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Leveraging on the new platform launched last year, an improved marketing
strategy and an expanded product range, increased sales were achieved.
Pageview reached 11.7 million per month and unique visitors reached
442,000 per month, an increase of 46.0% and 98.0%, respectively, over
the previous fiscal year. Total VIP sales including all countries increased from
17.0% to 24.0% of total sales. This demonstrated Sasa.com’s success in

increasing customer loyalty.

In the WebAward 2005 organised by the Web Marketing Association of the
USA, Sasa.com received the “Standard of Excellence” under the Shopping
category, alongside other global brands such as Nike, Godiva, Biotherm
and Maidenform. Only two beauty sites, Sasa.com and Biotherm (USA),
were included in the list of awardees. The award recognises the excellence
of Sasa.com in design, ease of use, content, innovation, copywriting,
interactivity and use of technology. Following the invitation to promote its
cards at Sasa.com, VISA proved to be one of our more important on-line

partners.

Brand Management

Sales of private-label and exclusively distributed products increased by
18.5% and contributed 30.1% to the Group’s total retail and wholesale sales
for the year ended 31st March 2006. The Group launched “Sasa” branded
products throughout the region in the second half of the year, including
colour cosmetics, accessories, skin care, hair care and body care products.
The “Sasa” brand offers a range of quality and value products that provides
total solutions for the beauty needs of our customers. These products were
well received by the market. During the year, Sa Sa launched an exclusive
Swiss skin care brand, Méthode Swiss, strengthening the medium-priced
product portfolio. New brands secured for Sa Sa’s exclusive distributorship
included Bergman, Organic Elements, fragrance of Paris Hilton, Ferre,

Hummer, Guess, Gas, French Connection and Lulu Guinness, among others.
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Reflecting the cosmeceutical trends in the global beauty industry, Sa Sa

launched its first Australian cosmeceutical brand, Skin Doctors, in October
2004. In August 2005, Sa Sa added Bergman, a top brand in this category
from the Netherlands, to Asia. Since organic skin care products are now
playing a more important role in the global beauty market, Sa Sa introduced
a famous ltalian skin care brand, Organic Elements, to Asia. Efforts were
also made to further broaden the product range and to enhance the product

mix. On average, over 550 new products were added each month.

During the year, we continued to strengthen our marketing activities,
increasing the advertising and promotion budget and launching more
products and road shows. We undertook a comprehensive marketing
campaign for Suisse Programme, including appointment of a celebrity as
image girl, a TV advert, and a series of print adverts and public relations
activities, in order to boost the brand image and to launch the new product
lines. The market response was overwhelming. Not only was the brand
image much enhanced, but sales also increased substantially. Other successful
products launched included Elizabeth Arden After Five and Paris Hilton
fragrance, of which around 11,800 and 5,500 bottles respectively were sold

within three months.
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