bu3Hec-BCcTpeya:
«Kak nenatb busHec B Kutae»
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Kax paspafoTate BA0XHOENROWYH CTRATEMMK
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DIY-STRATEGY: kak cosgaTb BAOXHOBMAKOLLYIO CTpaTernio

Kaxgbin atan paboT cneunanuctoB KOMMaHUK DOPA0OTRE
3aKaHYMBAETCS B 4YETKO OrOBOPEHHbBIE CPOKM (DYHKLMOHANBHbIX CTPATEr Vi
npeseHTaumen pesynsratoB M obCyxXaeHnem Ha OTOENOB, NpeobpasoBaHuii B 8L
cTpaTern4yeckon ceccum opr. cTpykType, KPI 1 duH.

MpopaboTka ©Gnokos MpeseHTaums cBoAHOM
PbIHOYHOM CTpaTeruu u CTpaTeruu; yreepxxaeHme

CTpaTErnyecknx MpoeKToB nnaa-rpacuka
MepPOonpuAaATnUn No

KOMMNaHun peanusauumn ctpaTernm

MpeseHTaums pesynbTaToB
N NPUHATNE pPEeLUEHUI No
©nokam, NocTaHOBKa
3aad Ha crieayloLwmin aTan
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aHanus

BbIGop cTpaTermyeckomn
anbTepHaTUBHI,
KOppeKkTupoBKa Lenemn
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.
BBoaHasi cTpaTervueckasi )
ceccumsi: ocTaHoBKa 3azav, .
nnaHvpoBaHve pabor, Ananu3s n npopabotka
reHepaLmsi CTpaTernyeckmx naen
naen Y, D CrtpaTternyeckas
ceccusd
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KOHCANTUHT, HALUENEHHbLIUW HA PE3YJbTAT

DIY-TEXHOJNOINA Halua aBTopckas

BOMPOCHIAJ1A MPOPABOTKA 06-10 1317 M eTo,E'. VI Ka p a 6 OT bl C

YUATHUKAMM PABOUEMTPYINb! OTBSTCTBCHHEI oo ons

Pa3BuTwHe pbiHKa hUTHeCC-yCnyr YaitkHa KoMaHﬂom 'E"aCT BaM

MpOrHO3 Npoaax NIOKEPoB B

YaitkHa

PO Co BO3MOXHOCTb

MporHo3 Npogax NokepoBHa

CNopTUBHbIE 06bEKTb!

v proven 3agencTBoBaThb OMbIT U

PABOYEN FPYNMNON

pr—— = m | 3HaHVA KOMaHabl U1

BCTPEYM Cy4aCTH!KaMN

paBoueit rpynnbl 06ecneq MTb eé
BcTpeya pabouei
pynnsi

'YpaneHHas metoauyeckas ! 3 a pﬂﬂ H a p e3yﬂ bTaT

M0/ PKKA Y4 ACTHUKOB
paBoueit rpynnbl

3KcnepTu3a Matepuarnos,
HapaBoTaHHbIX y4acTHUKaMK
paBoueit rpynnbl

TEXHONOMNMu MEXXOYHAPOOHASA

Hawwu HaBbIkn
CTPYKTYpUpOBaHUS
1 0600LLeHus,

AHAITU3A 3KCNEPTU3A Halua skcneptusa B

e o GeHUYMapKuHre n cetb
OvHamuka npofgax no KyoYeBbIM KnMeHTam Penykrop g (" [:' { 3apy6e)KHb|X napTHeF)OB
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8. 820061 2007, 20081

HaKOMMEeHHbIE B i a—— I G no3sonut Bam nayuntb
pamkax 300 o e ... m.o: | [ g [ st i e KOHKYPEHTOB U rny4Lumne
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BbIMOJTHEHHbIX o A — P i b MWPOBbIE NPAKTUKK, a
NPOEKTOB, MOMOTYT . , TaKke CcTaHeT
Bam no-HoBomy o . ) . NCTOYHMKOM HOBBbIX

B3MMsHYTb Ha
cUTyaLuio
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[onyymTe AOCTYN K JIOKa/IbHOM 3KCNEepPTH3E B
6onee yem 100 cTpaHax MMUpa

GIA Group umeet 12 oducos Ha 4 .

KOHTMHeHTax. C y4eToM accouMMpOBaHHbIX jhmsidam h-

YNEeHOoB N cepTUPMUMPOBAHHbIX -_%-E,“E'"

nccnenoBaTenbCKMX napTHepoB, GIA y ey e~ e
-

NpenocTaBnseT OOCTYN K JTIOKarnbHOM * o Snanghaie
akcnepTm3e B 6onee yem 100 cTpaHax mupa. @ Jfong Kang

Wumbai
B Singapore
Bce komnaHuu, Bxogsauwune B cetb GIA ;
npuaepxmneatotca kak Cuctembl Kavectsa i .
NccneposaHnin n AHanmsa GIA (GIA
Research and Analysis Quality System), Tak

n 3tnyeckoro Koagekca SCIP. ® Oduckl GIA Group

. YneHbl GIA:
Mpeactasutenu GIA B permoHe

www.globalintelligence.com - ctp. 10
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Mbl nNoHMMaeM Baw 6usHec

Bnarogapsi onbITy BbINOMHEHHbLIX NPOEKTOB A4 ThICAY
KITMEHTOB MO BCEMY MUPY, Mbl pacrnonaraem Kak
NpaKkTU4eCcKon IKcnepTnu3on Ha Baluem pbiHKe, Tak n
3HaHMEM M3 HaLWKX OPYrnx nNpakTuK, oxsaTtbiBarowmx 11
oTpacren n Bce Knryesble DU3HeC-PYHKLNN.

MpumMepbl Kpocc-BNUAHUSA OTpacneBbIX NPaKTUK

OHepreTuka, pecypchbi 1
MpombiwneHHoe OKpyxatoLlasi cpeaa
NpPou3BOACTBO

MeTannbi u
MpombiwneHHoe

Hedb 1
pobblya
obopyaoBaHue

HedTexMmus

OTtpacneBas npakTuka

ABTOMOOMNEcCTpoeHne

Xnmus

CTpouTenbCcTBO M AEeBENONMEHT
MoTpebuTenbckmne ToBapbl U pUTENn
OHepreTuka, pecypchbl 1 OKpyxatoLas cpea
®uHaHcoBbIe ycnyru

Private Equity

Jloructuka n TpaHcnopT
MpombILwneHHoe NPOM3BOACTBO
dapmaueBTUKa U MeguunHa
TenekommyHukauuu, TexHonorun n CMn

Noructuka n
TpaHcnopT MNepepaboTka Xumusa
SxonoruiHble  oTxopoB ®PyHKUMOHaNbHaA NpakTuKka
YnpaBneHue marepuarnbl
aBTonapkom MNnacTuku MapkeTuHrossle uccnegosanus (MiA) MmMpoBoro ypoBHsi
MNoTpe6uTensckue :Efaﬂ.)::l: AnbTepHaTHBHOE Private Equity MW onsa ctpaTernyeckoro nnaHNpoBaHUA
ToBapbl 1 putenn RFID Wanurky  Ynpasnenvie MW ans mapkeTuHra n npogax
: MW ona npoaykT-MeHe)KMeHTa 1 ynpasreHus
MonynposoaHukoBble MeauumHcKne ®apmauesTyka MHHOBaALUMAMMN
bt Eoope! MW onsa ynpaBneHus Lenoykamm nocTaBok
MepguumHckoe Cbapmau,eBTMKa n MmeguuuHa
WnTepret CTanOBaHMe_ M&A v napTHepcTBa

CTPOMTENbLCTBO M A€BENONMEHT Kpig"_:;"'e ®uUHaHCOBbIe
. Xap ycnyru

TenekoMmmyHuKauumm,

TexHonorum u CMU

www.globalintelligence.com - ctp. 11
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GIA cTana HageXHbIM bU3Hec-napTHEPOM
ANA MHOMMX MeXAyHapoAHbIX KOMMAHUMU,

OPMEHTUPOBAHHBIX Ha POCT
W HITACHI () BOSCH JIM  siemens
Kemira

ABTOMOOUMNEcTpoeHue
Xumumsn D'B_ASF ‘@" EASTMAN  cnGen
oesmm  fjjf Yponor
& oy,
[aanciriodossing |

CTponTtenbcTBO U .
Capjaland
i~ BOSCH ﬁ % Cokan Elen &

AeBeJsionMeHT

MoTtpebutenbckue
ToBapbl U putenn
& Electrolux

S sembcorp  siemens P SWIRE PACIFIC

E&Fortum
Standard \
Chartered &g
- CTp. 12

Faon
scawas  C|T] % @ Prudential
Group
www.globalintelligence.com

Electrabel

OHepreTuka, pecypchbl 1
OKpy>atwoLias cpeaa

®duHaHCcOoBbIe yCrnyru
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GIA cTana HageXHbIM bU3Hec-napTHEPOM
ANA MHOMMX MeXAYHapOAHbIX KOMMNAHMM,
OPMEHTUPOBAHHbIX HA POCT

) i botid 5 z ) § BAUL [ symph ny
Private Equity |8 Horgan Slanley M'{. i:'-wm '

NorncTvka v TpaHCNOpT | =sxws ﬁ HPH (iﬂ):'n;r@ﬂﬁagd ileﬁal "L @m \ﬁk

Madarn g inol

MpoMmbiwneHHoe B CARGOTEE cﬁs enics HITACHI ('__fp#w;uf{mmd {Hirrun M t;metsn

NPON3BOACTBO O
@ Metsalitto W ermswomese QUIOtRC  TULKIA € TIRKURLA 4

dapmaueBTHKa U - r ' >
/7B @ . ' TV A T
MeauuMHa - (i) Bayer @ e ebmenafofisnen M Medimmune mundl@ ('} NOVARTIS porkincimer P THILIPS

a
TenekommyHMKauuw, ETQ
TeXHONoruu, Mmeauna

— @ FufiTSu (ihrtED @' exisNexis:  QuALCOMM () Reed Elsovier

I SHURE VTIS®  swrenviemiess O

TEE HMEI TG

www.globalintelligence.com - ctp. 13



http://www.globalintelligence.com

9 Global Intelligence Alliance

CmaHbme HawuMm napmHepom, Ymobbl
KOHKypuposamb U pacmu Ha MeXX0YHAapOOHbIX
PbIHKax

Intelligence ;
Benchmarking
Hayue Hie 1y gume gee 0y Hapo 61X

KOMMAHHA H C PaRHHTE T HBIN
KOHE Y P& HTHBEH aHATM3

Intelligence b , Intelligence ;
Strategic Analysis Global sourcing
AHATH3 poiHKon Gonee wen 100 cTpan Intelligence [ H0BATM N NOHCK ROCTABUPKOD
MMPA CHIAMH MECTHBIX CIELHATHCTOR B H ONTHMH2ALHA Lie NOSCH Y.
e W parpadoTHa INCNOPTHO R CTPATE THH Partnersh i pTM o, NoC TARDK
: Intelligence ™ / intelligence  Intelligence
™ ™
\9 Express-research \9 Plaza Desk
. IHCNPeC -0LL HCA NOTE HIHATK BHX0A HA \ KacToMHIHPOBARHBE NpOTPaMMHBIE
3apy 0@ HHbIF PHIHOK M CPaBHHTE ThHbiA POREHUA LI MOHHTOPIIED Damma N .
AMATIHI PAIHBIC CTPAK - ~ yn mr 18 HHA MAPHETHHIOBO
. HH Pl-.'l.ﬂl.l.HE'H

www.globalintelligence.com - ctp. 14
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Intelligence
Strategic Analysis and Benchmarking

o B kauecTtBe Bawiero naptHepa Mbl
-g Doked etz wem LB
Increasing MaA activity and stooctorzl chasnoe ic deia MOXeM NnomMmo4b BaM B peu'leHMM
[ P I crneayrowWmnx 3aaav:
o naneial stengh b g" E— e AHanua KOHKYPEHTHOrO
St folvlatviciniion! B OKPY>XEHNS

i ek rakbey e

g e aepren|  Markes liberalisation 2 driving force for M n the marke:

et E e i e * AHanuns npmenekaTenbHOCTH

araru b pacd Lirse pa Seie e b el o WEA st ty
. )

e PbiHKa
i) S &, » OueHka eMKOCTU pbIHKa,

cerMeHTauus 1 NporHo3 crnpoca

e

e [NyOWHHbIA aHanM3 KOHKYPEHTOB

» CocTaBrneHue nepeyvHst n oueHka
e I obbekToB ansg M&A

www.globalintelligence.com - ctp. 15
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Intelligence
Rapid Response Research

OKCMNPECC-UCCNEAOOBAHUE PbIHKA UITKU OTPACJIN B
NIOBON CTPAHE MWUPA C NPEOOCTABJIEHUEM PE3YJNIbTATOB
B TEYEHME HECKONbKMX OHEW MOCHE BALLUEIO 3AMNMPOCA

oemmme— B AByx cnoBax, Mbl ObICTPO MOXeEM
R G I Bam nomMoub B pelueHuu criepyrowmnx
CEE co———— 3apau:
Smer Do G « Towuck oTBeTa Ha KOHKPETHbiI
- = I BOMpPOC
== ot *  QopMMpOBaHNE NepeYHs UrpoKoB
—— « CocTasneHve npoduna KomnaHum,
s | Li."Lf_‘,_f PbIHKOB 1 NPOAYKTOB
== ARNE « ®dopmuMpoBaHVe nepeyHs
- noTeHUManbHbIX NokynaTenem

e AHanuna KOHKYPEHTHOIo OKPYXXEHWS

www.giopbaiinteligence.com - crp. 16
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Intelligence

Desk"

MOHUTOPUHI PbIHOYHOW UHOOPMALIUWU, PEMNYNAPHO
NMPEOOCTABNAEMbIU NUUAM, MPUHUMAIOLLMM PELLEHUA, B
KACTOMU3NPOBAHHOM NMPOIrPAMMHOM OBECIEYEHUA

PaHHMe npeaynpexaarowme curHanbl u KnioueBble npenmylectBa ncnonb3oBaHua Intelligence
nHdopmMaLusa 0 BO3IMOXHOCTAX MO Desk™ ans HaWunX KIUMEeHTOB:
LUMPOKOMY CMEKTPY TEM:

e 3HaunTenbHasi 9KOHOMUS BpeEMEHN Ha MNMOUCK

* HoBocTu, 6ronneTteHn n KOMMeHTapum penesBaHTHOM BusHec-nHdopmaymn

*  MoHUTOpPUHT, BKIOYas OTCnexusaHne * bonblie BpemeHn ons Toro, 4Tobbl CKOHLEHTPUPOBATLCH
HOBOCTEN Ha MECTHOM £3blKe Ha NPUHATUM pelleHun, bnarogaps yBernvyYeHuo 4onm

*  MOHWUTOPUHI TEHOEPOB M KOCBEHHbIX NonesHon Hpopmaumm B obuiem notoke
HaMeKOB Ha BO3MOXHble MpoAaxu » CokpalleHune nsgepxek oT UsnULHen nHpopmaumm —

¢ MoHuUTOpUHI M&A Gnarogaps UCNonbL30BaHUIO €OMHOro MHCTPYMEHTa Ans

XpaHeHNs N pacnpocTpaHeHnsa Bcen busHec-
MHOPMaLMK, CO30aHHOM Kak BHYTpM KomnaHuu, Tak u
BHe €€, 4YTO No3eondeT nsbexarb oybnmpoBaHus
KOHTEHTa 1 NpoLieccoB

* [locTosiHHBIN JocTyn K rnobanbHoun best practice npu
pasBUTMM KOPNOPaATMBHbIX MAPKETUHIOBbLIX MCCreaoBaHWM

* [lpodunun cTpaH, KOMMaHuu,
NPOAYKTOB M MOCTaBLUMKOB

e MOHWUTOPUHI OTYETOB U MHOrOE
Lpyroe...

www.globalintelligence.com - ctp. 17
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Microsoft
Global Intelligence Alliance CERTIFIED  ISV/Software Solutions

Partner

Intelligence

Plaza”

COBPEMEHHOE NPOrPAMMHOE OBECIMNEYEHUE ONA
YNPABNEHUA MAPKETUHITOBOU MHO®OPMALIMENA U KOHTPONSA m’
HAAQ BCEM NPOLIECCOM UCCINEAOOBAHUA PbIHKOB

Beb-uHTepdenc c pyHKkUMaMmM coBmectHom paboThl, 05
noucka m e-mail onoselieHms — g ————— e

[MoBbICbTE 3HAYMMOCTb MApPKETUHIOBOrO aHanusa ans ==
BCeX (PYHKUMM KOMMAHMN, Ha4yaB UCMNOMb30BaTb Halle S B e
nporpaMmmHoe obecneyeHne ¢ OPpYyXKeStobHbIM 5 i
NHTEPJdENCOM, KOTOPOE NMOMOXET Nnuuam, NPUHUMarLWMM — '
peweHns, 6blTb 0CBEAOMIIEHHBIMU HA OOMKHOM YPOBHE Y e
AEeNCTBOBaTb B COOTBETCTBUN C UBMEHEHUSIMU PbIHKA.

Intelligence Plaza™ - 3T0 MapKeTUHroBOE NporpamMmMHoe
obecneyeHne Ha ocHoBe Beb-mHTephenca c nerkumm B
NCMNonb30BaHUN PYHKLUMAMU COBMECTHOM paboTbl, noucka

n e-mail onoBeLLeHus.
www.globalintelligence.com - cTp. 18
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Business Opportunities in »”
Greater Chma

Nicolas Pechet
Nicolas.pechet@globalintelligence.com

GIA Group, Shanghai

www.globalintelligence.com
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Market characteristics in China
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China fast facts

Total Population: 1.32 billid
o Largest city? |
o Chongging — 28
o Shanghai— 18.6
o Beijing—16.3
o Guangzhou - 10.2

o_ 120 cities V_\"th populatio GDP of Top 5 Countries (2008) vs.
o 32 provinces, 5 of which have a po U.S. Manufacturing Output
o Total urban population: 540 million (L , fritionsoszoosts-tter

o 3']argest country i

o China has more English speaker:

o 2 Jargest manufacture

Japan China US: Germany  France UK.
A

o 450,000 millionaires (ranke

www.globalintelligence.com
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Strong GDP growth

Gross Domestic Product e China achieved USD 4,910 bn in
(unit:bn USD) 2009, and in 2010 becaome 2
largest economy following US

e Inthe past 30 years, Chinese
economy has remained high growth

4,399 4,910

3,282
rate. Even in the global economic
downturn, China has struggled to
achieve 9.6% and 8% annual growth

2,658
1,019
234 404 -
e R In 2008 and 2009, much faster than

1978 1988 1998 2006 2007 2008 2009 other developed countries

GDP Y-O-Y Growth Rate
16%

14% /\ [
oot / \ / T\,
N J N\ ] N ——
o N /. V] ~_ — ~ D7)
o AN\ \_/ :
4% : I&V,’ '\;'_/\

\ Ay

2%
0%

D A O NN D D O A DD O NI AR O LRSI HLHN LA DO

Source: China Statistics Yearbook . .
www.globalintelligence.com
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China is under transition: from an agricultural
Into manufacturing and service economy

Composition of Gross Domestic Product

1978 1988 1998 2008
B Primary industry B Secondary industry B Tertiary industry

= Primary industry has shrunk significantly in the past 30 years. Major businesses in the
primary industry includes agriculture, agribusiness, fishing, forestry and all mining and
quarrying industries

e Second industry, including construction and manufacturing, is the largest sector in China

e Tertiary industry, enjoys the fastest growth. Chinese government highly encourage the
development of tertiary industry as it helps create employment. According to the government
plan, by the end of 2020, half of the total GDP will be in the tertiary industry.

Source: China Statistics Yearbook . .
www.globalintelligence.com



http://www.globalintelligence.com

9 Global Intelligence Alliance

Continued influx of foreign investments

BUT OPPORTUNITIES ARE TREMENDOUS FOR
MEDIUM SIZE COMPANIES AS WELL!!

Source: China Statistics Yearbook 2008 and China Statistic Bureau ) )
www.globalintelligence.com
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China regional overview

Heilongjiang

lanjin

gsu
Shanghai

Hainan
Northeast China Region ‘
Eastern China Region

Central China Region

Western China Region

China is often divided

INnto 4 regions

Whole country includes:

* 4 municipalities directly
under central gov'’t
administration: Shanghai,
Beijing, Tianjin and Chongging
» 32 provinces
« 5 autonomous regions

o 2 special administrative
regions: Macao and Hong Kong

www.globalintelligence.com
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China’s Eastern Region

Most developed and prosperous region in China and all 3 main economic zones are located in this
region
Eastern region makes up 10% of the country's size but home to 30% of total population, and

generates 55% of the countr%sor(i;aDiPRim (around Beijing)

« Strong in aviation, logistics and shipping
» Significant growth cluster for automobile,
electronics, petrochemical sectors.

Yangtze River Delta

e Largest and most sophisticated consumer
market

e Strong in services (e.g., software development,
financial services) and light industry (e.qg.,
textile and footwear)

Pearl River Delta

* World leader in production of electronic and
electrical products and components, textile and
other light products

» Seek industry upgrade from labor-intensive to
more hi-tech industries of telecom, equipment
manufacturing, auto and petrochemicals.

Average GDP per capita of 3 areas is US$5,213

www.globalintelligence.com
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China’s Northeast Region

Economic region under development

» China’s heavy industrial center

 Government launched “Northeast Region
Revitalization Policy” in 2003, with 10-15 year goal
of developing the region into center of equipment
manufacturing, new materials and new energy
manufacturing, agricultural products production.

Main industries
» Steel, energy, automotive, shipbuilding, airplane
manufacturing and military equipment
manufacturing

* Important production base of agriculture, forestry
and livestock-breeding.

Future opportunities
e China’s window to the Northeast Asia (Russia, the
two Koreas and Mongolia)
e Extension of the Bohai Rim

* Rich natural resources and relatively cheap labor

and land cost.
Average GDP per capita of the region is US$ 2,788

www.globalintelligence.com
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China’s Central Region

Heart of China, between booming Eastern China and less developed Western regions

 Compared to other regions, Central China drew
much less attention before 2006

 Governmentissued “Rise of Center China plan” in
2006

* Wuhan is most important city in Central China and
acts as the economic and transportation center .

Main industries
* Agriculture, mining and raw materials.

Future opportunities
* Extension of Eastern China
e  The newly built high-speed railway has
successfully narrowed the distance between
Wuhan and Guangzhou from 12 hours to 3
hours.

Average GDP per capita of the region is US$ 1,936
www.globalintelligence.com
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China’s Western Region

de Makes up 70% of the country's size but home to
Least develghebRi Qi nopulation and generates around 14%
of total GDP

» Sichuan province is the largest in terms of
population
 Governmentlaunched “Go to West” policy in 1999
and key strategies include the development of
infrastructure (transport, hydropower plants, energy,
and telecommunications), attracting foreign
investment and talents by offering preferential
policy, and promoting education.

Main industries
*  Automobile and motorcycle manufacturing, mining,
energy and tourism

* Important base of agriculture and livestock
breeding.

Future opportunities
* Richland resources
e Attracting a lot of PE investment

* Local government offer preferential policy to attract
Average GDP per capita of the region is US$ 1,734 foreign investment.
www.globalintelligence.com
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Understanding the Chinese
consumer
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The world’s most intriguing consumer market ...

eChina offers today the world’s most rapidly growing and one of the most
attractive consumer markets.

eAlthough only accounting for approximately 4% of global retail sales, China
accounts for approximately20% of global growth.

*Consumer spending accounts for ~70% of U.S. GDP, 60% of Indian GDP but
only ~35% of the Chinese GDP in 2007.

www.globalintelligence.com
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Chinese consumers are In transition

Ehe
o 2

Past Current and future
Chinese
Consumers
« Sophisticated

» Segmented

» Heterogeneous

www.globalintelligence.com
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What the Chinese consumers are buying

Since 1990’s

RMB100 each

RMB10,000+++
each

RMB1000 each

www.globalintelligence.com
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China iIs a vast country with many “markets™

Big differences among consumers in different regions because

o Economic factors
e Income level
e Level of local economic development

> Non-economic factors
e Culture
e Climate
e Custom
e Psychology
e Government policies

www.globalintelligence.com
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Not all Chinese consumers are alike

Optimistic : .
P Pursuit of leisure Trendy

Traditional A Willing to
Willing to spend
g P enzhen Speime
Guiyang
Xinjiang
Beijing
Traditional > Trendy
Ningbo
Shanghai
Conservative -
Traditional : rendy
Frugal Hardworking and frugal Calculated

www.globalintelligence.com
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Shanghal people

- “Paris of the far east”
- Fashionable
- Westernized
- Brand conscious
- Face conscious

- Sophisticated and progressive
thinking

www.globalintelligence.com
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Beijing people

- Politically and culturally
conscious

« Influenced by Confucius
teaching, emphasis on home
and family

- Patriotic — very proud of
Chinese culture and skeptical
about western culture

« Concerned about the
environment

«  Optimistic and humoroy!s



http://www.globalintelligence.com

9 Global Intelligence Alliance

Guangzhou people

- Influenced by Hong Kong
. Career-minded
- Materialistic
- Pragmatic
- Westernized corporate culture

www.globalintelligence.com
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Chinese cities are at different economic
development levels

Monthly household income

(EUR) 1st tier 2d tier 3d tier 4 tier 5th tier

Less than 42

42-62

= | Avg GDP per

84-104

capita of

157-208

-+ EUR 4,378

313-521

522 or more

www.globalintelligence.com
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Business Opportunities in Selected
Industries in China
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Seven emerging industries bring new business
opportunities for foreign investment

» Central government announced special support for 7 high-tech industries in Dec. 2009,
which will involve favorable economic policies followed by the EUR 300 billion government
investment.
« Among the 7 emerging industries, the 3 below were on gov't priority list
» Besides encouraging independent innovation, attracting foreign investment is the other key
solution to achieve the goal.

» Total investment on new energy will reach RMB 300 billion

New energy * Wind energy, solar power and co-generation are highly
encouraged

: e Government provides subsidies to encourage consumption of
Energy-saving and energy saving and environmental protection products e.g. LED
environmental lighting, small vehicles, etc.
protection * Inthe next 5 years, China needs 450 bn RMB investment.

» Electric vehicles sales will represent 5% of total passenger car
sales revenues in 2011
» » 5 supporting measures will be finalized in 2010
* Introduction of foreign high technology and R&D on Li-ion
batteries highly encouraged; government going to provide
subsidies to boost consumption.

Electric vehicles

www.globalintelligence.com
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Seven emerging industries bring new business
opportunities for foreign investment (cont’d)

New materials materials, eco-materials, structural materials (e.g., composites),

I * Including new energy materials, nano materials, information
new functional materials, etc.

Advanced medicine * Bio-technology
T | » Advanced diagnostic equipment
and pharmacology « Advanced measuring and testing equipment

* Mainly invest in bio-technology, for example identify the dominant
gene, select and breed of the GMO (Genetically modified
» organism), and industrialization of the GMO
» Total 24 bn RMB will be invested in the project “breeding the new
GMO”.

Bio-breeding

» Development of 3G and wireless Internet

Inf TR S » e Further development of integrated circuits, new display
ALl FUAEL S devices, IT infrastructure, software, etc.

www.globalintelligence.com
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Accelerating retall sales growth in recent years

Consumer confidence index for 2009

N92.4

90.2

88.0 88.1 88.5 886

o> 868 86.7 86,

2008-10 2008-11 2008-12 2009-01 2009-02 2009-03 2009-04 2009-05 2009-06 2009-07 2009-08 2009-09 2009-10 2009-11

Retail sales of consumer goods
(unit:bn USD)

2000-2008 CAGR: 13.6%0

820

2000 2001 2002 2003 2004 2005 2006 2007 2008

Source: China Statistical Yearbook and 2008 National Economic Performance

 Retalil sales:
e 13.6% CAGR over '00 to ‘08
¢ 21.6% 2008 vs. 2007
« 23.2% 2008 vs. 2009
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However, China’s saving rate remains the
highest in the world

45%
40%
35%
30%
25%
20%
15%
10%

5%

0%

« Chinese household saving deposits was ~72% of GDP at end of 2008

 And growth rates of savings since 1992 is almost always higher than growth

rates of disposable income

Saving deposit growth rate vs. disposable income growth rate

N\ ,
~ N\ /
N\, N P e e A[‘

N Y4

1992 1993 1994 1995 1996 1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008

= Saving deposit growth rate per capita ==Disposable income growth rate per capita

Notes: growth rate was calculated based on current price

Source: China Statistical Yearbook and 2008 National Economic Performance

Several factors may contribute
to the high saving rate in China

 Less developed social
insurance program make
people save for retirement

e Saving for housing,
education, medical care and
other big expenses

* Saving for kids

» Less developed financi
markets

www.globalintelligence.com
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Tapping into some other key mega trends

Growth of Chinese
Middle-Class

Urbanization and
Growth of Cities

Growth and Impact
of the Internet

Govt Stimulus

©.0

Affordable Luxury for the
Young Affluent

“Mass Market” + “Good
Enough” Products

“City-Living” Consumer
Services

Online Consumer Brands

“Knowledge” Services

“Health”+ “Well-being”
Services

www.globalintelligence.com
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Auto industry in 2009
a) USA > Japan > China > Germany
b) USA > China > Japan > Germany

c) China > Japan> USA > Germany

d) USA > Japan > Germany> China

www.globalintelligence.com
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China is now the world’s largest auto market, with
auto consumption in 2009 rising 48% over 2008

In 2009, China surpassed US to

A u tO become the Ia_rgest passenger
. . car consumption country
penetration In
Ch | n a I n 2008 Total consumption of passenger

cars hit 13.79 mn units in 2009

was /7.2 per
100 urban v
households
VS. USA,S 75” 12.62 mn uniTtZOil:wg?heUSin 2008
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Other hot items

e |nternational travel

> As many as 100 million chinese mainland citizens are expected

to travel overseas in 2010 according to the World Tourism
Organization

o Chinese tourists are the biggest shoppers, as one-third of their
tourism spending went to Shopping.

e Luxury items

> Chinese consumers now spend US$4.2 billion on lUXUry goods
Including fine jewelry, expensive watches, luxury sedans and other

luxury goods that's >12% of global sales
o Chinais the world's third-largest consumer of luxury
goo0ds, next only to Japan and the United States

o Sales of luxury goods will exceed US$11.5 billion or 29% of the
world's total by 2015.

www.globalintelligence.com
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Market entry strategies & key
success factors
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8 Critical Factors for a successful China Strategy

1. Determine China’s value for your business
2. Asses the real ‘relevant’ market

3. Accept a paradigm shift : Volume versus Value

4. Choose the right legal framework
5. The power of dual strategies: Back-up plan !

6. The power of converging info: No ‘'WYSWYG’

/. Getting the right people for the job
8. Change is the only constant

www.globalintelligence.com
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1. China’s Value for my business?

Sensing Produc Asia
(R&D)

Home

What is the ultimate value expectation ?

e Technology breeding & sensing ?
e International cost optimization, off-shoring
e Qutsourcing ?
» Market expansion ?

e China market or export ?

What is the unique value proposition of China for your business ?
Align your headquarter and local resources around the same objectives !

www.globalintelligence.com
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2. Assess China’s Relevant Market

e Where do you position your
products and solutions ?
How accessible is this market ?
e Assess the “hidden” competition !

e Is your market China, Asia, Woild ?
e In China : first or second tier ?
e Do I need to be present in Chin  or
Shanghai, Beijing, ... ?

An example Foreign
Luxury :
Wealthy Foreign
Brands 15 Million ? FMCG

Urban
400 Million
4,000 — 8,000 USDl/year ?

Average (750 Million ?)
1,000 — 3,000 USD/Year

Poor

Local 150 — 200 Million ?

FMCG

www.chinagloballeaders.com . .
www.globalintelligence.com
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3. Accept a Paradigm Shift : Volume versus Value

“Reset” your brain and beliefs of “what works”

e The Western ‘Value’ approach - focusing on
margin optimization — needs re-thinking in China
where ‘Volume’ drives profitability

e Unexpected Competition can arise in the speed of
light, substantially expanding the market’s supply
capacity and driving down prices (Capacity Trap !)

e Local entrepreneurial players deal with ‘pricing’
from a “cash in the bank” perspective rather than
EBIT ratios

www.chinagloballeaders.com . .
www.globalintelligence.com
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4. The Right Legal Framework

Get solid legal advice on all contractual obligations and
business structures

e Dealer contracts
e Business licenses
e Tax (New Enterprise Income Tax Law)
e Labor contracts (New Labor Contract Law)
e Property rights

Rep office, WOFE or JV ? Understand clearly the impact on
cost/benefits and scope of business activities

www.chinagloballeaders.com . .
www.globalintelligence.com
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5. The Power of Dual Strategies

e Non — exclusivity (product versus geography)
e Private label versus brand
e Dealer and direct
e Direct representation to ‘support’ the distribution
network

Remain flexible
Have back-up plans
Retain insights and control of markets

www.globalintelligence.com
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6. The Power of Converging Info

“WysWyg” — What You See is not necessarily What You Get !

The complexity of China market and its rapid developments make it difficult for
newcomers to find and validate information. We have a golden rule that all info should be
checked 3 ways and if there is ‘converging’ info, it is probably correct.

Solutions ?

e Consult all stakeholders (bank, supplier, customer, owner, employee, Government, ...)
e Use all data sources and look for “converging” info
e “Waste” time on coffee breaks, socializing, lunch, ...
e Build a powerful information network

»  Prepare for crisis
e Get business and market insights
e Keep track of policy changes
e  Build on multitude of experiences
e getintroduced to the real decision makers

“When you hear the same story 3 times out of 4, you are probably
walking in the right direction”

www.globalintelligence.com



http://www.globalintelligence.com

9 Global Intelligence Alliance

/. The Right People for the Job

Some specific “China” HR challenges ...

Managing
expectations is
probably one of the
biggest challenges of
any foreign executive
in China

Mr & Mrs Right ?

Retention -
Risks

Cheap
Compensation ?

(\[e]]
Competes

www.globalintelligence.com
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8. Change is the only constant

ﬂ Be vigilant
- staff Be flexible

6 months reviews !

Policies

Scenarios but no 3
year plans !

Competition

-

www.globalintelligence.com
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4 strategic requirements for success in China
market (1/2)

*Do your homework on the market, and hire good local managers!
» Start by hiring a good international business consultant to design and develop a
foreign market entry plan starting with market research, market analysis, market
intelligence. He will by your reliable contact representing your interests in the
J/V and monitoring your local partner will comply with the J/V agreement.
* Then hire and train good local managers, instilling a sense of long term
involvement. You need them to be loyal!
This is a MUST condition for success!!

* Plan to invest for the long term.
* Do not expect quick picks.
» Success does not happen overnight, and you will need to integrate your culture
into the local culture and business environment.

www.globalintelligence.com
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4 strategic requirements for success in China
market (2/2)

» Create a relevant, customized and focused marketing mix!
» Acknowledge, accept, recognize that China is a diverse country, and not a single
national market
» Adapt to the unique “local” values and cultural differences by developing
distribution, and designing marketing strategies and advertising messages according
to the needs of local markets
» Adjust the mix and attributes of your products to the needs of the local markets, and
take into account all differences when designing your marketing strategy

» Focus on your core competences!
“Simply”” ask yourself the following questions:
» What do we offer customers that will attract them?
* How are we different from potential competitors?
» What can we do well in China, and what can Chinese companies do better?

www.globalintelligence.com
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Beware of these risks (1/2)

* Three forms of intellectual property problems can arise in
some ventures in China:

I nte | I e Ct u a I * a successful entrepreneur or employee wants to split off,
* employee(s) come to the organization and use the
Property

proprietary intellectual property of their previous firm,
¢ competitors may counterfeit your products.

* Regulations in China are complex and licensing

requirements can vary across national, provincial and city
levels.

Regulatory

e The Chinese legal and regulatory environment is constantly

changing — permitting and enabling certain businesses and
then disabling them as well.

www.globalintelligence.com
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Beware of these risks (2/2)

e Choose the right teams.
e Young people prefer MNC or large corporate

Commitment EEEES

e Maturity of fresh graduates is on average not
adequate for start-up endeavours.

* Acquisition activity is still low in China.

e Large local corporates prefer to develop new
technologies in-house.

e Early stage (angel and VC) investors are still
few and immature, compared to the U.S.

www.globalintelligence.com
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To JV or not?

In a nutshell, this depends on:

Regulations In industry segment In
guestion

Nature of your business

Resources at your disposal to go It
alone

But...

www.globalintelligence.com
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Key Lessons Learned: check-list (1/4)

1 Strategic Need to have a clear and articulated view of strategy for China and able to identify partner(s) that is able
Alignment to align fully with this strategy.
2 Cultural Need to identify and articulate culture; align with culture of proposed partner; ensure personal
Alignment alignment/relationship between Group CEO/Chairman and local partner.
3 Long Term Need to have clear, articulated China strategy. Should have Board-level sign-off and appear regularly in
Commitment to | published material. Seek to demonstrate in practical ways targeted at China’s political and business elite.
China
4 Senior Chairman and CEO need to personally commit to regular China visits.
Management
Commitment to
China
> United Voice Should be seen and act as one company. There should be only one group strategy for China; one point of
From Foreign contact; one focus for China regulators and bureaucrats to focus on.
Shareholder
6 Early Mover Care should be taken to ensure that if early mover advantage is seen as adding value, that this value is
Advantage real and not illusory versus a more measured approach.
7 Personal Extra care should be taken to ensure local managers on well aligned with company. Risks abound in this
Agendas area given wild west mentality and culture.
Among Local
Management

www.globalintelligence.com
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Key Lessons Learned: check-list (2/4)

8 Differentiation | Company must decide if it wishes to have a point of differentiation and if so, what it is. Simply
Points being foreign will not have any particular resonance in the market by itself.
9 JV/Rep Company must make a clear choice between optimal business structures — and this base
Office / WOFE | decisionwill guide future strategic choices.
/ Strategic
Investment
10 Leverage Company should seek to leverage any experience within the group in running foreign JVs.
Foreign Should this experience not be in existence, the group should consider recruiting or contracting
Market / such experience and ensuring that the institutional knowledge is embedded within the group
Partner / JV | in the future.
Experience
Within Your
Company

www.globalintelligence.com
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Key Lessons Learned: check-list (3/4)

Establishing a Joint Venture in China

Company should ideally seek to form a partnership with a company that is able to leverage national
distribution at a future point.

The Negotiating

Company should have a negotiating team that consists of both local and foreign members, of

Team appropriate seniority.

Seniority of Company’s most senior hands-on negotiator must be as senior as possible. The level of seniority of
Chief the negotiator will be reciprocated by the local party.

Negotiator

Reluctant Local

Company should decline to proceed with any partner who appears to be going through the process

Partner with any form of duress or reluctance.
Address All Perhaps allow 2-3 times longer for the negotiation process than in any other culture, to ensure that
Issues At The there is complete and detailed agreement on every point. Should not move ahead if any doubts
Beginning remain
Local Company should very carefully research the local reputation of the proposed partner as much as its
Reputation of international reputation. If you don’t have ability to do in-house, outsource it. Well worth it!
Partner

www.globalintelligence.com
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Key Lessons Learned: check-list (4/4)

Operating a Joint Venture in China

1 Development of | Company must develop a viable strategy for the identification and development of appropriate local
Local managementtalent. Again, working with the right partner (in this case headhunter) can make
Management or break vou!!
Capacity
2 Do Not Company should not underestimate the importance to develop and maintain a positive ongoing

Underestimate | relationship with the regulators.
the Regulator

3 Multiple Levels | Company must build a relationship with the local partner at various levels that insulates the
of Relationships | relationship from personnel changes.
Within JV
Partner

www.globalintelligence.com
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Case of a mid-size company
entering China
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Hafele mini-case study

KEY BENEFITS: Hafele overcame competition by offering a new variety of products tailored and

made specifically for the various segments of China market in which opportunity was

Company Profile

* Name: Hafele
» Country of origin: Germany
» Value: $112 million

* Industry: Furniture producer. The
company partners with wood
processing companies, designers,
and trade specialists to have the
most extensive product listings in
the world.

greatest.

Entry into China

» Date of entry: 1996

* Purpose of entering China:
Produce furniture fittings and
develop a customer base to sell
in China.

Obstacles to overcome: Develop
a brand image in China.
Compete with a wide variety of
Chinese competition which
offers cheaper product
selections.

Success

Hafele Holding GmbH formed a
wholly owned company in China.

* |In 2002, established Hafele
Hardware Technology Co., Ltd.
The registered capital of the
company amounts to $7.7 million.

* To better serve the Chinese
market, Hafele initiated and
promoted hardware packages for
residential areas including various
types of doors, hinges, sliding
doors and others.

www.globalintelligence.com - page 70
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Regulatory Challenges in China
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The right legal framework

Get solid legal advice on all contractual obligations and
business structures

e Rep office, WOFE or JV? Understand clearly the impact on
cost/benefits and scope of business activities

e Dealer contracts
e Business licenses
e Tax (New Enterprise Income Tax Laws, etc., etc.)
e Labor contracts (New Labor Contract Law, etc., etc.)
e Property rights
e Regulatory compliance

www.globalintelligence.com
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Applying for licensing in China

Starting a business in China can be a complicated procedure

» When applying for a business license a company must apply to the Administration
of Industry and Commerce (AIC)
» To apply for a business license in China a company must complete ~14 steps.
» The application process officially takes around 30-40 days to complete, however, if
certain applications are not completed well then the process could take much
longer.
» Depending on the type of industry the company will need to register products with
the appropriate industry.
» Pharmaceutical products: the Ministry of Health legislates laws, SFDA registers
products and enforces the laws
» Many provincial areas have independent regulations and registration
procedures.
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Intellectual property protection

Protecting you intellectual property will not be easy!!!

» China’s IP protection system was developed at a comparatively later date than
many other places in the world, so the system still has not been perfected.
« China only began seriously working on intellectual property protection in
the 1970’s
 Britain has been improving their IP protection system since 1662

» Seek patent protection not only in the markets where you sell, but where you
anticipate having it manufactured.
« Many companies have made the mistake of not applying for IP protection
in the area of manufacture only to find that the manufacturer begins
selling the product in question on the side!!

 Beware!: China is a ““First to File” country

» S0 make sure your rights are protected before you disclose any designs or IP
to suppliers.
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Environmental regulations in China

Beware: Environmental regulations in China are becoming
stricter!!!

How, in reality...

» Despite China’s recent tightening of laws, there are still relatively few
environmental regulations compared with western countries like the US or
western Europe.

« Many regulations can be side-stepped with the right connections (your
competition may be doing this, you may not!)

» Several regulations are written vaguely, and can be misinterpreted, so it is
important to find expert counsel who has experience with nation/provincial
/ local environmental laws /regulations.
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Sourcing In China:
Key success factors
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Benefits of sourcing from China

» China +90% of total sourcing: Product expertise across categories
e Competitive pricing
e Availability of skilled labor
e Capability to handle mass production
e Flexibility of vendors
e Integrated industrial structure: availability of raw materials and parts
e Efficient domestic and international transport system

www.globalintelligence.com
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Some challenges to sourcing in China

What you may get!!
What you expect

www.globalintelligence.com
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Can quality products be made in China?

« Sub-standard products are often the result of a lack of
knowledge, not a lack of ability. By digging into enough
technical details + very proactive management, often

possible to make suppliers deliver the expected quality.

* Chinese suppliers' approach to quality is different. 100%
Inspection or simple labor intensive inspections are
frequent. It is often easy to improve quality level by
iImplementing simple actions.

|« Standard requirements of Chinese customers are lower than
for a typical Western customer. The concept of quality is
still young and experienced quality professional are scarce.

www.globalintelligence.com
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Where are the real opportunities in China
sourcing?

In industrial sourcing in China, smart companies go beyond mere purchasing cost reduction and
leverage some of the unigque strengths of the Chinese industry to develop sustainable competitive
advantages

Advantages beyond pure cost:

Process &
Product

Optimized Low

To Local Overheads

Context

*  Flexibility of suppliers

Low product design and
customization cost

Capacity to invest in
additional capacity or process
B Most dynamic industrial
environment in the world

China
Product Product
Cost Cost

www.globalintelligence.com
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Factors affecting China sourcing base

« RMB exchange rate: appreciation of 3% - 5% a year
 Reduction of tax rebate for exports
* Rapid increase of overhead and living cost in developed areas
* Increasing regulations which can be costly

e Shortage of labor supply in traditional areas such as Dongguan,
Shenzhen

www.globalintelligence.com
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Critical success factors

1. Find the recognized production base(s) for the product
you buy — and not factories all over the country or region

» 80% of the worlds socks come from HZ
» 85% of China’s undergarment comes from Dongguan
 Cities are geared to support key products (employment, machinery, raw
materials, ecosystem of component suppliers)
» Locate your category area(s)
» Improves your efficiency, ability to manage and reduces travel costs

www.globalintelligence.com
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Some of the key regions

HUBEI
Polyproplyene
Thermals SHANDONG
Sleepwear (cotton)
Thermals
Lizoni (TP ]
[ l Eas

Sed

JIANGSU & SHANGHAI
Woven and Knit Clothing

A~ Underwear all types

Footwear (Wenzhou)

i

-
ZHEJIANG

Woven and Knit Clothing

T Socks all types (Hangzhou area)

Shaanxi
0t gagiE e FUJIAN
Chongaing A Feat o L~ Woven Polyester fabrics
AR T
== 8
Guizhou :
T T
i GUANGDONG
Guangxi | — Babywear
’\T[l-' |”- mannmng = Woven and Knlt C|0thlng
fIEs |'.[:d T ‘"‘ Kianggang
VIETHAM Iz Haong Kong (SAH)
= Acmien
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Critical success factors

2. Build a team of category experts to manage your
sourcing categories

« Category experts
» Technical experts
» Local knowledge
» Chinese business people will constantly test the professionalism of the
buyer (product knowledge & supplier knowledge)
» Chinese factories will quote better prices if they respect the knowledge of
your people

www.globalintelligence.com
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Critical success factors

3. 80% of your product should come from “partner”
factories where the ongoing relationship is fundamentally
Important for each party

» Partner Factories
* Production should be between 40% and 50% of the factories annual
output: Ensures producers have “skin on the line”

 Joint investments

» Shared forecasts and information

* Pre-positioning of raw materials
* Regular meetings

» But always have well tested contingency plans to avoid dependence!
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Critical success factors

4. However you must keep competition in your supply base
by exiting bad performers, bringing on new alternatives

» Always exit bad performers
« Bring in new alternatives regularly
» Tell suppliers where they rank
» Have more than one alternative for your high volume styles
» Chinese suppliers need to be aware of competition
» Suppliers will know who you are going to visit next
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Critical success factors

5. Conduct appropriate due diligence on new suppliers
and ensure quality / reliability / reputation before
starting business

» Set clearly defined standards and get sign off for commitment in black and
white
» Basic, Level 1,2 & 3
« Compliance is getting more difficult to control as cost pressures increase
» Use your own (local) people
3 Parties
* Follow-up is required
» Complete before orders are placed
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Critical success factors

6. Finally, support your sourcing teams with an integrated
Information system to efficiently manage transactions,
provide visibility of orders and give volume information

for neqotiation

» Multiple purchasing systems
* No visibility
» Suppliers deal with multiple systems
» Delays
» Confusion
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Sourcing In China:
A snapshot of the winning approach
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Sourcing should be approached in systematic
way, meticulously covering every base

Key activities

Feasibility Analysis

Analyse spend category in detail

— Specifications and quality
requirements

— Volumes
— Deadlines

Analyse supply market and
identify potential suppliers

Pre-qualify potential suppliers
through an RFI process

Manage RFP process with pre-
qualified suppliers

Analyse supplier responses and
calculate fully delivered price
(logistics, import duties,..)

Develop Business case and
implementation plan

Supplier Selection
and Contracting

Shortlist suppliers based on
RFI/RFP process

Audit shortlisted suppliers

Select 2-3 suppliers for sample
development process

Manage sample development
process

Conduct final negotiations and
select suppliers

Finalise Contract

Procurement Operations

Manage P/0 and agree payment
terms and details (L/Cs,..)

Check in process production
quality

Conduct pre-shipment QC
Arrange logistics
Manage supplier performance

Monitor new sourcing
opportunities
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Due diligence challenges in China
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The unigue market landscape and business culture in China
creates many challenges for analysts and strategic planners

Challenge 1: Diversity
Challenge 2: Lack of structured and reliable information
Challenge 3: Rapid change
Challenge 4: Reality on the ground
Challenge 5: Tendencies to distort information
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Evaluated attractiveness of investment in a
food manufacturer in China for PE investor

Private Equity | Strategic Analysis - Competitive Landscape Analysis, Due Diligence

KEY BENEFITS Received a rapid and objective evaluation of sustainability of target company’s growth. Gained in-

depth understanding of market environment and potential impact on target company. Received

strategic pointers on viable growth options and strategies

NEED

A leading global private equity firm
wanted to better understand the
growth potential of an investment

targetin China.

Application: Strategic Planning

Geography: China

APPROACH

A combination of face-to-face and
telephone interviews with
distributors, retailers, competitors,
and industry experts was conducted,
complemented by extensive
secondary research on industry
dynamics and trends.

Methods: Secondary & primary
research including both face-to-face
and telephone interviews

SOLUTION

Evaluated target company’s
executive team, product portfolio,
brands, positioning, distribution, sales
strategies, retail presence and
production. Also evaluated
competitive environment and demand
trends in terms of their impact on the
target company'’s growth.
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Deep-dived potential markets and determined
needs of 11 segments

Manufacturing & Industrial | Strategic Analysis - Market Sizing & Forecasting, End user analysis

KEY BENEFITS

Client gained insights into the optimum marketing and communication mix strategy for specific

products segmented by different user groups.

NEED APPROACH SOLUTION
A global hand tool manufacturer Utilizing in-depth primary interviews The client was delivered a reportin
wishes to gain further insights in the with end-users, as well a ssuppliers, which details from each user group
purchasing behavior, product distributors, retailers and experts. were spelled out with overall strategic
requirements and brand perception Future growth, trends and recommendation and insights
for end user groups of specific competitive dynamics were also provided.
products. analyzed.
Catin- ; : Methods: Over 400 primary —
Application: Strategic Planning interviews were conducted in e .* - &
different major cities within China, = e .~ I
Geography: China cross-referenced with reliable | e cew O RCH G
secondary research data =
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Realigned a global chemical company’s value
chain strategy in Greater China

Chemicals | Strategic Analysis: Value Chain Analysis, Advisory

KEY BENEFITS Realized greater sales volumes across product segments and saved on distribution costs

NEED APPROACH SOLUTION
A global industrial gas supplier Mapped distribution tiers and channel Products were grouped into
wanted to determine potential for a shares, analyzed customers’ unmet opportunity segments and a
new distribution proposition in Greater needs and identified inefficiencies in distribution strategy recommended
China. the value chain. Involved value chain for each group. For some segments,
structure research and customer a move to sources outside the
research. investigated markets was
Application: Strategic Planning recommended, with a new pricing
proposition. For others, the client was
. (i Methods: Secondary research and advised to tie up with a local player
ClglEily: Cre analysis or serve a select group of customers
directly.

I
i
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GIA’s MI Capabilities to capture the
opportunities in China
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GIA Group capabilities in China

e Offices in Hong Kong and
Shanghai, China

e Team of over 200 consultants
across 32 provinces in China

 Industry experience including:

Agribusiness, Automotive,
Chemical, Financial Services,
Consumer & Retail, Healthcare
and other industries

North America

Europe
£
{ 1)
J .. .‘.. §
.
Middle
East
Latin America ° o
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