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DR.WU — TW'’s No.1 Medical Skin Care Brand DR.WU
I - Quick Facts About Us
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2. 2017 Recap and Financial Results



Economy Status DR.WU

- 2017 Taiwan Macro Economy Status
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CLINICAL SKINCARE

Taiwan GDP Growth 2016Q1-2017Q4 Retail Sales
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Source: Department of Statistics, Ministry of Economic Affairs, Oxford Economics. Note: 1. Estimated figure 2. An indicator published by the National Development Council of Taiwan which serves as a reference for determining
economic ups and down — Comprises of nine components: Monetary aggregate M1B, TAIEX average closing price, industrial production index, nonagricultural employment, customs-cleared exports, the imports of machineries and 6
electrical equipments, index of producer’s shipment for manufacturing, sales of trade and food services, and the TIER manufacturing sector composite indicator.



Market Status

- 2017 Taiwan Skincare Market Overview

NTD Million
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Source: AC NIELSEN, the data base of Taiwan pharmacy mark include personal
care stores, drugstores, hyper market, super market, CVS and traditional stores.
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Financial Performance DR.WU

- 2017 Q4 Revenue Updates

NT$’000 .
(NT$000) Consolidated Revenues o
350,000 °
300,000 - 60%
250,000 - 40%
200,000 - 20%
150,000 - 0%
100,000 - -20%
50,000 - -40%
0 -60%
2015Q1 | 2015Q2 | 2015Q3 | 201504 | 2016Q1 | 201602 | 2016Q3 | 201604 | 2017Q1 | 2017Q2 | 2017Q3 | 2017Q4
Sales 145995 | 184,375 | 248,980 | 285,864 | 234,133 | 271,854 | 291,389 | 353,219 | 257,982 | 199,945 | 216,535 | 262,460
YTD net sales 145,995 | 330,370 | 579,350 | 865,214 | 234,133 | 505,987 | 797,376 | 1,150,595 | 257,982 | 457,927 | 674,462 | 936,922
—e—YOY Change 18.5% 75.9% 25.2% 21.2% 60.4% 47.4% 17.0% 23.6% 102% (((26.5%))| (25.7%) | (252%)
—#—YTD YOY Change| 18.5% 44.9% 35.7% 30.5% 60.4% 53.2% 37.6% 33.0% 10.2% % (15.4%) [ (18.6%
—#%—Q0Q Change (38.1%) | 26.3% 35.0% 14.8% | (18.1%) | 16.1% 7.2% 212% | (27.0%) | (22.5%) 8.3% 21.2%
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Financial Performance DRNU
- 2017 Q4 Net Profit Updates

(NT$'000) . .
Consolidated Net Profit
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2015Q1 | 2015Q2 | 2015Q3 | 201504 | 2016Q1 | 201602 | 201603 | 201604 | 2017Q1 | 2017Q2 | 201703 | 201704
Net profit 37,635 | 18,934 | 80,348 | 91,473 | 67,019 | 73,503 | 72,609 | 98,992 | 67,917 | 17,125 | 19,76 | 22497
YTD net profit 37,635 | 56,569 | 136,917 | 228,390 | 67,019 | 140,522 | 213,131 | 312,123 | 67,917 | 85,042 | 104,758 | 127,255
—a—Net margin 25.8% 10.3% 32.3% 32.0% 28.6% 27.0% 24.9% 28.0% 26.3% 8.6% 9.1% 8.6%
—#—YOY change (19.1%) | 52.2% 9.6% (14.5%) | 78.1% | 288.2% | (9.6%) 8.2% 1.3% (76.7%) | (72.8%) | (77.3%)
~5%=YTD YOY Change| (19.1%) | (4.0%) 3.5% (4.5%) 78.1% | 148.4% | 55.7% 36.7% 1.3% (39.5%) | (50.8%) | (59.2%)
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Financial Performance

- Income Statement Summary

Consolidated
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Financial Performance
- Balance sheet & key Indices

DR.WU
CLINICAL SKINCARE

Consolidated Unit: NT$'000
I T
RERNEIRE 286,476 870,206 578,897
FELR R X 163,350 220,262 151,046
75 113,347 147,588 216,767
HinomEE 430,212 895,179 940,500
BEMET 1,068,585 2,244,170 2,041,192
E EARET 112,848 194,559 169,552
AR 955,737 2,049,611 1,871,640
SEZUFIESR
IR HE 65 61 72
Fi9HE HE 146 143 202
IR EHE 47 46 77
B1EEEER (%) 11 9 8
1 2 S M 2R (%) 25 21 6
=SXREE ZFIEERA 166,449 281,054 93,828




3.Forward Growth Strategies

- Channel Strategy
- Product Strategy
- Brand Strategy

12



Channel Expansion: Expansion Strategy DR.WU

- Global Skincare Market Potential
S IRIYE RIELL
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Channel Expansion: China Strategy DR.WU

- China Skincare Market Potential

CLINICAL SKINCARE

China’s Cosmetic Market Forecasts China Beauty Market Expected To Grow On A Per Capita Basis
: : China Medical
(USSbn) China Cosmetic Market (USSbn) Cosmetic Market Per-capita Skincare Spending®¥ (2015)
70 - gy 664 12 10.7 , i
oy Cosmetics purchased per capita
60 - 9 10 - oo (USS / person)
47.8 $150 - East Asian customers are generally more
50 8 - & aware of anti-aging and lightening
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0 - 0 - T 1 countries
2014 2019E 2014 2019E $100 -
Per Capita Cosmetics Consumption @
(USs) . . .
Per Capita Cosmetics Consumption (2014)
250 ~ 229
200 - 171 174
$50 -
150 - 139 139
/
100 - e )
/
/
50 24 (2014
o N

T T T T
PR 0 T T T T 1
\\.0’7 . 0 $20,000 $40,000 $60,000 $80,000 $100,000

Per Capita GDP (USS)

Source: Company filings, Company website, Yuanta Investment Consulting, International Trade Administration, Euromonitor, broker reports. 14
1. Skincare, color, sun care, sets / kits products included; per-capita skincare spending excludes spending from duty-free stories.



Channel Expansion: Distribution Channel

- Regional Sales Channel Distribution Updates
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DR.WU

CLINICAL SKINCARE

Channel Expansion: China Strategy
- Sales Contribution by Channel

2017

PEMIZERMEENRER - H2014FM2%E2017FEIBME

MBS

28% - M EEIREEAVGEERIEEZE54% -

China 28%

2016

China 20%

2015 ECCN Overseas
China 16% 16%
Overseas
6%
ECTW
14%
NT$'000
Channel 2015 2016 2017 YOY
B&M TW 535,158 696,218 504,062 -27.6%
ECTW 137,239 161,445 108,731 -32.7%
Overseas 54,145 66,504 54,186 -18.5%
ECCN 136,341 179,026 219,409 22.6%
B&M CN 2,331 47,401 50,534 6.6%
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Channel Expansion: China Updates

- Online First Offline After Expansion
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Channel Strategy: China Online Expansion DR.WU
- Online Strategy

STAGE 1 STAGE 2 €
2015-2016 2016-2017 PAO KRS
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Channel Expansion: China Strategy DR.WU

CLINICAL SKINCARE

-Tmall 1111 Single day performance
- DRWUsBE_FHEHE11FRITIIENR RINEFERIR -
o 201711 RIRARIEE R F AR E TR - ARIIESDEEE LR - BRIMHEREBRERE  THEI11EEMN
50% °

Unit: RMBS Billion Unit: RMBS'000

T-MALL Sales DR. WU Sales

168 10,478
121
91 ’

Pl ke

2015 2016 2017 2015 2016 2017

Unit: RMB dollar

per customer transaction Conversion rate

297 34%
264
215 @ @ +46%

v (&)
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Interactive baby-skin H5 mini game 2015 2016 2017 2015 2016 2017 19

Conversion rate= orders/visitors



Channel Strategy: China Offline Expansion DR.WU
- Offline Strategy

STAGE 1 STAGE 2 STAGE 3
2016 Q4 2017 PAO KRS

Launch masks in 800 stores Full range product launch Improve store output

HUBEEEHETEEE LTS EFJF BT Wall Unit B )& P& EPEEEEEY RBARELIIE

EEEE
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Channel Expansion: China Strategy DR.WU
- 2017 China Entry Plan in WATSONS (3,300 Stores)

TYPE 2017 1H(F) 2017 1H(A) 2017 (F) 2017(A)
Wall Units 45 76 200 236
Store in Store 5 4 15 13

50 80 215

North: 63 doors

Total

Beijing Counter

East: 27 doors

West: 53 doors
watsons BER

Shanghai SUPER BRAND | walsons BeR
Store in Store

"/

/ﬂzﬁtsuns BEE ' |
Shanghai Longemont

S Store in Store

-~ —~

Middle: 51 doors

‘ South: 55 doors

21

Shanghai Daning Store in Store



Channel Expansion: China Strategy DR.WU
- 2018-2019 New 3.0 Stores in China

DR.WU 3.0 Concept Store
Combine clinical and fashion to present light industry
décor and elevate customer experiences




New Product Development: Current Portfolio DR.WU
- Complete Product Lines: 14 Key Lines x 80 SKU
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New Product Development: 2018 DR.WU

- New Products and Continue to Elevate Existing Series
Total of 19 SKU to be upgraded with new formulation
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New Endorser Strategy: China

- Endorser Strategy in China

2015-2016 Endorser B &
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CLINICAL SKINCARE
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I New Endorser Strategy: China DR.WU

- Endorser Strategy in China
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Janine Chang(GR£95)
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Marketing Strategy : New Social Media Concept DR.WU

CLINICAL SKINCARE

- Build broad and depth of user generated contents (UGC)

#EiE BEl - X - Z5MHRE - 2A - KOLE

T UBIEEEFRAE K
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Professionals:
Doctors

Professors
Beauticians
Industry Experts

KOLs:

Internet Celebrities
Bloggers

Youtubers

IGmers

= ENNETHU
MBEx&OE -

Media:

Beauty Editors
Reporters

Celebrities:

Musicians Actors
Artists

Loyal Customers:
VIPs

Wu Club Fans

Channel Members
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- From Transactions to Relationships

Marketing Strategy : Omni-Channel CRM System

BIG DATA

DR.WU
CLINICAL SKINCARE
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CLINICAL SKINCARE

Thank You

“Your Personal Doctor
For Your Perfect Skin”
-DR.WU

Contact Information

Jennifer Tu, CFO ext. 830

Fiona Chiu, Financial Manager ext. 702
TEL : +886-2-2369-9888

Mobile : +886-905-685-503

E-mail : ir@drwu.com
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