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Group Structure

YFC-BanEagh

FEERHER

YFC-BonEagle ELECTRIC CO.,LTD
HERPERFF DT
Capital size% # (NT$/mn) 1, 245. 54

Capital size% # (US$/mn) 40. 18

J/

Manufactory

2 2 B3 R

E-commerce

S S

Channel

RICE D,

. Prime wire i .
Taoyuan Dongguan Wuxi Premium s wnlale PL-KSI Inc. ]?\Jeest‘;l al;lek Monoprice
Factory Factory Factory Line in Inc ) . Inc Inc.
0 Tai {0 Chi . . Germany ' in Austria . {0 USA
in Taiwan in China in China ) - in USA 25 41 in USA in
cavik |l acEn |l mewp | ] TRIRE AR iR %R
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Complete Manufacture and Sales Functions : YFC transform to a professional US channel and E-
commerce company

1.Maunfacturing from YFC factories+qualified eletronic suppliers provide most valuable products
to fulfill demands of USA and Euro markets

2.Prime sells via physical channel, satisfying consumers who like to shop at malls and mark
3.Monoprice & Bestlink prvid e-commerce channels, satisfying consumers needs in time




ﬁ Locations of Subsidiaries

YFC-BanEagh

Headquarters:TW; Sales Base:USA, Canada ° Euro; Manufacturing Base:China

FEERHEY

weamage HeEAMqQuarter

(Z YFC-BonEagle rrRIME i_;Besthk

il |

_s‘-l.'m_l i i_: 1

Vienna, Austria

Raubling, Germany

Rancho Cucamonga,CA

Yokohama
Office

Japan

Manila
Office

Philippines




Milestones of YFC

Acquire Prime in 2006 Expanding business from OEM to USA Channel
Acquire Monoprice in 2016 Stepping into branded E-commerce, enpowering
growth in future business

Public listed Established Established
in TW stock Premium Line Clear Power
market in Germany in Wuxi
RagtiEEesE R EIREEH B AVAC] |
A RkTh LB LB (ERiMiERE) RS E]
(8 ANt ) (PEIhARIEER)

E 1983 B 1990 EEEEEE )03 EEEEEENN (004 EEEEEEEE 2006 B 2010 EE=EEE 2016 M

Acquired
PL-KSI Inc.
{HEBELtF
PL-KSIZHE]
(RS HEARIEES)
Ax’ciuired Prime wire
/ and cable Inc.
 HEBSEEIERIIAT1985 |
. fFH9PrimeXT

(EREEI)




Group Sales ratio
US channel and E-commerce play important roles in future
sales growth

E- Sales Ratio in 2016 Sales Ratios in 2017Q1
Commerce B
16.28% N opw/opy OEM/ODM
' __20.06% Cgfgﬂlgg;e g 15 03%

N\

Channel

Channel
29. 2%

63. 66%

1. YFC is a company with business focusing in OEM before 2006

2. Since acquiring Monoprice in 2016 > YFC expects sales ratio from channel
and E-commerce together will surpass 85%



Sales Districts
&

US market contribute 78% of total sales in 2016, the sales

YFC-BonEagh . . . . . o e
‘Eﬁgl ﬁ proportion in US market will increase in 2007 after acquiring
‘ .
— Monoprice.
HE BHIF] =
r7afE (New Zealand), . #ZE(Germany), (Dubai), (Austria), - f}
0.52% 0.64% 0.35% 0.98%
HEI(UK), Fri 5 (Sweden), i E 2 (Other),

1.08% 3.68% B O
£+ (Canada), (China)
4.55%
=7&(Taiwan), 3.14% e
(Taiwa
n)
CRI[IE-WN

(Canad
a)




Group Performance

e The main reason of profit growth contributes to economies
EERR of scale from Prime
e g e I e

2011 5592680 0us[  oi|

6,000,000 95

2012 5,167,862 3.13% 0.04 1 s 00000

2013 5,165,838 0.04% 0.08 | 4amono 15

2014 6,589,875 14.29% Lo [+ "

2015 6732301 aiem) 080> / s

2016 1380371 083%| ¢ MY 0

. 2011 2012 2013 2014 2015 2016

1.0ne-time recognition of impairment loss from investment in T-Mark
led to lower EPS in 2015. Without the factor, the EPS would be 1.84.

2.0ne-time acquisition fee at the amount of 1,800 thousands USD caused
the EPS decrease from 3.6 to 3.14.




Performance in Quarter
weesesn  The Advantage of economic of scales leads to obvious
EERE, difference in quarterly profit

3,000,000 3.50 — ST FE

(Sales revenue)

2,602,501 — S EET
2,453,317 | 3.00 o
s ’ (Operating

EXpenses)

2,220,020
2,173,684 L 550

2,000,000

1,719,178 - 2.00

1,552,248

1,364,651 - 1.50

287,231
1,193,199

- 1.00

1,000,000 -

- 0.50

- 0.00

0 - T T T T T T T T - (0.50)
104Q1 10402 10403 10404 10501 105Q2 10503 10504 106Q1




Acquiring Branded E-Commerce Monoprice

YFC-BanEagh

TER Expand end-user sales channel and Integrate group resource to elevate
“E‘.E.##%.—ﬁ profit ability of monoprice

Group with capability of manufacture and sales—Combing manufacturing power of
YFC » physical channel distribution of Prime & Bestlink > and E-commerce of
Monoprice to interact with consumer directly, establish fully industry chain, and

expand benefit of channel as well as brand.

1.Channel Complement and Optimization

Monoprice is a leading branded e-commerce channel in US electronic
product market » which can complete physical channel from Prime

2. E-commerce is a trend in future and Monoprice has
reach an impressive scale
The sales of Monoprice was 1.5b USD in 2016.

3. Product Portfolio comes from original main products of
YFC and similar products
Product Portfolio of Monoprice --Cables 45% » Adapters 18%

4.Cash Flow Optimization

Credit collection term of Monoprice is relatively short, decreasing collection
risk, while payment term falls in 60~120 days, therefore, cash tlow is
optimized. The effect will be more obvious when the sales is increasing.



YFC-BanEagh

Integration of Group Purchase & Supply Chain

Eg‘ﬁl:ﬁg contribute to benefit of Monoprice
Asian %7:
Outsourcing — YFC Asia Sourcing/Buyer team
procurement ’Ls g/ y
1.Decrease outsourcing proportion of
Monoprice, reducing purchase
.~ Asian cost effectively

anufacturer
e

/7 M

I u.s.Branded E
I Manufacturer

/

v
e QB
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I
B |
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o MONOPRICE
R
NN | :
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\ Retailer/
\ Distributor
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~ Customers
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2.Integrate purchase power of
Monoprice > increasing group
purchase and bargain power

3.Integrate group supply chain to
improve efficiency of
inventory management,
reducing air freight cost
effectively

4.Vist or Stay in main suppliers,
improving stabilities of
product quality and supply.



Group Business Objectives

Channel and E-commerce play important roles in future growth

EENE
1.Channel(Prime,etc.)

(1)Increase in sales : Continuously expand channel customers and diversify
products in market

(2)Increase in profit ratio : benefit form economic of scale, while keep
optimizing purchase cost

2.E-Commerce(Monoprice,etc.)

(1 )Increase in sales : 1.Product diversification;2.Improvement of storage
space and automation;3.Introduce new products, such as 3d printer,
thermal appliances, Sweeper, pet appliances---;4.Expand Projected
B2B,such as School, Church, top 500;5.structured Cabling solution

(2)Improve profitability : 1. Simplify purchase procedures 2.Logistic
management to decrease air freight cost3. Integrate group purchase &
development power ; 4.Standardize product sku to optimize purchase
procedure ; 5. Stay in suppliers for main products manufacturing to
ensure quality and stability; 6. Decrease and manage logistics cost;

3.Automobile cables

(1).Cooperate with Japan companies to become supplier of Nissan and
Mitsubishi

(2).Join V-team to develop US and China automobile market




Product Information-Prime
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_ Prime
.Eﬂ‘ﬁ]r&- Office in North America




Prime

YFC-BanEagh

e Provide one-stopvservice to customers—Safety Certification/Product
‘E_a*ll'ﬁ Design/Package/Customer Service

Surge Protectors

Electronics

SURGE PROTECTOR

22400

IR EREEmE




Prime

ER Provide one-stopvservice to customers—Safety
‘Eaﬁrﬁ Certification/Product Design/Package

YFC-BanEagh

Old

R — I
leavy Duty
- 24-Hour Timer A Wireless Remote Control £ %+
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= ==

Heavy Duty

Push-Pin Timer Remote Control

Power System
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PRIME
Light Sensing f—=""1

! Digital ‘ e
Photocell Activated Digital Timer : Countdown Timer  £."»

Extra Heavy Duty
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Prime
YFC-BanEagha
Ty Provide one-stopvservice to customers—Diversified Package Design
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Prime
f Provide one-stopvservice to customers—Catelo
FEERR P .

Clamp Lamp

Worklight
Frvwr Ww/betal Bulb Guard

ColLAPsiaLE
PRIME
POWER STRIPS WORKLIGHT
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WORKSHOP
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YFC-Bon Eagle Prime Wire aﬁHGCable
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YFC-BanEagh

FEERHER




FEERHER

Chal-gin £ . ‘ = ] "
Station =" : USB Charging
: i on il o A Adapters
COMP, s
High-;‘g:sngY = gl High Output USB Chargers
Chargi i * . for up-to 20% faster
19 1 Gration charging speeds
Charging/Charged

for cell phon . g I i
es, tablets . l B
b ‘L‘“ e —
_m indicator lights

& USB-powered devices
AL |+ 6models with built-in
. surge protection | ——

a .\ \USB Chargers|]
B
Ll B
“ 1




@ MONOPRICE




Monoprice Mission and Strategy @MONGPRICE

Bring simplicity, fairness, and confidence to technology
choices

& MISSION

e |dentify market opportunities where we can be a
disruptive force.

e Collaborate with innovative manufacturing facilities
creating a favorable price to quality ratio.

Partner with the best brands in the market to create
complete product/category solutions.

® STRATEGY

e Deliver our value proposition of a best-in-class,
customer experience on Monoprice.com and through
our partners.

e Streamline and optimize, be nimble and flexible and
amplify speed to market; intensify revenue and
profitability opportunities.

@ MONOPRICE =



Who is Monoprice? @ MONOPRICE

Monoprice is a disruptive, multi-channel retailer of proprietary, branded

consumer electronics with an attractive, multi-faceted value proposition

* Broad and unique combination of Monoprice branded product categories
- Cables, computing & networking, audio & video, home theater, 3D Printing & more

= Disruptive business model facilitates unmatched new product introduction

- Similar quality to high-end brands, but sold directly to consumers at retail prices 30% - 70%
lower than competitors

- Industry-leading gross margins

* Products manufactured at comparable factories to prominent global brands

- Long term relationships, strong reputation and new ownership contributes to favorable sourcing
metrics

= Established and growing multi-channel platform
- 1) Monoprice.com 2) B2B sales channel 3) Marketplaces

= Diverse set of new and returning customers

- tech enthusiasts, enterprises, small offices / home offices, small and medium-sized businesses
and mainstream consumers

* Robust e-commerce customer engagement via phone, online, chat and social
media channels

- Sophisticated, proprietary website capabilities featuring highly customizable and scalable
engaging shopping experience

= Best-in-class customer service and tech support based in the U.S.
- Experienced service personnel providing excellent service and support

- Customer service representatives possess significant retail and e-commerce expertise

@ MONOPRICE



Product Portfolio @ MONOPRICE

A broad and unique combination of Monoprice branded product categories

5

\'.

& 7| =
Hir = = L - -
: = (. ) AR
—_—— = = !
w - Wearable Tech Toys
: .’ i Il!" m %
(Y sonu
as o
geow
g. o ﬁ e VR & Games Health

@ MONOPRICE



Customer Segments

MONOPRICE

A diverse customer set including Tech enthusiasts, Small Business,

Enterprise Verticals and Government and Education

Prosumer and Tech Confident DIY
Promotionally savvy and price sensitive
High customer retention

Significant market size & opportunity
Monoprice.com & Marketplace

Marketplace

Customers cross multiple verticals
Emphasis on Cable, Adapter & AV
High customer retention

Significant new customer opportunity
Opportunity to expand product breath
Strong margin opportunity

Marketplace

GO gle nuiv

SPACE>X
SONY 2 Microsoft

Marketplace

Provides for diversification and expansion
Strong growth channel

Lower gross margin (listing fee)
Accessible International opportunities
Supports inventory management

amazoncom by

Walmart

@ MONOPRICE
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Customer Segments - Consumer BINONSRRIEE

ﬁ Historic Target = Prosumer | -w Target = Prosumer + Tech Confident

On the forefront of technology and tech This consumer uses technology in his or her
trends, he — the target skews male —is a everyday life, feels comfortable interacting
source of information and guidance for his with it, but doesn’t consider technology a
friends, family members, and colleagues. major part of who they are. They often are
He knows where to get the best deals on confident in researching and making their
tech gear, and feels confident not only in own purchase decisions, but sometimes

his ability to choose the right thing, but to seek opinions from their more tech-savvy
install it as well friends for guidance around what to buy

Prosumer
Tech

Ecommerce »

$450B

$14.4B

@ MONOPRICE ’



MONOPRICE

B2B Target = Key End-User Verticals + Installers
+ VARs + SMB

Current Client List

P e

Go gle % (@) 0oy tnited Net|G Avi<s>sPL  MoreDirect

your enterprise IT conne

Eie ™ e s
= PRYSYS smﬁaﬁb @YNNEX

STANFQRD INFORMATION SYSTEMS

1HYiIv

UNIVERSITY
[ | | H Marion County GRA‘NGER
il M ICI’OSOﬁ: Public Schools EMSHMAR¥
F-500/Enterprise Government Education IT Installers AV Installers Disti/VAR
END-USERS INSTALLERS INDIRECT

Near Term Addressable Market

Cables &
Accessories

US B2B US B2B CE/ZIT
Ecommerce Ecommerce

SEES SEES
$780B $200B

(80% Brand Flexible)

$5B

SOURCE: CRN, CDW, CTA, Cabling Installation & Maintenance, PC World

@ MONOPRICE
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Marketplace & International Customers ENONGRRIGE

amazoncom ey amazoncom amazoncom
(rowens Walmart Jet ey G i
| setes IS SIS iguama ( nowagy
@Rakuten Jeb @Rakuten

International Near Term Addressable Market

Focus on European Ecommerce Market to Mirror US targeted customers

Prosumer Brand
Tech Confident flexible

$12.6B $8.8B

@ MONOPRICE -



Brand @ MONOPRICE

Monoprice is a trusted brand with a loyal customer base

NPS Benchmarking Likelihood of Recommending Monoprice to a Friend

|'i1 How likely is it that you would recommend 16,000 1 Tririririr Good quality, great price Average: 9.03

Monoprice to a friend or colleague?
Tririririr Excellent Quality for Home Use

Your Net Promoter® Score SurveyMonkey Global Benchmark
12,000 | .
’ Triririryr Worth the investment

’\ Trirvriryr Perfect!
50 50 50 50 8,000
Triririrvr Can't beat it at this price
NPS NPS
‘ ; ‘ ’ 4000 1 Yrirvrirvr Quality and Low Cost

0 1 2 3 4 5 6 7 8 9 10
Customer Age Distribution - % of Revenue

e & & & @ 40% -
T8 s

e & & & @ ::-:-:l ! | 30%
e

o 25%
23%

81% Male Sales in All Savy Tech Shopper >

19% Female 50 States Across All Channels 20%

13%

A . 10%
@ Technophile TV Lover . News Junkie »
* Movie Lover @Home Décor Enthusiast 0% J , : : , , L

1824 25-34 35-44 4554 5564 65+

m M O N O P RI C E Strategy 2017 -

Interests




Press Coverage @ MONOPRICE

Monoprice has a strong industry following with significant, recent press

Pump Up The Volume And Hear More Music With Monoprice = SIDER Il
“Triple XXX Earphones

This under the-radar company is making tons of great
Q0000 . tech gadgets that rival other brand names
c) Wik it oo - “rayfalr g

Monoprice Monolith 7 Amplifier Review

L 1 = pe— Mesks  Godgers voiiog 45 Fosash Tous < Sasg

Monoprice sets its sights on outdoor gear

brick and morta.r stores TR
MAXIMUS BODY FITNESS P

AT A GLANCE @

= RoflingStone 1 e ts e Sreamy e ane

E BEHEEEDE

ey

7 Ways to Up Your Streaming-Music
Gam

LIES ”\
‘ &2 P

» HACKADAY

MONOPRICE SONIC SOLACE

IS WAITING
HOME BLOG HACKADAYIC STORE HACKADAY PRIZE SUBMIT ABCUT oy 80, JOET
— | THE WALL STREET JOURNAL
REVIEW: MONOPRICE MP WY ovsen = = Elne MOHOpl’lce 13773 review: L
y - = 1d speaker le subtlety for thrill The iracle of = = wee) T o
SELECT MINI 3D PRINTER 10 Best Audiophile Gadgets Under $200 e . Sl o I'he Miracle of a $150 (or Less) Tube
R ' 3 W Amplifier
0000200 - = Why you pesicr for the smooth, sweet and surprising
sfordable sound of a vecuum-tuba mpllier
Conclusion
If you're buying this speaker set to watch TV and mavies exclusively, then its detailed and open sound
will sult soundtracks particularly well. For this amount of money we can't think of another {current) =
— system that can conveys movies this we dovtias, Srv it e st

@ MONOPRICE



Customer Acquisition @ MONOPRICE

Focused Customer Acquisition and Retention Strategies with positive ROI

Segmentation

Define who customers are

Develop and refine
personas and segments

Create potential LTV

Awareness Acquisition

Optimize and expand into
addressable targets

Focus on targeted
awareness drivers

PR outreach and = Promotion & Pricing

roduct media pitch
P P = Channel optimization

Programmatic brand by segment balanced

Conversion Retention

Easy to browse, easy to Create a great post-
buy purchase experience

Predictive Lifecycle
Marketing

Personalization

Offer and Product
Affinity

Personalized &

models display advertisin between potential LTV Programmatic Email
play & and ROASp = Site Experience & &
= |dentify appropriate = Content (Video, Merchandising = Programmatic
channel mix for each Product, Educational, = Expanding addressable i Retargeting
= Lifetime customer
segment How-To and Brand) market .
. service, tech support = Loyalty Program
= Identify and engage creation and = Social engagement and and replacement
entty 828 distribution 828 P = Win back and reward at-
with core tech-savvy presence warranty on cables .
risk and lost customers
customers = Marketplace

Marketing Channel Revenue Mix (% of Total)

2%

16%

Direct

M Paid Search

syndication of content

Ratings & Review: C2C
& B2C Product Q&A

33%

20%

B Organic Search W Email

Referral W Marketing

Flat-rate shipping « Engage in product

feedback and
development

Marketing Channel Site Visits (% of Total)

10%

17%

23%

19%
Direct B Organic Search B Email

M Paid Search Referral W Marketing

@ MONOPRICE



Website — Direct to Customer @ MONOPRICE

Monoprice’s new and improved website offers customers numerous capabilities

@ MONOPRICE  Search

ode: WPATCH [

Shop by Category L < > - — S Easy Ordering and

Account Preferences for
Frequent Customers

Dynamic Search Box : X HOME

b At a Fair and Honest Price

-
e

The Monoprice Daily

Deal ONE DAY, ONE DEAL. | s A
OV SNCREGILY LU PRICE. | GEAR UP FOR THE #i WORLD ARE YOU USH:C\_READY?
| 2 y ~ —

Featured Promotions /
New Product Introductions

LUMINOUS LUMINARIES
TO ILLUMINATE YOUR AREA

How would you rate your Buy Snagitiﬁ: Now
Capture VOC feedback experience? E @ \1/ B2B Portal
B B B =
MONOPRICE BUSINESS NELD HELP?
Pwuwow Ao Us For usiness elp
Newsroom Create Quate Cortact Us
FOR EMAIL DEALS
Carders Retrieve Quote Rituns

Email Address A

@ MONOPRICE



Operations @ MONOPRICE

Investments in Logistics, IT and U.S. based Customer Service enable Monoprice to

effectively compete in the eCommerce space

= 278,000 Sq ft / Facilities and East and West Coasts of the United States = Scalable U.S. based operation lends credibility and differentiation

= Over 99.85% order picking accuracy = Voice, Email and Chat efficiently controls handle times

® Localized shipping partners for overnight deliveries " 30,000 customer contacts per month

= Orders before 2 P.M. receive same-day shipping = ~2500 new product reviews/3000 comments in Q&A per month

= 6,000 SKUs stocked = Returns (RMA) at industry low ~3%

@ MONOPRICE



IT Infrastructure

Monoprice has been rapidly improving it’s technology platform

@ MONOPRICE

/Front—end

Monoprice.com

criteol..

Criteo Remarketing
System

o

S

hawksearch
Hawk Search

Integration System

1.\ Adobe

Adobe Analytics,

Target & Campaign

~

Internally built front-end
responsive website with
Hawk Search integration,
Adobe Campaign automation
and Criteo remarketing
featuring rich content and
functionalities for a great

shopping experience

/Front—end Optimization Pi
hotjar

VO(, Feedback, Customer

Recordings Conversion
Funnel Optimization

{ft} richrelevance

RichRelevance
Personalization System

TTU rnlo

System

\ Cardinal Path SEM

TurnTo UGC - Customer
Reviews & Peer to Peer Q&A

~

Pipeline of leading front-end
tools including
RichRelevance, Elite SEM,
TurnTo, and Hotjar which will
enhance personalization,
SEM and UGC comments

J

peline

SAP Financials &
Purchasing
Microsoft
,,.“ Dynamics
Microsoft Dynamics CRM

(CRM, Customer Service &
Knowledge Base)

\

# Manhattan

Associates.

Manhattan Warehouse
Management System

responsys

Oracle Responsys
Email Management System

/Back_end Strategic mix of internally developed back-end systems and best-of-breed solutions result in a stable back-end platform

J Justenough

JustEnough Forecast
System

Experian QAS
Address Verification

Dynamic Pricing System

@ SPS COMMERCE

<

UPSTREAM
COMMERCE

Upstream Commerce

LIAISON"

Liason & SPS Commerce
EDI (Work in Progress)

/

Infrastructure

Retail

Colocation datacenter utilized for off-site managed infrastructure
Highly scalable architecture with virtualized web, application and database servers

Fully redundant infrastructure with active / passive network appliances and server
clustering to provide high availability

Marketplace
Integrated with
w

Channel Advisor to
channeladvisor

as
@ J

clover

Integrated with Clover

Point of Sale system ’
connect to various

marketplaces

@ MONOPRICE



Growth Opportunities

@ MONOPRICE

Monoprice has numerous growth initiatives that will position the Company favorably in the

upcoming years

New, Adjacent & 374 Party Product Expansion

Accelerating new product introductions — NPl @ 25% of Revenue

Adjacencies in core category create complete solutions for B2B and prosumer,
project based customers

Expansion of 37 Party SKU count via EDI and cross-selling of higher-margin,
Monoprice product to customers who come to Monoprice

Opportunity to launch prospective new product categories such as Home, Auto,
Toys, Games & VR, eSports tech, Wearable tech and Health / Fitness

O{-O “"-—1 %«

Sales Channel & International Diversification

@ MONOPRICE

Monoprice Credit Card and B2B Financing enhancements

B2B targeting plan in 2017 with a vertical focus on
institutions, professional service firms, hospitality and
home building companies and

small offices [ home offices

Marketing / IT Optimization Strategies
= Monoprice Plus Loyalty Program
= Development of marketing “personalization” and CRM capabilities

= Further optimization of email marketing, SEM and SEO as well as social,
content and display initiatives

= Personalized B2C and B2B user experiences

= Advancements in business intelligence and analytics software provides
greater visibility and customer insights

= Enhanced mobile-responsive site

Expand user generated content to further build out the
Monoprice community

ONE-TIME -
OFFER!

Distribution Center [ Sourcing Efficiencies

Substantial international opportunity (currently makes
up ~8% of sales), with current international growth plans already in place for
Europe and Latin America - In Country web sales and marketplace partnership

Rapid expansion and utilization of marketplaces and key revenue and brand
driver

Distribution and retail opportunities via parallel “channel only” skus

= Optimize inventory in Kentucky distribution center to
increase reach and scale of primary market location

= Expansion of sourcing capabilities and demand
planning under new ownership

= Partnerships with Amazon and 3PL expanding International
footprint

Strategy

20

(17

33



Next Step — International Expansion @MONOPRICE

The Monoprice value proposition of simplicity, fairness, and confidence in technology

choices resonates with International buyers around the world

Shaded blue indicates buyers location

** Since January 2016 — At least 5 purchases in country
Purchased made using Paypal with International shipping charges
All shipments delivered from U.S. Warehouse

m M O N O P RI C E Strategy 2017 )
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-
Market trend — growing Structured Cabling

Forecast structured cabling in LAN and DC, 2006 - 2020, US$ million

Global LAN market

Global DC markst

1000~ e

0 | . | | | | | : | ! i
2006 2007 2008 2009 2010 2011 2012 2013 2014 2016 2016 2017 2018 2019
(F)

1612CIMspotlightF1.ai

The structured cabling market was valued

at USD 6.72 Billion in 2014 and is expected
Stable Growing Market to reach USD 10.13 Billion by 2020, at a

CAGR of 9.0% between 2015 and 2020.

premium °
line

Your professional partner of structured cabling system



Market trend — by region

Structured Cabling Market, by Region, 2020 (USD Billion)

_ CAGR(20152020) _

Maket Size in 2020

Source: MarketsandMarkets Analysis

The base year considered for the study is 2015 and the forecast for the market size is
provided for the period between 2016 and 2020. Among all regions, the Americas and
Europe held the largest market share.

premium °
line

Your professional partner of structured cabling system



Ready for market trend in Europe and Americas

) w =

Glu LARN} |_L| "

New distribution and logistic Hub In
Europe

TR ——

o LANTTRER T

JLon
e .FI
N

e L e

m M O N O P R I C E New cooperation in American market

MONOFREICE

premium °
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Your professional partner of structured cabling system



-
Market trend — growing 10G Solution

9000

8000

2000
1000
0

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

B Cat 5e cables mCatb6cables mwCat6acables mCat7cables

1600
1400
1200
1000

400
200

1]

2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016

mCat 5¢ outlets ®Cat 6outlets ®Cat 6a outlets ®Cat 7 outlets

Source ieee802.org

Global Cable Sales Volume
(million meters)

Global Outlet Sales Volume
(millions)
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Your professional partner of structured cabling system



-
BEST PRICE/PEFORMANCE

Main reason for Best Price/Performance
in the market as like on 10G Cat.6A
Network Cabling System Solutions
*Focused on high quality solution

*Focused on Productivity

*Strong Partner network with over 20
distribution partners.

y. - : : «Controlled over head cost-cost effectivity

~ Premium i
dtoEnd  Line Service ne
- Solutions

premium °
line

Your professional partner of structured cabling system



Datacenter solutions!!  Growing market!!!
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Source: Goldman Sachs Research

Data Center solutions

Network Server Cabinet

Fre-terminated Cabling
]Ui0.5U High Density Systems cat. 6
Unloaded Fatch Panel -

premium *
life =3

Your professional partner of structured cabling system

Forecasting cloud infrastructure and platform DC
market will grow at a 19.62% CAGR from

2015 to 2018, reaching total US$43B market value by
2018.

Global drivers of Data Center:
Mobile, Global IP Traffic, Co-location trend, Cloud
provider, Internet Giants and etc.

Premium Line has a complete assortment of platforms
and high reliability products for DC

premium °
line

Your professional partner of structured cabling system
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The Address The BLVD, Dubai

The Address The BLVD will be the second
tallest building in Downtown Dubai, next to
Burj Khalifa, the worlds tallest building.

Featuring 200 hotel rooms and 542 serviced
residences.

Premium Line Cat.6A copper solution was
used in total in total length of 600km cable
and 28000 connection points for the
purpose of horizontal cabling with the
assistance of 125m fiber optic.

premium °
line

Your professional partner of structured cabling system
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The Address Residences

Fountain Views

The 60-storey towers offer 788 serviced apartments while a new Address
hotel is home to 194 rooms..

Premium Line Cat.6A copper solution was used in total length of 465km
cable and 23000 connection points for the purpose of horizontal cabling with
the assistance of 61km fiber optic cable

premium °
line

Your professional partner of structured cabling system



Kuala Lumpur International

Airport 2 (KLIA2)

This multi-storey terminal building has a gross floor area of 257,000 square
meters and features a main terminal building and satellite building with the
“Skybridge” linking them together.

Premium Line Cat. 6 copper solution was used in total length of 80km for the =
purpose of horizontal cabling with the assistance of 56km fiber optic cable
solution serving as a backbone.

premium °
line

Your professional partner of structured cabling system



Lonza Biologics Expansion Singapore

Lonza Biologics is the world’s leading supplier of active chemical ingredients.
This 25,000m2 stand-alone facility - the largest and the first of its kind in the region - provides
space for manufacturing, quality control laboratories, offices, and office/facility support

The network had to support data center and business. Based on that, the Premium-Line Cat. 6
UTP copper system solution was chosen in total number of 1458 connection points.

premium °
line

Your professional partner of structured cabling system



Right team, product range and organization.

Cost _
Efficiency Quality
Premium
End to End Line Service

Solutions

Product
Design

Premium Line has right team in main world
regions with abilities to develop, support and
grow up our Business

Premium Line has right product range for
offering End to End Solutions with System
Warranty

Product range includes hot sales copper and
fiber solutions for network infrastructure

WE ARE
READY

premium °
line

Your professional partner of structured cabling system
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