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FINE FURNITURE

Competitive Advantages-Balanced Business
Channels

BIZHER Channels

F/NERER R

Bricks and Motar—Small and Medium

(ERN\FTRPNEEREF)

(About 8000 small and medium furniture
stores)

(Such as : Amazon, Wayfair, Walmart.com,

BT Business Model

#5175 fHCoasterf e AN BIVRG 7 &, HEh/ N ERER Hrg 2 A0
B BRI, NI /N 5 B R IR 2= e eR R R, e
EE TR REE TR

Coaster provides sufficient and plenty of furniture stocks for bricks
and motar furniture stores, however since the rising of Ecommerce,
the retail business of these small and medium furniture stores gained
less and less profit and hard to survive, also it is hard for them to
develop their own ecommerce business.

20194, Coaster#EfTHIH IR, Wi HEE— 2R il A AE T 2 ) BB AT
g, B/ N ER R AN ERRS, BPEES FRGT
HERHETERE

In 2019, Coaster has updated its official website and extended its
marketing activities to reach end users. Connected with the service of
these bricks and motar furniture stores, Coaster gradually develop a
new 020 (Online to offline) business.

Coaster =355 B 8Jm B i f /3 T R B RAUER RS, EDIFP 5 AR

ship furniture goods for large ecommerce companies, Coaster’s EDI
system could efficiently process a huge number of daily e-orders and

Coasterf&2 Coaster’ s Advantages

Coaster DL H B &8I/ NUERRZ EE, [FFRs 2/ NUERR AR
%JE/KOnIine to Offlinesfr =B (L e, i R Bl TE F i AR tav Eie ik
Coaster built an Ecommerce platform and invite small and medium furniture
stores to join the supply chain of Coaster’s Online to Offline business,
collaboratively provide more completed physical service to consumers that
other current Ecommerce platforms not achieved.

20194F, Coaster#$3JjE NCoaster Everyday ~ Coaster Essence ~ Kz Coaster
Elevations 4> 25175 iy, $EBLE B8 ARTS, 58 {LCoaster) & EFR L.

In 2019, Coaster launched Coaster Everyday, Coaster Essence and Coaster
Elevations collections, added with physical services, to reinforce Coaster
brand identification.

Coaster 54 fe ST ZAAY ER e B B AR, DM A S o TR A R ORI,

BFREEER R R EEREEE, PR E. SRR, 0 E RS E I (WK IS, Lowe st FEE I AE
Ecommerce Coaster’s 8 warehouses and branches in U.S. are well positioned to PGP, CoasterfEAC B3R [E K B ENEERF S Bt &5k, TRESIFE 4k

RSP S A

Nowadays consumers shop more and more on internet, many big retail

Top 100 furniture chain stores

(Such as : Jerome’s, The Bricks)

[ERF LB T R Y S AV i RIS, FT AR AR,
Top 100 furniture chain stores attracts consumers by hugely investing
in marketing and advertising activities to raise its exposure. To
cooperate with Top 100 furniture stores, a supplier needs to keep an
adequate supply with quality furniture and service.

Lowe’s) achieve the goal of rapid shipping. stores have had their own ecommerce platform to join e-business(such as
Walmart.com and Lowe’s). Coaster is capable to provide furniture goods to
Ecommerce of these big chain stores, for Coaster provides a variety of good
quality home furniture and shipping on time service, that’s why Coaster could
maintain its market in Ecommerce channel.
REVERGESHIE R S | R 2 B, HSiE e R B A B T CoasterffiH 7 HR 2 (L FERs, PRAEACT IR, W15 DUSEHE B HHYSH & 15
Top 100 KB B R EH 5 REIRCR, B BRURER T SR hEE A RS EREE 2 20K, =, B ETA B = HRRE, 2k & 7RI E RS E S,

Coaster’s furniture source dispersion makes it capable to provide an
adequate supply to Top 100 furniture stores. Also, Coaster could adopt
“Direct Shipment” to ship furniture from oversea to the warehouses of Top
100 furniture store in U.S., to relief the limited storage spaces of Coaster’s
warehouses.




Competitive Advantages-Excellent Distribution ~ ~

Locations and Automated Re-packing Service COASTER

Coaster established 8 warehouses in U.S. to offer supply chain warehousing and distribution to more than 8,000 furniture dealers and customers.
Its uniqgue B2B2C business model has built up a solid foundation in E-Commrence business, and with the automated re-packing system Coaster
reduced the risk of product damages during transportation and increase the speed of warehouse shipment.

Coasterjit =5 A SETR RN E R B FEYIMIERL - Ryim e aE8,000(Ex AZ B H AR ETE K - BFrHYB2B2CE IR E BT AT N R
BHE - 205 B EHEERAR o AT B AR AR M O R A K 2R TP <2 R S PR

ORDER ITEM ITEM
EDI DISPATCHED INSPECTED, ARRIVES IN
ORDER IS TO CLOSEST mm———p REPACKED, —_, CONSUMERS
RECEIVED ~—* WAREHOUSE & SHIPPED HOME
: COMPLET. EQ IN 24-48 H OURS~ ARRIVES WITHIN 2-5 DAYS 9
< » <+ > Davtouo N-’ o
Chicago, IL
San Francisco, CA Atlag. GA
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°Miami, FL
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Competitive Advantages-Centralized COASTER

Procurement

Most of Coaster suppliers are located in Asia: including China, Taiwan, Malaysia, and Vietham. To ensure the stability of supply chain and quality of products, Coaster

established overseas procurement offices and U.S. distribution warehouses.
With respect to the regulations on product safety, as noted that U.S. imposes more stringent standards on furniture products to safeguard consumer safety, protect the

environment and endangered species, Coaster has established a comprehensive database to document the compliance of our products.
Coasterg I EHA—F P ERIEES - (Fuilz TR EM SRR - Bk - i a8 2 E g R - AR E M (LB B2 DL S bRl S B B B 267
B ER (R R RAFAV SRR  LLAh - HITASERIE N I R Be e A At ¢ H BRI (ra8 EidaiH - Coaster AR FERY & ELFS it 2k Al FE -




Financial Information-Operation Figures in Recent 3 e .

Years COASTE R

2015 2018 2017
EBREEA
11,737,383 -2.30% 12,013,456 0.84% 11,913,042
8,374,047 -3.69% 8,694,921 4.12% 8,350,567
Operating cost ’ ’ 0770 ’ ’ 12470 ’ ’

>
SRR 3,363,336 1.35% 3,318,535 -6.85% 3,562,475

Gross Proft

Groz%s*ll\J/frin 28.65% 27.62% 29.90%

XX
Ealis 3,360,756 1.20% 3,321,003  1.53% 3,271,020

Operating Expenses
2EFIZR(IEER)
Gain (loss) from 2,580 - (2,468) -100.85% 291,455

operations

BFEIMIAGZH)
Non-operating income (122,188) 159.03% (47,171) -25.79% (63,563)
(expenses)

et fIZ= (&)
Income tax 47,382 71.12% 27,689 - (199,361)
benefit(expenses)

HEBFICHE)
Loss for the year (72,226)  -229.05% (21,950) -176.93% 28,531

s (0. 95) (0.29) 0.37

Unit : NTD thousand ; % 6




Fi lal Inf tion-O tion R iIn R t4 o2 ~
Ylena&:‘I;CIa nformation-Operation Revenue in Recen COASTER

FINE FURNITURE

- 2019 B ALLTIRGHE » 8220184 )5K/)2.3% « DIIRE EHE(FEIT)KE » 20199226 UN A Ry ) 4.78% -
The operating revenue of year 2019 amounts to NT$ 11.7 billion, down 2.3% year-over-year. Presented in functional currency (USD), the operating revenue of year 2019 decreased by
4.78% year-over-year.

- 2020 = H T H]5ZCOVID-19 52%% » 35 B H & U AR LA [FHT 17533.52% » LIRS (357T) KB R A FEHI T 7531.90% -
In late March of 2020, affected by COVID-19 outbreak, the operating revenue of March decreased by 33.52% compared to the same period of last year., presented in functional
currency (USD), the operating revenue of March decreased by 31.90% compared to the same period of last year.

- 202047 55— EFEUT AR A [EHT T7819.93% « DIIREEH(SETT)KE » 2020455 — & SE U A1 18.00% -
The operating revenue of 1Q 2020 decreased by 19.93% compared to the same period of last year., presented in functional currency (USD), the operating revenue of 1Q of 2020
decreased by 18.00% compared to the same period of last year.

OPERATING REVENUE (NTD) OPERATING REVENUE (USD)
YOY-2.36%  YOY+0.84% YOY -2.30 % YOY +3.50 % YOY+1.76%  YOY -4.78 %
12.201 billion 11.913 billion  12.013 billion  11.737 billion 378.60 million ~ 391.85 million  398.76 million  379.70 million

B 4th Quarter

B 3rd Quarter 4th Quarter

W 2nd Quarter H 3rd Quarter

93.91
1st Quarter H 2nd Quarter
B 1st Quarter
94.69
Q0Q-19.93 % QO0Q -18.00 %
Unit: Unit:
NTD 100 million illi
USD million 98.40
2016 2017 2018 2019 2020 2016 2017 2018 2019 2020



Financial Information-Business Channels and Growth _~< .

Ratios COASTE R

- (EEpREHELLEARTE - 20194 E2018F MR L - BTG5 RS (E-commerce) $48 5 LE4ERF21% - B AGEFS(Brick and Motan)$ &40 51E79% » LA/ NI P AT - SHELER
75% - RAVZ = 2 SHELLEA% -

- From the perspective of sales percentage in different channel, there’s no obvious changes from 2018 to 2019: the sales percentage of E-commerce maintain at 21%, while the sales
percentage of Brick and Motar is 79%, mainly from small and medium stores at a percentage of 75%, the sales of percentage of top 100 chain stores is 4%.

- DSAEEARE - EEGHES 2 AAIE 5 (topl00)$H AR 14.3% » B TR 5 iR (E-commerce) Bl i/ NV = 2 S ERERIEIRAH [F] > $5eRT— AR R D 4.5% -

- From the perspective of sales amount in different channel, the sales amount from “top 100 chain stores” decreased by 14.3% year-to-year, the sales amount of “E-commerce” and
“small and medium stores” declined at the same pace, decrease by 4.5% year-to-year.

2019 2019 vs. 2018
Sales percentage by channel Sales growth rate by channel

\_ Top100 Top100 I YOY -14.31%
4%
Small and medium YOY -4.52%
sl ey 1 5%

medium
furniture stores

0,
/ 2019 2018

Brick and Motar
79%

E-commerce
21%




Financial Information-Gross Profit Ratio and ~ ~

Operating Expense Ratio COASTER

20194 N S5 AZ= IR it (3 L1 B DUINZR R AL A7 » £12019Q4 R HF N £26.91% » £ FFH=ZR4ERF28.65% -
For digesting old/aged inventory, the company sold at a reduced price at 4" quarter of 2019, led to a lower gross margin of 26.91%. The gross
margin of year 2019 maintain 28.65%.

2019 £ EE 1R 28.63% » T RS AT -

The operating expense ratio of year 2019 up to 28.63% mainly caused by the increase of selling expenses.

Quarterly Gross margin and Operating expense ratio

e (3r0SS Margin

= Qperating expense ratio




. . . . . P N
Financial Information-Net Profit Ratio COASTER

FINE FURNITURE
2019 FEEFEFTHLFF]ER-1.02% » 2019F 51 2 FAFFRHNFFE 5 H £50.44% ~ -1.78% ~ -0.53% f¢-2.24% -
The 2019 net profit ratio (before tax) is -1.02%, the net profit ratio (before tax) from 1st quarter to 4" quarter of year 2019 are 0.44%, -1.78%, -0.53% and -2.24%.
2019 FE L FEFR 1B FF]R-0.62% » 2019F 51 2 FAFFR 1B FFE 5 H £50.40% ~ -1.38% ~ -0.34% f%¢-1.15% -
The 2019 net profit ratio (after tax) is -0.62%, the net profit ratio (after tax) from 1st quarter to 4™ quarter of year 2019 are 0.40%,-1.38%,-0.34% and -1.15%.
20194 AR RIR - FEZF[PEE G 22 ZUa U NE - L EA FRER AR RHEE B A i AT HEETEL -
The net profit ratio of 2019 were lower for the operating revenue declined mainly affected by the trade friction between U.S. and China, added the company kept
investing in branding and marketing activities.

Quarterly Net profit ratio

4.81%

4.44%

1.42%

0.44%
1.04%
e Net profit ratio (befor tax) 0.35

-0.34%

0.81% 0.52% -1.15%

== Net profit ratio (after tax)

-2.24%

2015~2018

-5.02%

3rd Q 4th Q 1stQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4th Q
2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019

10



Financial Information-Net Inventory C/OAST\ER”

FINE FURNITURE
FEFRAZEMRER 45 B3R E2FAZ X BFEREZSE -
Traditionally, the inventory stocks for furniture company were higher at the 3 quarter and 4t quarter.
2019 B 1 R HARR 27 EIFEE A R 6 1529.01{87T ~ 29.70(8 T ~ 31.4LE T 524.83(87C » BAFNMMELE mE G - ER019FRFE/FERIIRTRD -
The net inventory from 15t quarter to 4" quarter of year 2019 are NT$ 2.901billion, 2.97 billion, 3.141billion and 2.483 billion. The inventory obviously decreased in 4" quarter
for the company digest old/aged inventory.
20194 ERIFRS 1605 & 5 17.08 (BT 2 (EFFEE E - EESEag I £61.23(87T - 2019F { R EF B G EAELLBIINE M - BLFEHAZT R F42% ~ 43% ~ 45% [ 41% -
In 2019, for the adoption of IFRS 16, the company obtain right-of-use assets of NT$ 1.708 billion, led to an increase of total assets to NT$ 6.123 billion. The inventory to total
assets ratio for each quarter of 2019 are obviously down to 42%, 43%, 45% and 41%.

Net inventory value

69% 69%
66% 66%

68%

61%
58% 57% 57%

41%
e Net inventory (NTDS$S100 million)

2015~2018

e |nventory to total assets ratio

2019

31.41
T : ' : 30 29.01 297
e 26.6 269 551

241 24.83

2rd Q 3rdQ 4th Q 1stQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4th Q 1th Q 2nd Q 3rdQ 4th Q 1th Q 2nd Q 3rdQ 4th Q
2015 2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 112019
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Financial Information-Cash Flow in Five Years COASTER

FINE FURNITURE
EEEENFH S EJTH - 2015453 ~ 2017 3R B e M T SR EEFHERY 0 FTELBERGLER < 20154 F2019F X F R E RGN FIR R E 00 P e -2.5(80T ~ 12.76(%
7T ~ -7.51{F7T ~ 6.58{F T K ~ 5.16{K7T * FR20154F K 20174 DIAh » HEREE 2 &/ EHN RiFBEMA > 20154 220194 7T E Grat & G E)#H e AR 6 ¥#14.47(FT -
Cash flows from operating activities : the net cash outflows provided by operating activities of the 37 quarter 2015 and the 3" quarter 2017 were above NT$ 400 million, mainly for inventory
procurement. The net cash flows provided by operating activities from year 2015 to 2019 were NT$ -0.25 billion, NT$ 1.276 billion, NT$ -0.751 billion, NT$ 0.658 billion and NT$ 0.516 billion. Except
year 2015 and 2017, the net cash flows provided by operating activities were cash inflows. The total net cash flows provided by operating activities from 2015 to 2019 amounts to a cash inflow of NT$
1.447 billion.
EEEFHLER SRR - 201955 1R NS N EIEE ~ W5 Mt fi25,354 T T B &/E BB SR tH UM 631,957 17T » 2019 F I & E B F#R £ H154,090 7T -
Cash flows from investing activities : The fluctuation of net cash used in financing activities is not obvious. The net cash used in financing activities of 2019 is a cash out flows of NT$ 54,090 thousand.
2015 THEES » EFJ/EEIFRSME 2B > TEZFIHETRR 2 - 2019FEHEETFHR M I4.76(87T - EEAKE RIFRS16FH S & (FA S E BB/ V#5165, 26(8TTATEL -
The fluctuation of cash flows from financing activities were mainly affected by short-term borrowing level. The net cash used in financing activities of year 2019 is NT$ 0.476 billion, mainly for the effect
of the adoption of IFRS 16 led to the decrease of lease payment of NT$ 0.526 billion.

Units: NTDS 100 million Cash Flow AnalySiS

8
IlIIl 'lI-Illl-ll

)]

N

N

o

'
N

20154-~20184F 20194

3rdQ 4th Q 1stQ 2nd Q 3rdQ 4thQ 1thQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4th Q 1thQ 2nd Q 3rd Q 4thQ
2015 2015 2016 2016 2016 2016 2017 2017 2017 2017 2018 2018 2018 2018 2019 2019 2019 2019

B Net cash flows provided by operating activities B Net cash used in investing activities m Net cash used in financing activities 12



Scores by Size of Retailer

$1000M to $3000M

Opportunities and Challenges-
Collaboration with Brick and ),

Motar Retailers

@
* Base on Omnichannel Furniture Benchmarking Report released by &
BLUEPORT COMMERCE in 2018:

* Key findings: Smaller retailers struggle to keep up with larger players
Retailers over S500M in sales lead the way in valuable
omnichannel features. Retailers from $250M to $500M
achieve good design, but are often unable to keep up
with leading retailers on features. Retailers less than
S$250M in sales lag larger retailers in both design and
features offered.

(BB TEHRAT 25 5BLUEPORT COMMERCEL) 5 ELE f5 S8 5 S B Bk THBE
SN e R o

= z °©

Scores by Type of Retailer

= =

PURE-PLAY

* Key findings : As a whole, Conventional furniture retailers lag other players @
Among the retailers benchmarked, Pure-plays lead the
way in design, while Multi-line players put their scale to use m
in releasing more and more valuable omnichannel features.

NN

13
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How To Be A Traditional
Retailer

Opportu nities a nd Cha I Ienges_ | Asa leading national distributor of
COI Ia bo ration With BriCk and | | ‘ furniture, Coaster offers a vast

: selection of quality products, pays

IVI Ota r Reta i I ers () 1/ oo B attention to detail, delivers superior
i _ customer support, and is a proven

source for providing your customers

with the furniture of their dreams.

* COASTERL)\ E E’?@ﬁﬂ@fﬁ%ﬁﬁﬁﬁ&?ﬁ%ﬁﬁ&?% ’ $$§EP/J\ ‘ Coaster has been i
U222 (Brick and Motar) /)l ACOASTER ZZ EL.§5E1T51] » H[I t 4 nearly

1%@ %%ﬁ%ﬁﬁ@%}%%%é@%ﬁﬁﬁqtp/J\@%%‘ s _m our merchandising and customer
B HACOASTER S BLEE 74 15 - .
* Coaster’s supply chain and service team are powerful, that
small and medium furniture stores not able to establish Coaster Trade
their own WebSite COUId eaS”y gO into E-commerce bUSiness Whether you've got a quirky little shop an Main Street or a string of large retail locations,
by jOining CoaSter Con neCt' Coasteris there L grow your business, We deliver exceptional benefits to all of our
dealers. The Coaster Trade program offers unparalleled service and support that builds a
lasting partnership. As a leading national distributor, we maintain over 5000 SKUs to satisfy

* COASTER ?ﬁ ﬁZ%f%@ﬂq*%ﬁ&%ﬁH&g%E ’ g Ig%% I:FI every home furnishing and decor requirement,
NEISEETIA - [FIREREH B En S A /N R

* Coaster’s new website and mobile app could guide people
to physical furniture stores, this will induce more small and {%@ @
medium furniture stores to join Coaster Connect.

Impressive National Quick Customer
Inventory Presence Shipping Service

We Offer A Selection Of 7 Branches And 2 Locations Provide Fast We Set The Standard For
Over 5,000 SKUs. Distribution Centers Access For Pickup. Dealer Support.

Across The U.S.
14



Opportunities and Challenges-Bridging our o
Consumers to our Dealers COASTER

FINE FURNITURE
CoasterffEHHY FHEIERITES - UHEE THEUHER AR » (€Coaster AT Z I EFINSTAGRAMAUS [ER M EAYEEL ©
Coaster’s mobile app is made for consumers to browse and find detail of furniture products, consumers could also grab ideas of interior décor from Coaster’s Instagram.
HEEE A DURIGFTENL B > ST 84 & Coasterx HAVERSAIR -

People could also find furniture stores on the map of their mobile and shop for COASTER furniture.

C’OASTER Q < Inspiration Story ¢ Product Detail Find a Store

Bedroom Living Room Kitchen & Dining

COZY UP
7 WAYS TO ELEVATE
YOUR SOCIAL SPACE

Ready to create more balance in your life for
2020? A few simple twea

decor can help you feel

even boost your creativity. Expl

for bringing balance back to your space.

Pl

gugas City
o

Search again in this area




h Ve O @

coasterfinefurniture BN BB -

939 posts 10k followers 48 following

Opportunities and
Challenges-Bridging our
Consumers to our Dealers

Coaster Fine Furniture

Furniture

Coaster brings you the latest trends in home furniture to help you build your dream
home.

Use #CoasterFurniture for a chance to be featured.

bit.ly/2R2Vv97

B posTs 8] TAGGED

* COASTERLUFER & Fytiahh - #EH A [EEMS
ENSESEEl A
* To satisfy consumers, Coaster launched COASTER

brands in different style at different retail price
points.

* COASTERZLZHYINSTAGRAM{LEE » FEATA AED
BEAECOASTERILFIZEEHIZR H. -
* The interior décor ideas on Coaster’s INSTAGRAM

community will help everyone to find his/her own
favorite piece of furniture.

WORK FROM HOME



Opportunities and Challenges-New Technology N

Application and Data Management COASTER

- FEESEEFHE BT E LI E 2K E AR MER o AR Bl T KB E (e s EE R - RIS e
RN — KR o By T RS L e 2 Rt R TR SO LTS 2 U S % 4 DT B TR A B I E 2 - (R
R LRI ZIE LAY B Zh BRI B A -

- Coaster provide thousands of furniture items sources from more than a hundred of manufactures. It is a continuous challenge for Coaster to
forecast the demand and maintain adequate stocks. To deal with the long supply chain of furniture, Coaster developed its own unique procurement
systems, and able to respond to the rapidly changing global trading environment.

- REEZEFEEHERS  EHEDIEFERCIEeRERESTH - (18 KERE R ATIRA - EEHPRBACHESAT - A
Z i G e R R RV R DLHUS A RCRNACZ /e )] » e E e — KRR - 2R B ELS a5 -

- To save time and labor cost, Coaster uses EDI system to manage a huge number of e-orders. Coaster also works hard to improve the efficiency of
managing the database and to establish a more powerful business structure.

- RTRMCOHES E S ERE MR R F AR - B R ke T RN R ST o T =K BR T R HE B A
i 0 20194 HEE B A 1Ll CoasterEveryday ~ CoasterEssence ~ CoasterElevations 7 CoasterSleep » i Faa8% =B ~ dE 1/ NIEFEEETIA
Coasterfft 51741 » 2020t FHEEH V=2 > E— P HEGTHEFBERRET » STHEBI4E T4 T (online to offline, 020) Z E2E/ES -

- To provide more diverse options and better shopping experiences to consumers, Coaster spares no efforts on improving product design. In recent 3
years, Coaster launched two co-branded furniture collections, and launched Coaster brands in 2019: CoasterEveryday, CoasterEssence,
CoasterElevations and CoasterSleep. Coaster has also created online communities such as Instagram and Facebook and release Coaster’s mobile
app in 2020., on the other hand, Coaster induce small and medium furniture stores to join Coaster’s supply chain, by connecting end users to
physical furniture stores, Coaster is going into a new 020 (online to offline) business model.

17



Passionate To Live, Dine, Rest
and Work Well

Our delight is to be innovative and excellent in all
that we do. There are design inspirations in our
furniture brands to enhance your lifestyle and
match your budget.

e

Thank you!

S,




