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Brand Introduction TORbIZ

TOPBI International Holdings limited

(Stock ticker : 2929)

@ Chairman: Zhou Xun Cai

€ CEO: Zhou Zhi Hong

€ Employees: 177

& Capital: NTDS 787 million

The TOPBI brand was founded in 2002 to

Py ® ~ symbolize the spirit of “Top Kids".
I Op! ’ -ﬁ TOPBI’s children wear have innovative design,
m

and built up a business model that assemble

’ézﬁ%‘ﬁ?'ﬁ'ﬁ@ %ﬁ product R&D, design and sales. TOPBI is

aimed at aged 1-16(height 73-170 cm) child &

teenager of middle-class families.
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""Marketing Channels TORbI#

Newly added
Shanxi distributor
in October 2017.

Through teaming up with 25
distributors, Topbi’s  marketing
channels are spread amongst 16
provinces and 3 municipalities,

HANGHAI ] ]
), totaling to 1,534 retail locations (as

of 20181Q).
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Competitive Advantage TORbiz

As Chinese consumers demand more stringent quality standards for childrenswear.
TOPBI has been recognized by the Ministry of Information and Technology of Peoples
Republic of China and China National Textile and Apparel Council, as one of the “2016
Noteworthy Domestic Apparel Brand Enterprises”, as well as the “National Children’s
Apparel Quality Benchmark Enterprise” by the China National Garment Association.

TOPBI has been awarded “The Top 10 Children’s Clothing brand” for 13 consecutive
years .
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Inc_ome Statement

TOPRbIZ

BN ia#ifx %

Year 18Q1 1701 YoY 2017 2016
Revenue 1,238,114 1,085,153 14.10% 5,916,268 5,695,817
Op(e:(r)astt'”g 758,881 660,722 14.86% 3,613,793 3,488,434
Gross Profit 479,233 424 431 12.91% 2,302,475 2,207,383
ﬁ;?;isn 38.71% 39.11% i 38.92% 38.75%
Céfserﬁ]ts'gg 240,825 220,570 9.18% 1,136,490 1,175,044
O|Fr)1i:)ar229 238,408 203,361 16.95% 1,165,985 1,032,339
OIE/IerqtiIQg 19.26% 18.79% ; 19.71% 18.12%
Noni;fégfnrzt'”g 47,867 13,654  250.57% 94,113 8,140
Income Tax 70,962 62,579 13.40% 347,181 305,229
Net Income 215,313 154,936 38.97% 912,917 735,250
< EPS 2.76 2.01 37.31% 11.81 9.58
NAEH
Share Capital 78,710 70,276 12.00% 77,304 76,765




%Childre.n' s Apparel o, ..
Scale Expansion

With the continuous increase in the scale of China children's clothing market, it
has created a favorable environment for TOPBI, and the annual compound
growth rate of the company revenue from 2011 to 2017 is 16.67%.
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The pfoportion of product sales  TORDIZ

National Health Commission of the People’s Republic of China estimated that
more than 20 million newborns could be born after the “Two-child policy" was
implemented. In order to cope with the demographic dividend, Topbi added
children's clothing of 1-3 age (73cm~110cm) in 2012.
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Market Share Rising TORbi#

The scale of China children's clothing industry continues to grow, and the
distributors also actively expand retail locations to improve the market share

of TOPBI brand.
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OPBI Brand Position TORbIZ

When face the trend of “New Retail" , Topbi have developed official website,
brand shopping APP, and the new online agents. In order to strengthen
TOPBI’s brand image, fixed set aside every year from 12% to 15% in the
overall revenue, for the advertising of digital and offline.

8,000,000 14.94% 16.00%

13.47% _—"~_
7,000,000 —12:59% 19 36% % 13.08% —12.79% — 14.00%
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2013 2014 2015 2016 2017 | 2018/1Q
= Advertising costs, 477,718 575,769 723,150 851,206 773,667 158,337
b—4Revenue 3,795,445 4,657,001 5,371,411 | 5,695,817 5,916,268 | 1,238,114
——The proportion | 12.59% | 12.36% | 13.47% @ 14.94% | 13.08% @ 12.79%
X S 2 unit ;NTD
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Dividend Policy TORbi

Topbi’s operation strategy is to expand retail channels, refresh product and
brand image, manage a flexible supply chain, that maintain growth
also share the operating results with

momentum for the company,

shareholders.
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Children’s Apparel Sector is gaining momentum JFTORDbIZ

Every year China has more than 16 million new born infants. Since
the official induction of the “Two Child Policy”, it is predicted that
there will be more than 20 million new born infants per year.

Growth stage for subsectors

C o T TE T T T T T T T T
! = Men's formal wear !
> Sportswear

Wl il I —mem ok

o - = — —— — —

] i
: = Women’s casual wear :
i = Men’s casual wear :

1

2. Moms . o ®

------------
» Baby wear |
| Cutdoor '

Maturity

Emerging

Sowrce: ATK earmey, ¥Ywanta fnvestmrent Conswulting

X AHEFFEGE HE



i S o -
Increase in the average consumption of Baby & Child-

specific products in China

According the to US consultancy Frost & Sullivan, by 2019 the average
consumption amount would double 2014, reaching RMB$19,367.

China's Average Consumption of Infant Products
19,367
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Chinese regulations are tightening TORDIZ

General Administration of Quality Supervision, Inspection and Quarantine of P.R.C. strictly
implements "Infant and Children's Textile Safety Statute" . For China children apparel brands, it
is necessary to meet the mandatory national standards, such as low chemical composition and

safety design, it will help the overall industry to stay strong.
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Operating Prospects TORbI=

Innovation, R&D of product
Continue the design of “Fast Fashion®.
Order meet of A/W 2018, TOPBI has
introduced “Simple, European" style of
children apparel, and it retains 15% to
20% flexibility of the desig.

Upgrade brand image

Since launched “Generation 7.5" image
store of shopping mall this year, the
space is double as bigger as department
stores and street stores. Topbi will use
the e-commerce platform to fully cater to
the consumption upgrade in China.

Omni Channel Retailing

After the online distributor joined the
distribution system, the number of online
members of TOPBI has surpassed
30,000. In the 1H18, e-commerce sales
will account for 3-4% of total revenue,

X . . .
X %% T F8HEE A 19 and move towards 20% in three years.
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annovation, R&D of TOPBI

Vibrant marine Sun protection,

colors, quick-drying T-

> & Natural and complemented \ shirts and other
5% {8 easy-to-move by lively ‘.4.- outdoor-style new

\3‘ design express elements such — products. There

comfortable

as camouflage has been 40%

ism D . .
et S European style. and interstellar more designs
R = rockets. — than in the past.
2017 S/S 2017 A/W 2018 S/S 2018 A/W
Collection Collection Collection Collection
' f Beach
Series o gac 4 m On the fabulous
Casual & Sports, Animal d \o o
: _ o S ‘ stage, a wealth of
Academic style, City, Playful ® g :
. . _ : new products will
interpretation of Holidays,
be staged.
European Fantasy Tour,
children apparel Time Light, and
Christmas
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A2018 Autumn/Winter Collection TORDIZ

Meet TOPBI

TOPBI held the 2018 A/W

Mechandise Ordering Fair on §

3/25-3/27. Over 300 agents
and franchisees were brought
together. TOPBI has introduced |
“Simple, European" style of

children apparel.

The event attracted more than
10 potential regional agents in
Hebei, Hainan and Inner
Mongolia, to fully demonstrate
the strength of " The Top 10
Children’s Clothing brand."



Production Provider/Distributor — o, :
Optimization Management

In order to assist distributors increase retail sales, Topbi dispatches market
supervisors every month to conduct inspections of stores and provide marketing
programs. Due to the rise of Fast Fashion, Topbi has also shortened its supply chain
lead times by 15% to 20%. , while retailing design flexibility. The average unit price
was higher, which helped improve profitability.
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pgra'd'e Brand Image TORbiI

2016

The interior and visual design of the sixth-generation
TOPBI retail store is based on the changes in the product
image in recent years. It is expected to satisfy the one-stop

shopping needs of consumers.

2017

The design concept of the seventh-generation image store
is about fashion, trends, and a family interaction area. It
launched in September 2017. Up to now, more than 20

new exhibition stores have adopted.

23



2018

The “7 Plus” image store was launched during 2018Q1. It is different from its predecessors, with the

transformation and upgrade of China’s retail stores. It has chosen to enter shopping mall with larger space
and a stable flow of people. TOPBI’s design concept and cabinet lighting can be fully presented, also use the e-

commerce platform to fully cater to the consumption upgrade in China.
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ﬁUPgrade Brand Image

The Grand Opening of

=

i

"The 7 Plus Generation®.
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ﬁUpgrade Brand Image TORDIZ

The Grand Opening of "The 7 Plus Generation®.
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hannel Retailing- ~ODPbi:
Offline

*TOPBI’s first direct-sale store opened in March 2017 in
TO P BI Taiyuan, Shanxi, and it only paid half a year that create good
sales per customer, and a MoM revenue increase in its
outstanding transcripts, and successfully attracted Shanxi

d | rect-sale agents to join.

e The direct-sale store will be transferred to dealers in Shanxi
StO re and will also help reduce operating costs. It plans to open a
second direct-sale store in the coming year in order to attract
more quality distributors.

PrOVI nCIal e TOPBI’s distributors open stores in places where people are
crowded and have convenient transportation, and will focus
on department stores, street stores, and shopping mall.

distributors
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hannel Retailing- ~OPbi
Online

After the online distributor joined the distribution system, the number of
online members of TOPBI has surpassed 30,000. In the 1H18, e-commerce
sales will account for 3-4% of total revenue, and move towards 20% in three
years.

E-commerce Sales of TOPBI

50 million

E = x 9 e 40 million
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egrr;pl Channel Retailing ~OPbi
niiNne

As online shopping can break through space constraints, complete displays of TOPBI's
nearly 1,000 children's wear are racked, and can also reach provinces without offline
distributors. This will help TOPBI increase brand awareness, the goal is the proportion
of e-commerce revenue reach 20% in the next three years.

Generation Y have already become the main force of current consumption. Under the

trend of “New Retail”, Topbi will take an omni Channel retailing strategy, to secure the
opportunity presented in e-commerce.

THALLXB

m=Em T ik Online

Taobao.com
MBS To
VIp.COM .
Offline

Y

TORbiZ
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