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EK HAIR INTERNATIONAL LTD, -

E O BE &= [H /s =1
u ¥ omlE Res

SehBEEL I - Brand Origin -

CK Hair International Ltd - #1742 WG 1 RS 19645E « oKk ¥ S0ME &%
S BT o I S0 R R o s T L MR i
WAL - ARG TR AT ER - R LA T T E R T o R A

Al MW e B AL TR O Ry (O R 1 R A

Established in 1964, CK Hair International Ltd is renowned for its aiualhy
utatian

- and natural-looking hair products. With the experience and rep

¥ | Brand
CK Hair

fill 7 SF.fi3 | Established Year
1964

7y d] | Company Name
MIEEMERLF
CK Hair International Ltd

[ ¥dE S | Major Products
& Wig and Hair Products

FRiFiHY | Major Market
FFFERTAE
China & Asia-Pacific

built up in 50 years, coupled with its exclusive patented technologies, the

- Company has a worldwide market. Among its OEM clientele are many

internationally celebrated hairstyling product brands. All these have

- l:vrmren its product quality and established the Company as a leader in

he industry.

wE) 45 % - Company Feature

A0 R P e R A a0 B PR - BITR B
Ui BEF(CAE  Freo AtES D BIG S E AR - [FI0EE(CE TR
o R W P () e B WY ¢ F S A N AR BT FT R S A0 L - BT R

L A R R R A R LT I L L 2R LR o R

IO RS Ty B I R T 0 A O M2 S B R NG 2 TS -
WS R R Rm WIS R - SR I
T FraTTHEMME R EREATE - B 0aTHE - JEH B 0
Rt o T 55 2 2 WO B R A ST o (0 A U R IRD 0 45 i B s R i
(o) B Ll 7 S T - Ty A T TS .

With over 40 years' experience in the industry, Managing Director Mr.
CHAO CHEN KUO has been moving forward with time through persistent
innovation. By continuous efforts, he started his home brand in 2014. At

the same time, he invited the Brand Strategy and Innovation Cenire of
the Hong Kong Polytechnic University to be their consultant to conduct

. comprehensive analysis on the industry's prospect, carry out systematic

survey, and build up the core values of the Company. A flagship store is
opened in Tsim Sha Tsui, Kowloon, Hong Kong to provide its customers
with excellent hair beauty products and attentive professional services,
Besides, Mr. CHAO CHEN KUO is the Founding President of the Hong
Kong Hair & Beauly Merchants Association and the President of the
Asian Hair & Beauty Association, etc. It has been 37 years since the

. Asian Hairstyling & Make Uﬁ Cumlnatitiun was first launched In 1977 It
- aims to enhance the level of in
. and promote lechnical and cultural exchange between the areas. Mr.

airstyling and make up in tha Asian districts

CHAQ is also the co-founder of the Federation of the Hong Kong Brands.
He has made significant contributions to the local beauty industry.

LR AL - Brand Charisma

LLOTUEShAR  TyURmE o S TN, - THIEE ) B BLCU0Y - 2

BB DT B T ARME - THIE B S EME - CK HairliO#E 15 412 it —

048 0 S0 I M B+ S GO MR A BN R Y R AN A RS L -

A UM S N R B 101208
0 A 1618

16/F, Chung Fung Commercial
Building, 10-12 Canton Road,
Tsim Sha Tsui, Kowloon, HK
852-3580 2608

B852-3580 05650
info@@ckhair.com. hk
winaw.clkthair.com. hk

<P T AT SRR RI G - o R o G R R A T s - R TT I PRI R
SEHINTAT R BT MR P R - BE Tl (M AR 1T L DE R L
EIEEM R S R - £ 2 DU M PR CK Hairkl T2 - T 82 - BIOGH 0

LW BB -

Established on the strategy of being the leading brand, lo be
Professionalism and Brilliance are the core values of CK Hair
International. The Company is dedicated to offer hair pieces of the finest
quality to its customers and business partners. Its flagship store provides
one-stop professional hair consulting services, including information
on hair care, hair treatment, and unique professional hairstyling advice.
The brand's attentive services, high standard hair pieces and effective
hair care solutions delight every customer with sophisticated and

. natural-looking hairstyles, putting into practice the Company's business

philosophy: The Beauties of Hair-Coaching.

74
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The Beauties of Hair-coaching

.

Annivorsary

CKHairBI&%s

BERAERI-RER
ZEEREBEOATER
BEmEEORES

BeEERESOER
BEERANBEL &
EBAMIMRES - AR
MEAL!

BARAGHHAEERR

CK Hair BB RSE - BESRN BT
BTN DEENGUANAR- AR
BOAN-EFEM-ILR - CK Hair BE

CLR FoR e /,-" .

R

LR B \
s EOmNN | "'ll
EMER-ES : 4 ]

L Tkl

CICH

CKHair BISEMBRESR HANESY
AR IR O — AT R AR R ¢ SN EREZIERAR

AIaE SREEMENE

AL ERE 101NN RERAB 68 3 5 80 = 2 608
(BEE2EBLSHO)

16/F., Chung Fung Commercial Building,
10-12 Canton Road, Tsim Sha Tsui, Kowloon, Hong Kong
{MTR Tsim Sha Twsl station, Exit L5)

www.ckhair.com.hk
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Australian Company Since ] ?2?

¥ | Brand
Betta R

G767 | Established Year
1927

7y d) | Company Name
Hit PR HIR A F)
Goddess International Limited

E%idE G | Major Products
K[EHE$ Household Slippers

2 ) | Major Market
FFFRTLE
China & Asia-Pacific

EFRE WG
TMLE B 10203 =
D3, 10/F, TML Tower,

3 Hoi Shing Boad,
Tsuen Wan, Hong Kong
+8562 2421 1609

+852 2421 1693
infodtbalta.com.cn
www.betla.com.cn

- fTWhiT R E - S5+ Bettadh Bl i B S0k 8 i &5
- I
- HHE - B T W R A -

SLEB AL + Brand Origin

. Bettall#¥ + JtfliCharles E Gray’t:k: 19275 (et & T2 il - 4
SO SR ¢ SO S R RE - e e I O P A
© M R R 0 A R A SR R M R -

Betta was first established by Mr. Charles E. Gray in Sydney, Australia in

1927. The company is still owned by the founding family member today.
Goddess continues to maintain a close relationship with one of the family

. members, who gives advice on every new style of Betia. Betla represents
- a style that is elegant and comfortable, the wide array of slippers cater to
- the needs of every customer, from the young to those who are young at
. heart. '

wE]4% % - Company Feature
T 0 DO ] e 1 L % ) N P 19944 « oK iy i HE ) G I R e 3R
R U b YR S 5 o A T R R S O R G - R ] 2B R

< T I AU A R A ¢ O R T T A O
C IR WAEEARSN - DL T RFEEE - ENEE ) DAL - L

5 IR G B 0 R A S T

Goddess was established in 1994 with the vision to produce innovative
and quality slippers by unigque materials, ornaments and trims from
around the globe. Quickly found its position, the company expanded
steadily each year and now become one of the leading producers of

. slippers and leisure footwear in China. Bearing the molto “Living in

comfort”. Betta presents high quality lifestyle.

SLERJE R - Brand Charisma

Bettally 05 VIS B 8E « LTSRN O my « 50 0 0 e A e kg
SRR
E oo AR s e BN T T EE - S AT MRy

. Movelty and charming designs characterize Betta products. The
- d-dimensional animal series capture the heart of customers. For other
- series, Betta infuses Chinese traditional art into the designs. The"Chinese

Traditional Opera Mask” slippers leature the most popular characters of
Peking opera. The slippers are made with high quality embroidery and

- are decorated with sequins by hand.
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SuhEELE - Brand Origin
T it DEH KGN A5 3 & R« b 75 B o R I ) R S A
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dnh ¥ | Brand
Designer Brands Hong K

fill it {5 | Established Year

2008

44 %) | Company Name
HEHALMREERAT
Hong Kong Branding
Group Ltd

F 84 | Major Produc

- IR - Bl IR R et e R A -

DBHK (Designer Brands Hong Kong) was founded by a group of Hong

Kong based apparel and fashion entrepreneurs in Aug 2009. It aims at
ong . promoting Hong Kong designer brands in China at the lowest costs and
- risks. It serves as a platform to demonstrate the unique design styles of
- Hong Kong designers.

- WE4%% « Company Feature
T itk T oy B PR O A S R 2 R e bl o AR sl RS T A i
A A M AT - (0L R A O S R A o RNl A R
TR B R W L b 4 - DBHKAYRE O It A SE TR B R
Y o B Y B R P o L T

BEATR DG GERE 2 IT AN RSB -
O A 3 SIS A S I A3 AR L I A
9 W S22+ /DI e B S 6 104 25 B8+ DBHKIA B L it

Products: Fashion, Jewelry & R G5 R TRE L o 5 A I B W R - AR AR I MR

Accessories

T 25185 | Major Market
APERGKE
China & Asia-Pacific

HANBEDH A ks —iR
168 TEAMotEcHE

Bidg., 1 Wing Ming 5t.,
Lai Chi Kok, Hong Kong
852-3586 0787
852-3585 6006
esther@db-hlc.com
weibo,com/dbhkchina

LR =

e UM BRI € ELAT O A o st il e B e - PSR

7l oA fE 418 408 e Jal 2 [0 Ak £l A1 358 00 B OB V)8 1+ SR A

Jad Jeet A 5L - DBHIKEH: S8 HE bob 1D il 2 55 5 G0 1 Gl 7 B0 feb 1 A 3 v
- AR TIPSR R - SRS -

Hong Kong is the major manufacturing hub in apparel,

many exquisite pieces of the renowned brands are

designed and produced by Hong Kong people.
- However, only a few of the local Hong Kong brands
- ¢an successiully enter the international market. Putting
. different resources under one roof, DBHK serves as a
© multi brand stare. It helps to promote the local brands

and provide a platform for the young designers to show

their talents. At DBHK, one can see the benefits of local
. production.

- duhRJER - Brand Charisma

o DBHKCE B L el i 5 0 i 16 6 2y - AR 1 40— 8 O o LA R O

ok R TUURE NG 5+ TR AN RA AT o Ly WU O A T R G A S T i
N - B R R - MR AR S W - DBHK -/
oy R L R R W T - I e TR MR S
Ty RAT W S el T 0l O ¥ ke 55 3 i e

Flat C, 9/F, Hang Cheong Faclory . DBHK aims to be the most professional medium to high-end fashion

retailers, providing the best quality and excellent services to customers.
- Cozy ambience enables customers to enjoy the utmost shopping
experience as of provided by the international brands. Keeping abreast
_of the market, DBHK develops the online platform comprehensively
. while at the same smarts up the in-store shopping experience. The
. implementation of online to offline strategy provides integrated

shopping experience, allowing consumers to tie in their store
experience with their online experience.
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Blawld
fni i | Brand

Blauling

il i iF-fs | Established Year
2010

4y || | Company Name
BMESAT BRAF
Faithtex Time Limited

I %@ & | Major Products
Biék Watch

Fuiiids | Major Market
hH  KPFEEGXE

The Middle East,
China & Asia-Pacific

HEAMFEARRIHAR
R{EEMERG 1048

10VF, Chinabest International Centre,

8 Kwal On Road, Kwai Chung, HiK
852-2796 3595

852-2796 0712
info@biauling.com

wiww, blauling.com

numm; BI."B.I.'Id D‘ng]n v

Blauling®y ¥ 4 Fil -1 B8R & M + S RO 8558 « 00 K R L 1 Bl Bl
85 {5 M+ Blauling 8 e HH 98 43 0% #2488 % {E*Murano Aesthetics® K #
{i] JE 5 -Geometric Aesthetics” + 75 {17 TEER A E1 2RI BEEN « i R il i A

© R - O T SRS SRS i AL U LB (0000 8

Blauling timepieces originate from Switzerland. It is well known for being

- a symbol of artistic beauty. Inspired by the dazzling glass traditionally
created on the Venetian island of Murano in the noerthemn Italy, Blauling

has developed its own culture known as "Murano Aesthetics® and

- "Geometric Aesthetics” for interpreting the beauty relating to the nature.
. The infusion of artistic elements makes timepiece not only a time-telling
. device but a portable art worthy for appreciation.

4w E4% % - Company Feature
oy W 0 % 2 ] Faithtex Sarll* 2005476 B -k o - BHIEH B M 0
at o« L0 S O R A TR Ry o ST A E AN SR

- - LEFalth}ﬂﬂ—rﬁinlﬂ ##8 « W2 1y Faithtex — KB HH
o I R R RO R - MIHR A TE BRI K BRI G - EIL Nt e

0 B S TR - 5 I Blauting iy e i A -

ST O e ¢ Blauling 7 20114 (1 B -1- 11 06 6 i 8 I iF X i

fi = Ty b i MY 52 5% - Faithtex Sarl$F 5l 85T 1 76 o A9 8 b |- AT
900 360 A e S VLY RO S M T R o U MR DR 3

© PN E] » L RYBlaulingdty 17 4 S5 BE -

Faithtex Sarl, the founder of Blauling, was established in Switzerland
in 2005. Faithtex insists on aesthelic design and committing itsell to

. fine quality and craftsmanship. To remind its faithfulness to the end-

consumers, the Company incorporates the word "Faith” in the name of

- the company as FAITHTEX. An adventure in the forest gave birth to the

brand. The founders were amazed with the fascinating world of nature,

- especially of the flying butterflies which the brand name originated from.

- After years of preparation, Blauling started its initial launch in the

Baselworld 2011. Te strengthen the brand development, Faithtex Sarl
has invited Mr. John Wong as its investor, who are well known for his

- experience and strong foresight, Afterwards, Faithtex Time Limited, the

operation arm, was set up for the marketing development of Blauling.

SLhRRA F + Brand Charisma
BlaulingBl{EMEBSF AAA EEL - DI ESR LM - ik
T 8 G R B PR GC RS - (MBI o T ORI o BCLLTORK K N
1o G AN e RN AR - Rk B B2 E MR 1 Ronda® & ¢ 1O 1R
Fl = Blauling$T 6 85 #7 5 &5 A~ 0T 3 W RFF - (08 1 B0 le 3 00l 1y 45
o G W I S

. The principal themes of Blauling relate to the nature, such as insects,
. birds, blossom, and landscape, as well as the feminine conceptual

ideas. Innovative design is characterized by interesting artistry, romantic
coloring and fine craltsmanship, and this together with the prong-setting

. of cubic zirconia on decorative bezels, fine mother-of-pearl dial and

Swiss Ronda movement, ensure the charms and delights of Blauling are
revealed.

Blauling breaks with the traditional inaccessibility of art, which transforms

* the timepiece into a portable art and gives you the pleasure of wearing

on object of beauty on a daily basis.
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G-LINK

f#4l | Brand
G-LINK

filli7 i£ iy | Established Year
2008

7y ¥ | Company Name
EMENERAR
G-Link Jewelry Design Ltd.

I W b | Major Products

B85 Jewelry & Accessories

F Bl 8 | Major Market
KPERTEE
China & Asia-Pacific

Er AL RERLNG B SR iE 3 7 iR
PR R ch B 14811 04
Room 1104, 11/F, Tower B,
Hunghom Commercial Centre,

37 Ma Tau Wal Road, Hunghom,

Kowioon, Hong Kong
B852-2368 95495
852-2368 9644
sales@g-link.co
www.g-link.co

=
=
b
@

: HE U 5 20085 + G-Link Ly 3% 44 7% 5 45 T

LB -

. extraordinary craftsmanship, capturing the

(BlEBRERIeE)
. -—._I=_— .-\-
SuhREELIL - Brand Origin

an R SRS R E M b R R - S
Rty T88 - Siras i e AT - BW

Established in 2008, G-Link is a reputed
Hong Kong jewelry brand with retail locations |
across different cities in China. The brand
presents a stunning interpretation of arts and

everlasting values and magic of jewelry.

Wi Gigi Cheng
ML e v
Founder and Chief Designer

wE45 % - Company Feature
oo B B0 W) R T B 2 G R TS BT TCRER o M ISCH - SR

TR R R R A - (R AN e N S AT R

B PR kS HEHE — FBWNO AN EE R JE R AR Infinity -
Sky Dance- Kaleidoscope- Africa Romancesf: ¥ « Bl & B 3% 7 0 58
O O O CE O3 fE A William Tang X G-Links% 5] g HI a1y 55 1 41
iﬁ .

Bearing the motto "High Quality and Attention to details”, every piece
is made with scrupulous attention to detail. Gigi Cheng, founder and
chief designer, merges new and elegant elements in all designs which
appeal to the jewellery lover. Exquisite collections include, Infinity, Sky
Dance, Kaleidoscope, Africa Romance, to name a few. Cooperating
with renowned fashion designer, William Tang, the William Tang X
G-Link collection set the town ablaze and quickly became the on-trend
collection.

SR AL - Brand Charisma
G-LINKF S 398 = e & e BE R R 00+ Gigilks 85 iy i A 3] 1 o

e BUICHHTE R B - BSOS WO RO RENY - DIFDEAMI (0 &k

L% WRFRIIE AL s AT - B R o SR R - BE20094F F 5 Wi
B {180 b PE O OTT » TP Sb A RERR VT o O T O R S SN
B - R IyE - fCRFEEWRAINE " Sl LAY 22011, -
T A v B 2 77 0 25 00 W0 vl 9 T S e RN - Bl T P B e

. GL'MKH} A LA A T Ry~ B~ G - 'F"!Hdﬁm u

Bomn in and inspired by the boundless energy of Hong
Kong, Gigi infuses art into jewelry, transforming
each brillianlly coloured gemstone into a unique
and extraordinary design. The exquisitely crafted
pieces have garnered several international design
awards. Moreover, she was invited by the Hong Kong
Economic & Trade Development Council, to act as
the sole representative of the jewelry industry
at the Hong Kong night in Belgium 2011.
The brand has retail locations and stores
in many provinces and municipalities
thraughout China. In addition to mainland
China, the G-Link brand has also entered Europe,
Middle East, Russia and America.
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MEXT Brand Awards (S8 ETE A 5S)
Commendation of *Local Creative Brand (Jewelry & Accessories)’
FRE R (SWEE)

HK Jewellery & Gem Fair - Seplember 17-21, 2014 HE International Jewellery Show - March, 2015

MKW A
G-LINK JEWELRY DESIGN LTD.
Website: www.g-link.co Email: sales@g-link.co SELEN NEEENME - +852 2368 9595

h M SRR - +86 020 3483 5590
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cx; SuhREL P - Brand Origin
® . MHFEEG A ReoE R CE LM SRR RS
y - RRACIY AR B VR BB M AR AL + 200245 W] V2 TR & M Gallucci -

- Bince 1980, R and S International Ltd. is devoted lo producing different
types of watches. With solid experience and the support from the market

u % i | Brand over the past years, the Company introduced its brand “Gallucci” in 2002.
Py -1

Gallucci ﬂ-ﬁ%ﬂ 7 Cqmpﬂn}.‘ Feature

8131 %43 | Established Y Galluccilh 3t HIBIIE A SR A% « 010 BES (R% a1 BURG » BT % X0 R

VWALA1y | Established Year 50 A BB MG b o SRR AR 1y GallucifU R AL « B & AB 1

2002 HHL P04 05 153 5 % 2 T MG R+ LA O T R A S T R 1 L Ay
- AT B - Galluccilid B 478 48 4] 2 LR -

7y+] | Company Name

INT Inspired by the astrological chart, the designs of Gallucci are unigue.
Eﬁﬁﬂﬁﬁmha . Parts of the watches can be seen through in skeleton. Special
R and S International Ltd arrangement enhances visual impact. The timepieces are modern and

stylish, revealing the mystery of the astronomy.
%A | Major Products
#4F & Mechanical /

Automatic Watch
- 7 . K B85 5 S 0] % 4 - e ok 2
ER 7 | Major Markel I T R CEITIT
FBE Worldwide RN MR S PR R TE TR Y - A TR
RLAI - RENEH SHERIE « T I R o
IM.E Star Series - Mechanical Walch Galaxy Serles - Mechanical walch
(Model: Atlantic) (Model: Deluxe Geminl)
Gallucch B F &k

Subsidiary Brand of Gallucci

&8 L AERE AL R d 15
R TP T

Unit Ne.1, 9th Wah Shing Cenire,
11 Shing Yip Streel, Kwun Tong,
Kowloon, Hong Kong

852-2367 299374

852-2367 1456
msinti@rmsintl.com

www.gallucciwatch.com Skeleton Watch features the beauty Skeleton watch with hand winding
’ of the astronomy movement, allowing wearar 1o ses the
interworking of the retro timepieca
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GB Twins

coloré®

DOUBLE YOUR FUN TIME

f e | Brand
Coloré Twins

{37 4E 6} | Established Year
2013

4y | Company Name
HAEFEERAR

Ever Sunrise
International Limited

F 8 S | Major Products
Mm% Watch

T Bl 8 | Major Market
48 Worldwide

HAEEA20%
WA E

246 Des Voeux Road West,
Hong Hong

852-2527 6808

852-2865 6902
kings@coloretime.com

EE N weww.coloretime.com

- SLERELIL - Brand Origin
BT AR R N R T SRS R - () ]
Dt PR RO Y [ - A T W FTREMIAE - TR
COR S o SRS Tyl R IE 0N« S E RO I B Y A BT S RE S HINN
R

2401 Tung Che Commercial {:enla'

OO IS TS iy 5 0 )

- Inspired by the happy moment the brand crealor spent with his twin
. sister, Colore, the fashion watch brand was debuted
* the watch market. Breaking with the tradition, the Colore 2 face watch
- surprises the fashion savvy.

mnluhumzad

L E]45 ¥ - Company Feature

o R 1 B0 AL T O Sk M B O B R R i 2 0 B0

— W R SE DR fll S IR IR T+ DALY SR - 2 R AN Il
- PG B & o S AR R 1 o fERT A R T

— 8k - SRR - R UG RO REMRRLET FICITIERT MELE - ik

B -

- Mr. Kings Leung, the brand creator and designer, devoted himself lo
. the watch industry for over 20 years. Pursuing perfection, Kings always
. keeps abreast of the market. With the unshakable confidence and faith,
* his design is exquisite which make people gasped with admiration and
- surprise. Bearing the concept "one must live better today than yesterday”,
. many innovative designs are launched.

o R Z « Brand Charisma

T G R R A 200 SRR - R

b o TSR A A 5 R A A AL e o (e R T
T A LA TR R A B i AR - R AL

R HETE R RO A0« A O B T A S+ R L

LR -

. The latest 2 face watch was launched in 2013, with its innovative initiative,
. attractive colors and practical functions, the brand’s position in the
* market is concise. The brand name "Colore" is associated with colorful
- and practical 2 face watches. Together with the special thin movement
. and water resistance feature, the brand appeals to the watch lovers,
. Design is simple and clear but it quickly becomes an on-trend product by
* manipulating the piece to function in a non traditional way.

Pick your Colours
geev e
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colofd®
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All Patented

www.coloretime.com

Ever Sunrise International Limited
2401 tung che comm. center 248 des voeux road wesl. hong kong
ideacrea@nelvigatorcom  +852 2527 6808 +H52 PHES 6302
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TITIKAKA

rn 8 #5 H | Brand
TITIKAKA

il 5 iF- i | Established Year
2008

4+ §) | Company Name
HFREREBRAR
Kingvic Fashion Co. Ltd

WS Major Products
Bl 58
Footwear & Handbag

FE 8 | Major Market
EUMEAPEEE

Europe, Japan, China,
Hong Kong

WA AL R i Te8
T REE - 18T e TE
Unit 6-7, 18/F, Laws Commercial

Kin, Hong Kong
852-2742 2020
852-2742 910
info@itikaka,com. hk

EE N e titikaka.com. hk.

© TITIKAKAR U 1 20084 + il el B 21

SLHREL - « Brand Origin
eI 3 001 1 L O

C R B R G A L A A A R DL £ - B
- I BSOSO PEYR IR & 1R AL 0 0 R -

- TITIKAKA founded in 2008, by a team of international designers for their
. creation of Ladies' Shoes Brand. The overall style of TITIKAKA which

pursuit of noble and sexy, simple and content, personality and comfort.

- TITIKAKA committed to providing the era of ladies' fashion for everyday
. malch series, '

wE) 453 - Company Feature

SO Ly (VR AR T O R+ O 0 A LT X Z (Top Idea) + T
. AR B (Top Inspiration) « % {7 % (Keep Aesthetic): {175 ¥ (Keep
o Amazing)y M E B - By FSH0E 00 G S 04 IRF 3 A0 0 T O L 8 i BLeY
L PRSI R R .

. TITIKAKA as a high fashion shoes brand, product design concept is
* based on the top idea (Top Idea), the top of inspiration (Top Inspiration),
- preservation ol beauty (Keep Aesthelic), save the surprise (Keep
- Amazing) for the creation of ideas. TITIKAKA, filled lifestyle fashion
. design combines art and fashion for all life fashion taste ladies.

SLERE % ¢ Brand Charisma

 TITIKARATE R 1 3514 3 B L 005 1 0 090 0 L 75— 2+ 24 B 0

C AR G B (W S B0 I 5 G R LR - (ETITIKAKAS: 5| -

ek

© ) O L TR S i 35 (] R A RO R - G
- MR RTRY A R N -

. TITIKAKA — European romantic and noble, Oriental beauty and gorgeous
. fusion together to present a brand with new fashion style for all life
- fashion taste ladies. In TITIKAKA series, you can only find concept of art
. and fashion, and there are no complicated or exaggerated details which
. gives customers endless freshness and surprise.

Plaza, 788 Cheung Sha Wan Road, -

(=1=]



“

Metamorphose and transform
the fashion world into a dreamland
of fabulous opulence and luxury.

PARIS TOKYO HONG KONG SHANGHAI

Website: www.titikaka.com.hk RN G AR 486 020 6241 5175
Email: info@titikaka.com.hk WIS . +852 2742 2020
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XLV,

fm# 48 | Brand
bR

il 37 {57 | Established Year
1999

Z: 4] | Company Name

Cuvee XLV French Wine Limited
o A [ L)

{Sole Agent of Asia-Pacific)

F2IgE 5 | Major Products

L8 Wine

XLV ShethE A
XAVIER - LOUIS VUITTON

HFANETWESH2158
BE I Rch{-BEcE23E
Unit 23, 6/F, Block B, Focal

-

Inclustrial Centre, 21 Man Lok Street,

Hunghom, Kin, HE.
B52-23649 H080
852-2723 1138
infodhdwine, com
L adhawine. com

HhibR

(Al éﬂ%gﬁnﬂam

suhREL B - Brand Origin

KLV S I 0 S 0 - (8 T 0 S A - B R - BN (TR SR
Mg LG A ) P 194088 HY A ik o BRI 0 208 e ME-T 0 = iy 58 MR E
1963 5E L fit « frfra sl A2 « R Tl S e 0 - B ES T R A - AR
ST I o0 OB T W I R SRR AR - R R
MECTTRETEE « fib - BRSSE BT » fLERRe M b i - BN,
B AN SRR AL » Al o P - BRSLTERLAC R
THEL I A% 2k i e e -

Dy ARG e M - (T - B N UL R SR R 0
WAL « BB i S0 1) S PR A A S A - BRS¢ THASET P R

C B IR CE B - e R N S DT A EREE - I R - BR N E R

i ) 2B - R T XLV R -

XLV is an exclusive private label created by the eldest member of the fifth
generation of the Vuitton Dynasty, Xavier-Louis Vuitton. Xavier-Louis was
born in a Parisian suburb of Neuilly-sur-Seine in 1949, Xavier-Louis was
fourteen years old when his father, Jacgues-Louis, died. Since then, he
was under the care of his grandfather, Gaston-Louis Vuitton, who was a
well-known wing connoisseur, He used to bring Xavier-Louis to visit the
most famous Chateaux to purchase his own wine in "En Primeur”. That's
when Xavier-Louis’ passion for wine began.

With his life-long passion for wine and in memaory of his beloved
grandfather, Xavier-Louis bought a wine estate near the village of Apt
in southern France. Together with his son, Quentin-Louis, as the wine
maker of the winery, Xavier-Louis was making his dream into a reality.
Hence, a brand that upholds the Vuitton family tradition of “Innovation,
Creativity and Excellence” was born — XLV by Xavier-Louis Vuitton.

cn iR B3 + Brand Charisma

H R T R AR AR B - R Y
O 3 S PR A R - PERT TSR R E - MRS O - Bl
Fik L1 0 A R IR R A0k 5 0 A SRR - R MR R A - i
i - B AR DB e E - (Erb IR - S - B HRRL

- ERTE A E A e LA -

Building on the tradition of excellence, Xavier-Louis pays great attention
to the whole wine making process, from grape harvesting to bottling.
For Xavier-Louis, every barrel of wine is unigue and is not a commercial
product.

20




% B % B )( BY % 15 12

XLV,

KLY B G0 A
XAVIER - LOUIS VUITTON
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WWW.XLVWINE.COM

Sole Agent of Asia-Pacific: Cuvee XLV French Wine Limited
Email: info@xlvwine.com

L'nit 23, &/F. Block B. Focal Industrial Centre,
Tel; 23689 8080 - Fax; 27231138

Mo 21, Man Lok Street, HungHom, Kowloon, Hong Kong
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#oEk R Review de R ELE - Brand Origin
c\W\We. ery AW CRILERMT WS o RS 0 (OB« 2 A0 A 0 1
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Bearing the motto of “in pursuit of excellence”, with its sophisticated production
skills, early in the BOth century, BA Publishing Lid is the only company selected
as the advertising agency of the renowned European walch magazine and

. American jewellery magazing. Both serve as an arm for Hong Kong enterprisa to
slep into the overseas market.

In the same year, HK enterprise were restricted from participating in the Basel
fair, JA and WH wera then borm and strove 1o be the only magazines that could
be distributed in the exhibition hall to help the Hong Kong entarprise (o promole.

o RV gy - 2945 - Company Fe
WATCHREVIEW - ™ - Compeny Feaer

L — ] o o Y (MR R AE ORI o Y 0 B G
WMUIR T [+ 98 6 0 i SR A S B ] IR R o] B IO A O AR S -
SEVIEW - e 1 it 78 7 3 2 00 8 8 51 i <

ICe | ki

A MR « AR TS 2 B — RS+ i — DAL & SR Y
OF % i e D P 9 DR AR ER A O 1 B B g L Y
Wl - P I RO O BN - AR LT -
The Currant Trend

The company is diversifying into the electronic world. On top of traditional
printed version, the magazines are also available onfing. This two-lold promaotion
further enhances the recognition of the Hong Kong enterprise.

11,".“.""tT RiViFW

— . The Future Perspective
/Q - To mherit the past and usher in the future
T United with the Federation of Hong Kong Brands Lid, the company is fully
f‘.umg(‘ée,.r’ h utilizing the online platform for round the clock communications for the Hong
S Kong and worldwide fratermities.

The company embraces its corporate social responsibility through its
- awareness on the preservation of the environment with the & book and all other
- means,

SLhRELER - Brand Charisma
_ BW2HET1083(80 N PD - MWW 208
P v A e e R AR - DA RO ROR R T S ) R s R T AT
Bl o o IO 00 o K+ DR v a8) Se bR
I IEMT108a(ITER) - BIIyH 5P 2 N H A -
Bt 5 I 0 o B OE IO - v LR RS B - I MR R
FEGLE IR R o P YRR PR A R - I A

HELMTWERE2158 b

BH T #P{BECEIEE BTN BT 2004 CBETD » Ty RETY VLI ¢

Unit 26, 6/F, Block B, Focal VA 05 T O B s R N R T T R

Incustrial Centre, 21 Man Lok Street, AP AR - RUEMIESRG ] - B S TR A EE T A 8 -

Hunghom, Kin, HE. Jewsllery Review (JR) Since 1983, reveals the jewellery trend worldwide and
{—Q 852-2511 6077 provides the most updated market informaticn
W 5522507 5855 Watch Review (WH) Launched in 1983, index of the trend of the walch industry
Q) baap@brlliant-art.com.hk Jewelry International Debuted in 2004, features the latest jewsllery trend,
Tl wawew brilliant-art.com.hk a beacon in the jewellery industry, a source of inspiration, a collectable

treasura book
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{37 -1 | Established Year
2004

4y d] | Company Name
HRAERERLR
World Trade Fair Limited

Eias i | Major Products
HWilEBEmEs  HSENS
Jewelry & Watch Trading
Centre, Trade Shows

84y | Major Market
23 Worldwide

T AR ol 0B I B 3 306E
MAaPLZTETNE

Suite 701, Tower 2, Sihvercord,
30 Canton Road, Tsimshalsul,
Kowloon, HKSAR

852-2365 8119

852-3020 G786

bkt com.hik

winvw GBEBZ268H. hik

w45 % + Company Feature
7 1 T R4S (W) Ak 5 e 0 L PR R MEFTLGRLBR T R i

- BB S O (0 A T I R B O L RS
o VTR o L R T AT S« o )T SR I O W
DMLY IR o LA a2 ER % 0 (b SERE 62 L

AT 4 75 0 R PR T B B W[ S - 0 E D A R O M
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World Trade Fair Limited (WTF) produces high quality and international
- renowned conferences and expositions that showcase the latest

innovations and developments in various trade and industrial sectors
in jewellery and limepiece business. The company was lormed with a
commitment to create innovative products, services and special events to
serve the needs of the global business community.

. There is strong demand for WTF's expertise in jewellery and watches

business events, Its professional projects delivered to governmental
organizations worldwide including Trade Promotion Department, Kingdom
of Cambodia, Caofeidian Free Trade Zone Administration Committee,
Tangshan, China and many others.

BrEGESRRK

CADFEIDIAN FREE TRADE ITOME e e e e

24



We strive for your success

......in jewelry & timepieces business

CFD Jewelry & Watch Trading Center, Tangshan
LT ECEREERZ S PO

|

China Pearl Exchange, Wannian

rsnmans  EEEBB YR

I Pras | Evihange

' x Vietnam Jewelry & Watch Fair
\ e | R ER R B R R

Cambodia Gems & Jewelry Fair
' FRRNAKER

B BR OF 39 S 8K R h B R

World Trade Fair Ltd. {HFiEESHRELSE]
Suite 701, Tower 2, Silvercord, 30 Canton Road, TsimShaTsui, Kowloon, HKSAR, China

PEIFEAMADEMEE 30 RMEDLETE 701 E
www.68382688.hk QQ:1686121689 Whatsapp(+852)97915879
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Dr. Jimmy Tang

AFEWEAREIRETHNESN
Chairman & CEOQ
of Prince Jewellery & Watch

PRINCEATF

LT e s >

EFEwARsn

RN DE

Peonia Diamond

WWEEE Mathan Road Main Shop

j( FRRE R T 1984%F » X HKUF Established in 1984, Prince Jewellery &
BUMHE® - E5SHEEME S NESE Watch Company is one of the leading
B e bR B M retatlers in Hong Kong carrying over 60
FRANCK MULLER~ {LiF /8 - W H - K& watch brands, including Audemars Piguet,
R TR . e Eoaslid Piaget, Cartier, FRANCK MULLER,
~ WHR - B E - IR - WK - A &

f\ !{” i j ; i I?I j t = i g ji rﬁ; 4 Vacheron Constantin and so on. In addition
o 8 b LIBK I 32 on hF © BE A M P o :

T Bk W O o PR — R B BLRE O M BET
RN E - iﬁ1~ ho M__’# K _'ﬂ r+n in Causeway Bay, Tsim Sha Tsui, Sheung
MR WA EMHEH - RDPWH - k' Shui and Tuen Mun. The ¢ ‘ompany further
A BN KR - KT ER®M &g expanded its retail distributions by opening
WM 4HuPETAOR. - exclusive shops in Macau and China,

to watches. a wide array of elegant jewellery
pieces are on display in the 14 shops located
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email: infoEprincehk.com
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i

BaERGE  Ocean Centre Shop

tel: 2739 2333 www.princejewellerywatch.com
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Just Gold
Wedding Bangle
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Miki Chow, Just Gold Spokesperson

Brand History and Development

Dr. Jimmy Tang, Chairman & CEO of the Company,
aspire to a better life since he was young. In 1984, by
sarendipity, Dr. Tang rented a counter in Hankow Road
to start his own business. It heralded the official start of
Prince Jewsllery & Watch Company. Under the lead of
Dr. Tang, Prince is now one of the largest waltch retailers
in Hong Kong. Holding on to his personal philosophy, “Till
good is better, But better best™, Dr. Tang devoted himself
to watch half of his life. His success is by no means
fortuitous, his hard work makes him successiul,

Challenges & Hints

Same as other companies, Prince encountered
different problems in its development. The financial
turmoil in 1997 and the SARS in 2003 pummeled the
retail industry. Neverthelass, Dr. Tang was still optimistic.
“One cannot always be the champion, we can further
expearience the sound of sunshine after raining”, said

TEXMRAH - ARAMHM FHENKEIIRAN
Bl - M ARBEMC ARTERBRBR TR

TRINR SRBTHFETFRLE-

dE#tapmi® Baijing apm Shop

Dr. Tang. His optimistic mind helps him to create
opportunities from crisis. Grabbing the chances, Prince
expandead its operation with attractive investrmants,

It is not an easy task to get the trusts of the
international brands. Started from a small shop, without
huge capital suppart, Dr. Tang spent a great effort to get
the distribution rights. “Do not be afraid of what you are
about to suffer, work harmoniously with the brands, then
you will succeed”, said Dr. Tang.

Dr. Tang believes employees are company asset.
Understanding everyone craves a good quality of life, Dr.
Tang always acts in their roles and tries to understand
and fulfill their needs. In Prince, Employees’ loyalty
is imprassive, 5 of the experienced employees weara
pionears in the Company since its establishment. One of
them had left the Company 3 times but now is still one
of the loyal employees supporting the Company.

Future Plan

Comparing to China, Dr. Tang holds a more
optimistic view on the Hong Kong market. Situated
in & strategic location and with favorable tax policy,
customers from B00 cities in China are sager to shop in
Hong Kong. Sesing this advantage, Prince will further
expand its development in Hong Kong systematically.

Prince is diversifying its product ranges. The
acquisition of Just Gold in 2011 was a bold attempt.
The innovative approach to market 24K pure gold
surprises the market, The recent cooperations with Leo
Schachter Diamonds to launch the newly cut Peonia
Diamond further strengthens the role of the company
in the jewellery industry. Jewellary is a new born baby
for Prince, “We are taking care of the baby carefully and
attentively, online platform will further be utilized for sales
and promation”, shared Dr. Tang.

Do not haggle over minor things, those who are

willing to give will be rewarded. Live happiy and
be optimistic.
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Managing Director
of Sunflower Travel Service Limited
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Established in 1974, Sunflower is a famed
travel agent in Hong Kong. In the past
40 years, taking the “client orientated
approach”, the Group successfully
developed concrete base in Hong Kong
and enjoys the greatest popularity among
customers. The self owned headquarter
and 8 branches in different districts
in Hong Kong provide a wide array
of services including ticketing, hotel
booking and different tours.

emall: enquiry@sunfliowercom.hk  tel 2722 2888  www.sunflower.com.hk
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Brand History and Development

Spending half of her life, Cindy is endeavored to
develop the brand acceptance in the keen market. From
3 people hardwork since its debut to over 300 members
hand in hand cooperation today, Sunflower is acclaimed
as one of the leading companies, offering comprehensive
traveling and ticketing services,

Challenges & Hints
Success always starts with failure and difficulties.

Cindy is skillful at turning challenges into
opportunities. While the fraternities were investing heavily
in promotion, Sunflower put all the resources for the
maximum value of the tour. Cindy launched a series of
valus for monay tour. The “small profit but rapid turnover”
approach appeals to all travel lovers, As a pioneer, speacial
tailor made itinerary is designed, lots of similar tour can be
found in the market in the later stage which reaffirms the
Company leading status.

It is always an arduous task of hiring
and retaining good employees in the
travel industry. Cindy is generous to
provide the best to retain the talent.
Education fund for employees’ is
set up to ease the their worries.
Basides, all the tour guides were
interviewad by Cindy to ensure the
quality. In 2003, the travel industry
was hardly affected by the SARS,
the Company offered allowances
to all employees who were forced
to retain job without pay. With
Cindy's self involvement and
care, a group of professional team
membars are capable of solving all
the unexpected problems easily at thair
wits which gain customers' confidence.

Understanding that customer is an important
asset, Cindy handles all the customers’ complaint. Her
sincere involvement is the brand equity. “Word-of-mouth
recommeandations are important for us to generate new
customers”, said Cindy.

Future Plan

Though Hong Kong is small, we see great prospect
of development with high GDP and its strategic and
comvenient location, For customers’ utmaost enjoyment,
more tailor made tours will be designed, The online
platform and hotline system will be further utilized,
ensuring the customers can enjoy our services
everywhere, anytime.

LEAMABME R ARNEHARMeaRENMBERS
BE HAREEAEREC ARTREANERERD
B — A0 A0 A ke e o O - LR A ERERL I

W tmBRM 2 Eil-

“The colorful sunflower logo reprasents
happiness, we wish all the tour members enjoy
avery trip designed by us. Hardwork ensures
success”, Cindy ended.
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Super Star Group was originated from the first Super Star Seafood Restaurant founded in 1989, Over
the years, Super Star Group has been known for Cantonese cuisine with high quality and creativity,
while the restaurant is also regarded as the specialist in stonefish and royal crab.

Apart from Cantonese cuisine, Super Star Group is dedicated to brining in gowrmet food from all over
the world. In recent vears, the Group has opened new restaurants featuring Shanghainese, Korean and
Japanese cuising, catering the needs from different costomers.

With the vision to build a catering empire that lives past a century, the Group has adopted 6 core
values and focuses on building a solid corporate culture. In 2007, “Super Star University”, which is their
internal training academy for superv isars or above, was founded. The academy serves as an effective
agency to pass along Super Star’s corporate culture through practical training, and helps enhancing the
overall image of (‘h'tm'.sc catering services.
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email: cs@superstargroup.com.hk
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Brand History and Development

Since the first appearance of Super Star in Hong Kong,
the brand has been associated with the gratefulness and
giving qualities in the Chinese cultura. With the growth of
the Group and the introduction of corporate management,
“be giving" and “client-oriented” have remained the core
values of the Group.

The first Super Star Seafood Restaurant was located
in Tsirm Sha Tsul, with stonefish as the signature dish.
During that time, more and more Japanese tourists visited
Hong Kong and some of them came especially for Super
Star. Eventually, the name of this Hong Kong restaurant
was spread in oversaas. In 2000, Japan became the first
point of overseas expansion for Super Star Group.

On the other hand, the Group supports their chefs to
participate in international competitions and encourages

FHES - FETW -BR"BF. MW -ECHRR-

ﬁ AR-T®

overseas exchange, so as to discover new dishes and
absorb new techniques. Since 2003, Super Star Group
has been keen on developing *Dining Club™ and open
rastaurants featuring different cuisine. Aiming at promoting
“Eatertainment®, EASY123 Dining & Cooking Studio, was
launched in 2011. In EASY123, customers would be able to
learn from the professional chef team and get to know the
secrets of some of the Super Star's signature dishes.

Super Star has also set foot on the retail business.
As early as year 2000, customers could buy their favorite
festive food from Super Star in retail packaging. To take
one step further, the Group thought of bottling one of
the local popular desserts, sago in coconut milk with
mango and grapefruit, and received positive feedback in
exhibitions. Super Star Group believes that putting their
food in the retail market can further enhance the image of
the brand. Nowadays, they operate a self-owned factory in
Hong Kong, producing reliable and fresh food.

Challenges and Secrets for Success

To the catering industry, there are mainly four
challenges: high rent, high cost for human resources,
high cost in ingredients and decreasing buying power of
customers. Super Star Group has managed to turn these
threats into opportunities.

To cope with the increase in rent, Super Star would
rather take a more conservative approach towards
expansion. Opaning a new restaurant would only be
selections of branch locations when the management
found a suitable location with reasonable rent and long
leasa, On the other hand, diversifying the business can also
help attracting new customers.

On human resources management, Super Star Group
invasts in their staff by offering comprehensive training and
reasonable salary. They have also been trying to cultivate a
sanse of belonging among staff by involving staff's family in
company trips and encouraging staff to participate in social
sarvicas togather.

While the increase in cost of ingredients is inevitable,
the Group tries her best to maintain a reasonable price
to ratain customers. The Group has also been looking for
naw options to replace expensive ingredients; on the other
hand, buying in bulk gives the Group bargaining power in
purchasing.

Future Plan

With the spirit of “be the pioneer; ba the enhancer;
ba the innovator”, it is anticipated that Super Star Group
is going to surprise us with more creative dishes and
theme restaurants. With the high demand for Chinese fine
dining, Super Star Group will be developing a premier
brand for Cantonese cuisine and delicate Huaiyang
cuisine. Moreover, the Group is going to open restaurants
with particular themes, such as dim sum chained
restaurants and wedding banquet housas, stc.

Entering the 25th year, Super Star Group is going to
create a new brand image, so as to stay young and fresh
o consumers.

Stay positive; be persistent; have a giving heart, be humbla.
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Dr. Wong King Kwok
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With the motto of 'Sell-actualization, the H-
me Transformation highlights the realization
of one's dreams through real-life practices
instead of living one's life with unrealistic
dreams.

“Core Transformation™ is a comprehensive
program focuses on sell-potential exploration
& development. It offers multi level and three-
dimensional traiming especially of the human
capital management and development, self
awareness and responsibility to attain the goal.

email: info@hi-me.com  tel: 2881 0787  www.hi-me.com
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Brand History and Development

Founder of the Hi-me Transformation Ltd., Dr. Wong
King Kwok, associates his experience and work to creats
the program. Over the 20 years, the program is beholden
to thousands of participators including the important
governmantal officers and international business
conglomerates. By fully utilizing the online platform,
trainings can be camied out everywhare.

“My personal experience and family environment
stimulates me to develop the program which | appreciate
the support and resonance from differant sectors of
community”. Dr. Wong shared with us. As an achiever,
Dr. Wong shows intensive devotion to the program
through his active participation in both course designs
and on site training in every class.

About the Program

Life is like a drama, changes are important to
maximize your role for success, The programs mingle
westan cultura with oriental philosophy. All the essences
of the 40 year's work are presented in a 4-day program
through interactive practices. The ultimate goal is to assist
participators to achieve self-actualization, to revalue one’s
personalities and to access to human capital metrics. The
manthly program is recognized by Hong Kong CEF.

Challenges & Hints

The success of the program attracts plagiarists.
Dangerouslhy, their parfunctory work ruins the reputations
of the original program. Taking up his social responsibility,
Dr. Wong adheres to quality. The professional attitude of
the gualified trainers and their perseverance successfully
make the program distinguishable from the plagiarists,

Future Plan

The program will be available in the mainland China.
To fit the culture, entertaining approach will be applied for
the positive business culture and modal.

‘Always realize your dreams through real-life practices instead of living
your life with unrealistic dreams’, said Dr. Wong, “Success is not about
your educational level, it is about how you Access Yourself, remembear
your social responsibility for a fruitful life”, Dr. Wong ended.
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Creating Award-Winning Events Since 1988
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Founder of On Stage
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Founded in 1988, On Stage is one of the most
long-standing and well-established event management
companies in Hong Kong. On Stage was originally
set up to serve as an agency for stage performance,
after two decades, her name is known to the world
as a professional corporate evenl management team
— in 2011, On Stage became the first Chinese team to
win the world title of “Best Corporate Event” in the
renowned ESPRIT AWARDS in US.

Nowadays, On Stage focuses on corporate events,
with clients from Insurance, Finance, Direct Sales and
other international corporations; for nstance, she 1s
enjoying a markel share of 80% (by headcount) in the
Insurance sector. Every year, On Stage produces over
100 corporate evenis.
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email: mail@onstage.com.hk  tel: 2381 7887 www.onstage.com.hk
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Brand History and Development

Event management is a very dynamic and demanding
industry. To succeed in the world of event managemeant,
you need to have passion and endless creativity - Dr. Billy
Chu, the founder of On Stage, has utiized these qualities
of his to fuliness and made On Stage a household name
in the industry,

Billy founded On Stage when he was a freshman in
university. As a part-time stage and dance choreographer
himsalf, he had made soma friends from work and built
a network in the show business., With these valuable
rasources, Billy decided to |leave school and start a
company to line up artists and various events.

In 1883, an opportunity knocked on the door of
On Stage and it led On Stage to a new direction. The
team took a job to produce an event in Hong Kong
and Shanghai for World Gold Council; from dasign to
execution, for the vary first time, the team has proven
themselves to be capable of handling an event with an
audience of a few thousand people. Monathelass, this little
victory had brought Billy 1o see the potential in corporata
avants - the larger the audience, the more rooms for
craativity. Since then, On Stage is dedicated to produce
corporate events for companies with large sales force,
such as insurance companies, banks and direct sales
companias.,
Challenges & Hints

During the SARS cutburst in 2003, On Stage has
faced an unprecedented setback. Everyone was scaraed
to leave home, let alone attending an event. Worse still,

even after the outburst, larger corporations were not keen
on offering entertainment to the staff owing to the poor
aeconomy. While everyone was focusing on the negative,
Billy saw opportunities. He introduced motivational
elements (VMV, Le. vision — mission - values), as well as
business values of the client, to corporate events. Not
only did On Stage win the clients’ heart, it has developed
On Stage to a unique market position,

Nowadays, On Stage positions herselfl to produce
corporate events with both motivational and entertainment
values. One might be surprised to learn that many of
their clients ara indeed competitors and the team cbtains
businessas mainly from returning clients and referrals.
Billy suggests that the key to success Is keeping to good
faith — By good faith, it means be fair to everyone, identify
client’s corporate values and keep the creativity alive,

Future Plan

Event management is people-oriented, therefora,
grooming the right people is utmost important. According
to Billy, there is a huge demand for talents in the industry
and it is a real challenge to cullivate people’s commitrnent
to event management. To nurture a reliable team, Billy
neads to bring his team to see the values that their work
could bring to the society, and continuously motivates
them by organizing internal events. On the other hand,
Billy has bacome the first Chinese to receive his doctorate
in the field of event management and motivation. He is
enthusiastic about lecturing in university, as he believes
that there will be more youngsters to join the industry if
they could receive a more comprehensive education in
event managament.

BRI EME TE LOCHA - TEEHE Tosucceed you must love what you do — be kind and honest, always actualize
Eri e  TUE R 8 miE - BAIiE -  your promises, stay thirsty and curious and keep abreast of the world,
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International

Deputy General Manage
Belle International - HK/& W
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On March 8, 1992, the first pair of lady leather shoes was made
by the factory and it marked the birth of Belle International.
In the past 22 years, by offering high quality products and
professional services, Belle International is now a leading
retail company listed on the stock market. Bearing the concept
of “Human oriented, Quality prioritized”, the Group now
possesses both company-own brands and distribution brands,
with two main segments — the footwear business and the
sportswear business. For company-owned brands, the Group
mainly adopts a vertically integrated business model which
covers product research and development, procurement,
manufacturing, distribution and retailing. For distribution
brands, the Group operates the business in two different
models, brand licensing and retail distribution,
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Belle 5&:
International

Brand History and Development

The shares of Belle International Holdings Limited
(*BIHL") are listad on the Main Board of The Stock
Exchange of Hong Kong Limited (“HKEx") since May
2007 and became a constituent stock of the Hang Seng
Index in Sept 2010, BIHL is principally engaged in the
manufacturing, distribution and retailing of shoes and
footwear products, and also sales of sportswear products.
BIHL has number of production plants in the PRC with
annual production capacity over 37 milion pairs of shoes.
According to the statistic from China International |CT
Innovation Cluster {CHIC) in 2013, 6 of the top 10 ladies’
leather footwear brands (by retall sales) belonged to BIHL,
they are: Balla (1st), Teenmix (2nd), Tata (3rd), Staccato (4th),
Basto (5th), Senda (9th). Senda was ranked 15t among
men's leather footwear brands.

HYipedce
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As at 28 February 2014, the Group owned 18177 sali-
managed retall stores in Mainland China and 156 retalls
outlets in HK and Macau, with over 120,000 employees
provide excellent services to different consumer groups.
Market cap reached HKDED.5 billion as of 26 May 2014,

Challenges & Hints

With rapid changes in market and business
environment, the Group faces arduous challenges, such
as increasing costs and talents retention. Mr. Tang Yiu,
Chairman and the founder of the Group, holds the motto
of *Human Oriented”, his ambition leads the Group to
a great success. Ms. Mandy Tang, Deputy General
Manager of Bella International in HK & Macau Ragion
stated that, such philosophy stands until now. “We are
pleased to share our achievement with all the employess,
At Belle International, we are one family”, shared Tang.

Apart from employee relations, corporate
social responsibility is an important element of Belle
International's corporate culture and core values, Not
only sponsored and organized various charity projects,
the Group also encouraged employees to play their part
and contribute the community. In 2012, CSR Department
was established, aimed to develop relevant programmes
systematically and achieve the core concepts, namaly,
Corporate Social Responsibilities and Corporate Staff
Relations.

Future Plan

As a progressive corporation, Bells International is
dedicated to development. Product ranges are further
diversified with the Group's bold attempt to cooperate
with Japanese reputad fashion brands - Barogue. This
initiative provides a more comprehensive choice for
fashion savvy, from footwear to apparel, To keep abreast
of the market, the Group is fully utilizing the online
platform. it continues to push the extension of major
brands online and achieve omni-channel. Besides, for the
convenience of consumers, the multi-brand store format
# MOP, ... " was launched in order to provide a one-
stop footwear destination
for consumers ultimately.
The Group also spares no
affort in strengthening the
management teams to

rasponsive to changas in
the marketplace,

Staccato ﬂ

“We will continue to seek for excellance. Meanwhile, by incorporating
CSR in our daily business operation, we strive to improve the standard
of living of not only our amployees and theair families, but also our
community as a whole. We wish evaryone love our brands as much as
we do,” concluded Tang.
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Listed on the Main Board of The Stock Exchange of Hong
Kong in 2011, Chow Tai Fook has become the world's
largest listed pure-play jeweller by market capitalisation,
With 85 years of experience since its inception in 1929, it
has drawn upon its strong reputation and customers’ trust
to successfully develop product offerings for both the mass
luxury and high-end luxury jewellery markets. Today,
Chow Tai Fook's diversified products cater to customers
with a variety of tastes, purchasing powers and age groups.
Leveraging on the Group’s long-standing history and
solid foundation, together with its core competence and
competitive advantages, as well as continuous pursuit of
innovation and excellence, and ability to keep abreast of
times, Chow Tai Fook has established itself as a pioneer in
the pwellery industry.

email: enquiry@chowlaifook.com  tel: 2524 3144
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Brand History and Development

Inaugurated in Guangzhou, Chow Tai Fook opened
its first point-of-sale (POS) in Hong Kong and Macau in
the 1830s. Riding on the strong foundation and valuable
axparience inherited over the several decades, the Group
opaned its first jewellery POS in Beijing in 1998, and has
begun expanding in Mainland China's Tier Ill and Tier IV
ciies since 2000, a significant move that has laid a strong
cornerstone for subsequent robust growth. Today, Chow
Tal Fook has over 2,000 POS, spanning more than 470
cities in Greater China, Singapore and Malaysia. In recent
years, the Group has also developad a growing prasence in
e-commaerce,

Ever since its inception, the Group has always focused
on the quality of its products and sarvices. As early as 1956,
Chow Tai Fook launched 999.2 gold jewellery products in
Hong Kong and Macau, the highest fineness standard in
gold jewellery — a standard later adopted by the Hong Kong
government as an industry-wide requirement for pure gold
jewellary in 1984, In 1990, the Group also introduced a “Fixed
Price” policy in order to avoid confusion over product pricing
and bargaining practices that were then commonplace in
the industry. Over time, Chow Tai Fook earned invaluable
trust and endorsement from its customers for its authenticity
and reasonable pricing, thereby becoming a trusted icon of
quality and authenticity.

Challenges & Hints

As a market leader, the Group has built solid foundation
based on its core competence and competitive advantages.
Mot only has Chow Tai Fook been able to capture
opportunities and optimise returns during favourable times,
it has also shown its abiity 1o meet the chalenges of market
volatility and economic headwinds, tuming “chalenges” into
“opportunities”,

In 2003, for instance, all the industries in Hong Kong
were affected by the SARS outbreak. While the Group
recorded unprecedented losses during that period of time,
unike many othar mmﬂsrtcidnotslcmmnsbum
but instead pushed through its ‘
development plans. Foliowing SARS,
the Group's business picked up rapidly
again as the market rebounded, with
its sales rising back 1o meet targets |
within half a year, Likewise, the Group
exparianced a similar situation in the
fall of the financial crisis in 2008, with
sales falling before and picking up
in the second half, As a result of its

CHOW TAI FOOK

strateqy, the Group did not need to lay off any staff member
during the SARS period or any economic downtums. Most
recently, a gold rush in 2012 created tension in product supply,
Once again, thanks to its sufficient gold reserve, as well as
its strengths in production capacity supported by a strong
staff force, Chow Tai Fook was able to cope with the sudden
market change and promptly increased the production to
satisfy the consumer demand.

In addition to its solid corporate foundation, managemeant
leadership and visionary business development strategies,
together with pooled experiences and professionalism from
various departments, Chow Tai Fook excels in product
design, craftsmanship, production, sales and marketing
strategies. Driven by creativity, innovation and the pursuit of
excellance, Chow Tai Fook has succeeded in creating mass
luxury products, high jewellery pieces and young fashionabla
products that appeal to a wide range of customers. As the
market leader, the Group continucusly looks to enhance
its in-store environment and service standards to improve
shopping experience. Recently, it introduced a techno-
experiential store, offering customers a truly 360 degree
shopping experience. The Group's vertically-integrated
business model, meanwhile, gives it an effective and fight
contral over the entire operation chain from raw material
procurament, design, production, to marketing and sales
through its extensive retail network.

Future Plan

The Group sees great development potential in Maintand
China, whara it plans to focus on its POS network expansion
across Tier lll and Tier IV cities. In Hong Kong and Tier | and
Tier Il cities in Maintand China, the Group also intends to
expand retail areas and consolidate selected POS through
relocation to areas with convenient traffic and higher footfall

In order to reach out to more consumers, on top of
the Group's brick-and-mortar retail network, Chow Tai Fook
strives to develop e-commerce by introducing multiple
online retail channels as e-tail platforms and markeating tools,
leveraging online-to-offineg synergies to benefit the sales of
baoth its physical and online stores. Furthermore, the Group
takes enhancing its vertically integrated business modal
important to strengthen its competitive advantages. While
stepping up its cooperations with partners from upstream fo
mid and downstream, the Group has also commenced the
construction of the Chow Tai Fook Jewellery Park in Wuhan,
which will provide various functions such as production,
logistics, training, sales and exhibition under one roof.
Coupled with the Group's other production sites in Shunda,
Shenzhen and Hong Kong, the Chow Tai Fook Jewsllery
Park will enhance the Group’s own production capacity
and capability, thereby supporting its long-term growth and
sustainable development,
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Professor Cheng Ming Ming founded CMM International Group
in 1966, With her dedication to the beauty business for over 40
vears, the Group is groomed 10 be a household name in Hong
Kong and Mainland China

The story begins with the foundation of Monita Academy, which
was the [irst professional beauty school in Hong Kong. During
the 1980s, Professor Cheng introduced beauty knowledge and
technigues to Maimland China and started training local Chinese
to be beauty professionals.

Nowvadays, not only does Monita Academy provide beauty traming
that allows students to obtain interpational qualifications, she was
also the local pioneer in offering professional wedding planning
program. Apart from education, the Group has a diverse business
covering cosmetic products manufacturing, branding and retail
management, as well as premier beauty services.
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email: info@cmmbeauty.com  tel 2739 8822 www.cmmbeauty.com
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Brand History and Development

Thanks to Professor Cheng Ming Ming's passion and
persistent pursue towards the aesthetics, “Monita” was
developad from a single beauty salon to a beauty empire in
less than half a century.

Professor Cheng discovered her aesthetic sense since
she was a fittle girl, however, she could pursue her dreams to
work in the beauty industry only when she was forced apart
from her family during political instability in her hometown.
Having worked as an apprentice in a hair beauty salon in
Hong Kong, she later seized the opportunity to study in
a renownad beauty school in Japan. Since then, she was
determined to buid her own beauty school. Influenced by
her family, Professor Cheng believes that acquiring good
technigues and etiquette are equally important Therefore, in
her design, “Monita” was not merely a beauty brand, but also
the benchmark for good education.

After opening Monita Academy, every step of business
development has been a natural result from Professor
Cheng's inspiration and dedication to the beauty industry. In
the 1980s, since the emergence of Monita in the Mainland
market, Professor Cheng began o consider building her
own cosmetic brand. Following this voice in her heart,
she personally visited department stores in Shanghai and
researched on the cosmatic products day after day. Before
her products were produced, Professor Cheng accepted an
invitation from a TV program to give the audience beauty
tips; since then, “Chang Ming Ming” became the synanym for
beauty, and naturally, CMM was adopted as the brand name.

Although there is a keen competition in beauty technigua
training today, Monita Academy remains the go-to academy
in the field. In Monita Academy, students will be equipped
with the latest beauty knowledge and make-up techniques,
whils they can also obtain international recognitions and leam
from professionals from different countries.

Challenges & Hints

Since the brand Monita was founded, Professor Cheng
has faced a lot of challenges, yet, she has been enjoying the
process and she baleves that the more challenges camea
along, the more valuable the brand is.

She recalls the time when CMM cosmetics were first
founded, one day, the machine was partially broken down,
Although the lower part of the production ine was unpoliuted,
she decided to discard this batch of products and started all
over again — because she befeves that the reputation of a
brand can be easily destroyed by one substandard product,
and she could not risk it.

Frofessor Cheng has also encountered challenges
when she started beauty schools in the Mainland. Owing to
the average education level, the trainers had to find ways
to teach students about etiquette while passing along skills.
MNowadays, the school is facing similar situation in training
youngsters, Therefore, Professor Cheng puts maintaining
teaching staff's quality in a top priority.

Future Plan

Professor Cheng enjoys education very much and
sees it as a way to change the sociely. To keep abreast of
the markat, Monita Academy revisas her programs every 3
years - the new program is under development and will be
launched in 2017,

On the other hand, the Group will also enhance the
products of CMM, especially in the area of whitening and anti-
aging, and since masks are affordable to many consumers,
the team will also focus on improving the mask series.

Exchange programma in different countries like Korea,
Japan and Mew Zealand will continue be held, allowing
students to improve and enrich themselves, which later
contribute the Hong Kong industry,

WAES " THAMNMN, — AS—THBIEE Live like a tumbler - in one's life, having challenges and emotions

HEDRS HREOE BRTEH 0 B
T-BURER-

is inevitable, however, you have to live your life like a tumbler;
when you fall, rebound as quickly as you can.
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Life Made Simpler wit
German Pool
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Dr. Edward K.M. Ch:
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Managing Director
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/4 ﬁ B WsffEe®it+¥ Since the 70% German Pool has already partnered
’Lm\ ft» MERAsEMFAEDS R with a German Company to design and develop
BRE L REERLEH - 198285 2 ux'j;fr range Lri’{ilurllln.; luppl ii:glwrs.lﬂcu'lzping
ke BT g S N A rapidly, German Pool (Hong Kong) Limited was
Eﬂi IEJI‘ B 3 iﬁ i ﬁ (RiE)HR AT [ b officially established in 1982 with registered trade
f B B % o A 0 ik 1 68 X 85 AR l‘:? Bl mark in various European Countries. Since its
DR—HUGRRAE - #h40 SHE debut, it is devoled to providing high quality, safe
BfwrEa - ERHWEFMAEHEESL L and innovative products at competitive prices.
Y-8kl - BESEN - s Atentive to the needs of every household, product
BRMERES MG - fliy rangesar comprehensive ranging I:‘rurrn water

G do bk Do b ST ke g ME | o 8 R = heater, Kitchen cabinetry, home appliances
MEfnREN - E i e 4B ; ?ﬂ o T to kitchen accessories. With over 30
LM R lﬁ » HEW E. i B — % kGl years experience, incorporating |
- Wil - M RENORHSB—M8  research, manufacturing and N
BIPEIL M - eFEMEREERFITER  sales and marketing,
HEShhitEZz—- German Pool is
reputed as one of the
important enlerprises
in the home electrical
appliance industry. The
brand is completely
integrating into every
houschold.

(]

email: info@germanpool.com  tel: 2773 2888 www.germanpool.com
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Brand History and Development

Mr. Edward Chan, Managing Director of German Pool,
devoted himsalf to the electrical appliance industry since
1975. His early interast develops into an abiding passion.
In 1982, German Pool (Hong Kong) Ltd. is formed. The
name originated from the best in heritage and designs of
Germany. By supplying the best products and rendering
the best services, German Pool stayed strong even during
the tough economic times. Spanning over 170 thousand
squars meters, the in house High-Tech Industrial Park in
Shunde are well equipped for production to almeost 1,000
points of sales in Hong Kong. The imported worldwide
products further cater to the needs of different customers.

Challenges & Hints
Customers' demands dictate pace of change, Mr.
Chan understands that the market cannot
ba satisfied by only few products. To
survive, the brand invests heavily
in R&D for innovative products.
The diversified products
enhance the shopping
experiance of customers.
Diffarent innovative brand
promotions leave a lasting
impression in the market.

Future Plan

Since 1985, German Pool
is renowned for its exquisite products
in China. For the ease of customers and to maximize
its presence in China, the brand is recruiting the most
anthusiastic franchising company. “Only one franchisees
will be our representative in each city and county, we
do not want them to run a deficit because of vicious
competition”, said Mr. Chan. With tailor made quality
products, estimated that German Pool will reach millions
by covering major cities in China soon.

Striving for perfection, German Pool has passion
for developing and making each product. The reputed
brand is synonymous with confidence. Mr. Chan agrees
“What is taken from the community is to be used for
the good of the community”, Believing that his success
today is counted on the resources provided by the
society, Mr. Chan is active in community services
despite his busy schedule. A fund to elevate happiness
was sel up, Mr. Chan wishes that everyane can live
happily. Mr. Chan is also engaged in different charitable
work, giving up the high yield investment, spaces ware
offerad for Buddhists' gatherings. German Poaol is not
only a brand supplying value for money products, but
alzo a great contributor to the community.

“Be patient, never be self contented and keep the faith,
you will then be on the successful path”, Mr Chan ended.
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HREMSEHFEEREEEEEEY W Edgar Lam, General Manager of Physical Beauty & Fitness Holdings Limited

PHYSICAL
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Sincerity Professionalism Diligence Integrity
Exceptionally luxurious Filness Yoga and Beauly Slimming experience

D W

Physical Fitness and Beauty is one of the most prestigious
brands in Hong Kong, In 1986, the group opened its lirst
fitness centre in Hong Kong and has now become a leading
Fitness, Yoga, Beauty and Slimming enterprise with 55
Centres spanning across Mainland China, Hong Kong and
Macau, serving over 500,000 customers. Continuing the
group’s rapid growth with the widest network coverage of
20 Centres in Hong Kong, over the past 28 years, Physical
has sustained its expansion, evolution and incorporation
of mew ideas and technology into the business, providing
uncompromising care and attentive service to customers.
All these efforts made Physical a renowned premier brand

of its kind in Hong Kong.

125



(BABBED)

om WY ok T R BEOL- 13 R 40 R

FAFANE— SRS RNEREN  FRENREYEE
ARTR -BEREN: RSMOAEENLR0BARRNH M
BN EARNERF ARl R AR -FRRENT
HEBETHEY: "MEMFENEA EANEARNIHESN-B
5 2P 0 75 4 - B EIE OO O M 5 0 P L ¢ MK TR SR
BTFLHiEE -ARAMITHESRERLECRES - SERER
1 T N e SOV P L O WL R A M B M (D e

ok Wk B Bl 2 - W B E

tENSENBRAHEEATTEEEORE HaAEH\E
PEE-HNETHL "THES-LEAN, MESAMD LEXR:
FTHMEASZEHE HOREENESERTMERER TN
HARHREREAENEZIERNTIRBRNESHT EREMN
RMEihRNBES AR FAEEERERAREORR 1§
EEOEBEMERNAE BEHEES THIFENTRSRN
RETEREANE - EHNESEN —FlBT2+M G5 D
AR - 0L P U R T s R R 6 W] (RO (AR IR
T P O ) - 50D OO O O R NS R W IR AH T o BRI — 0T 00 - WAL BORL
ERERAAREHEARNENES HERCHE-—ARS A
HEAEME-B-AN-SREIENG—FR -HKREFCPRAHEN
B rEFEG, BN

HERSHF PARTEERAERNAEL THBLE
HERME RNLTACRSL "HE-RR-A0- AW, 0EN
P2 ARANENANSEMNER - FAERFRGIEERR
BUENERN -SARMENEATHABMMOSWGEHN - R -
Bollywood Dance B ETENMMET  ENNENRARTECNNN
B T R NS LT R ) L RO G RN
HEEn BHAREELR S MR MR BRI SR
ABRR -BEFEELSHYAHRNOAMNES ARSAEEEN
S8 8 w17 -
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Sound-Prooling Aerobic & Yoga Room

Brand History and Development -
Progressive Development

As the epitoma of Fitness end Yoga business in Hong Kong, Physical
continues to strive for excelence as a highly acclaimed Hong Kong brand.
“To maintain Physical's leading positon in the industry, we continue
to grow our business by increasing network coverage strategically
in extensive cofe areas in Hong Kong, aiming to provide oulstanding
sarvices fo customers anylime anywhere®, said Mr. Edgar Lam, Ganeral
Manager of Physical. The group has expanded its footprint geographically
Inte Wan Chal, Yuwen Long, Taim Sha Tswi and Tai Po last year,

Challenges and Hints -

Unique Brand Positioning

As a Fitness and Yopa expert, Physical proactively upholds its
“Strive for Excellence and Customer-ariented™ philosophy by providing
quality service for its customers in order to meal their ever increasing
needs and expectations. Mr. Lam said, *The Group's history of 28 years
represents kay competitive advantages of owr business. And thanks to the
growing demand for healtty estyle and waliness in communities which
creates remendous business opportunitios for us®, Physical launchod
“Unlimited access to 20 Centres with one Fitness Card” program, which
greally enhanced customers’ Fitness and Yoga axpenience by providing
convenently located centres with comprehensive facilities and impeccabile
sarvicas o satisfy their fitness, yoga, leisure and enlertainment neads.
The gorgeous Reading Lounges offer a wide range of newspapers and
magazines for customers to kick back, relax and enjoy time with friends.

PHYSICAL
What's more, customans can get a rafreshing shower from the hustle and
busthe daity e whener they nead,

Prwsical = highly acclaimed fior its vast investment on state-ol-the-art
facilities and unrivalled services. There are thousands of Asrobics,
Yoga and Bollywood Dance classes instructed by the best gury in the
field around the world. Besides, the group provides regular effective
raming sessions 1o the dynemic and energetic Personal Trainers in onder
to offer quality, safe and comprehensive up-to-date Fitness solutions
1o customers, Thase all adhere 1o the group’s long-standing value of
"Sincerity, Professionalism, Diligence, Integrity”,

In addition 1o its renowned Filness and Yoga business, Physical
also has a strong presence in providing excelient Beauty and Slimming
servicas. The Group's integrated businass model provides one-stop
professional service from Fitness and Yoga to Beauty, Shimming, Massage
and Weliness. Mr. Lam said, “Grand Centre Beauty and Ssmming Centre
In Tsim Sha Tsul was opened. The even more brilkant Interior design
takes luxury to a new level. Elegance meats striking intarior whare
meticulous dasign interplays with sparkiing crystal chandebers creating
an atmosphere of unparalieled glamour and harmeony. Customers entar
tha indepandent and elegant VIP room is like exploring a retaxing haven,
immersing thamselves with sxtravagance and fascinating dosign,
doubtless an entirely new enchanting experience for most®, The Grand
Cantre Beauty and Slimming Centra is set to become a new icon for
the industry, with its unique and incredibly luxwrious one-stop services
complex and one-af-a-kind interior design.

Me, Lam added, “With the scale of our solid operation, we manage (o
source and purchass a wide selection of wosrld renowned state-of-the-art
beauty and shimming equipment at compatitive prices, it gives great
suppart 1o our motto "Ouality in Service and Attractiveness in Price’ which
s well acclaimed by our customers”,

Future Plan - Strive for Excellence

Facng a huge market demand for Fitness, Yoga, Beauty and SSmming
services in Mainland China, Physical will strategically focus on opening mone
centres and enhancing network coverage in Mainland China aside from
expanding and strengthening its core business in Hong Kong. Physical is
proud to announce the opening of ils B-star Finess and Yoga Centre in Lok
Fu Plaza later this year; while in Mainland China, a luxurious Fitness Yoga
and Beauty Slimming Cantre in Shanghai's Jinfang District and the first-aver
flagehip Fitness and Yoga Centre in Chengdu have been opaned last year
and this Jamiary respectively, Mr. Lam revealed the group’s development
plan in Southern China like Shenzhen to further enhance 15 market share in
Mainland China and Hong Kang.
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William, born in Hong Kong. 1s now a celebrated international
fashion designer, radio host, traveler and media columnist. Devoted

to fashion design for over 30 years, his exquisite designs define the
il ‘i‘i ﬁ 5'6 ﬂ: modern era. Fancy travelling, William had been over two third
T ' of the countries in the world and being inspired by different local

William Tang _ T HERTLE. VY Crotiell
cultures. Born and grew up in Hong Kong, he s skilled m infusing

ElFRE BT Rt Em : ; ;
Celebrated International Hong Kong local elements in his designs, the calligraphy of the
Fashion Designer “Kowloon Emperor” is one of the classic examples

Wil DR e MWRW € e MW GigiCheng

email: wictang@heotmail.com  tel: 9195 4884  wwwuwiliomtang.com.cn
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William stated that “Clothing is a basic physical
need of human beings, the market is always hera,
Creativity is infinite”.

Design Journey

William embraced Fine Art at a very young age,
but to fulfill his parents’ expectation, he also complated
a Bachelor Degree in Economy. After graduation, he
quickly bagan his prosperous career in Fashion Design.
Considering time and investmant, fashion design was the
ideal choice at that point in William's life. With innovative
designs, Wiliam was awarded several prestigious prizes. In
2005-2008, he was elected one of the best ten designers
and in 2006-2008, he was acclaimed as “The Qutstanding
Designer In China”.

Design Style

William seldom adheres to the rules but shows great
initiatives. He finds inspiration from reading. He infuses
what he experienced personally in his designs. Two
designs launched in 1988 and 1997 marked the watershed
for William. In the 1982 Fashion Festival, the infusion of
political elements in his designs left an impressive mark on
the industry. The usage of Kowloon Emperor's calligraphy
as design concept in 1997 reinterpreted the roadside
culture of Hong Kong which later became the international
cult figure,

The *Buddhism® collection which featured special
cultural elements was another success for Wiliam. Wilkam
stated that trend is the interpretation of what we saw and
heard, which utimately became a unigus styla.

In 2004, targeted at high end market, Wiliam's own
brand “Willlam' debuted. The elegant styles appeal to
fashion lovers. Williams’s couture dresses are highly
praised by both Chinese citizens and foreigners, with 4009
of his customers from overseas. With his exquisite hand-
exacuted technigues, every piece is unique. William told
us the Chinese generally like European styles, in order to
reveal their charisma, William makes special adjustment
on design to fit their figures. As a Chinese designer, to
manifest the Oriental style, Chinese characteristics are
always added, His designs are carried by different modeals
including one of the experienced actresses, Ms. Mo-Lin Yu,

Design Aspirations

Every designer craves unlimited rooms for design
however William understands the importance of creativity
and marketability. In order to continue his creative dreams,
William strikes a good balance, He never compromised in
his personal creative world but he adapts to the market
for the commercial pieces. On his glittering career, William
encountered difficulties but he was determined not 1o let
it stop him achieving his goals. Playing an essential role in
the evolution of the fashion industry, William is frequently
invited to events as the fashion consultant. Cooperating
with different factories, he may spend maore time in
accessories’ designs in the future.
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GBI Brand Origin
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Gourmet Orient” s particular forte is ready-to-serve abalone culsines. We took the lead in adapting traditionally
lengthy and complicated recipes into the latest production technology. a perfect showecase of Asian culinary excel-
lence of the modem day.

/A BFFR Company Feature
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Gourmet Orient was conceived by a group of professional veterans from various fields such as catering, retail,
FMCG, media and advertising. Our products are subject to a high standard of production management and quality
control. Coupled with an impeccable portfolio of our production partner in manufacturing ready-to-serve food prod-
ucts, Gourmet Orient is one of the most recognized brand-names in the arena.

@BIEEBE Brand Charisma
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Our vision is to strive to preserve the best of culinary experiences of the Chinese culture in the form of ready-to-serve
cuisines. bringing home the vitimate pleasures in

the dining room to be enjoyed together with your family. Our misslon encompasses the commitment to creathvity,
excellence with an emphasis in retalning freshness through modern technology. in a way upgrades the quality of
urban life by enabling the creation of majestic cuisings at home in minutes which was never possible before.

REELEEES Our Production Goals
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* stringent purchasing policies to ensure
a high quality of ingredients used
+ natural and fresh ingredients
* quality is never compromised for quantity
* no presenvatives
* no artifictal flavourings
- no additives
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Hip Shing Hong Medicine Limited was established in 1983.Located in
Sheung Wan Ginseng Shopping area, a shop with a long — eslablished

- relationship of selling high gqualified dry seafood from different

countries include the genuine Chinese herbs.

Our philosophy of operations is lo provide the most natural and original
food products lo our valuable customers. Our customers can consume
in confidence and also getling a healthy body.
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Hip Shing Hong Medicine Limited
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®36: 2972 2666 Email: inakaya@jcgroup.hk




Harlan's

Bar and Restaurant

Cuisine that'’s the undisputed star of the show.

i IEEFUE 1005% The One 194

Level 19, The ONE, 100 Mathan Road, Tsimshatsui, Kowloon, Hong Kong  (852) 2972 2222 [ hostess@harlans.com.hk

www, jegroup.hk
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DR-HONG %

IIEIIIIFH'! fp Tﬁ | Brand
Dr.Kong

{ill 7 9:{sr | Established Year
1999

431i] | Company Name

Dr.Kong fiRER¥EWME
Dr.Kong Foolcare Lid.

1 4ieE S | Major Products
fEE - BYEHEES

T HENENT | Prizes / Awards

2006&F R
20095 5 i 8

FRERITWIFH49-558
FEIRAN—M1448C
14C, Vigor Industrial Building
Phase 1, 49-53 Ta Chuen Ping
Sireet, Kwai Chung.

B52-2744 2638

B52-2744 8845

dr-kong @ lootcare.com.hk

3 www.dr-kong.com.hk
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Before the born of Dr.Kong, most people were only pursuil of
footwear's styles but neglect of fool problems that caused by wearing

wrong shoes. Since 1999, Dr.Kong was the firsl to promote the

innovative “Check & Fit" foot examination, which gives a profession
foot examination to customers through the patented VI foot-inspecting
system. Dr.Kong recommends the most suitable and economical
shoes and foot care products according to the customer's feet
condition. Dr.Kong has become a reliable brand and as customers’
confident and health-concernad top choice.

BIEAE AR A RE -
A Variety Of Foot Care Products Specialize For Different Age Groups

Dr.Kong® R ML) HE - 3BHHE ST
i fiy W O % A AR GEEE - FEERBE -~ A - B
NI R R e « M4+ Dr.Kon
MMBRETEEH O WER - AT E
FEAAREIE HA S AL THM
A JEfRAhEH A - BE A 4R g o] Hah B
MEE 5+ S8 Ak o2 G %) R R OBE P 3 R S O

Dr.Kong is dedicated in developing functional
foot and spine health products for different
age-groups such as babies, kids, adults and
elderly. All the frentier-staffs in Dr.Kong need to
attend and pass the foot-care training course.
Therefore, a professional fool examination service

and detail product functionality explanation can be provided to

- customers, in order to find healthy shoes suitable for their foot shapes.

PEREZELHEM -

Mission: To Publicize The Importance Of Foot-Spine Health
AL TBR AR » ik B TR
Bifian - MINSEEESEESEV(Purple
A ) M{FT<WFeet E MBI M> -
B VAL BB BN 2 RN
— I NFeet EFIRILTE » EAK
[+ #4I2 PF G B -

A series of aclivilies were implemented in
schools and communities, such as Foot &
Spine song, Foot & Spine exercise and
school competitions.
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EHHELER 2429 1906
www.dr-kong.com.hk
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A o BT BB PATT RMET o BRORCEEE | 500 A2 18 I e -

20105 « B rfLMBEHEAFE g A BRI aS - REE
SIESN o R )R O PR R - o e 4 A IM) + DMOEREEE IR S HIEEAY 1,500
#HICHA -

i L EL B R TT M S R WA - DA O AR ¢ A -
(i - WA - G - RO T A BT -

18 A58 R

FiEREiEtRAXFREFHER (2013)
P RE(IDA) BH R — BN (2013)
GAMATRI il — MO (2013-14)
i e A, o PR R O P IR o SR o
e ) O B A
BRD I B ) B
T e 2 ] 7 B T B
ELiskanqTiNEL

i R ] e

BT L e L 0000 i 5 1 3SR
Sl LR ) BEORED18-921 %
852-2634 0299

B52-2608 0981

B852-9040 3639

dianepoon @ chinalifefp.com.hk
www.chinalife.com.hk

E@pmpbN ¥

W R ST R T O (L 2 T A e O I R T -




PEIME - Sk AEGE - SEIRE

TEABRE (8)) ROSERASEFECHIOFNERTREE - AFERY
BAE « A3 [THGE - 1S - M - A5 MERES - MRANEM R RS -
FFELNBBRE URHEMA - SRARILE - WWHE - SEEm- B4
LRANESERA1000FBT  EEXBTESARNREYN - RRARER
EREE=-AH AESuEFER (WRAEA) RHEEH-

£ E A ; .
359%%?!9 www.chinalife.com.hk G E"EA L‘ﬁ | 3 9t ‘ 3Q

LLLESY P8 ]
———



T ey

=M SR

ARE)

R ETSH. foeE. BT, BT, HF

e[S

SNOSHTHELFHENLS, 16, 584, BH08:

IR SRR AT e, ek ki i T4k, (TR

CHFrER R, 128 A TrR R S T R e, (B, SRR,

R R T E L TR

.

Tl SRR

S S i

T

WS iRT

HWSEET G, O, BEEEAR

B 15, Bl=naaks. KRR
R i S R A 103 R imse [

E. B0A Gt S a0 e —is

JERE M MR PP S R R e L



é
st /IS

20 4EFRL, EEiERT

360A FEIRELE | 3055 EFEEhls
| 155 $pERFRAESE | PO/ \IAERESEE | 7900 S aE{ |

sHERICE | Snmns s | FREFREET

0O

oo E mi X I

CHINA XINTIANDI ERXE

iR 4001031010 TnBeuL: SR PEAIERT



. Shanghai, 24-26 September 2014
t]_l_eM|CAMsllan_g]_lal L8, 201459524268

theMICAMshanghai ZEBAFIKMEIRERE—G/}FE CEFPEEARERNNRER
Ha ERefRsFRAAMEREERTENERARRTRREBE SERERT. BHNE
BORK G B T B2 B B A R R i P — — i,

theMICAMshanghai RIBRIEE P80%EB B, Zuil. BRAER R RIETHREFEE
i e . 1% 8 L AR LA B, R RIS S B R BP0 W A R A A A A R S R R
BIiAEE.

theMICAMshanghaiBiB M EEEE{E BESENEERCHBSHRERES TR,
BRREE 2 48 58 FA, BEX. RELEERN
theMmICAMsha nghaiZUMfﬂ:ﬁ,ﬁ H?j'I'Eﬂ v 2014.9.24-26

TheMICAMshanghai is the first satellite trade fair of theMicam Milan, the most profes-

sional footwear products in China. The exhibition will take full advantage of the rich
resources and industry reputation shoe exhibition from the international market in
Milan, bringing the most popular, the most essential shoe into emerging economies in
Asia and the Fashion Center - Shanghai. 80% of the exhibitors come from abroad in the-
MICAMshanghai, presenting a diversification and internationalization of the world's the
latest footwear fashion and the latest footwear trends to the visitors. The visitors will
have the opportunity to work with world-class footwear manufacturers, exchanges and
contacts and establish links of communication networks. theMICAMshanghai will
become Asia's leading trade platform for high-end footwear through professional man-

agement and operation.

Exhibition date: 2014.9.24-26
Exhibition catalogue: men's shoes, women's shoes, children's shoes, leather goods,

leather, clothing and accessories




BEMSRBeRZE
theM|CAMbhaIWhal

THE INTERNATIONAL FOOTWEAR AND LEATHER EEIDI]E EXHIBITION

20149 H24-26 H
EEER PO

www.themicamshanghai.com

RaielEl: B8, XE,. B8, RE. EXR. RELURE

WERAZRE ( Li§ ) SRAS HBiE. 021-5045 6700 £ . 021-5045 9355

.ﬁ o Deutsche Mesig .
ﬁz ASSOCALZATURIFICI % .

EEESE=NE LW ARER
FIERA MILAND Hanngwer Milano Fairs Shamghai Lid
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suhERR 7T - Brands history

W R EC) TR o P o WG 1T TRl S Ok B 100 A A M

B Sh B IR - IHSREX HBRFID - Bluetooth 4.05 M
s BS M MEhEFEERRER - IR -

bW R AR 2 F Founded in 2011, GBS has been devoting itself to loT related

innovations, integrating technologies such as RFID, BLE and LBS,

- formulating and implementing tailored end-to-end solutions for our

- clients: mainly in the retail, logistics and manufacturing industries. Our

. mission is to empower our clients' business by facilitating the

generation of massive invaluable data, inducing the discovery of

irends and ideas and facilitating business growth. We believe in the

¥ i | Brand power of technology with humanity. We link men together with

fil 37 % {3 | Established Year

2011
2y] | Company Name wE) WM ALTE + Prizes/ Awards:
QBS System Limited 2013 Tilk POAR B il AR R AR IR £ o N aR R
2013 ik B 5 0 B S 1) i A (L1
I %6 & | Major Products
loT refated products and solutions Hong Kong ICT Awards Best Collaboration (Silver Award) 2013

Hong Kong RFID Awards Certificate of Merit 2013
FE i85 | Major Market
Retail, Healthcare, Logistics

B W EET W4E - Professional Accreditation

5 HE BT o ol B 10 0 55 1 K 8
GSI Hong Kong Associate Partner

Tk 3 5 b 1 ik BRI

FHE SR R 221 5%
B52-2144 2638

852-2144 2622
www.gbssystem.com

Linkedin, Facebook:

QBS System Limited
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Contact Us

TEL+
s 442638

- EXTEND INTERACTIVITY ' e
' Unit 215, 2/F, Enterprise Place,

. EXCEL INTELLIGENCE No.5 Science Park West Avene,
= oafiongsunse el B IS

' EMAILY
www.qbssystem.com info@gbssystem.com

’F
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IR-Furniture

i ¥ 68 | Brand

iR-Furniture

fill 7 #F-f7 | Established Year
2014

44 ) | Company Name
RFEFEAMRLE
Boxland Hong Kong Limited

%S | Major Products
Jewellery Showcase
Watches Cabinet

Optical Cube

Fitting Aoom

FRhEHBH 1614
1HCE (MAE)
852-8106 1062
B52-3579 3426

sales @ boxland-hk.com
[l www . boxland-hk.com

- BAREIX™ About Us

- Boxland Hong Kong Limited Wik 2% (i 5 £l

- MW HEIEHLIR-Furniture (Intelligent Hataﬂ Furniture) * & #iR- Fumiturﬂ
- TRl e[ & i8R (Big Data) * Hilh 1'% 5 B -
. :am'fﬁsﬁtmx-:ﬂaumﬁﬁw + i % i FHRFID + ﬁﬂ:‘miﬁﬁi&ﬁ&

AR
Sl B Wik

- Boxland Hong Kong Limited is dedicated to provide a wide variety of
* iR-Fumiture (Intelligent Retail Furniture) for dam-mm purpose .

- Retailers can collect different types of big data 'Ihl‘l:lj.lﬂ'l {R-Fumiture to
- analyze and predicl customer’s preferences. The application of RFID not
. only fosters the business developmenl and automation process al
. reasonable investment costs, but also enhances the operating efficiency of
. the company.

- E 545 % Product Overview
- iR-Furniture 5 & RFID4E i — M6 2 R EE - AT ﬁ'i‘i’vfﬁf“!fﬂr’

70 » BIOTIRIE R BE 50 05 P & sE RS (R IR A - R IT AR RS - W maR -

TR ?HFE * iR-Fumniture 7 &Mk 8 & o SR s e g - Fﬁ]li-‘F
TR AR R - B TeEE - JWESEHTE c ARSI EE
* e 4;”' EAEALL - ML - BEEEE RS - AR R
oL

iR-Fumiture incorporated with the latest RFID technologies, iR-Fumiture

equips with powerful features tor inventory control and managerment. With

. software applications, users can gain immediate access to the database to
. slock-take and monitor the iR-Furniture stalus.

: Most importantly, integration of the online and offline system facilitates user
* 1o collect, manage and analyze the data more conveniently.

EFEIIAE Key Features

1. 195593 %5(Stock control)

2 ¥i il (Track and Trace)
3.1 SL AT A £ (tem behavior)
4. VTl 7 % (i-catcher)
5.7 # #(Dashboard)

FHEHTSR -

ERTY - SR - B0 R dE
Special for jewellery, optical,
walches, fashion etc.




L -
N /- Email : sales@boxland-hkcom | Website : wwwit

-8 e
./ iR-Furniture

L -

N an easier

Experience th_é_ﬁé'w'er of big data. Get your'
unigue/customized furniture and make your
store shine!
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SuhREEL . - Brand Origin _

R B 4R 7 B2 19904F - 20004 FEE AT I - MO MREER, LA

B 00 0 60 T A D00 EE O S ¢ TR 0 g T DL R MR

DA O D R IR - T b ) R - IR
' thlﬁ;rlirﬂ‘iifirﬁihliﬁ P 45 1 0 R O B S+ 20074F M0 T RREE TR A0y

kit T NIXOR

Nicer Holdings Ltd established in 1990 and today is one of the leading
manufacturers for outdoor sporting products and toys. we are committed
to professional development, production and marketing of high quality
o Bl % 6 | Brand - leisure sports products, our product range is covered from basic
ULk L ran scooters, professional scooters and the patented products, or even
NIXOR innovative products. We have been proceeding with many international
famous brands and supplied over to 70 countries in the world.

fill %7 iF-f57 | Established Year
1990 wE)45 % - Company Feature

DO ME R F o BB, O R L T BB T B B
el | fk + 8 S0 A 552 AT I 4 A B R G 0 5 O 5 NS B R
B Conpy e R BB O~ R T R A - R - T AR
fn kM E R L= NIXOR i & ORI AE S TTMY—RILET » i £ 20 0% Ui + 3000y -
Nicer Holdings Ltd A8 Gh 1 AL 8 iy ROk PN R 5 — (R W P R SRR AL

B JRURTH - B 0ET SR IR AL -

- it e G i

_I' B | Major Products . By virtue of professional and moral outstanding quality, noble manners,

AR R BN WEH innovative spirit, pursuing excellence and displaying personality, we are

HE o REEEE  JiEpE highly favored by both domestic and foreign customers. This has been

2 R giving us great opportunity to build our own brand “Nixor Sports” in 2007.
By continue doing this, today our brand “Nixor Sports” is one of the top
and leading brand in the market.

EEii 8 | Major Market

S SLERA FR - Brand Charisma

Europe & Amercia 00 07 L A5 0 W T A O R OB 28, A U (e R R O B0l AS
T A DR O S TR A BT T - B0 L
B M 7 0 R G TIRY L O B R R AR R N DGR 5~ k(R - R

PR~ LA R LME « 37 T 1) 52 BE AR L MRIE ~ B %5 )
I UL - 5IE 1A R T ) i b
o= - A R Ly R ME 492 S -

Our brand vision is to bring “joy to young kids, teenagers
and families” with our products. With a solid commitment to
creating the best childhood experiences, we are developing
tomorrow’s innovative and safe products to inspire kids their
imagination and creativeness. To grow with kids under this
culture is not just product itself also a spirit of our brand.

A SURERE A R

&ﬂIﬁKIITEFH “Your Lite, Our Motion-Nixor” is our core value to develop
::*;F. Ful View Factory Buidings, y a fun, green and healthy products 1o not only youth also
50-52 Tong Mi Road, Monglak, teenagers and adult. Nixor sports is dedicated to delivering
Kowioon, Hong Kong smiles and warm memories to your life and also this is exactly
+852 2729 9399 the reason keep us moving forward on our brand.

+852 2361 2064

dand@nicer.com.hk
WWW.NIXOrSports.com







]ewelry Manufacturers’ Show | Approved

Hung Kung International Ufl J
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Hall 1+ Hong Kong Convention & Exhibition Centre

27-30 Nov 2014

7 ol 2 1 T SR
Hong Kong Jewelry Manufacturers' Association
T: (852} 2766 3002 F:(852) 2362 3647 www.jewelryshows.org




REBETEREM "X, BB

A One-Stop Centre for the Jewellery Profession

FHEENELOWE®
Hong Kong Jewellery & Jade

Manufacturers Association (HKJJA)

O WlEERWMEE

e~ Hong Kong Jewellery Magazine Limited
{r""-\\‘ (HKJM)  wwwHKIM.com.hk

www.JJA.com.hk

FEEOEE DL

Hong Kong Jade & Stone
Laboratory Limited (HKJSL)
www.jadeitelaboratory.com.hk

'SERERREDCHRMAT, B "HSERRNARARALE, B "HFERNETHER , BTRAM
Hong Kong Jode & Stone Laboratory Limited and Hong Kong Jewellery Magazine Limited
are wholly owned by Hong Kong Jewellery & Jode Manulfoclurers Association

www.METS.hk

The Asia’s premiere international jewellery and watch machinery,
equipment, technology and supplies exhibition. Your visit is most welcome!
T S O G O N2 YL 2 1 R R D

HKLIA | W Tel: (852) 2543 0543 M Fax: (852) 2815 0164 ME Email: hkjjo@hkjia.org
HKJM | RIS Tel: (852) 2334 3411 M Fox: (852) 2764 1956 R# Email: ridgm@hksiar.com
HEJSL | SEEE Tel: (B52) 2388 9688 W Fox: (852) 23688 9921 W= Email: hijsi@netvigator.com
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www. hktdc.com/aboutHKTDC
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’ C linical Diagnostic Pure ntage Testing Foud Safety
BEESNEERAR : STEE AR

HAI KAMG LIFE CORPORATION LIMITED

Successful treatments must begin with the timely

and accurate DIAGNOSIS. ”
RS, SENSHESTAMSMA0ME

Molecular Diagnosis a7

We provide diferent diagnostic kits with 15013485 accreditalion.
ISO1Z485HMERENGER, ATRNSRSTTERENE, BEREEALE

ﬁo{ Influenza [FluA/FluB] ekt Accurcte W
_f“f’ AV [HS/H7/HP/H10] b il ot Senalthity mnra

_ \ Specificity BT
"\( Dengue Fever RERSS User friendly OH3E!
}:{f Hand-foot-mouth disease [EV/CoxV] FEOAASR Rapid Bt
‘{ SRR ARSIt Eorly Diognosis Sl
=

“: Diagnostic kit for MRSA is coming Soon ==»
£ MRS TEF @ PRI N

“Farm-to-table, Y .
DNA technologies supervise the food safety and quality! | 'TABLE
#REHES, DNABHEHRRRLSHRN yy
Molecular Testing Service #zwums T omtonis |

Internalional Cuealily Assurance

L] . E Hm.ll--lnm-—.-mu:m- I"
# GMFood Testing WMk [ s enc §
el e T e Veslimey deberew essy e bad |

& o wpa - . :
» Species Identification Testing iz RS- :
& " : : v BOR00T-008 E
» Food Allergen Testing B#HEE 3| v some esaos 3
: o~ 3| v womas 1
Hﬁ“ L. 1l 5-:‘.-:‘ v - ¥ APLAC E
HONG KONG | &1 BEUING | bW
Urnts, 60 1603, &, Businch Centre One, § Science Park wesl Avenue, Hong Kong AF, Hiock 3, Buildng B, Sioo-) Carmpus, Mo, ), Disheng West Streed, Befjing
Science Mari, Shatm, hew: Termitones, Hang Kong, IR Chng Economic-Technologeal Development, Beging., PR .China | 1001 Te)
P AL 9 b ik G R ol Rt e M RO — R GG - GO5R LU IR i 1 R S AT
Tel: «#52 2000 2123 Fax: +B52 2111 9762 Tel «B6 {10y 8712 1968 Fac =86 (107 8712 7999

el ulﬂ“hmlwrglllg COm |r|l'n[,|;|hml.mlgllf'¢ cm Email; HKL ghllknnulil'c.l;m



mobile

~ Sun Cupid Technology (HK) Limited  #f @izl &®8) Aman
16/F. CEO Tower, 77 Wing Hong Sireet. HiE&¥®kME77RBME S L1600
‘Cheung Sha Wan. Kowloon. Hong Kong T +852 27250161 F +852 :




BREE - AENER
HEAEHTENEIES
Dedicated Fund on Branding,
Upgrading and Domaestic Sales

R ~ ARBER
HRARMENSIRE S
{ERZIEETE

REBNEECELEER [+ - 1] RENORE - SERKATHEBFR2012E68
(HEH—BERE10ETH [RERE - ARBAREEAHTENEERES| (E8
[BUDHEESE] ) -

ESEEOEEER( [EERENN] RIFIRNBEEE( [EMEE] RHRED
- BEMEMECERRERE - ARELADEAHNEE - ftfRAENENBDHS
NEP) - RISBEERMRBORE -

(BUDSIREE | T [ERSZIEEEl]

PrAER (BXSLRE) ENR)ESEER UESEEREXEE(FOELDE
ERPHSEBPHEER -

[ERZESTE] RRNSRAGEHNRERIEL - IBFRSEDERRERNE
FEs2BY50% * MEXRURFHAXKB IO RZRERBERZEI50%

SERERRAENT SRCERZTEEN=—BRE  SREXNRHEENERL
2R E%500,0007T °

BRESIREARBUE [RXRESE] ORRTH
ENHNENER [ERZESH) WEE -

[BUDERER : RRZEE] BER

i hRECR7SREENAR=18
BRES : (B52) 2788 60BS

X : (852) 2788 6196

B : bud_sec@hkpe.org

#¥H : http://www.bud.hkpe.org

BERRBTEERR
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52\ mszamams
. ‘b : Commarce and Economic Developmeni Bureau
3 , The Governmant of the

Heng Kong Special Administrative Reglon

Hong Kong
Productivity Coansil
BRERLEAN




Kaowick Listing and
Financial Services Limited
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(B6755) 82996068
(852) 30104087 (86755) 22635958
kaowick8chinainv. com
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www. chinainv. com
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ERXHBPXFEDROSophineR2—HM— X BRMBET DO » REGMDET
R RBEHEFE  2HUALINEIRAEERS S (URFHTEARILE
M » RRESUAEEEIMEFTEITENEM -

EHRFRETHEIE RSophine de ParistIMEK:BELIERAE + BORENT
FEANES » AT —(IWMEBITETERERIILN

ERRSIANBRBYERLENEARENEN  ME—(UEMAERBEE
AR RAVBRATIEEN 5 AN  LRRE—(IME B RENRIERR -

Sophine de Paris R OMNR—RFNMBXEEN & AREZEE LFROA
A EREFRHUSENELSHEADEIRBIHERBINERE .

SOPHINE DE PARIS LTD. By
SHOP 12 GIF, ) -y ¢ ~ V4
WING HING MANSION 104-126 LAU YUK RD, J e (7= ' T
YUEN LONG, N.T. e e :

TEL: 2257 0888 S OIS = i
E-MAIL ADDRESS: sophine_beauty@yahoo.com.hk ' - — 35 A 7
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Helena Beauty centre
B i i it 8 B =
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@ Mmenf = J1 BEANYE
Tel:2397 4163 2381 7082 Fax:2381 0189
AMATFME 41 RBRAN I 0BCE CKFRMICIHO)

Fat &, 10/F., Edward Mansion, 141 Prince Edword Rood West, Kowloon .
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JocBlasco, Mehron, Bennye,
Paradise, ProFace 5
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THERMALWARE ©

fn i % 4 | Brand
EAGLE [k

[l 7 4E{5 | Established Year
1980

#vii] | Company Name
LB ZERAT
Shek Lee Trading Co., Ltd.

I 216 % | Major Products
THARNTRAER
Stainless Steel Vacuum
Products

i 8y | Major Market
HEREF)
Hong Kong & Worldwide

HFAERELEE2-T0M
WA AT -2

Unit A1-A2, 8/F, Block A, Po Yip
Building, 62-70 Texaco Road,
Tsuen Wan, NT. Hong Kong
+852 2407 8283 / 2407 2006
+852 2406 8317
shek.lee@hotmall.com
wwwvacuumflask.com.hk
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SLERFAIT - Brand Feature -
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- Eagle is a well known Hong Kong brand carried by Shek Lee Trading Co.,

Ltd. which is specialized in designing and producing high quality stainless
. steel vacuum products. From stainless steel bottles, vacuum flasks to
© vacuum lunch box, the wide array of products cater to all different needs.
- All the products adhere lo the safety standard.

. The “Eagle” products are available in different department stores and
- retail shops from 1990. The high quality and safe products appeal to
- different consumer groups. With the company’s devotion, more high
. quality products with exquisite designs will be launched.
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ADVERTISING & CONSULTANTS LTD
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$¥ gt (852) 92081 0900
[B6) 13609740955
George Lee george@newscomm.com hk
WeChat ID newcommgearge

E IR 18526168689 www.newscomm.com.hk
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Acknowledgement of Sponsorship for FHKB
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EK HAIR INTERNATIONAL LTD,
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FBER: UZRTREYEAFEAGES, P/ THEEMABE R NMARMEGBS, JP
KEENBEMBIRAT On Stage Events and Communications Ltd.
IRE#MEHFRAT Projects Promotion Ltd
FHE S E M B/D Hong Kong Convention & Exhibition Centre
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FEEMMAEHE RIARSREES

Founding Ceremony Preparation Committee, Federation of Hong Kong Brands

Chairman /&  Mrs. Cheng Chan Man Chi, Gigi RES=Z4t
Member fi &  Mr. Chow Bing Kuen BEZ $73
Ms. Lau Pei Wah, Betty fImMELL
Mr. Tsui Kwok Yue, Kent HEREE
Mr. Wong Kam Hung, Ken HERMEEE
Mr. Wong Sau Ying, Tommy /LS
Mr. Wong Wai, William FEXRE
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Inaugural Directory Working Committee, Federation of Hong Kong Brands

Chairman E£J/§  Mr. Lam Wai Kwong, Raymond HEXEE

Member B @  Mr. Chow Bing Kuen BE 2 FH3
Mr. Lau Wing Shun, Peter #KEXRE
Mr. Lau Yiu Bon, Jason 158 3B 5
Mr. Leung King Chau, Kings RRAEE
Mr. Nick Chan FREBR ST
Ms. Pam Mak EEHfut
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v IR B I % S T A -
China Dialing Codes & Postal Codes ~ #c: postal code.

Location #i ﬂﬂ?— 8 E—Eﬁ Location #1i#} i P?FE & 2%«-
Anhui Province £ #& Guangdong Province ¥ #
Anging = e 0 556 248000 Dongguan B 0789 511700
Hefei ==} 0 551 230000 Foshan Ll 0757 528000
Huangshan Shi ML 0 559 242700 Gaoming = AR 0757 528500

Guangzhou i 020 510000
Beijing it= Heshan LI 0750 528700
Beijing Shi e[ 010 100000 Huizhou LB 0752 516000

Jiangmen iIM 0750 520000
Chongqing B Kaiping FF 0750 529300
Chongging Shi BB 023 400000 Meizhou &M 0753 514000

Sanshui =7 0757 528100
Fujian Province @2 #& Shantou AUEH 0754 515000
Changle Rig 0 591 350200 Shaoguan i 0751 512000
Fuding iam 0 593 355200 Shenzhen I 0755 518000
Fuzhou M 0 591 350000 Shunde NAdS 0757 528300
Huian mE 0 595 362100 Zhanjiang ML 0759 524000
Jianou i 4] 0 598 353100 Zhaoqing -4 0758 526000
Langhal RS 0 586 363100 Zhongshan il 0780 528400
Minging (R 0 591 350800 Zhuhai H%ig 0756 519000
MNanan M= 0 595 362300
Nanping T 0598 353000 Guangxi Province W&
Ningde i 0593 352300 Beihai itis 0779 536000
Putian HE 0 594 351100 Guilin HH 0773 541000
Quanzhou 2M 0595 362000 Hepu &l 0779 536100
Sanming =8 0598 365000 Liuzheu o 0772 545000
Shaowu AR 0 599 354000 Manning i i o 530000
Xiamen i |} 0 592 361000 Qinzhou E| 0777 535000
Yongan ) 3y 0 598 366000 Yulin E# 0775 537000
Zhangpu W 0 586 363200
Zhangzhou M 0 586 363000 Guizhou Province M &

Anshun & i 0853 561000
Gansu Province HR & Guiyang iR 0 851 550000
Lanzhou [ Enl 0 931 730000 Zunyi L 0852 563000
Tianshui xk 0938 741000

Hainan Province &
Guangdong Province E# & Haikou p: m 0898 570000
Chaoyang gl 0 661 521000

Chaozhou MM 0768 515600



v [ 4 L 5%
China Dialing Codes & Postal Codes

11U

Location HiRS

Hebei Province jijdt &

Baoding £
Cangzhou B
Qinhuangdao RER
Shijiazhuang BFE
Tangshan &L
Zhangjiakou O

Heilongjiang Province Bl &

Harbin RER
Heihe |
Qigihar il 7
Yichun £

Henan Province jAJE5 &

Kaifeng B#
Luoyang pret ]
Nanyang il ]
Sanmenxia =[]
Xinyangshi = i
Xuchang EE=]
Zhengzhou BRI

Hubei Province #fiit &

Shiyan i
Wuhan e |
Xianning FES
Xiaogan =
Yichang BHE

Hunan Province @ #&

Changde win
Changsha £
Xiangtan A
Yiyang At
Yueyang =i

bc*,
HiBE

0312
0317
0335
03N
0315
0313

0451
0 456
0452
0458

0378
0379
0377
0398
0376
0374
03n

0719
027

0715
072
0717

0736
0731
0732
0737
0730

Jiangsu Province LB &

Changzhou B

0519

071000
061000
0 68000
0 50000
0 63000
0 75000

150000
164300
161000
153000

475000
471000
473000
472000
464000
461000
450000

442000
430000
437000
432100
443000

415000
410000
411100
413000
414000

213000

*‘DC: Dialing code
*PC: Postal code

Location i & 70 [ E—CE
Jiangsu Province ;T B#

Huaiyin AERE 0517 223000
Naniing CEd 025 210000
Mantong il 0513 226000
Suzhou {130 0512 215000
Taizhou -2 0523 225300
Wi FRiR 0510 214000
Yancheng B et 0515 224000
Yangzhou #HM 0514 225000
Jiangxi Province iIfE &

Ganzhou C Bl 0797 341000
Jian B% 0 796 343000
Jingdezhen BN 0798 333000
Nanchang wa 0791 330000
Jilin Province SH#&

Baicheng [=E 0 436 137000
Changchun E# 0431 130000
Jilin =H 0432 132000
Tonghua i1t 0 435 134000
Yanji HEE 0433 133000
Liaoning Province iRE &

Anshan L 0412 114000
Chaoyang FAER 0421 122000
Dalian i 041 116000
Dandong A= 0415 118000
Fuxin B3k 0418 123000
Jinzhou 4 0416 121000
Shenyang B 024 110000
Tieling it 0410 112000
Neimenggu AE &

Baotou HER 0472 0 14000
Chifeng el 0 476 0 24000
Dongsheng L4 0477 0 17000
Huhehaots IEFIESS 0471 0 10000
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du bR S5 F 5 Brand Advertising Index
Aaron Shum Jewelry Limited 96
Boxland Hong Kong Ltd 148, 149
Brilliant-Art Group 92, 93
China Life Insurance (Overseas) Company Limited 140, 141
CK Hair International Ltd 74,75
Cuvee XLV French Wine Limited 90, 91
Dr. Kong Footcare Ltd 138, 139
Ever Sunrise International Limited 86, 87
Faithtex Time Limited 80, 81
G-Link Jewelry Design Ltd 82, 83
Goddess International Limited 76, 77
Gourmet Orient Ltd 132, 133
Hai Kang Life Corporation Limited 156
Hannover Milano Fairs Shanghai Ltd 144, 145
Helena Beauty Centre 161

“HI-ME" Transformation Limited

Hip Shing Hong Medicine Limited

Hong Kong Branding Group Ltd

Hong Kong Jewellery & Jade Manufacturers Association

Hong Kong Jewelry Manufacturers' Association !\

Hong Kong Productivity Council
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FF<G EERMETE

on b8 R EF F 5 Brand Advertising Index
Hong Kong Trade Development Council 154

In Express- Sisters Group Limited 163

JC Group - Inakaya / Harlan's Bar and Restaurant 136, 137
Kaowick Listing and Financial Services Limited 159
Kingvic Fashion Co. Ltd 88, 89
La Rainbow Beauty Institute 162
Lorenzo Gems / Enzo 130, 131
Newscomm Advertising & Consultants Ltd 165
Nicer Holdings Ltd 150, 151
On Stage Events and Communications Ltd. 11
Prince Jewellery & Watch 98

QBS System Lid 146, 147
R and S International Ltd 84, 85
Shek Lee Trading Co Ltd 164
Shui On Land Limited 142, 143
SOPHINE DE PARIS LTD 160

Sun Cupid Technology (HK) Ltd.

Sunflower Travel Service Limited

Super Star Group

The Hong Kong Polytechnic University / Institute for Entrepre

World Trade Fair Limited
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The Beauties of Hair-coaching

Feavs Enperience & Trust
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16/F., Chung Fung Commercial Building,
10 -12 Canten Read, Tsim Sha Tsui, Kowloon, Hong Kong
[MATR Tsirm Sha Tsul station, Exit LS)

www.ckhair.com.hk






