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Miss JaneMiss Jane is the representative of Telly Toys, is the representative of Telly Toys,   

now she is worrying about the company's conditon...now she is worrying about the company's conditon...””  ““  

IntroductionIntroduction  01.01.  



  
 A toy retailer with 20 large stores in Hong Kong and mainland China 

Depressed economic condition 

Consumer demand change rapidly 

hard to predict 

 

Global companies 

high bargaining power 

Revenues are falling 

but costs are rising 

     Present Condition 



Profit margin：10% to 5% 

Quick Ratio：1 to 0.74 

• Inventory increased by 12% 

• Cash decreased by 25% 

     Financial Analysis 

•  31 million vs 18 million 

•  Poor cost control 



     Future Direction ? 

 New products in present markets 

Withdraw underperforming products  

1. Market penetration ： 

   Maintain market share, and implementing cost controls 

2. Market development ： 

Expand of current products in new markets 

3. Product development ： 

4. Withdrawal ： 



02. Srategy Evaluation 02. Srategy Evaluation   
        Before make a wise decision, Before make a wise decision,   

        it is necessary to evaluate each strategy in the company's it is necessary to evaluate each strategy in the company's 

environment...environment...  

““  



• Realize the market trend quickly 

• Good public image  

• Concern about service quality 

• Lower profitability and lack of cash  

• Weakened short term solvency 

• Inventory increased by 11.8% 

• Lack of management of customer loyalty 

• The two-child policy 

• The boom of e-commerce and Internet  

• Consumption concept is more modern 

• Flexible and unpredictable consumer demand  

• The high bargaining power of the manufacturers 

• Potential entrants of related companies 

• Depressed economic conditions  

     SWOT Analysis 
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Strategy 1  Market penetration  Strength 

Threat 

Quality Donation 

+ = 

Good image Hard to Achieve 



Strategy 2  Enter new markets 

1 2 3 4 5 6 7 8 9 10 11 12 1 

Cash Flow change 
trends 

10% 

5% 

2015 2016 

Net Profit Margin 

Weakness 

Opportunity New profit point ? 

Hard to Achieve Strong competiotors 



Strategy 4  Withdraw  

Changes in toys sales over past two years 

Children,ages under 5  

Children, ages 6 – 12  

Children, aged over 12  

Digital toys 

Outdoor toys 

Weakness 

Threat 

Depressed Economic 

No Growth Potential 

Drop which one? 



Strategy 3  New products   
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 Retail Sales Forecast in China Toy 

Market 

Opportunity 

Strength 

Perceive market changes 

Close to the consumer 

The best choice 

Existing resources 

Brand value &  

Customer loyalty 



Item s
Strategy 1:

M aintain

Strategy 2:

N ew m arkets

Strategy 3:

N ew products

Strategy 4:

W ithdraw

External

M arketG rowth

Policy Support

Com petitive

Pressure

Internal

Investm ent

Am ounts and Risks

Expected

Profitability

Sustainable

D evelopm ent

     Strategy Analysis 



Your analysis sounds reasonableYour analysis sounds reasonable，，  

but how to realize the strategy successfully ?but how to realize the strategy successfully ?  

““  



Families in 1st and 2nd tier cities 

Target groupTarget group    

High purchasing power 

Interest in new technology 

Highly educated 



H H 
Heuristic Heuristic 

H 
Heuristic 

O O 
Omniscient Omniscient 

O 
Omniscient 

M M 
Merry Merry 

M 
Merry 

E E 

Economical Economical 

E 

Economical 

Core valueCore value  



Manufacture 

Sales 

Marketing 

After-sale service R&D 

Value ChainValue Chain  



Manufacture 

Sales 

Marketing 

After-sale service 
R&D 

Value ChainValue Chain  



Details of the series in appendix 15 

    R&D. Product design 

22  歡享 33  暢享 樂享 11  

0-3 years old Older children Preschool children 



  Sales 

Marketing 

After-sale service R&D 

Manufacture 

Value ChainValue Chain  



TT 

 Manufacturer 

    Manufacture. Cooperation 

Customer information 

Offer sales channel  

R&D capacity 

Lower sales costs 

Quality standard 



  

Manufacture Marketing 

After-sale service R&D Sales 

Value ChainValue Chain  



    Sales. Launch time 

2016 2017 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 

Christmas 

Jan

. 

1 

October 2016 

May 2017 

2 

October 2017 

3 

New Year Children’s 

Day 

Christmas 

Selling peak 

Decrease the pressure on inventory 

 Product penetration 



Lorem Ipsum 
Lorem Ipsum 

  Sales channel  

Offline 

    Sales. Sales channel & Product Portfolio 

Personalized 
Flageship 

Stores 

Product Portfolio 

Online 

Gifts with TT's logo 



  

Manufacture 

Sales After-sale service R&D 

Marketing 

Value ChainValue Chain  



Open Open   

SpaceSpace  

KOL 

Charity Charity   

Activity Activity   

Theme Theme   

ActivityActivity  

    Marketing. Offline & Online 

“ Love Toy Rafting Trip ” 

“ Have Fun Together ” 

User Experience 

Warm and Happy 

Key Opinion Leader 

Fan Economy 



Short Description 

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit.  

Since 2003-2006 

Short Description 

Lorem ipsum dolor sit amet, 

consectetur adipiscing elit.  

Since 2003-2006 

    Target Group  

Core Value 

Value Chain 

R&D 

Manufacture 
Sales 

Marketing 

Implementation PlanImplementation Plan  



4. Funding Plan 4. Funding Plan & &   

Financial ForecastFinancial Forecast  
Your proposal is quite fascinatingYour proposal is quite fascinating  

but how about the profitability ? ...but how about the profitability ? ...  
““  



R&D cooperation 

Promotion 

Expand stores/ 
Redecorate 

HK$ 260MHK$ 260M  

HK$ 189MHK$ 189M  

HK$ 378MHK$ 378M  

Funding Plan       PurposePurpose  

T.T. 



Funding Plan       SourceSource  

Private placement 

Corporate bond 

HK$ 160M 
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      ProfitabilityProfitability  
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Revenue 

Cost of sales 

Gross profit 

Net profit margin 

 Revenue growth rate: 8% in 2017E, and 13% since 2019   

 Lower sales cost            Higher gross profit 

 Costs control & Scale effect           Net profit margin: rise to 17% in 2021 from 5% 

 Sufficient cash flow  



      KPIKPI  

6% 6% 

10% 

20% 

28% 

8% 

10% 

13% 13% 13% 

2.54
5682
134 

3.23
5294
118 

3.86
2068
966 

4.72
5738
397 

5.28 

Revenue 

growth rate 

ROA 

3.2764
35466 

3.6240
36232 

4.0295
69584 

4.4720
91556 

5.1 

Current ratio 

Inventory 

turnover 

Four major capabilitiesFour major capabilities  



5. Ethical Analysis5. Ethical Analysis  

Beside the strategy, Beside the strategy,   

there is still another problem...there is still another problem...  
““  



    Issue Review  

Doing nothing in 48h 

Second-in-command 

Aimee  

Report 

Operations Officer & 

CEO & HK CPA 

Daniel  

Tiger Toys： 
“Dangerous Paint Toy Issue” 

Investigation 

StakeholdersStakeholders  

Customers 

Shareholders 

Retailer(TT) 



• Conflict 

Objectivity Objectivity Objectivity 

Integrity Integrity Integrity 

Personal interests Personal interests Personal interests 

     Pressure from superior      Pressure from superior      Pressure from superior 

Threats 

VS VS 
Personal interests Personal interests Personal interests 

     Pressure      Pressure      Pressure 

VS VS 

Principles-HKICPA COE 

    Issue Analysis  

• Choice 

Doing nothingDoing nothing  Taking actionTaking action  

Long TermLong Term  

Short TermShort Term  



  Clarify the fact to the public Clarify the fact to the public   

& recall sold products& recall sold products  

Set up a investigation team to Set up a investigation team to 

investigate the issueinvestigate the issue  

DanielDaniel  Aimee Other executives Other executives   

    Action  



Thankes 



Q&AQ&A  



AppendixAppendix  
1. I/S Forecast 
2. Funding Arrangement 
3. Cash Flow Statement 
4. Financial Ratios Table(2016) 
5. Recent Issuance of Corporate Bond in PRC 
6. Consumption Level & Market Size 
7. Key Financial Ratios Forecast 
8. Recent Issuance of Private Placement in PRC 
9. Implementation Time Table 
10. Sales Forecast of the Three Series 
11. The Proportion of  Toy Retail Channels in Hongkong and Mainland China in 2015 
12. Assumption Table for Proposed Strategy's Financial Implementations 
13. List of Potential Manufacturers Partner 
14.Pricing for the Series 
15.Details of the Series Design 
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Chinese traditional toys and game retail market size forecast 

Traditional toys and games 

Year-on-year growth rate 
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Source：National Bureau of Statistics 

Source：Euromonitor Passport Toys and Games(2016) 





• The above samples are from listed retail companies 

• Source : http://www.gtarsc.com/ 





 Use the medium of price range for each series to calculate the revenue 

 The sales volume is based on the following assumption: 

1.Population growth rate is 0.5%, and urban residents with middle or higher income levels account for 34%; 

2.Children aged 0-4, 5-9, and 10-14 years old account for 5.7%, 5.5% and 5.18% of the population respectively; 

3.The market share of TT is estimated to be 0.5% based on the sales of TT and the entire industry in the past two years. 

(Source:China Light Industry Information Center, National Bureau of Statistics) 



29% 

63% 4% 

5% 

Department store 

Traditional toys and 
game stores 

Internet retail 

Others 

23.10% 

30.00% 

15.30% 

17.80% 

19.30% 

Supermarkets 

Department store 

Traditional toys and 
game stores 
Internet retail 

Others 

  HongKongHongKong  Mainland ChinaMainland China  



Consideration factors: 

▪Geographical location: mostly located 

in Guangdong Province, convenient 

transportation, low labor costs 

▪Product safety qualification 

certification: product safety issues can 

be guaranteed 

▪R&D Basics: the company has 

experience in developing toy products, 

especially smart toys 

▪Quality products: superior production 

resources and capabilities 

▪Strategic consistency: the potential of 

long-term cooperation between the two 

sides 






