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With “fairness and trust™ |

THL successfully links trust i brand principles with the
preference of consumers.

Through continuing improvements, we make THL an
excellent enterprise.
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Building

a Better Life
with
Fairness
and

Trust
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THL

By continuously introducing products from excellent international brands to
Taiwan cver time, THL became not only the largest but also the most trusted importer.
Under the leadership of President David HT Chen, THL successfully creates win-win
situations among original manufacturers, consumers, and THL upon the business
philoscphy: Only the Best for Consumers.

Fairness is the basis of trust. By treating employees, customers, and Brand
Partners, Prasident Chen naturally directs business operations to excellence by

continuously building mutual trust and assistance among all parties.

Building core completeness with information transparency

In a highly competitive market, fairness and trust is what enables THL to win
trust and Doc:péu_ﬁkm from various world-leading manufacturers. Transparency, THL's
core value, is whét allowed THL to achieve impartiality. According to President Chen,

“Besides being a trading company, THL is a brand agent,” and only strengthening

the company's sdppiy chain efficiency and making information transparent enabled

| THL to establish |tp core competitive strengths both internally and externally.

To our partnef, THL prevides information regarding the selling price and pricing

“strategy of produets, estimated prafit, and logistics cost. With its principle of faimess

and transpareney, THL has ereated much positive word of mouth in the markat.
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As the second largest US fetailer, Costco has swept across the world with its
membersﬁip:whﬂésa!e operation model and has successfully found a leadership
position in 'ﬂlﬂ.-_ﬁﬁi,an market. While information transparency to consumers and
suppliers is the commoen belief of both Cosico and THL, this enabled THL ta quickly
capture the needs of Costco members and thereby offer the best products and

values.

Creating Win-Win with fairness and mutual trust

In addition to being transparent o consumers and original manufacturers, THL
hides nothing from employees. Instead, B0% of the management are company's
shareholders where finance information are fransparent and shared. By feeling trust
from the management and the being a part of the corporate community, employess
strike success and create value for the company.

Through enthusiasm, organizational commitment, and full acknowledgement
of the company's direction and strategies, team members provide customers with
effective and efficient services beyond their expectation with accurate marketing

strategies and passion.
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Bringing higher value {o society b
Sel-breskthrough ie @ nevere
Chen hopes to furn Hain hﬁm—
logistice and enhaneing open tional e
brand valus anamﬂn_.mnﬁiﬂﬁu :
Nsxt, Hein Lin needs o ag | ,
and creating market valus by branding and sustoms
branding. we provide mare and better optiona and |

with hignier quality.

ZFIRAC Lee Kum Kes
HREER
[ TE#E Charles Chen

FREN=CMO TS BN e, "
PAEEANEYE EREEEAEE &
H#ETR Y SAHARENEERE |8
T RS « (AT SR - (R WAL |
SREERNN BT HE - WEFNE)
BPHEAIEME  SMNhEIHTEEE
RN CER TOEVERREKNS
fr - ERE RN EE L - HN5ELS
HHEERA  EEDEERET - BEES -
R ol R P R AW
n f ! ERBESNDE ¥ MEMEERaE
g o v = FaydemaE - WAASED RN | RN
i o4y I ] FENESDE MEenpaaEns
A EEEERNEEEE  HeMNanE
B —E ¢ L R !
Les Kum Kse's thres business cores ars:
Valus, Pragmatic and Integrity. Above all,
mtegrity iz the most important. We ams in
the food buzineasz, quality must be the best.
L ot End we must trest consumsTs with honesty
r ond respansioiTy. About Integnty. it ie mons
epparsnt whan we coopearate with THL
B=aida the China and Hong Kang markst.
Les Kum Rese oparate m almost all other
marksta thru gestributors, and we will provids
e fund for our partner to operste in the
markat for ARP Lee Kum Kee chooass to
cooparats with THL becauss the mformation
THL provades @ tranaparent. Every expsnne
that we provids, inclueding how the fund iz
uzsd. now it woas dosumentsd aftarward.
oF eVen COngumers analytic on parchasng
products &t the zalen end. stc.. All sales
infarmation ara listed v=ry clenrly, making
uz fesl 2t sape and truntworthy. What | am
imprezzed about the THL team ia; thay
represant @y product with full enthusinam,
Tike it' & their cwn brand, full of passion and
Snery.

ATER RS R

LB EEE Yunnan Baiyao
fiFEaEEL alMHis EE
#EHE Cash Lin

BRONR M ERRES-—S5#5 . 28
UEMFERRRERNAR LTHaN.
o EE - B EERARREE
il i 1000y 2 M A RMERRESN
omAES HPEREERG  MERSR
ST P e o JERY SRS AR N
2014 SN RIEE S « BN RHE W
BEEETHEE ROERDEELERP | &
FUTE S 1F SR BB MT W B R
REREE—ReR  5ANAE - BHaNE
A RERER D VR TIN R N {ThE
SRR MR LR TR RO D - TR A
Hi@Ra - p R R A
e - ST BN RERETT XD
USSR MOy |

Sinca itz invention aver 100 yeara ago in 1802,
toeday Yunnan Baryao has been transformed
into & haaithy product. The alogan i "Baiyac,
Big health.” The concept is to incorporate
thiz traditbonal Chinese herbal ingredient mto
muodam [featyle. The ransformation alao making
ite markst CAP grown from 28 milion U3SD in
1888, to today's 435 bilkon USD. The moat
impaortant part of thes traneformaton, = through
a fully imegrated sales platform and valkse chain
It hea baen the fourth year aince THL atarted
o repreaant us in 2014, and Yunnan Baiyao
zataa in Taiwan @ atll growing continuously. In
the process of cooperation, the Planning and
Branding manager participate well in evary
waakly routine mesting. And on the monthby
masting, vice president level manegemsnt will
perticipate, end actively review the marketing and
parformance. The THL tsam i= vary trusteorthy.
And | am most impreassd with the Genaral
Manager David HT Chen love of our brand, it =
beyond my imaginaton. Theu hia worda, | can
deaply feel hiz: support and anthusisam for us, &
im wery mowving!

Interviewing
Partners

on
THL's Trust

@BEES Henkal Beauty Care
(el 58 AP MR
@%h® Emily Cheng

BREERMESIRENEE 0T -ARAR
BEORREN  EWHEEN . B EEGEL
BEAL B0 « B AR R A BN R - T
T R R TR LA AR TRLL—
SRR c IEALE AR R BT E -
THERODERANE S BF— S LN
8 ¢ U SR OIS I R -
HFAE - ERERE | (AR R e RN
TEEETES  OWEREER  EEAR
AT RN A U8 b MR T & WA EYE
SEMBAT « FREEME £ pORE (N « B —RAEIA
WOSEN W THOE RS E
W PR R NER IS BENG !

Schwarzkopf hez bean intraduced to
Taiwen thra THL for 30 mora than years. It
iz difficuit fo cooperate for 20 long without
trust end performance. From THL & cars
and loysly to Schworzkopf, we can cleady
feal their passion for the buzineaz & tha
brand. THL" = phiozophy of the business
iz @ laating, ‘ohg term coopesation, not @
salea-ananted short term one In addition
to-the loyalty =nd love of the brand. THL i
8iz0 reEssaring becawss their transparency.
Such a3 expangs, slaamanis and any other
buzinea= infarmstion, i3 fully disciozed!
As 3 local buzineaz that hos been rootsd
in Tarwan for decadss, yet sble 1o svolve
with the times and kesp up with the trend
of buminess, that' & why THL iz the |sadar
in the Tabwan market. THL s the price of
Tarwran._ It 185 333urng company. with stable
ataff parformance, and always maintain
good commimnication and undaratanding
with coopsrating pariners, and making ma
fesl admire. So | am &t eass to have THL
repreasat aur brand.
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Creatin

a Win-Win
Situation

and New VYalue
for the

Retail Market

PSR E SR EN - Richard Chang. Senior Vics Presadent Asia, Gostoo.

Crecn‘ing 15 118 15
a Win-Win Situation
and New Value

for the Retail Market
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In addition to nigh-
quality products, Costco
alse offers &n anjoyabls

shopoing sxperiance.
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THL has been cooperating with Costco for more than 15 years.

As the leading FMCG (Fast Moving Consumer Goods) vendor in Taiwan,
THL not only identifies with Costeo's business concepts,

but also provides services beyvond Costeo's expectations.
NoHERE R

$ BRSNS  IPEGMSANERITESHEEEXE  FI/CE ASRRE -
AR EMBRRMTEXSEFHS LR —3EH - AEHENHE
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P EEam—EdREESNRES S W THEE FHCE 260 B -
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MB— - iF ST —  MEREEES -— AR R - m a5 REE -
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At 9230 in the morning, a long queue snaked ifs way outside the entrance of
Costco Neihu Shop, which is yet to open for another half an hour later. Since Costco
opened its first branch in Kaohsiung, Taiwan in 1997, long-queues are just part of the
daily scene in Costco's 13 stores across the country.

Costco is the only whelesale company that charges a membership fee in
Taiwan. So far, Costco Taiwan has more than 2.6 million members in Taiwan. On
average, one in every nine people in Taiwan holds a Costco membership card,
ranking as number one in Asia. One of the key success factors for Costco, precisely,
is its insistence to select the best products. To attract consumers, most retailers offer
at least 70,000 — 80,000 products. Costco, nevertheless, provides  “no more than”
4000 products.
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Outperforming Competitors by Stimulating “Impulse Buying”
“Eighty Thousand” vs “Four Thousand” - Costco has created a

fascinating shopping experience for the consumers despite the fact that it only

offers 1/20 of the product types of its competitors. According to Richard Chang,

"

Senior Vice President of Costco Asia, many customers who initially came for “one
or two" items often found that “we couldn't stop buying until we have spent ten
thousand or more.”

The secret for stimulating "Impulse Buying” of customers is that Costco
adheres to three principles when selecting products, i.e., reputable brands, high
quality, and reasonable price. These are key to build up the “added valug”
for customers and to induce a strong desire to purchase. Chang indicated that

“meticulously selected products” reduced hesitation. Costco spends little in

advertisement and packaging. “The reduced sales cost brings good prices.”
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T T R =

—8-0- -
TREE R R W « 95 AU WEIEERES, « Rl
ER IF SR LR -

R Y " ; I i ; i |
| ;I‘.rl_ alrays Mees e mitianee o an ||_';.':.;' aiwd share in the adpance. Besides
i il

bbiying products, Taiwan THL also supborts Costeo's learning and growth.
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Insisting 1o select high-
quality products is one of
Costco's key factors for
SUCLSEE.
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*Mot many suppliers can meet these criteria, through it is seemingly easy” |
Chang added, “Mot all the suppliers understand our, philosophy. Providing cheap
products s not the Costco way. We aim fo create an enjoyable shopping experiencs

with reasonable prices and high quality. Costco does not just sell products. We have
Talking about
e Company,

osophy, but also

des far-more-than-expecied services o Costco.

For Costco, THL is not meraly a “supplier”

“busin ariner” _ The fact that distinguishes THL from the other suppliers,
Chang pointed out, is the sharing of information. For example, THL always has
compiehensive thoughts on merchandise display design, pricing strategies, customer
flow recommendations or even the frend of the consumer marketl. "THL always

™

 to analyze and share in advance. Besides supplying products,

istributor and the supplier. Chang reckons THL not only as a su

not just the products, but also pleasant shopping experiences, one after another.

TR DTN e A
WA EEHESTIA - WM
B TR R Y -
Chang dosen't worry that the
physical stores would b2 replaced
by online shopping. Virtual shops
have their position in the market.
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An Era of Omni-channel Retailing with both on-line and physical Presence
In 2016, Costco started developing the Internet shopping, also through a

membership system. Ifs online business covers 3C products, frozen food, snacks
and electrical home appliances. Chang holds the opinion that we are now facing
an era of Omni-channe!s Retailing. The boundary line between physical and virtual
shops is gradually vanishing.

“I am not worried that the physical stores would be replaced by online
shopping. Online stores have their position in the market. The shopping experience
created by physical touch, however, is imeplaceable” Chang indicated that
Internet consumers tend to purchase “Risk-free products”  with reasonable brand
loyalty in the past. In physical stores, on the other hands, consumers are able
to physically touch the products when offered free food or free samples therein.
This is an experience that can never be substituted by Internet shopping. Smiling,
Chang said that Costco will further expand its customer base in the future through

both physical and virtual stores.
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Brand Story

No.1 Water

Brings You a Good Life
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Pure Mascota

Friendship

%

Trust, Friendship and Cooperation
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Marksting and =ales integration ia the key to optimizing salez the digital

markstplace.
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Three core services
1. Online distribution: HHG

Is delivering a full menu of
e-commerce services for brands.
E-commerce requires a mindset
entirely different trom that
traditional retailing, particularly
when promoficnal events can
be as short as an hour in the
e-commerce world.

2. Brand.com setup: HHG's IT
and design teams help brand
owners to build their own
e-commerce sites. Several
important clients, including
Abbott Talwan, Kao Talwan, and
Taiyan Biotech, will take such
sites live in 2017. In addition to
brand sites, HHG launched its
etailing site, “8481sale.com.

tw,” early in the second guarter
of 2017. The platform offers
attractive pricing on products

with approaching expiry dates.

3. Digital marketing planning and
execution: HHG i5 leveraging
digital media tools to help brand
owners to communicate more
deeply and efficiently with
shoppers. Finding potantial
shoppers, the main task brand
owners face after listing products
with etailers or when building up
an e-commerce site, is a strong
card at HHG. While traditional
retallers focus on CPM and CPC
as key performance indicators
{KPIs), HHG delves further to
provide deeper insights that can
help brand owners to efficiently
tumn digital investment into online
sales. The company can also
tailor digital programs to meet
brand owners' needs, such
as driving WOM and designing
CHM and O20 campaigns.
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HH{G iz fast-tracking sales by effectvely mtegrating digital marketing and sales resourcea.

Outperforming with integrafing
marketing and sales

In recent years, small
brands overcome the handicaps
of resource shortages and
organizational gaps to beat
giobally well-known names in
e-markets by expertly integrating
marketing and sales.

One of the major challenges
in the dialogue between suppliers
and HHG has been finding
ways to successfully integrate
marketing and sales resources.
Vince Huang says that the idea of
resource integration challenges
suppliers’ organizafional
framework. However, through
ongoing conversation and clearer
analysis, brand owners are
sesing that e-commerce is more
than a channel: it can also play a
strategic role in winning in both
online and offline markets.

—&-8-8

AN ORUE o R
EHEERER G —F
008 A S %+ A ELAL
L K — W RS -
f2 — i B 04 6 R 9

We cshould treaf e-commerce
marketing and sales as one thing
It should be looked at wot just

imel, but a strategy for

a7



R IR MR AR SR e
s SRR -

HHG aimz to convert avery dollar of online
advertizing into salea.
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Trend

Growing business with digital
media tools

THL agents focus mainly
an the intensely compeiitive
fast-moving consumer goods
(FMCGs) market. Vince Huang
thinks that traditional marketing
approaches fail to accurately
target audiences. Digital
marketing tools, by comparison,
can drive greafer visibility to
pinpoint potential shoppers with
ACCUracy.

Vince Huang cites the
example of HHG's marketing
campaign for mosquito repellent
clip-ons. In the traditional FMCG
marketing approach, a brand
may define the target customer
group for this product as young
mothers aged 28-35 and then
plan ads and channels based on
this assumption. In a departure
from this strategy, HHG used
big data analysis collected from
online ads to identify “baseball
fans” as a key demographic
for this item. The finding shows

that big data from online ads can

help suppliers to target the night
consumers, tailor their strategy
efficiently, and make sure that
every ad dollar counts.

The challenges in modern
markets intensify by the
day. Under Vince Huang' s
leadership, HHG will continue to
deliver high sales performance
with cutting-edge digital
marketing technigues. B
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