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Company Profile 
Corporation Structure 
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Corporation Structure 

Company Profile 
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Product Lineup 
Primary product categories 
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Sales breakdown by region 

Operations Summary 
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Operations Summary 

Retail Locations as of March, 2014: 374 retail outlets 
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Relaxed of One-Child Policy in China- Shift of Marketing & Strategic Direction 

Marketing Strategy 
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Brand Coverage Pie Chart 

 Brand coverage rate reached 60% on top 10 B2C website as of December, 2013 

 Brand coverage rate will reach 80% by 2014 

Marketing Strategy 
E-commerce Strategy in China 
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Marketing Strategy 

E-commerce Development in China 

E-commerce sales has an increase of 277% in Q1,2014, YoY 
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Marketing Strategy 
E-commerce Development in China 

      Coverage Overview 
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Exclusive to E-

commerce 

Strengthen PC 

Platform   

Overview 

Developing 

handheld 

device market 

Marketing Strategy 

E-commerce Strategy in China  

• Develop Kareu product line  

  exclusively offered at  

  e-commerce sites 

• Develop Piyo Piyo product line 

  exclusively offered at  

  e-commerce sites 

 

 

• Product coverage rate   

   reaches 80%  

  across the e-commerce   

  platform 

• Increase brand  

  awareness online 

• Weibo mobile shop 

• Taobao mobile shop  
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Operations Overview in Taiwan 

Marketing Strategy 

Mainly focus on strengthen wholesale channels and maintain a steady 

growth on retail operation 

1. Wholesale channels: 

 

 

2.  Retail outlets: 

 

 

 

3. International distribution: 

Chain pharmacies and baby product stores.  

As of March 31st, 2014, there are 11 retail stores and  

9 department store concessions, makes total of 20 retail outlets.  

Distribute by local agents worldwide, including Hong Kong, Singapore, 

Malaysia, Thailand, Indonesia, Vietnam, India, Canada, Mexico, UAE, and 

Saudi Arabia. 
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Operations Overview in USA 
Marketing Strategy 

1. Retail outlets:  

2. Wholesale operation:  

 

 

 

3 retail stores in Southern California 

a. Total of 5 sales representative groups covering 27 states in the USA 
b. Sales channel overview: 
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Development Strategy in the USA 

Marketing Strategy 

• Reduce SKU selection and focus on top 50 best seller items  

  to maximize brand exposure. 

 

• Combine existing SKUs into gift sets to expend into gift market. 

 

• Shift company direction into wholesale focused to reduce the overhead costs. 

 

• Work with hypermarket brands such as Costco with exclusive programs to 

  maximize the order volume.  

 

• Utilize social media such as Facebook, twitter, and instagram to increase  

  brand awareness. 
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Annual Revenue and Gross Profit % from 2011 to 2013 

Financial Overview 

Currency: NTD in Thousands Measurement: % 
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Operating Profit and Operating Profit % from 2011 to 2013 

Financial Overview 

Currency: NTD in Thousands Measurement: % 
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Net Income After Taxes (NIAT) and NIAT Rate 2011 to 2013  

Financial Overview 

Currency: NTD in Thousands Measurement: % 
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ROE, ROA, and EPS Overview 2011 to 2013   

Financial Overview 

Currency: NTD  Measurement：% 
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Consolidated Income Statements 2012 and 2013 

Financial Overview 

Currency: NTD in Thousands ; EPS in NTD 
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Dividends Overview 2011 to 2013 

Financial Overview 

Currency: NTD in Thousands 
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