Product performance

BB A A SRS A AU LU, T R R R R RS S A P R S AR . AR, RN
7S o B DT RR AR OK o

SR R ES BN /AN MEES BN *100%

3.2.19

L TTER® product contribution rate
TE e R AR DA BRI, 7 5 R o RV DR R R
3.2.20

B AEdrBHA life cycle of product
B AR RN, ARG IR, BERE T A .

3.2.21

PrdufE standard product database
i — R A AR RS B, B AT EIRA
R AT R A5 BRI g — 15 B A A 2, HoR

3.2.22

(Tt  BEAEbRm R, §HEE . 40,
TERR i FE TR HARAFME— B ROE %

[m]
u]

|:|
nft

Wi product database

PR A R LR A, NEES, ANEESRRE,
3.2.23

R 35 P WML product covered by standard product amount

FERTRE A IIPN T o P T AT 25 R R T S5 e o 25X L T PR 25— BOR e o (B S T X D& il
FFRBEINANAR fh ) -

3.2.24

trmEER product covered by standard product rate
TEREE AN, bR i 78 55 5 i 00 T A e B B
Bk bRahTE 5 i A/ T e ek 100%

3.2.25
T LA E product order fill rate

FERSE I, T T SR N5 e e e N B AR
HeEik: MahIT S NE/ T R IO A ek 100%



T/CCFAGS XXXX—2023

3.2.26

RN A 80 product transaction volume of original price
TERFE E P, P S BGOATAE Gy AT B, 0T BRI i 3 — A7 v BT o ot T L 1) S 528 2 0
3.2.27

T S SEAT A 80 product transaction volume of paid price
TERFE FIIAN, HH P SE AT AE 2 VT B, 20T BRI 5 5 — A B i R i i SO0 82 1) SE AR 5
3.2.28

RFEFR attrition rate
TERFE FIIAN, i IR S RIEE B E S IFE S BCE s e & SR E FE S A EuE .
BEik: HiFtE/ (FEREHEERE) *100%
SRNE: WFEE/ (BFELSFHHED) *100%
3.3 BASITEER
3.3.1

IEHEBE VT B No. of Order Exceeding Avg. Picking Time
PRI 5E R 18] KT P H 4% 62 56 B TR) 3T B4
3.3.2

HIRBEZI% Picking Fulfillment Rate
GBI R R B2T 5 40/ R BT 540D *100%.

3.3.3

ITBEZH Order Fulfillment Rate
FiIof BT S BT B/ BRI 1T B ek 100%

3.3.4

#EEFE Out-of-stock Rate
SR ETAT AL/ ST LT B 100%

3.3.5

T ZETE#ER Order Defect Rate
ZEVPUT B/ SR AT B S B06100%
3.3.6

iTEAELY# Order Cancellation Rate
T HIR S N IUE RS VT B8/ S AT 5850 100%

3.3.7

AR R Dissatisfied with Order Rate

T B RPN HON T 8 BT S R VRAT B BT S B SR A R T )
/3 T B 100,
3.3.8

TAF I AL % Payment Cancellation Rate
SAT T U R/ S R S B Rk 100%.

3.3.9
R TR 524438 Units per Labor Hour (UPLH)
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PRIT AR T SO E CLIN o —/ )
3.3.10
FHRIEHS K Average Order Picking Time
SR /AR T e BT H A
3.3. 11

FEAHIRFE Pick Rate
TEHR TR A PR SRR B B/ PRIt 5E RS S A2 R T vk B+ 100% (R b AL ED o

3.3.12

AW ERTEH Warehouse, Out—of-stock Rate
B RR T S 7E 233 02 v S B/ SRR A R A B+ 100%.
3.3.13

PEAFUERG% Inventory Accuracy Rate

SKUSERE: 1- (F s A7 22 e il R0/ 3 AU 2B 30 100%.
PCSHERE: 1- (B AUPEAF 22 5 PEAFEL/ 38 s AT 2D %100%.
FRAGBAERE . |- (RS EAF R &/ B S EAF A0 %100%.

3.3.14

FERF A Untilization Rate
PEAE I E /B K FEAFE B+ 100%.

3.3.15

BliX B 2% Delivery Fulfillment Rates
FRINBCIE 8 LT B/ IOk T B S 26 100%
3.3.16

FCikF %% Delivery Efficiency
FRECIE R K
3.3.17
Foikub 1508 AR Order Station Idle Time Exceeds 15 Min Rate
R 153 B o B T4 A/ IOk T FRLE Bk 100% o
3.3.18
107350 B B2 52 ¥ 10-minute Pickup Completion Rate
B F- 25 AR AE 10700 3 58 BT 80/ gt 1T 5 A 46 100%
3.3.19
IR B 52 A2 Number of Riders per Store Completing Orders
JEI 3 PN 8 L 5T R > TR T B A
3.3.20
AHR () A RE Attendance Rate of Full-time Workers
AL S T4 AR B H AR S B
SUM (I'1)5 4 H AR $ 0 H Bh 5 250 /SUM (1 24 H A BRIZES H &) H F5) *100%.
(5 2 H TR R T: Y HBRF LD — REEMARGHYE, BAEHEER [RITFEHT 2/
B TR T
[ 0 T 35 2 G B =4/, HAEZRIK =8/ ) 5 (H 58 i ip = AR «
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3.3.21

R A R U A R Effective Attendance Rate

A R BB T A RO B B AR B

SUM (244 H A 28 B0 9 T 25+ B 280 5% F4m&) /SUM (TS 4 HAA ZNEH FF) $100%.
MHBFRHE (FR=40MY, HELRK =8/ 5t (H 52 =R AR .
AR FIr 6 AR BT 0TS 5E G/ 1 E g R

3.3.22

A PRIEJETT B 5 Percent of Orders Fulfilled by Full-time Riders

AR BT A S R o5 BT 3R 55 F 52 BRI L

SUM (4= R 5 535 F- 78 FHok e A BR AT 7E T 1B 40 R A 58 i) /SUM (315 3 56 il 5L

R%F: HENE SR DEH FOBE RN, HEI8/NT; 8@ H 58 ik BIME R AT K =20
KA BT
3.3.23

FEH R TF14H A M FAH 14-day Effective Retention Rate of New Stationed Riders

Gk HBn - 14 H A A7 5 F AN BEGe i H 3 7 AN 800 S L.

SUM (14 H A R B A B T 20 /SUM G T80 *100%.

FRFURAEMEAZ: SitH (TH) #i%a T, ETHIETH1AR BN SE T B> =5 L 1 R E0=5, U
HNA AT, BT,
3.3.24

¥ 5 4 B Ik H B 7% Second-month Retention Rate of Full-Time Stationed Riders

THAT+1 & A4 IR % FHAET A 2R F 1 S .

SUM(CH H BAf7Er) B A 2IR%FHO /SIMCE A AR5 F20 *100%.

e T H 2R T, AW o3 FATHH S5 AEREF, WA R% F X H 817
3.3.25

B HIEBRR T8 No. of Crowdsourced Daily Active Riders
JE A 5 B > TR AL B3 40

3.3.26

B RIS T8 Effective Number of New Riders

@i fa, TR CERRIRT) TEREE (S TRAEM) HAENHE) GER=38) K =3K
B FH.
3.3.27

iz J17K W £ E Capacity Fulfillment Rate

PLMETIE S5 &K NBOK AL A5 B0 R AR F 8 5 Tl B 8 R PEAS 38 08k KPS

TvH ] A& S . 5 TR A BRHEIE N2 25 B N BRI TR AVEL 350 H 8 N2

SUM (il 7] 7 322 58 B EA) /SUM (115 2Tt 58 G EE) % 100% o

3.3.28

43R EY) Whole Store Fulfillment
SRR AR DT FRIBUR R B BT e SE R
ASEY oy IXHR IR s VR T B4R 323 7 RAF - R DAL 55, &0 X ¥R B2 58 U B8 8 A i KA T &
T, FETERGT AT .
3.3.29
G —4k{k Warehouse Picking Integration
10



T/CCFAGS XXXX—2023

EHOTE: AL EHERMAS, G TECNEREREL;

FHATR: ELYMECHIRBEL TR, Mo maEmmAe, —AHRRICE,
WE -0 HIYHEEI000+, GHIAA300m’

G- RE S AR SR LA IR G

B I S R A IR s AR A AR A VR S BRI I N R

BN IR AR ZE R BB A S U TR A G FE &

.30

B Take Orders
B e F H B BRI BIBE ST E AL,

.31

JREE Dispatch Orders

ARG R B IR IUESS I R BRI R B T AT B 21 k.
.32

S Review Orders

R FT AL TT BB A 5 A 1T B o A A A AT

.33

KB/ LR & Order Pick and Sort

Ay AREBER MBI E, B, BT
KA e CHIE A Fh il o e,
TR EW: FBIEF A B e,

.34

& 7EE Visual Order Consolidation

T XEAT, @ iieee s, 51 SR KR 1T BHR R S A AR RS T .
.35

47X Order Consolidation Section

MF o XA, F— T B RBUE S5 & I B ARl X I
.36

I 4 Packing Table
TR s Az, STaE TES.

.37

A =X Handover Area

H P s P B ZmM X, FEASMRIEE L NE RS 84,
THEX -RIRAC R X HIARZI8m’

THX AT X HARZ10m’

L X FrEAZ X THIARZ20m’

.38

IR Picker

IR T A B R HAD IR BE AR .

AN e S S NA LA I IR AE a7 N N

BRI BRI .
HERPRDT: 4 5. SRR L.

11
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AREIEG: L IR EAME AN SRS
3.3.39

HHACiE Self delivery
P FWRIR 2% FATH S, B H Ol Rk A A .

4 BRI SRR REE

4.1

BAFRIAR 45 Software as a Service; SaaS

TR N — PR S LR R AR 3, T8 P 2 AT AR P R A I = IR 252 . FEX RN T, SaaS
PER R B AR R — B A A RS #s b, & i i TN 5 D BT 7 10 S R R A S5, 4 e N Al
%2 /DR R ST B, il BB SRAS SaaS AR R HE AR AR %S -
4.2

FERIARSPlatform as a Service; PaaS

BRI S E N —F RS, FIHF SR AR 4R AR F B, R, Jiie. KL
(VS5 A2 RE DT AR o I R 0 2 16 L 25 S IR 55 2, SREETHEE L. ¥R RARE I B AL,
DLIK B PRI S HEL 55 1) H
4.3

FHEHEPE  smart scheduling

M AR GEOS RS, NEPE. EIPE T/E ARSI B8 & S A, Mol T 1105
AT NS T HEBE TR 45 P45 o) R ) T RE AR

[Sk¥§: T/CCFAGS 028—2021, 4.8]

4.4

FEEANFE smart replenishment

R KB H T, S56 D EEEE. R, 8. RARERNR, /48 aedtiT#hg THE, &,
BIRE, TEETTTHERR, PRI DS B AT E#, PR s an R kTR G EEAN I R
4.5

HHEHH &5 Data Tracking

B SR — A B R AR T, FE TS FE SR P T SR B P AT R B AN S B AL
BT H R A, FESRSRE DRSS R, BRI R G T, s L E e
FigE,
4.6

AR EMF4 Data Management Platform; DMP

e 2 B HIT SIS — AR &, X S E AT bR A gl 2 1 6 .
4.7

JFECE4E Open Platform

s AN R 5K BL AR =T TR B TF IR S MBI K RS T &, FEHTIRZ RS (HLWw .
REH. 20, TRERSD , SHEXNRS (WWRKMERP. #8457, ) , HATREdE (&, &
7 T, BiE. 455 FP.

4.8

WP B RS Location Based Services; LBS
12
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FeF AT B AR PR IR S
4.9

T H#Electronic Fence; e—fence
T HUERA B I X bl , B e s Ay B AR 55 Y L

4.10

Rt bE AR 55Basic Address Service
AR NX (B =Zthhb 4 78  LBSH AR 55 .

4. 11

B AR WA P R GtRider Location Tracking System
WS TS bAAMEAEMEEE, RUEHFMERR. RS IMNARS.

4.12

& & YiMapping and Route Planning System
PRALFE S AR M gmD . W R, MR IO RS KA OCRE I RS

4.13

T G AIE £ %iRider ID Certification System
i AR SEAINE. BBONSEFE, N2 HTHE BT SRS

4.14

U 1A A% & FiSensitive Words Review System
X B BRI WL WRRENEUERE BT RIS I RS
4.15

HE]51E % & 4iPhone Number Masking System
T R B R S0 e . RIT . 1B EANFERE S, HRORH S FALS RAA R4 .

4.16

T2 R2%0nline Signature System
B ELRER. Hi%. B4EINEE, IEHF. HIR RSN AR AL S Z T RS .

4.17

EEIT B4y K R GiIntelligent Order Dispatching System
BT ATSVESLHU AT $ANE J7 5L ShaSULED, 7EARUEREN T B4y B LW HTHE T, ST 5 FHlik
R FNELIEARIG ) R

4.18

E 4 F EMarketing Platform
EEXTH P SO 23 He. BRSRINESTE.

4.19

hu

ZHZMulti-organization

TERBACHA Y F 3t |, Jd it M) 2 2 AN 2H R SR SEINAE — 8 R G N T 2 ANk AT 21 20K 5 SR
PRIV BE
4.20

e fAFZECustomer Visit Smart Scheduler
JE I R AN B M N S TE — BRI TR N O RCR A & P TR U R .
13
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4.21

1T IR EE £24i0rder Tracking System
PRV AR BT A W S A A, AT P SRR AT A BT R R ER R

4.22

A= 2 4iRisk—control System
M55 AR B 45 G BT, Fra AW Tk, REE F Tl 25 ARG £ AR

4.23

B3 Z4iDelivery Fee System
EdEER . EE. RAERER, RSN ERITERSH RS

4.24

I F & £ 4 Merchant Management System

RUEERNEFERE71, FHEEEKAEREYE, AR
4.25

ftiZd EDelivery Center
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