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v' Company : Grand Ocean Retail Group Limited

REESSHERAFEEEEEREDBREATY
v BRRIIE : 5907
vV &7 : NTD 2,020 m
v {8: NTD 11,554 m (2014/11/20)
v 2013 #RISEZE - RMB 6,188 m
v 2013 ZZZE : RMB 1,498 m
v EZIYER - il (2601 TT) 3575 52.94% (9/30 874R)
v BTE : ~3,200
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2014 1-3Q
=3
imsaeETn KB
BEE 32N~ R 4 951 23%
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2014 g =ZRHEZE DT

2014 {FE RAEE BIER & EfRER
Q1 1,624 -1% -5%
Q2 1,311 -8% -9%
Q3 1,221 -1% -1%
Q1-3 4,156 -3% -5%

2014 BI=ZE TRInERE % f5LE Bl %=

BEE 951 23% -14% -14%
STEFE 1,033 25% 0% -7%
ikl =1 1,438 35% -2% -2%
Hit& 734 18% 6% 4%

Total 4,156 100% -3% -5%




2014 Revenue Growth by Quarter

2014 Quarterly Operating Expense
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2 014 gI=FEWREFINRE =5

2014 1-3Q % 2013 1-3Q
BERIA 1,100,341 100.0 1,075,418 100 24,923
=E 9% 176,142 16.0 168,996 15.7 7,146
=X EF 924,199 84.0 906,422 84.3 17,777
EXBEH 719,006 65.3 749,700 69.7 (30,694)
=S| 205,193 18.6 156,722 14.6 48,471
EBENRN/BEH 11,752 1.1 61,703 5.7 (49,951)
IRATSF 216,945 19.7 218,425 20.3 (1,480)
FIiSi 71,500 6.5 83,104 7.7 (11,604)
RBIPF 145,445 13.2 135,321 12.6 10,124
BRI FRR 2.3%
BERIPH FRR 30.9%

MBS FRR 7.5%
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Retail space completed -+ Retail space YoY Growth [rmun g}
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Retail space per capda in square meters, 2013

Sourcs; Euromontor Internaslional
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Do you choose ngduct; online and try them on in How much lower is the price online than in the store when you choose
stores before placing an order in the online shop? online shopping?

Male 4 21 E E u E - B More than 50% discount
1 N . N ) W 50% discount
Tatal E E E - m 40% discount
3 zu : .: m :. J W 30% discount
0%  20% 40 60% 80  100% 20% discount
m10% discount

Yes, always. ¥es, quite often. 1 Yes, sometimes, ® 5% discount
Source: Ipsos B Mol seklom do this. i N, never.

MNarrow the difference between offline and online prices

Timely send discount and promotion information to
consumers’ phones or other handheld device

Deliver the goods after the consumer buy it _ 38

Use dedicated website to timely deliver the latest product

information [N 36

Provide equipment on-site for the inquiry of goods related _ 35
information, such as buyers’ comments

15

Source : Ipsos survey, 2013
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Thank You

Diane Dai
Grand Ocean Retail Group
Email: diane_dai@grandocean.com.cn
+886 2 2707 8833 ext 203

Website: www.grandocean.com.cn

Disclaimer

This presentation may contain statements that express management’s expectations about future events or results rather than
historical facts. These forward-looking statements involve risks and uncertainties that could cause actual results to differ materially
from those projected forward-looking statements , the company cannot give assurance that such statements will prove correct. For
additional information on factors that could cause company’s actual results to differ from expectations reflected in forward-looking
statements, please see audited reports filed with the Taiwan Stock Exchange corp.
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Company Overview

v Company : Grand Ocean Retail Group Limited
REEZESHEBAFBEEBERRRINBRAT

v" Ticker : 5907

v/ Paid-In Capital : NTD 2,020 m

v Market Size: NTD 11,554 m (2014/11/20)

v' 2013 Gross Sales : RMB 6,188 m

v/ 2013 Revenue : RMB 1,498 m

v Major Shareholder : First Steamship (2601 TT) holds 52.94% (2014/9/30)

v No. of employees : ~ 3,200
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Operating Status . Store Location

Xi’an (2009/09)

Chongging (2008/12)

Wuhan Zhongshan(2004/12)
Wuhan Guangu(2007/12)
Wuhan Longyang(2009/12)
Yichang(2011/09)
Suzhou(2002/11)
Nanjing Xinjiekou(2003/01)
N Nanjing Jianbei(2011/04)
) 16 Stores Jing
= | Anhui Hefei(2012/11)
°
7\ Multi-Regional setup Headquarter
=\ 6 provinces ,1 Municipalities Fuzhou Donjiekou(2002/09)
Quanzhou(2003/01)
- Fuzhou Grand Classic (2007/12)
2\ 3 key regions Fuzhou Grand Vivo (2008/05)
7w\ 11 cities

Xiantan(2009/09)
Hengyang(2010/12) 24




Major Operating Locations

5 _ . : 2014 1-3Q
Province per.atlng 0.0 Gross Sales % Contr.
City Stores N
(RMB millions)

. Fuzhou, 0
Fujlan Quanzhou 4 951 23%
Jiangsu Nanjing, Suzhou 3 1,033 25%
Hubei Wuhan, Yichang 4 1,438 35%

Chonggqing,
Hefei, Xian, 0
Others ORI 5 734 18%
Hengyang
Total 11 16 4,156 100%
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Our Stores Operate Under Three Brands

PPN AN A %5 Sty

GRAND OCEAN ® GRAND OCEAN GRAND CLASSIC
Grand Vivo Grand Ocean Grand Classic
e Lifestyle Store e Fashion Store e International luxury
e Family Oriented e Urban mid-high end e Urban High-end

e One Store; Fuzhou customer customer

Grand Vivo e 14 Stores e One Store; Fuzhou
Grand Classic

26



2014 Q1-Q3 Gross Sales Analysis

2014 by Quarter Gross Sales
Q1 1,624 -1% -5%
Q2 1,311 -8% -9%
Q3 1,221 -1% -1%
Q1-3 4,156 -3% -5%
2014 Q1-3 Gross Sales % Contr.
Fujian 951 23% -14% -14%
Jiangsu 1,033 25% 0% -7%
Hubei 1,438 35% -2% -2%
Others 734 18% 6% 4%
Total 4,156 100% -3% -5%
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2014 Revenue Growth by Quarter

2014 Quarterly Operating Expense
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2014 1-30 P & L (inrvse)

2014 1-3Q 2013 1-3Q
Net Sales 1,100,341 100.0 1,075,418 100 24,923
Operating Cost 176,142 16.0 168,996 15.7 7,146
Gross Margin 924,199 84.0 906,422 84.3 17,777
Operating Expense 719,006 65.3 749,700 69.7 (30,694)
Operating Profit 205,193 18.6 156,722 14.6 48,471
Non-Operating Profit 11,752 1.1 61,703 5.7 (49,951)
Profit Before Tax 216,945 19.7 218,425 20.3 (1,480)
Tax 71,500 6.5 83,104 7.7 (11,604)
Net Profit 145,445 13.2 135,321 12.6 10,124
EPS (NTD*) 3.57 3.23
Revenue YoY 2.3%
Operating Profit YoY 30.9%
Net Profit YoY 7.5%
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Retail space completed -+ Retail space YoY Growth [rmun g}
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Retail space per capda in square meters, 2013
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Do you choose ngduct; online and try them on in How much lower is the price online than in the store when you choose
stores before placing an order in the online shop? online shopping?

Male 4 21 E E u E - B More than 50% discount
1 N . N ) W 50% discount
Tatal E E E - m 40% discount
3 zu : .: m :. J W 30% discount
0%  20% 40 60% 80  100% 20% discount
m10% discount

Yes, always. ¥es, quite often. 1 Yes, sometimes, ® 5% discount
Source: Ipsos B Mol seklom do this. i N, never.

MNarrow the difference between offline and online prices

Timely send discount and promotion information to
consumers’ phones or other handheld device

Deliver the goods after the consumer buy it _ 38

Use dedicated website to timely deliver the latest product

information [N 36

Provide equipment on-site for the inquiry of goods related _ 35
information, such as buyers’ comments

35

Source : Ipsos survey, 2013
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Thank You

Diane Dai
Grand Ocean Retail Group
Email: diane_dai@grandocean.com.cn
+886 2 2707 8833 ext 203

Website: www.grandocean.com.cn

Disclaimer

This presentation may contain statements that express management’s expectations about future events or results rather than
historical facts. These forward-looking statements involve risks and uncertainties that could cause actual results to differ materially
from those projected forward-looking statements , the company cannot give assurance that such statements will prove correct. For
additional information on factors that could cause company’s actual results to differ from expectations reflected in forward-looking
statements, please see audited reports filed with the Taiwan Stock Exchange corp.



