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Personal introduction

Name

Thunderbird chool of Global Manageme

Education University of Houston, MBA

Hire date July 2009

Marketing Director — Harbin brand

Jan 2003 - Jun 2009 Senior Marketing Manager — Pepsico Food — Greater China
Career Path

Working Location EUEREYET

Jul 2009 - Jun 2010 Brand Director - Budweiser and Global Brands - APAC

Mar 2010 - Nov 2011 Marketing/Trade Marketing Director - BU East China - APAC
Dec 2011 - Mar 2013 Trade Marketing Director - Integration - APAC

Mar 2013 — Nov 2014 Brand Director - Regional Brands - APAC

Dec 2014 — now Marketing Director — Harbin brand - APAC
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Harbin targets to be the most preferred beer
brand among Chiese youth (18 - 29)
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Portfolio to maximize volume potential

Bihd;;uang/

Ice Genuine Draft
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Harbin is the growth engine of China

Volume:

Harbin Family Harbin Ice
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Brand preference growing faster than competito

Brand Preference: Top3 Favorite among 18~29 drinkers, in 11 cities, Rolling 12 month
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Source: BPT tracking report provided by IPSOS, 2009-2014


Harbin Ice Cafe.AVI
Harbin Ice Cafe.AVI

One of the top 100 most valuable Chinese brand
with 14% value increase in 2014
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Harbin growth strategy
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Unbeatable marketing assets to target youth
passion point

Co-op w.

top rated

entertainment
program

Sponsoring
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Packaging to drive youth affinity
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Mega summer campaign “YiQiHaPi” to capture key
occasion
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Harbin growth strategy
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Geographic expansion is key to success

Continue to enlarge
Harbin coverage

Harbin Family Volume
(Expansion Markets)
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Become the most preferred beer bra
among youth!
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