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Move with the Times - Keep Innovating

When | was young, my father taught me one thing:

"Business is all about seeing, wanting, and then doing!"

Every product exists for a reason,

but conditions change over time.

In business, you have to know how to evaluate markets and consumer demand;
you have to keep pace with the rhythm of the times,

and consider innovative new approaches.

In this way, you can succeed, and then do even better!

MRERSKEIESR WEX

THL Group Chairman, David HT Chen
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Words from the Group President
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A new era of change and opportunity is unfolding
before us, and new consumption patterns are emerging
within the fast-moving consumer goods market. THL is
successfully responding to this changing environment,
calling upon resources such as our highly efficient
and fully-integrated agency services, as well as our
multiple distribution channels and omnichannel
marketing strategies. In addition, our group member
Hsin Hsin Galaxy (HHG) has been conducting
preparations this year, and is expected to complete its

formal IPO in 2023. This is very exciting!

Farewell to the gloomy pandemic era. The

borders are now open, and the country
has reopened! THL colleagues

will now be going abroad to

conduct market research

and development, actively

participate in major global

exhibitions, and look for the

best products and brands in the world, including food, red wine, and daily necessities. In the new
year, we’ Il be introducing more high-quality products to Taiwanese consumers.

In addition, our American subsidiary is actively cooperating with Taiwan's top food companies.
Together, we have created a strong Taiwan national team that is focused on overseas marketing
of our country’s classic snacks, large and small, in particular by placing them prominently on the
shelves of Costco stores in the United States.

In this issue, we’ ve also invited Ever Rich Duty Free Shop to provide us with a few
comments. Ever Rich was in the front ranks in terms of the pandemic’ s tsunami. | remember that
during the darkest days of the pandemic, only one person departed from the airport in a whole day.
Despite this, Ever Rich didn’t lay off any of its employees. In this article, we’ ve invited Ever Rich
General Manager Kevin to share how he guided his company from adversity to transformation,
breaking through difficulties and leading Ever Rich to new and higher levels.

As we welcome the warm Christmas season and look forward to a fresh new environment

in 2023, the THL Group will embrace this new era and build upon our strengths of excellent

synergies, full-channel services, and a sustainable business philosophy.

Eunice

S ¢

Vincent

REESEEEERECRASER

Terence Chen, THL Group General Manager & Leadership Team
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The post-COVID period is bringing rapid upheavals to consumer behavior and new business
models. THL is gearing up to greet this new era through integrated omni-channel services that

continue to bring the world's best products to your family and life.
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Helping consumers keep a check on prices in the
post-COVID inflation period

The FMCG market and consumer behavior have both been abruptly
upturned as Taiwan enters a new normal of living with COVID: a trend
that the THL Group is meeting with innovative thinking and marketing
models. COVID has also fueled the emergence of inflation and prompted
countries to tighten monetary policy in a bid to curb rising prices.

THL Group President Terence Chen says that efficient agencies
like THL are especially vital in times like these. "We go beyond general
agency work by offering premier services and an omni-channel strategy
to increase value."

As representative for a spectrum of brands, THL is well-positioned
to maximize exposure and channel distribution, reduce operating costs,
and create synergistic value in the post-inflationary consumer era.
The company is drawing on these strengths to bring top-notch foreign
products to consumers in Taiwan at the best price as an ally in combating
inflation.

The post-COVID era has witnessed a mass transition by physical
channels to the internet. In this environment, it is increasingly vital to
think about channel marketing strategies in context of the experience
of customer interaction and create ubiquitous, omni-channel integrated
services that adapt to the new normal pos-COVID lifestyle of consumers.

"In addition to current hypermarket, supermarket, and other retail
channel and internet platform sales, THL is increasingly active in cross-
brand and cross-channel cooperation to bring products to more fields
consistent with consumer demand. This includes restaurants, cafes, and
car showrooms, or sales to bakeries for making dessert. We are also
planning and developing specialty products to market overseas," Chen
says. "We want to build a Taiwan team to market a range of high-quality

Taiwan products overseas," he adds.
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Going abroad to seize the latest
international trends

Recently, THL colleagues have traveled extensively
overseas to keep abreast of the latest global consumer
trends, bring the world's best quality products to Taiwan,
and introduce high-quality Taiwanese food products on
the international stage.

THL Marketing Manager Elsa Chang and New
Business Development Director Joanne Chen at
Innovate Distribution Inc. (THL Group) flew to Paris in
mid-October this year to participate in the world's largest
professional food and beverage exhibition: 2022 Paris
SIAL. Founded in 1964, the biennial Paris SIAL is now in
its 30th session, with displays covering food, beverages,
and food machinery, technology, and services.

Paris SIAL returned in style this year after a four-
year COVID-induced hiatus. The vast exhibition space
attracted 10 pavilions and exhibitors from across the
globe in a variety of product sectors. Sharing her
experience at the exhibition, Chang noted that exhibitors
widely showed their ambition to re-boot after COVID.
This was evident in booth designs, product displays,
high-quality and generously portioned samples, and
major investment in reception staff. "I was especially
impressed by the plant-based meat product displays.
They were both larger and more prominent at the
exhibition this year. Support for the food industry was
also evident in the scale of investment by numerous
countries in their national pavilions," she says.

Joanne Chen also shared her insights from Paris

SIAL, the first large-scale exhibition she has attended

in the post-COVID period. She noted that the show
brought together products from all over the world,
including processed, instant, to-go, and frozen food,
dairy, seafood, beverages, organic food, fruit and
vegetables, groceries, and meats. She observed globally
trending products, among them plant-based meat and
milk, and organic fruit and vegetable drinks. She also
held productive meetings with well-known French dairy,
baking, sugar cookie, and other brands to source good
product fits for THL.

In mid-October, THL Group TICO President Jill Liu
and Marketing Manager Irene were invited by the French
Chambers of Commerce and Industry to attend the Paris
Cosmetic 360, one of the world's premier beauty shoyé
The exhibition, held in the underground corridorpi‘/ the
Louvre Museum, attracted 220 European manuté{cturers
and more than 5,000 industry buyers. Iren,e/says that,
after a three-year gap, she was delighted to go abroad
and see the latest innovations by/Ii'OréaI, LVMH,
Chanel, and other industry majors: She felt the vitality
and competitiveness of the beayfg/ market in everything
from the organic trend of cosr'ﬁ/etic raw materials to new
bottle packaging, and obserVed Europeans' brand loyalty
and attention to the quality of ingredients. She hopes to
bring this beautiful experience to the marketing of TICO-
represented brands.

As COVID approaches its fourth year, the impact of
changing habits are being felt throughout the consumer
market. People are paying more attention to health
and quality as evident in the health-driven trends
towards plant-based meat and milk, cleaning supplies
to protect family health, and economical pet food for the
furry friends: all areas of focus for THL in developing
its agency operations going forward. With the warm
Christmas season approaching, THL looks ahead to
2023 with ongoing deployment in its omni-channel
strategy, welcoming the new year with new advance
across its operations, from e-commerce and logistics

supply chain to sustainability and talent development. @
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X FhiEERTREAEE IPO
HH Galaxy Eyes IPO as
Early as Next Year

X/ Wei @/ ERE B HITYR

RIBEEREEIRARL - AIHREEHRBEIMBA AL - REFBEREEDIS
FiE - EEABFMEZE - I T —SHREIZEE?

COVID spurred brands to invest online and intensified competition the in e-commerce field.
HH Galaxy is planning to go public at year end, raising the question: what's next step for the
company after its IPO?

l‘l l'l

R 2 B M —12 it 2 B A R IEAE F 15 ARIE I-‘H Galaxy is the only

provider of fully integrated setvices in Taiwan's e-GoR merce sector.

SHENR  BIrEEHREEN— Jﬁ‘ﬁaﬁﬂ&%%I“ﬁ’X%ﬁ%ﬂnﬁEZH TR —REE  REACSERERSHE
THRERHERES « BEEIR - EREHEENHINER - ARCSKTAPTREARRT  RRSEFEM
FEE - FREtAFEXEREBETE R SR (IPO) -

THRFI2019 FHERE T BTR—FHE=F -, PERBEZREREERABHIEDOERRMBRE
TEF NI S BT -

SEL BFEENLRESETE HETENRIR TEREE  SEEAEHBBAE RN RERRE
BRAETFRAE - EYARATAVERFTMBRE - MR EAIHERALIWIERAEFREE  EEESHB LLREANS
ik ?

This September, agency-focused one-stop e-commerce service platform HH Galaxy completed an NT$210
million capital raising round funded by CDIB Capital Growth Partners L.P. and Taishin Securities Venture Capital,
among others. HH Galaxy GM Vince Huang announced that the company recently completed a supplementary public
offering that will come to market as early as the end of this year. The company also expects to make its initial public

offering (IPO) in Taiwan next year.

FR#FMBIEEERERE Vince (£) HPEBREBRIEREGTREHH

B E5kiZ Wiliam (4 ) ° General Manager of HHG ,Vince Huang and

CDIB Capital Growth Partners L.P. Vice President, William Wang.
"We wanted to invest in HH Galaxy in 2019. We

never thought it would take three years," says CDIB

Capital Growth Partners L.P. Vice President William
Wang, his evident excitement underscoring a high I
estimation and expectations for HH Galaxy. :

With inflation and falling COVID cases enticing consumers back to offline stores, major online retailers saw a
sharp slowdown in revenue growth this year. HH Galaxy also faces a challenging road ahead as it seeks to grow

revenue, increase customer satisfaction, and win over investors.
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fR#R#AR 2013 FHARER R ZEEFH TR ERAEISL - HH Galaxy was co-founded by THL and HCT Logistics in 2013.
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Rewarding Talent

"We're not a brand company. Nor are we a MOMO or Shopee. And online service providers have never had
a high profile. This makes it hard to find people," says Huang, speaking directly to the biggest bottleneck facing
his company as it seeks to expand. In fact, a shortage of labor is a problem facing every industry in the post-
COVID era.

"Frankly, we turn down more clients than we accept. We are truly sorry for the customers we can't serve,"
says Huang. While acknowledging that brands have rushed to invest in e-commerce during COVID, he says his
company has chosen this course with reluctance as it weighs the quality of service to each of its customers. "If
we do this, we have to do it right. We can't go all in to the point that it impacts our reputation," he says.

Talent has always been priority one at HH Galaxy. Huang says that over 90% of the company staff rose
through the ranks and have deeply absorbed the company's organizational culture and values. This has reduced
the turnover rate to just 15%, well below the rate at HH Galaxy's industry peers. Nevertheless, growing customer
demand has created an imperative for the company to recruit and foster self-motivated e-commerce talent. After
the IPO, the company also hopes to have a more reward mechanisms to attract and retain talent.

Facing talent shortages and steadlily rising salaries, HH Galaxy partnered with HCT Logistics and Shihlin
Electric to develop picking robots for its warehouses. The company is also automating operations to alleviate
customer pain points at the digital advertising, distribution channel, and warehouse logistics levels.

For example, during COVID, HH Galaxy developed the PowerAl smart pitcher digital advertising system.
Usage of the technology among HH Galaxy's advertising customers is running fourfold higher than before
COVID.

Huang notes that many brands invested in e-commerce during COVID, but they struggled to meet the
sudden surge customer demand in the face of supply chain bottlenecks. HH Galaxy has deployed Al and
machine learning to reach potential customer groups with high precision. When the company's PowerAl smart
pitcher system came online, it automated report generation and communication processes to help customers
vastly improve marketing effectiveness. - = —

The service has been enormously 7
popular, with a user base growing by
fivefold over the past year, encouraging
HH Galaxy to predict that advertising
will account for 20% of the company's

revenue this year.

REFBEBXHET - BREFEE  HEREN
1t~ BEZREES ° The majority of HH Galaxy
employees rose from the grassroots and have
deeply absorbed the company's corporate
culture and values.

1’

" ERAER B AR -
FREENIEER - |

"HH Galaxy is driven to continuously optimize services and

lead customer revenue growth."

~ R A44SR F1RE Vince

~HH Galaxy General Manager Vince Huang ’ ’

EFHEELRBEAR -

AR

Huang notes that many advertisers are not yet using HH Galaxy's platform, logistics
warehouse, real-time customer support, and other other services. However, he is optimistic
that these clients will turn to HH Galaxy for more services as their businesses reach a certain
scale to improve efficiency.

Wang says that "Al is an industry buzzword, but a lot of the time there is considerable
manpower behind the implementation. So it could be better described as 'worker
intelligence'." But HH Galaxy has taken a different route. The company has developed a
range of digital tools to optimize e-commerce integration and operational efficiency, deepen

partnerships with brand owners, and raise the industry's technology bar."

RERMEHER RIFIRIRIRE

TREME - |/ER  KRFA—FH - WEM > TRIEBFEENE @ BREM > AJ6E
FREUGES ! L RRER L BELFAREENSREE  EREEW  BANEEH
AR BERECEN  REAR  FEEAEPEHARSUE R W REEHER
MERHEE - MAZAREAERAER TR AR ERERE © " BN - Z1RREEH
MERA RIS

FEL- ﬁA%ﬁ%ﬂE%“‘T‘ SHELXFHHET Google EREBHEERSIFERIERL
8 MEKEWRRA - HIZATE Google BEEBHIULIMRMELIFERE L
BRRBEXFEHEHNRSRECER  ISENCIRNERE -

Fast-tracking Growth Through Strategic Mergers and
Acquisitions

"There are a lot opportunities today that may be gone in the future. Acting now may not
be economically beneficial, but there may be no chance to act later." HH Galaxy has steadily
grown both revenue and profits in recent years, but Huang admits that future growth will be

limited and many opportunities could be missed if his company relies on its own team alone.
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Bringing a One-stop E-commerce Service Platform Business Model to
The World

Vince Huang says that HH Galaxy's dream is to bring Taiwan's outstanding talent to overseas markets.
He admits that his company does not yet have a high international profile and that before it can copy
its business model overseas, it needs to first become a known entity in capital markets and confidently

collaborate with brand owners, channels, and other industry partners, "I know we can do this. We have the

strong logistics to support overseas business." he said.

1

T3 2019 FFBIRERFHRE Y » BLEI—
EE=F

"We wanted to invest in HH Galaxy in 2019. We never

William Wang said that HH Galaxy counts Taiwan's biggest fast-moving consumer goods agent THL
and largest warehouse logistics company HCT Logistics among its major shareholders. The two companies
respectively have experience interacting with international brands and warehouse management knowhow.
This not only lays a firm foundation for HH Galaxy, but also sets the company apart from its industry peers.

Wang sees a trend towards the development of online selling in representing foreign brands. He
thought it would take three years."

~hERBERRAIRINERIRS R IRIE

FkiZE William

~ CDIB Capital Growth Partners L.P. Vice President
William Wang ’ ’

believes that HH Galaxy can focus its shareholder resources and own advantages to win a foothold in Asia
other markets.

However, with COVID abating, people are increasingly returning to offline channels of consumption.
Isn't HH Galaxy worried about the impact of this trend on its business?

"l think this is just a short term correction." Vince Huang says. He is optimistic that, based on the
experience of other countries, the e-commerce market in Taiwan and even Asia has a lot of room to grow
and isn't worried that consumers will flock back to physical stores. "The key point is our service: Our success
in keeping ahead of customer needs, anticipating problems before they do, and providing suitable solutions."
Strategic mergers and acquisitions that complement HH Galaxy's core operations will be vital to growing the . . ) . L

Huang notes that, whether online or offline, traffic x conversion rate x average basket size is a constant
company quickly. "We need two legs to run: our own effort and mergers and acquisitions," he says. . . . ) . . .
in the revenue equation. As long as his company continues to optimize services and drive customer growth,
In line with this strategy, HH Galaxy acquired a major Google-authorized ad agency in Taiwan in the . . o
it can increase customer stickiness and overcome the many unknown new challenges ahead. @
first half of this year. Wang is confident that the company's deep knowledge of the culture and systems of
Google's ad business, along with HH Galaxy's extensive ad business experience with industry leaders, will T ! —_— 1 M

turbocharge the company's operations.

R EERFETAERIRIA LS

HIREA - FETBNEAE - BRREHE A UERZELEESHNATEBIINTSIER -

BittB% - AR BEIAREEENBENTS @ RitE 2B BrnmEEXERINEI  BEEK
B—EHWEATISIEAIRAR  RRFMGREE RIS HMEXS(ER - TeEEERR © "HAEESALL
HMIERAAEE  AILIESZIERIMER o | fiifR -

FiKERT M ZARER - HRIERERANRERIEEMER - LEREANERRA R
HR  EZBARNRIE G HEERSEN EETE - LUREREEIER knowhow + $HAFRFTANER - TR
FRIFT TSR AR - MR ERLL -

HERE - KIBESMLAE - REAR LHESERREE - BEMMPEEERRERERBSES 7
MEMHBEE—R 2 -

G - FEE R IEEE - ke AB2IEEE §/é§ ETFTET R OSEE ? THEGEERRR
HHMEE -, HIRREEHAM  LSERKRER 88 EETNNEES  MERAKRRZERE @ tTiE , _
IHEERZIERRRIEAYIRE - rE%ﬁmWFﬂE’JHEﬁ‘% ETBERSERPRITK » LhtthPISEAR R S IEERHREE SENR REB\ER 21 BLH—HREE  BHSEERE  HEERELZETERAMER (IPO) - This September, HH Galaxy

completed a NT$210 million fundraising round that is expected to launch by the end of this year, putting the company on track for its
j]tE.*E{ Pay=! I_EIJQ'-F/;&TU_EE‘ © Taiwan IPO next year.
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THL America {##&Z A3 E
RIS B
THL America Finds a
Home in Seattle

M/ Sabrina Chang [El/ THL America

ERFHSEEAHEE - THL America FH S BIREE  HEXBEATR
REVEEH R mmMis o

As it continues to expand the Asian food market in the US, THL America has found a home in
Seattle next to one of its channel partners, Costco.

THL USA 7% 2019 FLUHERE(E - BEMIERE Costeo iFmBEBMIS * EEEFME 1 2022 F5 5 20 HEEA
THL America » 4 SEBIETH » #RERER LA SEEPRTHEE - #BaF h ZPAIEEEES - MERZREESHFH S BRNE—F
JHE - FERFEREE IS RS o

In 2019, THL USA entered Costco’s US channel by supplying Crispy Fries from Lian Hwa Foods and Puffs from I-Mei
Foods. Its performance has grown year after year. On May 20, 2022, it was renamed THL America and was registered in
the US with a headquarters in Seattle, Washington adjacent to Costco’ s headquarters. This proximity helps THL obtain

timely information on Costco’ s channels, allowing for quick adjustments to market strategy.

1

IFHZRBRRREEEEE S HREMEEEEE - FHZ ERN=ARK - #EE
ESHER  =FER—TH -

"Costco's channel strategy is unique in the US and the world. The three major requirements for Costco are certification,

volume and price. All three are indispensable."

~ THL America ¥75#2E5 Benny Tsai

~Benny Tsai, US Business Director of THL America.

79

2017-2020 Ferrara Candy Company, National Account Manager - Costco West,
Corporate & International Foods (Confection & Cookie)

2020-2022 Reckitt's - Key Account Manager - Costco US business

2022~ THL America - Business Director

EREIRAT AHEEER=EE

fEZ THL America RIIETCALIL » FE = Z 5428 Benny
Tsai hEEZ IMAER) @ WEIEXEAHE @ A T aENEIFE
FREFHZE AR L HERIFHmZHeEENE—FHE
E o

EXAEANA THL America AY32H% » Benny ¥ +Z FROBGEESE
EE 0 ASHESMANITHSRET - RENEAHEEAA
BN ATNZEALBEE - MA THL America BRKIEELTFH
SHEHE TERNYE  BEZRN 0 EEHMEHEND
KAEHIBED ) Benny SIS LLE B ERURY) -

Benny &I - M—HERABEZE 5% EX
®ERE 0 55 Bilingual Bt - EREREFHZEORE EEK IS &
BETAIES - BN EHEE  LESLARRIER  32A T Al - rispy Fies launched by Lian Hua Foods.
THL America 45 478 S b A ZEITSA 1S -

Team members in Seattle gather to share real-time information

As THL America was born, Benny Tsai joined the team in Seattle as the new US Business Director. This allows
him to work with the Seattle team without worrying about different time zones. It also allows him to work closely with
Costco and stay on top of market changes.

Prior to joining THL America, Benny worked with various CPG companies as Costco Account Manager for
more than ten years, engaging business with Costco US and its global regions. He joined the THL America team to
work with Costco on supplying Taiwanese brands, such as those of Lian Hwa and I-Mei. "These are foods that I' ve
had since | was a child," Benny said, adding that he’ s a big fan of these products.

Benny was born in Taiwan, and then moved to the US and completed his college education in the US. He's
fluent in both Chinese and English. This allows him to communicate easily with the team at Costco, as well as his
colleagues in Taiwan. In addition, he has a deep understanding of both the American and Taiwanese cultures. This
type of knowledge and background fits right in with THL America’ s plans to expand its US presence.
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BERERUILRABR/IVGERIT
AZBI#FHZHi5 © -Mei Foods
entered the US/Costco market
via its Choco Roll and Puff
products.

pone © EE - REFmES LRIR—FT

FHZHARRBEEEEZESHRAMEHLE R BEFHZEBZEN
Benny ###& » 17 % LRM=KEK - FETE - ERRERE  =ER—T1 » Bt
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Benny 2%z o
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Costco is an indispensable partner, assisting in areas
such as certification, sales volume and pricing.

Costco's channel strategy is unique in the US and in the
world. Benny, who worked at Costco for many years, noted three
key elements of selling through Costco: certification, capacity and
pricing. All three are indispensable. Costco needs capable and
qualified partners that can provide solid marketing strategies for
their brands.

Before a product can go on a Costco shelf, it has to meet their
sales volume requirements and receive third-party certification.
"Costco has been operating for more than 40 years, and they’ ve
never had a major food safety issue. The company has very
stringent controls that go beyond the market requirements,”
noted Benny.

Certification not only relates to safety and hygiene in
production, but also includes employee welfare issues, such as
reasonable working hours and the appropriate age of employees.
Both for the US and Taiwan, Costco’ s requirements are higher
than minimum levels set by government regulators.

After passing certification, the next steps are capacity and

pricing. Costco focuses on large packaging, member discounts

HMESRNTER  8AR/IZEKAYZNEEES © Lian Hwa' s pea crackers are a

popular snack for all ages in Taiwan.

and product selection. Its model is one of thin margins and
large volumes. Although its gross profit margins are often
lower than its competitors, high volumes drive its strong
profitability. Therefore, if a product’ s capacity can’ t meet

Costco’ s targets, it won’ t be carried.

BEHRSMEFTESEFE
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Lian Hwa Foods went to the US
to participate in Costco’s annual
Supplier’'s Day event.

The Lian Hwa brand is very well known in Taiwan. The
firm began with snacks, but have now expanded beyond
this. THL America is the agent responsible for selling Lian
Hwa's Crispy Fries and through the Costco channel. The
Crispy Fries line is enjoying stable growth. Michael Jiang,
General Manager for Lian Hwa’s Snack Food Business
Unit, was invited by Costco to the US to attend the annual

Suppliers’ Day event on September 21, 2022,

[PEACRACKER DI

B
i

......

Costco's Suppliers’ Day event is held once a year.
Suppliers from around the world are invited, and annual
reports and future prospects are presented. However, due
to space limitations, not all suppliers can participate. Lian
Hwa has grown in importance as a supplier, and as a result
was one of the companies invited to participate in this
year s conference.

Benny joined with Lian Hwa on the trip, and led their
delegation. He introduced Lian Hwa’s products, operations,
and product placement strategies. This included evaluations
of consumer taste trends and packaging design. He
explained each area in detail, expanding the potential for
new Taiwanese products to enter the US.

In recent years, the US market has increasingly
focused on providing environmentally-friendly packaging
that is less bulky. Benny noted that this not only helps
the environment, but lighter packaging also helps reduce
transportation costs, thus creating a win-win approach. The
Taiwanese delegates to the conference also were able to

learn a great deal about the US market.

Bao Buddy BE M FitRKZHRY

THL America B} T 58k & & SRR mZ X6
B?Ah > RFE THL IER—B0EY > EFREEE R
Bao Buddy °THL America EEAZ#SI2EFN4E Wendy 35H -
BRI EENEERNRRE FATITRIE  BEES1EHA
Bao Buddy fk# - £ EEYANE FREHE FEAZEHS

3 TF 3R 47 T % 35 B A9 ORI 2K R 4B M) R U R Bk

(authentic foods ) FIZEESR * BEBHBEEHMERE
BETRMOKES EHHRHES  BULREHEEER
{EWTENEY)  ERFETEEREZEIHEENS - ALt Bao
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HERSUABSEPRCEISR (£=) »

THL America EBISIERE#IE Wendy (£2)
FE202022 F£9 B 21 HIIFHZEE * THL
America EBI¥##E Benny (Z£—) HEF i/
BEFHZEEMBPIEERRE - A—RBERRI
HEEXEIERIME E_ABMERRARER
BZSH - Michael Jiang (third from left), GM of
Lian Hwa' s Food Snack Foods Business Unit,
and Wendy Yen (second from left), Managing
Director of THL America, went to the US to
participate in the Costco Annual Suppliers’ Day
event on September 21, 2022. Benny Tsai (left),
US Business Director of THL America, speaks
about Costco's snack department operations at
the meeting. Calvin Lee (right next to Michael),
Lian Hwa' s Director of R&D. Tim Kuo (right next
to Calvin), Lian Hwa' s PM, Export Division

HRERBSHER =T o Crispy Mixed
Sweet Potato from Lian Hwa Foods.

Buddy THFEE =M HEEE « ) IIRRHIRE « BZRiE A TN CIRRIR
5IHEE -

H#i Bao Buddy SF% 3 mEMARET - 2 MEHKRE T » IEE
s ORI - FREHEHARELE £ - Bfkisia > RE2FHEE
Bao Buddy #Y 5 F#EmR @ TMEEIKELEHAEENEEHIRFAVFTH
TNEMMHENR > BE—EHS R EFELSRRMA -

FRMBREMASF (2023 F) LRRMBAVEEERIE 50% | E
MiER  SRRSENSIERT BT 0 iSRREBIERS R THL
America FEEEIFHZHIMRE © Benny tLigH - MIBIEFHZERES
F - BRBHERRAIRRLBHERNBRES -

Bao Buddy's authentic Asian food brand

THL America is now expanding beyond serving as an agent

for other Taiwanese brands, and is developing its own brand called

“Bao Buddy,” which is consistent with the spirit of THL. Wendy

Yen, Managing Director at THL America, said that Bao Buddy focuses

on Asian-style frozen buns. They are cooperating with the Chi Mei

Frozen Food Company to produce vegetarian buns and sweet buns
for the US market.

In recent years, Costco has been introducing increasing
numbers of authentic foods from around the world. At the same time,
American consumers are becoming more open to different tastes
from different regions of the world. One example is General Tso's
chicken. It appears that the current offerings from Asia aren’ t keeping
up with this growing appetite for international foods, and Bao Buddy
is focused on meeting this area of rising demand with flavorings that
include oyster mushroom, Sichuan pepper and black sesame.

At present, Bao Buddy has developed three types of plant-
based meat buns and two types of sweet buns. These are
undergoing market testing and are expected to be launched in
the near future. Wendy noted that she hopes Bao Buddy's five
new products will not only break new ground in the US market
relative to classic Asian foods, such as dumplings, but will also
 serveto open up new opportunities in the area of frozen foods.

"Our goal is for frozen foods to account for 50% of our

2023 sales goal," Wendy said. Beyond steamed buns and
frozen foods, they are looking to expand into seafood products in
the US through Costco. Based on Benny’ s previous experience with
Costco, he sees considerable potential for seafood and frozen food

products.

4=t ABES THL America i EEEIER

THL America TEXEIR A EE B £ H5ERX - MR EEZE 15 /6 - BBENEEERNEE - BE Ll
FRAUE > TEEMNE "EELEARES ) - BMEEY - REREFHEREEBEFOAL - FEHE
IE T BREXIL - 1B thEESEREBIFTh A AN - thAIFh SEHAEREERRIAT -

Benny #i7¢ - (Fh ZEBEFNVACETRULERMIATTH SRR - MEEEROR LiEHEE
TIZEUEERS - W RGBSR HS ER=KfRM © 5858« =8 B -

THL America FHERMERIIF Hh ZHi5 © IREBIERITAEE » RIEAREIREAE S NRES(E -
It BEZ REFHSHISIETRIMES  FERS RMEAZEEth@BIXHS

Business outpaces personnel additions as
THL America expands its US team

THL America has business teams in the US and Taiwan.
Despite a 15-hour time difference, they hold regular meetings every
week. They focus on efficiency, but another issue is one of "more
business than staff." Wendy said that THL is looking to further
expand its US team. The new hires should have an understanding
of Taiwanese culture while also being able to communicate well with
Costco and have some background in Costco’ s business.

Benny added that staff at the US team are in action as Costco’s
consultants for Taiwanese brands. They not only have to anticipate
US consumption trends, they also have to assist suppliers in meeting
Costco’ s requirements in the areas of certification, capacity and
pricing.

THL America continues working to expand its US presence via
Costco. In the future, it plans to cooperate with more Asian brands,
benefitting from Costco’s unique channel advantages in the US.
THL America’s vision is to introduce many new brands into the US

market as it builds its presence there. @

1

"THL America B} T #HE R mRRFIF h S EBIMIZIN - R
FFEMRER THL —8r0ETH - & FBE BB MM Bao Buddy © |

THL America, in addition to selling other brands into the US via Costco, is
following in the THL spirit by beginning to develop its own brand called Bao

Buddy."

~ THL America ES{ZEEEE Wendy
~ Wendy Yen, Managing Director, THL America ’ ’
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®Registered trade mark of the Campbell Soup Company and used under licence
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Pertetto,

from bean to cup.
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