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The Link Real Estate Investment Trust ("The Link"), which owns and manages a portfolio of properties that includes over
11 million square feet of retail space and approximately 80,000 car park spaces, is currently the largest REIT in Asia in
terms of market capitalization. Due to the huge size of our portfolio and diversity of our properties, The Link drives the
company's sustained business growth through several targeted strategic marketing campaigns carried out throughout
the year to fulfill the needs and aspirations of our various stakeholders - tenants, shoppers, community, which ultimately
brings a return to our unitholders. Our promotional campaigns not only drive shopper fraffic and enhance sales revenues
to over 12,000 tenants, they also strengthen The Link's brand image and relationship with our stakeholders by creating a
sustainable positive impact in the community.

BUKDBRMOKE - ER#BBEMATEDNNRED - AEFINEREETEES ( [AE] ) HETREREENUEESERBA
Hi2EEER 1,100 BESREEEHH KL 80,000 B0 - RUMESRTMNEANBHELREETES - ERYEHSEAR
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Bringing Cheer to Tenants
15 181 Fa i o i

While holidays are key times in our marketing calendar to help our tenants capture increased festive spending, we
organize a year-round program of marketing campaigns that generate media publicity and word-of-mouth buzz to
increase footfall and sales. Outside of the festive seasons, our target segment-specific programs help to further maximize
tenants' sales. The Link also continues to develop business with our Asset Enhancement Initiatives (AEl), which we
complement with sales stimulation programs throughout all phases of enhancement. And we help our tenants increase
their competitiveness with The Link Tenant Academy.
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Bringing Cheer to Shoppers
LESREE BRI

Shoppers enjoy festive atmosphere and fun at our shopping centres throughout the year through our Festive Campaign.
We also provide year-round value with spending redemptions and discounts, and continuously enhance shoppers'
experience with AEls and related promotions. Our Target Segment Campaign appeals to youngsters, families, and
tourists as well as different kinds of enthusiasts. These all bring our shoppers a blissful shopping experience and add
happiness to their daily lives.

BEENERABME SRRMMLRE - EEREDS  BXRENHESERSY  FRZFABNEBRRAND - B8 -
BEAE - BEERARBRESHERENFENRRBENEBENRS : USESA  RE - BEOHAQEEDE - SERIOSEHRE
FERINBDER - LERED -

Bringing Cheer to Community

BRI IS N&EX
Aside from our tenants and shoppers, The Link is also engaged in helping our communities grow in a sustainable way
through our Sustainability Campaign. Riding on our portfolio network and partnering with different NGOs, we nurture

cultural appreciation and artistic development by bringing art and culture to the community, raise awareness about
environmental issues, and make it easier for our shoppers to adopt a healthier, greener lifestyle.

BAERESEFIRROBUSMEORRE - BHMAEN - @It - AERNESMEHERE - BIOAQOVFERGHESE - RRE TS
SE - RBRELBRMXYL - ARRERVALRB - @EMHNESER - REBUEBHRKEEIAD - BEERE BRENES -

An Even More Cheerful Future
HREZBAHEE K

Throughout 2013, The Link organized 59 marketing events and campaigns that brought a variety of shopping excitement
to our shoppers, generated plenty of traffic and spending for our tenants, and brought a positive impact to the
community, which helps create a brighter future for all our stakeholders. To learn more about our marketing events, visit
The Link's customer website: www . thelink.com.hk.

BERE - BIEEBE —E 2013 F - AEEES 59 BHBEESHAE  RESRAREDSTILHBVLE - RBPEAAR
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www.thelink.com.hk =



SPOTLIGHTS in 2013
STEIERED

339 dogs and 1
Record with th
Stanley Plaza

heir owners set g third Guinness World
e "Largest Dog Grooming Lesson" at
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Our shopping cenfres opened their doors to guide dogs
with our "Love Leads the Way" guide dog campaign,
helping create more inclusive communities for the
visually impaired.
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The Link Chinese New Year Bike Parade
& Bike Dragon Dance 2013

HE [BETAE] &k [BESENE] 2013

The Link's signature Chinese New Year events, the Bike Parade and Bike
Dragon Dance, were bigger than ever in the Year of the Snake, attracting
participants and spectators from all over Hong Kong. The iconic CNY bike
events, which fook place in Tin Shui Wai last year, extended to Tseung Kwan O
in 2013, to highlight a different neighborhood. The 2,000-feet, nearly 300-biker
long luminous bike dragon graced Tseung Kwan O. The Bike Parade that
visited all of The Link's shopping centres in the district from Hau Tak Shopping
Cenfre to Sheung Tak Plaza attracted 800 participants. It combined elements
of fraditional fire dragon dance with a modern bike performance to deliver
Chinese New Year blessing to everyone. As Hong Kong's first bicycle-themed
CNY celebration events, they also help spread the joys of a green and healthy
lifestyle.

HEREFRCTN—F—EEHER ;Eﬁihtblafi‘i'ﬁé” E_  RSIKHS B REAR
EBE - REFTKRRKERDEN STFROAERTFR - B FOMBEERER - 2K
2,000 R + EBiT 300 %ﬁ@‘ﬁﬁiﬁ'ﬂ%ikwfﬁiiI—vrﬁxyéli M [EBTKE] B
AIREEANMSHESE LUERSEEREE  dREERMER - HRSIEIB 800 %
Z0E - BRREDECSEBMENENRAEFTES) REBORSHRIN - FRTBE
BEBHMESH  AERZLBULOMRESHERBRREDS -

Target Customer BB :

Date B :

Shopping Centre &5 :

Promotion Channel EBEE :

Achievement ﬁ}?}ﬁ
>800 !
) Participants

SEEDAR L
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Ecstatic cyclists at the start of the CNY Bike Parade
HHE Y

\ o g £
Wie=w :E

More than 800 bike enthusiasts cycled through urban neighborhoods, up and down hillsides, along a new waterfront bike track in Tseung Kwan O, and

visited 7 checkpoints decorated with festive pinwheels, gongs and drums
BB 800 ZENBRBER 7 @R[ [FE CRIERE - PR

SHERS  CESREDER ERFURCEBHENELE - BREXR

A line of bikes, over 2,000 feet long, created fire dragon patterns in Tseung Kwan O to celebrate
the Chinese New Year

2,000 RENESRANESHGFTREE  WHAFFTNE

Festive Campaign SNEHEESEE)
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The Link Chinese New Year 2013

HEEEHE 2013

Each year, The Link's vibrant, stylishly designed, and thoughtful CNY sales
redemption gifts are always sought after, successfully driving up spending and
bringing good fortune to tenants and shoppers alike. In 2013, shoppers could
redeem The Link Dining Almanac, Lao Qi (a New Year's wish for a swell of
prosperity) Red Packets, or a CNY Fortune Bag with different levels of spending.
Adding to the redemptions, The Link brought Pang Show, the sensational
Korean comedy show that combines dance, magic, and acrobatics, to
perform to enthusiastic crowds at 4 of The Link's shopping centres and boost
seasonal fraffic.

EESEHSHUBBLA - ARBEOFERTER - UEBESHBAE - RADY
—EORBRT - EARAHBESRGSAREY - AEFAIEKREH - HER 2013
FREFE=R  0F (AEZSEK) « [EX2B  BERN%) ARIRFERS
RESHYRETLHENTAE - 29 RRIIBANIDRRF S HAESS
MR EDE  BORERR-SUARES (BT $o%) BRXEFHAEDT
AR T 4 BFB LA - ABE0 -

The Link published its first "The Link Dining
Almanac” with gourmet features for
redemption during the Chinese New Year and two packs of Sau Tao Abalone Noodles

FRHD (REZEREY) ANFEEELAS FEBSANEEBRERRSBHINRE 58
CHEBEHTRAE  RELNEREE BHie

The Link's Chinese New Year Fortune Bag
contained two sets of bone china tableware

Target Customer B2 :
Date B4 :

Shopping Centre &3 :

Promotion Channel EEEHE :

Achievement A% :

>97 000"

People redeemed
CNY giifts
BEBHTER

Lao Qi red packets were made from
recycled paper and came with an attractive
decoupage design

AZEFABRERE  WLIERAHBEER

st BB




Festive Campoaign SiEB#EEE)

F AINY R 7 i
e

The Link invited performers from the popular Korean TV series "Kim Tak Ku: The King of Baking” to perform as part of "Pang Show", attracting an
enthusiastic audience of over a thousand

AEESARES HET K] SUARBEARAETHEERE  RIIGBTEHEIRGERE  EVEE RNV NRFEELMR

H o RIER - ERER
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Mother's Day and Father's Day Program
RERDRED - RQREDEBHERE

With many families eager to celebrate Mother's Day and Father's day, The Link
created a series of special offers for these two special days to capture the

Families ZXE

2013/5/11-6/30

festive spending. A total of 10 shopping cenftres, 2 nearby shopping centres 10 shopping centres including
each of 5 districts, participated in a month-long sales redemption program. Wo Che Plaza, :
The Link published a pamphlet with tenant offers of shopping and dining ;‘szcwhan Shgntsgopplng Centre
privileges to showcase unique features of these shopping centres and to b R

o - o . 10 BREFBEIERERS
encourage families fo celebrate with Moms and Dads at The Link's shopping EE|DNRESES

cenfres in their community.

SRHRLBHE—RREHINBRNNE - EENIRELHO B - HiH—BSS ggzgggﬁmwmg
BHEES  ENUEDTHIEESSNE - BERT5EL 10 BEEESENAE

—BEOEBESER RESSSSEUNNDONE - AEEBERSBIHBES
SHER) AT ELENSHESHI ENESREBRIIVE - SHETRLER
HEANEESSHRAR - REHO -

Achievement B3 :

©>27,000

\r\a People gd%emed offers |

EE

ERRGRASREANACL  MERTAEFS B
RSTOM  BREERE - FAANEEERGO B8
BHERNEIEIN - WERE GRRE B
BE - BUAERARE  SHREMEOREL
R NHER -

Pamphlets promoting discounts and special offers by shops and restaurants boost spending at The Link's shopping centres
HE




Stanley International Dragon Boat
Championships 2013

TVEBIERBERT SRR E 2013

Each year, tens of thousands of local revelers and tourists alike converge in
Stanley to cheer the exciting dragon boat races. Having successfully created
economic benefits for Stanley Plaza tenants in 2012, Stanley Plaza once again
sponsored the Stanley International Dragon Boat Championship in 2013. The
event brought quality pre- and post-race footfall of both locals and tourists to
Stanley Plaza, reinforcing the link with Stanley Beach. To add to the celebratory
atmosphere, The Link organized the Dragon Boat Summer Jam featuring a
whole host of high-profile music performances and activities at Stanley Plaza.

BFEPEHUBSNEARKRSERDSHAE LR —ERRVENES - 2012 FAE
ZNEHAHEBREAREE  RAHESERPFRIEBERVEENLE - 2013F8
EBE HEZBNERSE BERNTHESZREARBERASTMEIMLBE - RS
SEBPHRSK REEALBERTEESEN [RTORETEER] - DIRD
SRNEBHBEZOHN - BYED -

Target Customer BIEBS :

Date B8 :

Shopping Centre & :

Promotion Channel EEEHE :

Promotion Partner S{EESH: -

Festive Campaign SNEHEESEE)

The Link sponsored the Stanley International Dragon Boat Championships for the second
successive year and sent its dragon boat team to participate in the competition. Mr George
Hongchoy, CEO of The Link, cheered for the team

FEIZEE_FUOHLTEEAREARRE  SRHERSE - FETHRITAERSREESRIR

] ’% % % @

Championships ’

Ms Hilda Wong, Head of Marketing of The Link, presented the Stanley Plaza Gold Cup to the
winning team of the Stanley Intfernational Dragon Boat Championships

FEDEREREEICERFRBAEAREARRE (TEEEEEE] ERFHHEE

Mr George Hongchoy (left), CEO

=
i

of The

Link, was an officiating guest of the opening
ceremony at Stanley International Dragon

Boat Championships

| HEARESR

tRE

AETHBETmE () BE [HHEHNEMR
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The Link Mid-Autumn Festival Gala
RERR - EABPM

The Link Mid-Autumn Festival Gala was a celebration worthy of Chung Fu
Plaza's new refurbishment. To create buzz and encourage shoppers to check
out the new shopping experience, The Link organized a star-studded roster of
TVB artist performances complete with a hip hop lion dance, magic show,
folk handicraft workshops, snack and game booths for all fo have fun. Shoppers
only had to spend HK$100 or more to redeem a free entry ticket to the festivities.
With more than a thousand families attending, tenants enjoyed a boost in sales.

HERBENEEERR2N f‘=*'|% EEEDHN BEMEHABDOME - REEEHOR

J
5 REBEZTHBERERENBUZS  SHFE “f_'ﬁ? TVBAZNEBSNERE
$8 hip hop HIF 8 - BRE - =aF'e°JTg %5 - REERENcNEn#utimE
2 - EERA] \-‘ﬂm%%ﬁé W 10087 - ITRBERREETIAES  RER
EF”WXZ:H b

78 30 34

The festivities atfracted more than thousand families fo participate

BRSERsIBA-—TEZRESR  HERAMI

Target Customer BiEES :
Date B4 :

Shopping Centre &% :

Promotion Channel EEEE :

Achievement B :

>1,000 &

Family participants
@E@%EI@E a




Lok Fu Plaza Haunted Studio Target Customer EIREES :
BEEZERTH Date B3 -

One of the largest haunted houses in Hong Kong with free admission was back

for the third time, and scarier than ever with a chiling movie scene theme at Shopping Centre &4 :
Lok Fu Plaza. The Link annual signature Halloween event attracted youth and

stimulated sales. Shoppers could redeem a package with express passes,

carnival tickets and a Halloween premium by spending HK$200 or more at

designated shopping centres. The Halloween spirit spread further to ¢ other

shopping centres with a ghoulish Ghost Parade of zombies, demons and

other scary creatures, making for a great photo-taking spectacle. Extensive Promotion Channel EEE :
promotion through social media and other online channels such as YAHOO!,

facebook, YouTube, and WeChat contributed to the increased reach to our

target of youngsters.

i

.

o

Festive Campaign SNEHEESEE)

BAEMOTRUEESREN T NEBH r AEREER - 2013 FRLEEB 2R
BRBAUTHEAER (LEEBEERFN]  SEREEREVNNERRERNKE -
EREESEER SHRSIANTEAEDRHABLEREESS —QMEREE -
REBFPRIEEHE - BZNIRIETEHEESEEEM 200 BBITRELL [HRELEE]
EAERZE - WREARPEHED - LI RTSHNBRABHEE  AEFRS—R

Fﬁ?ﬁ@i_ & ‘*’--:IIJMU:-‘?F:'\ iﬁi ?f\‘l'h?_ﬁﬂ F10ES ?"Taauﬁ/_s? S uﬁﬁm,—‘i{ﬁﬂ '”Lj‘/_‘J'%l%]ﬁ i Achievement ﬁE;&
YAHOO! » facebook * YouTube B WeChat ZZEM A ERRE - EEHEZH

BRRFE - ABHRD - >24 600

Haunted house visitors _
EREMABAR v

e
e

i:

Achievement A3 :

>60

ToToI media coverage
SRR RE

4

| Exciting carnival game booths with lots of Visitors experienced a fun and fright-filled
fabulous prizes added fo the fun Hogoween in the "Lofk Fu fPIC:Z(:: Haunted
s i e R Studio” with its variety of horrifying scenes
FREFFEABURFESMNEERG  FOERA Y vina _
| FREE —REEREAR AEEEERSN ] BEZR

EOERIEERLDRODEERE

il Eﬂllﬂlllu Waw ‘ '

The nearly 4,000 sqg. ft. Lok Fu Plaza Haunted Studio was filled with the most spine- hngllng scenes from classic Western and Chinese horror films
1512 4,000 LLRY [REFZBEFREH ] BETPERMAPETAEERANEHEH - BINEEERE

The Link FEEE 14
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The Link x Chupa Chups
Color Your Mind Playground

SEME x ©EER Color Your Mind #5%438

Joyful crowds celebrated Christmas and Chupa Chups' 55™ anniversary at Lok
Fu Plaza, where The Link created a colorful Chupa Chups paradise to elevate
the festive atmosphere, and increase shopper footfall and spending. Lok Fu
Plaza was transformed into the world's largest playground of its kind, featuring
10,000 square feet of dazzling Chupa Chups-themed attractions. Adding to
the delight, Hong Kong's first Chupa Chups Music Stairs let visitors play cheerful
tunes as they walked up and down the stairs.

To spread the Christmas cheer via The Link's portfolio, a spectacular Chupa
Chups Parade and decorations graced 8 shopping cenfres, making for
memorable photo-taking opportunities. The additional shopping centres were
strategically chosen for their proximity to MTR stations and direct transportation
access to Lok Fu, making it convenient for people from all over Hong Kong to
join in on the fun.

Bl - EENETOBLS  BHRAE
B REEBLSRIRBANNREY WIRRLE -

ERRE -OETELE0RUEKRSRER  EMRE

(B RINE @ B

B2 - 8 BIEENS

-

Customers could bring the Christmas spirit home by spending at least HK$2,000 at selected
shopping centres of The Link, which entitles them fo limited edition Chupa Chups premium,
including: The Link x Chupa Chups "So Sweet Party Set" (left), The Link x Chupa Chups "Enjoy Travel
Set" [middle), The Link x Chupa Chups "POP Headphone" (right)

TR T iR RS B ET i E 25 48w 2,000 BT - BTRAREEEIRERD
{ B EExD ) - A x U|MIK "Enjoy IR{T 3 E " (D) TRE x ¥
p k- RE#

) THTREE

Target Customer BiZ@S :
Date B4 :

Shopping Centre & :

Promotion Channel EBEE :

Achievement A% :

>100,000

Playground visitors b
BEBABAK >

Achievement 533 :

69 f;f

To1olgediq coverage

a

Achievement 543 :

>560,000 &

Total audience for N
YouTube short films o V2
BE YouTube E@ER AR g




The Link shot several entertaining short films at the Playground, promoting the
Playground in a fun, fresh way. The shots featured popular personalities such
as DJ Donald & Jim, YouTuber Ming Jai, magician Miss Hunny, and online chef
HayHay, who helped generate significant online buzz. The campaign also
advertised extensively online, reaching a wider audience through YouTube,
facebook, myTV, YAHOOQO!, and Baby Kingdom.

HK$110,000 in spending credit was up for grabs in the Dreams Come
True Winter Lucky Draw. Shoppers meeting a pre-determined level of
spending could redeem attractive limited-edition Chupa Chups premiums,
which stimulated sales for tenants.

HENSDESEHER HEEGAHRT-ENEEHRBERE - BRBHBIT AR
DJ Donald & Jim * YouTube ¥ A Ming {5 + & B 17 80 Miss Hunny R 8 18 EJ
i HayHay FEEH A - 2EFHEG - EREEE X YouTube - facebook -
myTV « YAHOO! R F FE@ISETEZER -

B9 MEHRHELEMEZOANDRREBRARE  MRIYSNBEBEINSFH 110,000 8
TREEERE  RRBESOBEESEANBYIBEZRARNYEKRRER®

Festive Campaign SNEHEESEE)

The 8-meftre-tall "Giant Chupa Chups Candy
Machine Christmas Tree" was filled with a
variety of Chupa Chups flavors, attracting
school and kindergarten groups to visit

SESKN EVPERERBINN ) ZHFA
KENEEK  RSIPREZRDHEEBESE

T
) ﬁ :

" Tube] B3 SRR T a

Several entertaining short films were shot at
the playground for promotion

8 YouTube BB ELEERERNERSER

Hong Kong's First Chupa Chups Music Stairs encouraged visitors to use their imagination to create
wonderful Christmas tunes, promoting a healthier lifestyle by taking the stairs more often

Online advertisement on facebook
facebook HiEES

The Link 7EEE 16






Parking Promotion
OEBEEE

The Link created several parking promotions over the course of the year to
encourage affluent car owners to visit The Link's shopping centres in different
districts, prolong their stay, and spend more. In addition to an hour of free
parking for spending HK$100, shoppers who spent HK$400 or more at 10
designated shopping centres could redeem a handy umbrella or a car sun
shield during summer. The Link also strategically partnered with Shell to offer
high-spenders gas vouchers worth HK$300 at 24 of The Link's shopping centres.
To boost F&B spending at Lok Fu Plaza and Stanley Plaza, The Link offered
parking promotions with up to 4 hours of free parking. Our loyal Dah Sing The
Link Happy Visa Card cardholders were also rewarded with an additional
hour's free parking with spending of the designated amount at The Link's
shopping centres.

BEATBAE—THEZEO0RRSE BURABBEETRRIMAESEBFOBEEA
B - 20HE - AERET 10 BB 5EHBRERSE - BRBRER 100 BTtIE
REOE /NI - HER 400 BITEIRBIBEEZMEAKBGIE © 1L - REBRE
MEBBROBAIEE - RFAEET 24 BEEZHEBEEERHE - NTYKRRMIRE 300 BT
ANBE% - RESHEEBRMTEBNREARRKBE - AENKELEE4/)\BRE
BEHEBHEE - MAHEE Happy Visa FREFERBERAESEHBMEEZH
EOEEEMN N\FOBES -

Y wEB#£Z12A318
T 50 R D B B P R B

B BMHKS200
(SWEFAREZ2M)

[HIRES

ShelI\ihE RS
S EHKS300

HERISESIS

 2ZIN* S iR
BEHER I
EMSER EDiEalIEs! w1 RRBAE)
BEBREIE308

ARENNDENGE - PARPREN TSNS -

FEEE S e (}ﬁhgg?},@é‘ 5 W

Parking Promotion Poster
BEEETH

Families ZXE

Umbrella & Car Sun Shield Redemption
for Drivers
BERERSEAGERBIRNR
2013/5/18 onwards #2

The Link x Shell Free Parking Promotion
FRE X IRRRBDEEE
2013/10/19-12/31

4 Hours of Free Parking
R EQEBI)\E
- Stanley Plaza TRHEE S
Yearround 25

- Lok Fu Plaza 2= & 18
2012/7/1-2013/9/30

28 shopping centres including
Stanley Plaza, Lok Fu Plaza,

& Sheung Tak Plaza

28 BRAESBRIETEES
REFEBRHRES

Posters, Direct mailing
& Online media channels
BN - EHSRE RS

Shell Hong Kong
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Target Segment Campaign - Families BIEEZEHEETE - RE
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Fresh Market Sales Promotion

Shoppers recognize that fresh markets offer the best produce at amazing value.
The Link made shopping at 5 of its fresh markets an even better deal with its
Fresh Market Sales Promotion, which offered attractive gifts for shopping with
several different fresh market tenants. The promotion encouraged shoppers
to buy from more than just their regular vendors. At designated fresh markets,
the free parking promotion also made it more convenient for big spenders,
with those spending a designated amount receiving 3 hours of free parking
as well as a car sun shield or a gasoline voucher valued at HK$180. The sales
promotions successfully encouraged spending and repeated visits to the fresh
markets, while increasing tenants' sales and drawing more footfall from nearby
districts to the 5 fresh markets.

BEESEMERBYHBERMNEHS - REBESHHESHMDNE  AERETS
BaEmhiEd 2EZE) HBREEEE SEHEYEREABAR | BERAREBEAD
HEETSNREBE EEHE=XRER  RREDBELULBOZEE  ESETE3
NERBOEREERABEIARESE 180 BT ADIES - FSEMINRET 5 EES
HMRAEZEARINES - BAARBLEINEE  REFRIEEZEH -

Target Customer BiEES :

Date BH :

Shopping Centre &3 :

Promotion Channel EEEE :

Achievement B3 :

Parficipants
SMFEAN L

The promotion aftracted a large number of
customers to participate

GERSIAHEESM - BRI




The Link Kids' Voice 2013
Summer Singing Contest

Singing brings out the happy, artistic and emotional sides of people. The
Link organized the "Kids' Voice 2013" Summer Singing Contest with Metro
Radio to seek out Hong Kong's most talented young singers, creating lots of
excitement and boosting the traffic of parficipating shopping centres. The
contest was publicized to Metro Radio's 2.2 million listenership. A live audition
was held at Sheung Tak Plaza, and the contest took place in 8 of The Link's
shopping centres, attracting lots of enthusiastic and aspiring children and
their families. The 300 participants who made it through the live audition were
given free fraining classes. Affer a series of live competitions at various The Link
shopping centres, the 100 finalists competed in the finale at Lok Fu Plaza,
which was judged by famous composer, arranger and producer Dennie Wong
and renowned music producer Chan Siu Bo.

BERENRBETHREBB/NENER - REFA/NARNBENRER - FAE
BRFNESCRESESH (REE 2013 NELE  ZLWEBBETFNREHE
2% MEERB|PHENBEFTHEAR - MUBLBEARER WA +8
REEBERLE -LBREEHET SEBE/RNEST  MEPREHAERHEBES
87 RSIAHAZERENRERRERS - MIHAE 300 USNEEEBLFER
BilRl - BB BRAESERITNES  RRES SRNSBEIRREREET
LBREREVE - ERLEDANIEH  RBEEREMNERERGERROEET
A MEARMK -

100 finalists gathered at Lok Fu Plaza on 25 August fo compete for the championship
100 I BHERBEEBEER8E 2 0ELUEEE  DECHERECTRERE HEBERSRN

Target Customer BIERBE :

Date B :

Shopping Centre & :

Promotion Channel E¥EE :

Promotion Partner S{ERBSH: :

Achievement A3 :




Lok Fu Plaza 2" Anniversary
- The Link Japanese Street Art

Japan came to Lok Fu Plaza to celebrate its 2" anniversary. Amazing, iconic
3D street scenes from Tokyo, Osaka, and Hokkaido were recreated, complete
with pop-up stores, food streets and Sakura parks serving up delicious
Japanese specialties. Around a thousand families flocked to Lok Fu Plaza to
experience the spectacular atmosphere, lively competitions, and exciting
new Japanese-themed shopping experiences, which helped bring significant
spending. The Link also brought spectacular magic and street performances
by local and Japanese artists to the community, immersing shoppers in Japan's
distinctive street culture.

REMREEFEZ 2HED - —RINEMSEIFRR » KR - LWBENSIHERIET
HAREES - BARTZE Pop-up BIEREBE  RMRMOUWESBAER - BRA
AER - I TEZREIRSRIFEEHUAE r REEROBANLERZSBALENED
i SERIBAR  REPHRARNER - L9 - REXRB—RAKSEFBEAMRB
ANBMKZES @ Bl CESBTEMOVENRERKE - RilEMABFHRANIL -

)

Target Customer BB :
Date B :

Shopping Centre &3 :

Promotion Channel EEEE :

Achievement U3 :

The Link brought Japan’s top street performers "Noge Street Performance” to Hong Kong for the first time. These performances brought Japanese street

atmosphere to Lok Fu Plaza
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Lok Fu Plaza
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The "Japanese-Style Baby Crawling Contest” saw up to 150 babies dressed up in kimono, cosplay or other costumes competing for various awards
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Up to 150 kid models gathered in the "Kid
Model Fashion Show" to showcase their most
confident and stylish appearance on the
stage and compete for awards
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Maggi X The Link
Maggi Go Around Tasting

To draw attention to The Link's continued enhancements at its fresh markets,
which create a better shopping experience for customers and increase
footfall for tenants, The Link partnered with famous brand Maggi to host a
series of cooking demonstrations, tastings and soy sauce bottle recycling
events at ¢ fresh markets. Shoppers could get Maggi Seasoning freebies and
cash coupons on spending of HK$20 or more in The Link's designated fresh
markets. Moreover, shoppers who brought in their empty soy sauce bottle
to designated markets could get soy sauce in exchange. These promotional
events successfully increased customer spending at fresh markets and also
collected nearly 4,000 soy sauce bottles, while encouraging healthy home
cooking and green living
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Shoppers redeemed soy sauce and cash vouchers at 2 of The Link's fresh markets
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Target Customer BiEES :
Date B :

Shopping Centre & :

Promotion Channel E¥EE :

Parficipants
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The Link and Maggi's soy sauce recycling
events made it convenient for shoppers to
recycle their empty soy sauce bottles
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Cooking for Health Fresh Market Promotion
BEARKEE

With more than 20 fresh markets under our management, The Link plays a
major role in promoting local fresh market culture and encouraging healthy
home cooking. Cooking for Health Fresh Market Promotion inspired the general
public to cook more delicious, "less salt, less oil' meals by infroducing them to
the fresh ingredients and delicacies sold by our tenants, as well as distributing
healthy cooking booklets and recipe cards for free. Coupled with an attractive
sales redemption program, fresh market tenants saw their sales increase.
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New Cooking Experience
- Cooking Class with Celebrity Chefs

©>165,000
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Shopping at Tai Yuen Market is always an enjoyable experience, and with
its biweekly Tai Yuen Market Cooking Classes with Celebrity Chefs, it's even
educational. Every other Sunday, The Link invited one of Hong Kong's many
talented chefs to host a free food tasting and live cooking demonstration
at the market to encourage home cooking with fresh ingredients from the
market. Shoppers could learn new cooking tips and techniques, exchange
cooking ideas and be inspired by the chefs' wealth of culinary experience. The
program received overwhelming response since its launch.
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Families ZXE

2013/9/14-12/8

5 fresh markets including
Sheung Tak Market, Oi Man Market,

Tai Yuen Market, Cheung Fat Market
& Chuk Yuen Market
S5EBRESMBFEERETD  BRED -
Ao#D - REFHRIBEM

Posters, Direct mailing
& Online media channels

BE - EHRERB RS

Achievement B :

g,
\;ﬁ People obtained booklets
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Target Segment Campaign - Families BIEEZEHEETE - RE

Families ZRE

Twice a month
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Tai Yuen Market
Aol

Posters & Online media channels
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Achievement % :

Participants
SEERAR
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Match & Snap @ Lok Fu Plaza

To encourage spending at fashion and accessories shops, frendy youth
shoppers got a chance to strut their stuff and showcase their summer style in
Match & Snap @ Lok Fu Plaza, a shopping and leisure hotspot for youngsters.
Partnering with Commercial Radio (MY?03.com) and East Touch magazine,
both popular with Hong Kong's youth, this fun, social media-driven fashion
competition drew more than 650 participants, who uploaded their instant
snapshots for online voting and weekly judging by DJs. The competition
reached Commercial Radio's 5.25 million listenership, and Whatsapp &
facebook were used to further promote the competition.
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Programs encouraged youngsters to unleash their creativity and mix & match clothes to create
the trendiest summer look
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Target Customer BIERS :
Date B :

Shopping Centre & :

Promotion Channel EEEE :

Promotion Partner S{EFSH: :

Achievement m?&
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Participants rfb

AR A

Achievement A% :

Radio listenership
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Lok Fu Plaza provides youngsters with a great
one-stop shopping destination
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Birthday Surprise 2013
Y HEEREEE 2013

Lok Fu Plaza made celebrating birthdays an even happier occasion with
its Birthday Surprise 2013 promotion. To encourage loyal shoppers and new
customers to spend and celebrate their birthday with friends & families at
Lok Fu Plaza, an instant photo-taking pass to capture the happy moment,
attractive tenants coupons, and 3 hours of free parking on the birthday (or the
day before/after) were awarded to shoppers presenting a valid identification
document showing their birthday in that month.
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BIRTHDAY SURPRISE .
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Loyal Shoppers, Youngsters & Families
BRET  BOERRE

Year-round

EF

Lok Fu Plaza
LEES

Posters, Leaflets,

Online media channels,

& In-mall decoration
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Achievement B :

12,700 @

| People redeemed
¥ bithday offer
CRALBEESAY

Target Segment Campaign - Youngsters BiERE#HETE) - BOFE

Shoppers who visited Lok Fu Plaza during their
birthday month could redeem a free photo
porirait fo capture their special moment
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The Link Student Program 2013-2014
RESLERFA 2013-2014

Building on its successful student spending rewards program at Lok Fu Plaza
last year, The Link Student Program expanded to 5 shopping centres in high
student catchment areas with an innovative use of the mobile platform.
As an effective way to reach students and build shopper loyalty, The Link
formed its first program partnership with WeChat, the popular online messaging
service provider. In the first month alone, The Link Student Program amassed
6,000 WeChat fans. The program also has the added benefit of being
environmentally friendly; as the entire campaign, from direct promotion to
redemptions, was carried out on mobiles and therefore paperless.
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The Link utilized a mobile phone application in one of its promotions, transforming a regular
shopping experience into a high-end, innovative entertainment experience
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Youngsters BAOE

2013/9/1-2014/8/31

6 shopping centres including
Lok Fu Plaza, Wong Tai Sin Plaza,
& Hau Tak Shopping Centre
{EREETEHRERELERSE
BXPLVERESES

Print advertisement,

MTR advertisement,

Outdoor billboards, Posters,
University campus & halls

& Online media channels
BIESE - BEES - PINESR -
BR APREBERESRBLES

WeChat

More than 45 tenants of Lok fu Plaza
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Achievement S :
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Students could instantly win from among
more than HK$500,000 in prizes during this
year-round promotion
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Asia A Cappella Music Festival 2013

There's nothing like music and dance to bring out people's smiles and
excitement. Partnering with Contemporary A Cappella Society of Hong
Kong and Macau for the third time, the annual a cappella event attracted
numerous youngsters and students. The Link also organized Hong Kong's first
A Cappella Flash Mob, pairing a cappella singing with a flash mob dance
performance. The festival saw groups from Korea, Singapore, China, Macau
as well as Hong Kong performing. The Inter-College A Cappella Competition
2013 at Lok Fu Plaza also drew students from Hong Kong's 10 colleges and
universities. The Link partnered with coffee chains popular among students,
including Pacific Coffee, Starbucks, and Caffe HABITU fo promote the event,
while also promoting heavily on campuses through posters, flyers, and door
signs.
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12 a cappella groups from around Asia performed fo enthusiastic crowds
12 EREBDMNSIENSEEREEEY

Target Customer BiEES :
Date B# :

Shopping Centre & :

Promotion Channel EEEE :

Promotion Partner S{EFSH: :

Achievement B3 )

Audience

BRAR

The Link partnered with coffee chains to
promote the event on their coffee cup
sleeves
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The Link Tourists' Promotion 2013

Building on the popularity of last year's promotion with fourists, The Link
launched another SIM Card redemption in 2013 to attract new tourists
and build loyalty with previous visitors by offering a valued promotion.
Shopping centres along the East Rail line and near popular tourist destinations
were strategically chosen for the convenience of mainland tourists. With
any spending of HK$1,500 or more at designated The Link shopping centres,
tourists with a valid travel document could redeem a mobile 3G IDD
Rechargeable SIM Card for free.
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Free 3G Rechargeable SIM Card

Redemption Method

R AT
15007CHELLE* » 36 R A Rhil
HiPF » AR SPOCW mobile 3G
DDk [H ST (R HHKS68)— 5k -
With any purchase of HK$1500 or above* at
“The Link designated shopping centres and
jpresent valid travel document, tourists could
redeemn a PCCW mobile 3G IDD Rechargeable

SIM Card valued at HK$68 for free.

Redemption Period

AHE
e
seRlLE

B RETSHMRD
Till stock lasts THEFRENHARTRR
HEEIAR - PRS- AFRMIE -
*By presenting minimum 2 and maxdmum
5 valid machine-printid receipts on sam day.
Daily quota applied and
avallable while stock lasts.

Redemptlon Time

Tlam"" 8pm

*RERARITE - AR SMENRE
*Terms & Conditions apply, please refer to in-mall poster for details.

&l B &fiCustomer Hotline: 3168 0080 www.thelinkreit.com

Target Customer BiEEES :

Date B :

Shopping Centre & :

Promotion Channel E¥EE :

Achievement A% :

People redeemed
SIM card
BRARGSFAY

The SIM card redemption was an extremely
popular promotion with tourists because it
addressed their specific needs, allowing them
to immediately share the joys of their travels
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Sunday Summer Jam 2013 Target Customer BRI :

Date B :

Summer holiday fun kicked off at Stanley Plaza, Hong Kong's resort-style,

shopping & leisure destination, with Sunday Summer Jam 2013. For §

consecutive Sundays in June, free music and dance performances ranging Shopping Centre &3 :
from local emerging music groups to frenetic African and Samba dance
boosted the energetic vibe at Stanley Plaza as high as the temperature.
For the first time, we organized the "Stanley Plaza Show Up" to give music
lovers a chance to showcase their music and dance talent. Stanley residents,
local associations and the Southern District Council supported the event, which
promoted local music and culture through Stanley Plaza, one of The Link's art
and culture platforms.

Promotion Channel EEEHE :
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Participants
LAY

A total of 20 groups and individuals
performed in the Stanley Plaza Show-up to
showcase their music talent at Stanley Plaza

Visitors took photos of the festive atmosphere, and those who checked-in and uploaded their

snaps to facebook on-the-spot were rewarded with a foldable water bottle. Moreover, popcorn TFHEE LS Sunday Summer Jam BE—@ [k
redemption was available for visitors ﬁﬁ%ﬁr/\%J P QR T rrpa e a;-.afﬁ*é ?
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The "Dragon Boat Summer Jam" took place at Stanley Plaza to coincide with the Dragon Boat Festival. Tens of thousands of local residents and
overseqs visitors experienced the grand, festive atmosphere and enjoyed a whole host of high-profile and distinctive musical entertainment

TEESRKFHERRN (HTHREEREIR|  —EREERVRPENTRTE  RSIFEMERBIETHRR  BOHEA  FHEEHORS



Stanley International Beer Carnival

Stanley Plaza organized its first International Beer Carnival to cheers and
great fanfare as visitors got a chance to taste beers from all over the world.
Held on National Day and the first three Sundays in October, the event
attracted many Golden Week tourists. It was also one of the highlights
in the Southern District Tourism and Culture Festival 2013, which helped
promote Stanley as well as Stanley Plaza to both local and overseas tourists.
Stanley Plaza's F&B tenants, in particular, benefited from Southern District
Tourism's promotion. To add to the festive atmosphere, local artists fransformed
Stanley Waterfront with artworks in a Glass Upcycling Art Exhibition.
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Celebration of 41h Anniversary of the Founding of the People’s Republic of China
cum Stanley International Beer Carnival

a9 ¢

Ms Hilda Wong, Head of Marketing of The Link (1" from the right), Mr Chu Ching-Hong, JP,
Chairman of Southern District Council Ls""‘ from the right) & Mrs Chan Lee Pui Ying, Convener of the
Stanley International Beer Carmnival (17 from the left) officiated the kick-off ceremony of Stanley

International Beer Carnivall
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Target Customer BIEBS :

Date B8 :

Shopping Centre & :

Promotion Channel EEEH :

Promotion Partner S{EESH: -
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The first Stanley International Beer Carnival
was packed with exciting events including
a Tsingtao Beer Triathlon Challenge with
competitions in beer carrying and beer
drinking, as well as feature performances
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STOnley Art Fun Day Target Customer BIRES :
x Gourmet Family Banquet

Date B :

For the grand finale of the Southern District Tourism and Culture Festival 2013,
which was organized by the Southern District Council to highlight the best of
the district's leisure and sightseeing offering, The Link's Stanley Plaza hosted
the "Stanley Art Fun Day x Gourmet Family Banquet". Stanley Plaza was filled
with buzz as thousands of both locals and tourists enjoyed a day packed with Promotion Channel BEXRE :
exciting street performances by calligrapher Tse Kin-leung, Andrew So, mimes,

street dancers and many others. Stanley Plaza was also fransformed info a

carnival of Eastern and Western arts, culture and culinary fraditions culminating

in a delicious "Pun Choy for Families," a traditional feast cooked up in a big pot, Promofion Partner SEESEL :
for all fo enjoy an intergenerational banquet underneath the stars with views

of Hong Kong's southern shore.

Shopping Centre & :
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At the closing ceremony of the Southern District Tourism and Culture Festival 2013, a "Pun Choy Stanley Plaza was fransformed into a Chinese
Lor Families" w%s hosted at Stanley Plaza to encourage family members of all ages to enjoy the and Western arfs venue
anguet together A g B SR
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Mr K.T. Poon, Director of Government & Community Engagement at The Link (10" from left, front row} attended the closing ceremony together with Mr
John Tsang Chun-wah, Financial Secretary (Center, front row), Mr Chu Ching-hong, JP, Chairman of the Southern District Council (11" from right, front
row] and other officiating guests
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World of Food and Music 2013

Fun, food, drink, and music make for much merriment. The 3" Stanley Plaza
World of Food and Music (WOFAM) was filled with all that and more to
promote Stanley as a hotspot for tourists and residents. Part of Hong Kong
Tourism Board's (HKTB) Hong Kong Wine & Dine Festival, this year's WOFAM
was better than ever, bringing popular Korean comedy show "JUMP - Kung Fu
Music Kitchen", a party game challenge with a "battle component” and other
entertaining performers from around the world to complement the cornucopia
of world cuisines on offer at the many restaurants in Stanley Plaza and Murray
House, who crafted WOFAM-themed menus and offered attractive discounts
during the month-long festival. Shoppers could redeem drinks at the open-air
Pop-Up Bar, serving up specialty drinks from 8 different countries, and the party
games challenge area added to the revelry. The event was not just widely
promoted by HKTB, but also on Openrice, Hong Kong's most popular online
restaurant guide, and in Weekend Weekly magazine.
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The Korean show
; JUMP performed
A DAt~ = & . comedy with a food
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Target Customer BiEES :

Date B :

Shopping Centre &3 :

Promotion Channel EEEE :

Promotion Partner S{EFSH: :

Achievement A :
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There was a Pop-Up Bar in the open area of Stanley Plaza, providing 8 specialty drinks inspired by different country
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Famous bands performed different styles of

With a new "battle” element featuring popular international party games, participants were invited music. Professional dancers invited everyone
to compete head-to-head with one another in the raucous challenge area to dance and sing along
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Gourmet in Style - Wine Pairing Dinners

Building on the popularity of the "Gourmet in Style" program launched last year
with gourmet traveler Walter Kei, The Link brought the program to two new
districts this year - Shatin and Tin Shui Wai - to further promote the extensive
variety of restaurants at The Link. In 2013, renowned chef Ricky Cheung was
also invited to host a series of wine-pairing dinners. Customers could earn
tickets to the dinners by spending the requisite amount at any one of The
Link's designated shopping cenftres, driving sales for tenants. Walter Kei and
Ricky Cheung each partnered with a chef from a local restaurant to serve
up delicious Western & Cantonese fusion style dishes and wine-pairing ftips.
"Gourmet in Style - Wine Pairing Dinners" helped shine the spotlight on F&B
tenants in Shatin and Tin Shui Wai to a wider audience of food lovers, high-
spending groups and nearby residents.
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Cooking demostrafion of Westemn & Cantfonese fusion style dishes by celebrity chefs
ZERBEFNEREFEPOARSEL

Target Customer BiEEES :

Date BH§ :

Shopping Centre & :

Promotion Channel EE:EHE :

Before the banquet, diners enjoyed free red
wine at the wine tasting corner
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Recipe Cards
B

Following-up on one of last year's most well-received marketing campaigns,
The Link created a series of two sets of recipe cards for food shoppers to
draw inspiration. As part of the widely popular "Gourmet in Style" program,
gourmet traveler Walter Kei and renowned chef Ricky Cheung were invited to
create two new recipes each week in three languages, namely English, Chinese
and Indonesian, which were distributed for free in shopping centres in Shatin
and Tin Shui Wai during their respective promotion periods. Together with the
"Cooking for Health" recipe cards, which were available at designated fresh
markets, the recipe cards provided creative, delicious, healthy, yet easy-to-
follow ideas to make cooking at home more fun and achievable for shoppers,
while boosting sales for tenants.

BREFED (RKESERE ) KEGH  BAER 2013 FBEEEMEZHREF
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Recipe Card by Walter Kei
BB - [REREYR)

"Cooking For Health" recipe cards

Gourmet Enthusiasts & Families
ERBBERRE

Gourmet in Style - Shatin
RREHSR - |
2013/9/2-11/30

Cooking for Health

BERR
2013/9/14-12/8

Gourmet in Style - Tin Shui Wai
REIETR - KB
2013/11/1-2014/1/31

10 shopping centres including
Wo Che Plaza, Chung Fu Plaza,
Tin Chak Shopping Centre

& 4 Fresh Markets

10 BREESBRIEREES
BEESR  XEGBR 4 BHREEET

Posters, Direct mailing,
In-mall decoration

& Online media channels
Bl - BEHRGE -  BBRHE
p>8 i

Achievement S :

People redeemed
rec e cards
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Target Segment Campaign - Gourmet Enthusiosts B2 HETE - EB8FEBE
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Lok Fu Plaza Weekdays Dining Program

To boost weekday business for Lok Fu Plaza's F&B tenants, The Link launched
the Lok Fu Plaza Weekdays Dining Program for people and families who enjoy
eating out. Brightly-dressed F&B ambassadors appeared at various locations to
hand out special weekday dining offers along with coupons from F&B tenants
and two HK$30 cash coupons. On reaching the designated spending amount,
shoppers could also redeem a pineapple bun USB drive.

REALEEZENBSRIEONLESE  AENHERDIINFENTE @ D (£
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B 2238 4442
www. lokfuplaza.com

Lok Fu Plaza Weekdays Dining Program included various special weekday dining offers
[REERBETRRER] SHEESEEFHNERENRE

Target Customer BIERBE :

Date B8 :

Shopping Centre &# :

Promotion Channel EEEH :

‘Achievement A :

&
b~  Peopleredeemed <&
d USB drive
BI85 USB AB

Lok Fu Plaza's F&B ambassadors hard at work
distributing special dining offers
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In addition to coupons by F&B tenants,
shoppers also received two HK$30 cash
coupons
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REH



Gourmet Booklets

Hong Kong people love to eat. And these days, we don't just want to eat
well, we want to eat healthy too. So The Link published two popular gourmet
booklets to not only promote the joys of eating out at 68 of the best restaurants
in 29 of The Link's shopping centres, but also to encourage greener, more
sustainable ways of eating. "The Link Dining Almanac”, published during
Chinese New Year, also contained lucky New Year tips as well as recipes for
fraditional Lao Qi dishes. "Green is FUN", published in the summer, infroduced
readers fo the "Food Rainbow Concept" and provided recipes for delicious
vegetarian dishes. It also featured organic food shops and fresh markets
located in The Link's properties and healthy dishes from The Link's F&B tenants.
Both booklets were available for free through sales redemption programs,
which increased shoppers' spending.

BRARBXCERNARRRE - ERREE (8] - AERIRET 29 BEHHH 68
BREBP KEMARERE r EUEERFPERRIIERECNRLES - EREBHF
EH (REXZRER) AN EERETRIARYE  BRBBER  MERSHEY
89 (FUN Bf%) - Dl [RUNBHR] FARWLOEZRRXT - REREEE - UN
BSEREE MERREMNEEHN - REBEHAERIBRRERNSES - RBEZE
RETTEERREVNVER  -BSNBUREEER IIREBRBEXE - BEIEP

Copies were distributed with Sudden Weekly magazine as well as through in-mall spending
redempltion
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Target Customer BIERBE :

Date B8 :

Shopping Centre & :

Promotion Channel EEEHE :

Achievement B3 :

People obtained
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"The Link Dining Aimanac” FA™-\
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Achievement A3 :

People obtained
"Green is Fun"
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Paws by the Sea 2013

The Link once again held the world's largest pet event ever in Stanley Plaza,
sefting its third, straight Guinness World Record. Stanley Plaza is Hong Kong's
most popular dog-friendly, resort-style shopping and leisure destination, and
it organized Hong Kong's first and largest, annual dog-focused extravaganza.
In its third year, PAWS by the Sea 2013 not only boosted property and tenant
profiles, footfall and sales, but also educated the public on dog health
& hygiene, while raising funds for its NGO partners Hong Kong Dog Rescue
(HKDR) and Society for Abandoned Animals (SAA).

EERTEESEN T ZTREAEYFRAR - EB=-FRIFROTHRKCE - TEES
TEBEHONENDSE - MBS BHAPINNOBLE  REBRRKAKEBYNHEERR -
E=BOAERE [BREVNEFE 2013 FEREERIGERSE - THARAD
AARENERRRFLENRN - ERVENEMBNREZZNUHSESEN -

The Link partnered with 99busHK again to provide transportation for dog owners and their pets
between Cenfral Pier, Mong Kok, Yuen Long, Tai Po and Stanley Plaza

FEBEH 99busHK SERYELHRSF  EEMNBERETNIREAEROERR - R - =T -
KERGEES

Target Customer B2 :

Date BH8 :

Shopping Centre & :

Promotion Channel EERE :

Promotion Partner S{EESH: ¢

Award #2185 :




Many well-dressed doggies and their owners participated in the "Top Doggie Runway” o compete for the Top Doggie Awards and win fantastic prizes
SETNHONNEETALRE (DNEMRBRAE]  FRNEEER

|
. CTELILT
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wwem  HKS 856,000
?g ﬁ;::. The Linik Memagemant Limited
Dog owners learned how to take care of “eSELE* G8-BEST  * 08
their dog's coat and help them put their best :
face and paws forward in the "Largest Dog a : T W WA .
Grooming Lesson” Ms Hilda Wong, Head of Marketing of The Link (3™ from left) presented a donation chegue to the
@A E AP T B E [ S A B representative of Society for Abandoned Animals (SAA) (3™ from right)
DEBHE | tRicH FECEESRAITEBRURERIEEWE (F=) ARESZHPHRENX (62) BEBRI=E
Stanley Howl-O-Ween Target Customer BRES :

Live Music Fundraising Festival

Date B :

Stanley Howl-O-Ween Live Music Fundraising Festival not only brought together
dog lovers in Stanley Plaza but also raised money for the Society for Abandoned
Animals and raised public awareness about the need to protect animals.
In addition to live music, people and their pets had a chance to enjoy
Halloween make-up booths, DIY workshops, a doggie snack bar, photo-taking

Shopping Centre &1 :

booth and other fun and spooky activities. Promotion Channel SEEHE :
HEMNHEBEHRMLE @ MEREEEXAENEZTENCEENATHEERERTER

GEF  FEORRBEEZIVRESN - ABIERARHREDDNRE - RIREELR Promotion Partner S{EF# :
Y% MEPUELGO—LQASNEEHEERICUE - FELED - PDPERERB




Link the Bike Target Customer BB :
- Bike & Bike Tools Lending Service

Date B :

Link the Bike - Bike & Bike Tools Lending Service has made exploring Hong Kong Shopping Centre &1 :

by bike a fun, stress-free, and no cost pastime. It is Hong Kong's first bicycle pit-
stop network. Building on our successful partnership with renowned UK bicycle
brand STRIDA to launch Link the Bike - Bike & Bike Tools Lending Service at 3
The Link shopping centres in the first year, the network was expanded to 25
additional shopping cenftres in districts throughout Hong Kong. The program )
not only established and promoted these shopping centres as convenient pit Promotion Channel Ef§2R3E
stops for cyclists, but was also part of The Link's efforts to promote a healthy,
green lifestyle in the city. We also sponsored the first edition of the popular
"Let's Bike 2013 Bible." A total of 155,000 copies were distributed through
shopping centre redemptions and New Monday magazine.
Promotion Partner S{EFSH: :

S rAME MBI R LB SRS STRIDA BREF - RIE@BBHELEERESLEH
BREAZ  AESEER  BRBEGEBLHEET 25 BREEE - FBREEH

REREHSBNRKIESIE IRABESBERHOISNE  RBBEEREZ - SHELUE
Fﬁ%ﬁ@ii?%”l BNAL - BA (Let's Bike 2013 B/t HEAT+RLELTFM - IR

[ETETEEBYREIN - BiE (371 Monday) REMTIE o _
Achievement A3 :

"Let's Bike 2013 Bible" < Ts
distributed .
Let's Bike SBEEBMB{TR




As the officiating guests of the extended "Bike & Bike Tools Lending Service" kick-off ceremony,
Ms Hilda Wong, Head of Marketing of The Link (middle); Ms Sarah Lee Wai-5ze, 2012 Olympics
Bronze Medallist and 2010 Asian Games Gold Medallist (leff); and Mr Philip Heung, Asia-Pacific
Development Director of STRIDA (right) unveiled the service by placing plants on the map, which
showed Hong Kong's first bike pit-stop network

FEDERFREETEERE (D) - 2012FRERNER 010 FHERZRBEERF (£) R STRIDA
DARREEFEEL (B) EFHOATEYHLEE 25 BEHRBNESHRICHROME L - BERAE
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Link The Bike 8 5
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Ms Sarah Lee Wai-Sze, 2012 Olympics Bronze
Medallist and 2010 Asian Games Gold
Medallist, showed her full support of the Bike
& Bike Tools Lending Service by experiencing
the service in The Link's shopping centre

2012 FREHREE 2010 FRERREETEF/)

B (EERETTRERARE] RR=F 15
|07 - ERAESEHAES

By sponsoring "Let's Bike 2013 Bible", The Link
reached and promoted the service to this
specific customer group with over 155,000
copies distributed. This not only promoted
the concept of green living in Hong Kong,
but also provided The Link with an additional
channel to reach ifs target customers

AEMRENEERRERENANEE &
BTERB+TTHED {Let's Bike 2013
) - EMEME Link the Bike —RIIHEE
SBRETEEEF JEMESRELEEZHIN -
MA—FERLIREEEE




Link the Bike Guidebook 2013
5ETREE Guide 2013

The Link's Bike and Bike Tools Lending Service Network has made it easy
for residents to just pick-up a bike for a couple hours of healthy exercise
throughout The Link's pit stop network. To encourage first-time visitors or cyclists
to explore different areas by bike, The Link published "Link the Bike Guidebook
2013", which features detailed routes in Tung Chung, Tuen Mun and Yuen
Long that are known for picturesque scenery, historic landmarks or romantic
ambience along with other tips that make cycling in the city even more
enjoyable. Before or after biking through these neighborhoods, cyclists will find
many ideas for places to rest, fuel up, or pick up supplies at a nearby The Link
shopping centre, bringing our tenants a new niche of adventure-seeking and
health-conscious customers.
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Shoppers could redeem a copy of "Link the Bike Guidebook 2013" for free upon spending HK$50 or
more in The Link's 29 designated shopping centres

[RTREE 29 BISESHHER 50 BT RERERE (SSRE Guide 20133

Bike Enthusiasts EEEE B 1F&

2013/6/3 onwards &

29 shopping centres including
Qi Tung Shopping Centre,

Tin Tsz Shopping Centre

& Lek Yuen Plaza

2% BREBREEERESE
KEBERBERES

Print advertisement, Posters
& Online media channels

HTES - BHERBLCRE

Achievement B :

107,000 |

People obtulned
§>-A"'I.|nk the Bike Guidebook 2013" 73;;:&
ERMRARERE Guide AN




The Link 7EEE 44



Lamborghini HK x The Link x CowParade
at Stanley Plaza

Celebrities, designers, luxury sports cars, and art came together to create a
spectacular public relations and charity event that generated significant buzz
with a substantial philanthropic and visual impact. The Link, in partnership with
world-renowned Italian supercar maker Lamborghini, organized Hong Kong's
first CowParade art and charity event, reinforcing Stanley Plaza's positioning
as Hong Kong's world-class, resort-style shopping and leisure destination, in
both local and international media, reaching 13 million readers. In the tradition
of CowParade, $ life-sized cow sculpture were auctioned live and debuted
at Stanley Plaza during the opening ceremony, raising nearly HK$1 million for
Heifer International Hong Kong and Giving Love.

DA - R5HE c FERERBMAL B HET —BENBRBNEERE - AEEIH
ZEERNEANBERBLEENEERE - T HRDEEEEFLHNBNILRES
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BNSEDE] B [Giving Love] EESEBE 100 BBTER »

Target Customer BiZ@S :
Date B4 :

Shopping Centre & :

Promotion Channel EEEE :

Promotion Partner S{EESH: :

Achievement A% :

Raised for charities
H£ER
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Achievement B3 :
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AMBORGHINI HK x THE LINK
AT STANLEY PLAZA

N -*h--_

In the very first life-sized cow sculpture charity The greatest Lamborghini parade in Hong Kong showcased a line-up of over 30 Lamborghini

auction in Hong Kong, 5 specially designed, super sports cars together with the life-sized cow sculptures. The parade starfed from Cenfral and

life-sized cow sculptures drew enthusiastic traveled along major roads on Hong Kong Island

bidding, contributing a considerable sum to ] - s o s e g 1 e
= ) ETABEREALAMERERETEEIE

SEREBET
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50 socialites, fashion icons, emerging designers as well as design students from Hong Kong were invited to design é-inch limited edition cow sculptures
for the online charity auction and free exhibition to bring art to the community

AEERT SOUBBHNIRIEHREE FESARMERONBE  BHED 6 WEHFET | (FELEERERRERYE  RUETNEMER - BEILHER

Visitors had a chance to take a photo of
themselves seated in one of the Lamborghini
sports cars displayed and receive an instant
photo and a photo frame as a souvenir after
making a donation. Hong Kong people's
charitable spirit was evident in the always-
crowded photo-taking zone

MEEBRHER HNURABLEREREEEE
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CommuniTy Arts Biennale 2013 Target Customer BiERES :
SEEFSIERMYER 2013 o

As part of our commitment to bringing art to the community, The Link was

proud to support Hong Kong's first Community Arts Biennale, which was Shopping Centre &4 :
organized by The Hong Kong Youth Arts Foundation (YAF). Artworks were
created by the community and a portion were displayed at Lok Fu Plaza to
reach a wide audience. Arfists and thousands of young people and teachers
participated in workshops and master classes, which helped them create
artworks that reflected meaningful engagement with and understanding of
the local neighborhood. Local artists Jaffa Lam and Lock Lo, along with artist
groups also participated in a public talk at Lok Fu Plaza.

Promotion Channel EEEE :

Promotion Partner S{EFSHE :
RIBBNTENR BEZNZFEE SEEFETEBEMEEE 2013) - 2R
TEHBEEESEBRMBEELN  RLEEEBELOMBARAENER » BRSIAEMRE
HE IPVEMIEZTRETISSVERANEDLSEBTEIRASEE -  IBERSR
TEEERD  UERMAFRP - EMIFEMBEREEHUECEMNBREREER

Achievement A3 :

;40,000
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Community arts displayed in Lok Fu Plaza were designed to reach a wide audience. The artworks
reflected the importance of being innovative while remaining sensitive to social issues and
accommodating the needs of the community
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Ms Hilda Wong, Head of Markefing of The Link (left 6" of last row); Mr Winfried Engelbrecht-Bresges, JP, Chief Executive Officer of The Hong Kong
Jockey Club (left 7" of last row), Ms Lindsey McAlister, Founder/ Arfistic Director of Hong Kong Youth Arfs Foundation (leff 8" of last row) and Dr Liu
Hong-Fai, Representative of Southern District Council & Chairman of the 2013 Southern District Tourism and Culture Festival (left 5 of last row) attended
the first The Hong Kong Jockey Club Community Arts Biennale 2013 as officiating guests
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International
Children Painting Competition 2013

BBEREOFBELE 2013

The Link takes an active role in bringing art and culture to the communities
through its protfoilo. In 2013, we sponsored the first Asian on-site painting
competition and a premiere international art event for children. As one of
Hong Kong's landmarks chosen as a site of inspiration for the full-day live
painting competition, Stanley Plaza and its nearby Murray House, Blake Pier
and Stanley Waterfront were beautifully depicted in many of the participants'
paintings. Leung King Plaza also served as the exhibition venue for the 50
winning art pieces created by children from around the world from the first
phase of the International Children Painting Competition.

RBEBBLFLREMNAEREDTIEBRMNER - REZE THRERKEEYE  £1
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On-Site Painting
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inHong Kong 2012/13
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| dren Painting Competition in H

Youngsters BAOE

2013/8/1-21 & 27

Stanley Plaza & Leung King Plaza
THEESRERES

Print advertisement, Posters
& Online media channels

BTES - BERSLCRE

Promotion of Young Artists Foundation
EVFEREEBREEES

SEERE O FaBE®01203 - -
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Jin Fei Fan from China was awarded "The
Best Painting Prize" and was presented
with an award by Mr K.T. Poon, Director of
Government & Community Engagement of
The Link
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‘ Award-winning paintings
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g Kong

40 youngsters from around the world gathered at Stanley Plaza to participate in a live painting competition with a view to exchanging culture and

promoting creativity
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Southside Glass Recycling Initiative Target Customer EREES :
RIBBEERER

From wine and beverage bottles to condiment bottles, restaurants and

households generate a significant amount of glass bottle waste that can

be effectively reused or recycled. To ease our F&B fenants' and Southside Shopping Centre & :

area residents efforts in becoming more sustainable, The Link partnered

with Green Glass Green for two consecutive years to facilitate glass bottle

recycling by setting up recycling bins throughout Stanley Plaza. With more : .
than 200,000 bottles (nearly 69 tonnes of glass) collected up to January 2014, Promotion Channel BRI :
the program successfully established a new model of engaging local residents,

businesses and civic organizations in creating a positive environmental impact.

Date B :

Promotion Partner S{EESH: -
AmelE - [N ENEDNHD  ELDEBRELPSAASRENRIEREY - ITYH
ONTBRER - AXRFE M BLEhEEEREBRYGEEEINE  AEEEMET
STRHBERLCER  RAESREOQOWNEOBISZER - BEE22014E 1 8 - OWEBE
“tHEERER (Bt hENRE)  NIRBEHMER  SERBUTHERIBR
H—97 -
Achievement B3 : o
>200,000 2%
MHGHBOURHOUD [ B
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GREENING OUR NE!GHBOURHOOD

|ass Re cycling Initiative

Southside G
Ms Hilda Wong, Head of Marketing of The Lmk (10" from right), Ms Christine Loh, Under Secretary for the Environment {8"‘ from right) and Mrs Chan,
Southern Disfrict Council Representative, (9™ from right) attended the program’s reception at Stanley Plaza
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Lai-See Packet
Recycle & Reuse Program 2013

Everyone loves distributing lai see packets over Chinese New Year. However,
the packets are often thrown away after the festival. The Link, in partnership
with Greeners Action, has successfully organized the Lai-See Packet Recycle
& Reuse Program in its shopping centres for the past few years. This was
the fourth year of the program and collection points have expanded to 80
shopping centres across The Link's portfolio from last year's 50 to allow more
people to participate.

REFFTEAAKXNKANZHEEHND - CHBRE - A BHIRER - RERALRROW
NEMFRH - REBE—ERERITHRTEN ABHONERAATE)  RER -
BASENE  Z2WMONNEESBSEHB S0 EEE 806 - BHEE  HEMDRSH -
BORISEY) -

The Link leveraged its extensive shopping centre network to support this meaningful program. Lai-
see packet collection boxes were placed in 80 shopping centres dll across Hong Kong, making it
convenient for more people fo paricipate

BEHNAREANSSBRZHES  RET 80 DEBREALHOKAE  LRHEHESE  FLRES
RIS

Hong Kong
- San Francisco Ocean Film Festival

= o — e

To support the 2" Hong Kong - San Francisco Ocean Film Festival, which raised
the public's appreciation of the fragile marine eco-system and our sense of
urgency in tackling environmental issues and marine conservation, Stanley
Plaza was transformed into an open-air theatre where 25 stunning marine
documentaries were screened and talented musicians performed. The Hong
Kong Shark Foundation also hosted a series of craft workshops at Murray House
that highlighted the need for marine conservation.

B -EMBFELHBNRARITBREFTERAFVESIY - IBAGREBFD
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'7--._-;: Lai-see packets collected
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Target Customer BiEES :

Date B :

Shopping Centre & :

Promotion Channel E¥EE :

Promotion Partner S{EESH:

Achievement B :
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Target Customer EIEREE :
Date B :

Shopping Centre &3 :

Promotion Channel B8R :

Promotion Partner S{EFSH: :




The Airmazing Race 2013

RRAIERH 2013

Air pollution may be a serious issue that plagues the health of many Hong
Kong people, but raising awareness and educating the public about the issue
need not be. The Link sponsored the Clean Air Network's "The Airmazing Race
2013", unique Hong Kong-wide scavenger hunt that tested the nearly 1,000
participants' knowledge of air pollution issues and their impact. Participants
from 80 secondary schools traveled to different checkpoints, including 3 The
Link shopping centres, using fransportation with low carbon emissions.

§%W‘EL%%B@E§§ - BIEHREEER - AUBUVEHBFWNRKRHERISR
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BESE - TRARE 80 FPHREIT 1,000 B2 NBHSREARRTZE09RBHE - 210
TEARBEFFNOHREIR - FRUREHEEERBNITROBELR HPEER
b€ 3 @58 - TMRRRSRBBOER - HERBRLUERSK -
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Lok Fu Plaza, Lei Yue Mun Plaza and Oi Tung
Shopping Centre served as checkpoints

The Link set up a promotion booth at the
race's finish point, Chater Garden, to cheer
for the participants and provide them with an
instant photo-taking service

HERSHRBEICERERD  KEBEND
A% WRERSNSHBENZATER - R
BEREE—A

for "The Airmazing Race 2013". The race
attracted a large number of participants and
spectators, raising awareness of air pollution
issues in Hong Kong

RNBBAHEZESRNER [REAER
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Hong Kong Green Day
BE/REH

Green was the color of conscience for the first-ever Hong Kong Green Day on
World Environment Day. The Link's staff and tenants came out in full support of
Green Council's Hong Kong Green Day by wearing green, with "green shops”
offering discounts to green-clad customers and refraining from giving out
plastic bags. Beautiful winning entries from the Green Life Photo Competition
also graced Lok Fu Plaza as part of the "Rethink” Photo Competition Exhibition.

RETBEERREBRTNE—B [FEBREE] VAE - RESBSTREERE
BFEF—RAZLEK RHEBEFIZRXOET  RALHIREBIVBRS - UTBRT
ZBRREE - LEBEBMEHBNERT [Rethink BREGEFLEIRE - BEE
BER - ORREBKRBLES -

Ms Hilda Wong (middle), Head of Markehng of The Link, was presented with a certificate of
appreciation from the organizer, Green Council

HEDERAREETEHNRE (P ) ARLYENENHRERCESHEROBHR

Youngsters BOE

2013/7/6

Lok Fu Plaza, Lei Yue Mun Plaza
& Oi Tung Shopping Centre
LUEES  BRPIESRERGE

Print advertisement, Posters,
& Online media channels
BHES - BHRRBLEE

Clean Air Network
BERIERTH

Achievement A :

Schools porhm ated =< ,
Rﬁ g ¥

General Public 2%
2013/6/5

All shopping centres
2RES

MTR advertiement, Print advertisement,
Posters & Online media channels

BEES - HTES BERELRE

Green Council

RRRES

As part of the opening ceremony, children
performed skits with an environmental
protection message

REREGS I REUEREIRE  FHEROHA
&



International Coastal
Cleanup 2013 Hong Kong

EREHEEERED 2013

Following a cleanup of Stanley Main Beach, Stanley Plaza proudly hosted the
kick-off ceremony for the "International Coastal Cleanup 2013 Hong Kong",
which shone a spotlight on the severity of pollution in our beaches and coastal
water and encouraged residents o take an active part in keeping rubbish
out of Hong Kong's beautiful coastline. This is just one of many events where
The Link is able to leverage its shopping cenires as a platform to spread the
word on environmental protection and sustainable living. Organized by Green
Council and Ocean Conservancy, the annual event mobilized individuals,
schools, charity organizations and businesses to collect and remove frash and
debris over a period of seven weeks.

BEBEF NS (5EARB=EERED 2013 - THREEHBRS
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International Coastal Cleanup 2013 Hong Kong Pl Pl z0

HBFHHE Kick-off Ceremon
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International Coastal Cleanup

Officiating guests explained the severity of the global marine pollution problem

ITREEROS FEREZREF SRORELEE

Target Customer BiEES :
Date B :

Shopping Centre & :
Promotion Channel EEEE :

Promotion Partner S{ESSH: :
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International Coastal Cleanup 2013 Hong Kong
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30-Hour Low Carbon Campaign

Hong Kong's first ever 30-hour environmental marathon event showed that a
green lifestyle is fun and exciting! The campaign also cast a spotlight on The
Link's on-going contributions to environmental sustainability. Over the course
of 30 hours, 32 teams (128 participants in all) traveled to seven of The Link's
shopping centres to take part in low carbon missions, creating a green buzz
all over Hong Kong. The exciting event, along with its important message,
was broadcast live by Commercial Radio, reaching an additional 28 million
listenership. 3 winning teams respectively embarked on Low Carbon Journeys
to South Korea, Taiwan, and Singapore & Malaysia to inspire everyone to
adopt a green lifestyle. The campaign was designed to appeal to university
students and the youth segment in particular, while establishing The Link as an
environmentally conscious brand among the general pubilic.

REATERRASENGELS H AERIDBBEEESR [EiE=1] ISURIAR
RRE  BURFEAE-EERERFBRENSH - 32 & [EERMA) (X128 1210

) BEI0/NSRPBREET 7 @SB ETEBEWT - SHOFZESCREEE
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All low carbon teams decorated the event logo on the Green Wall in Lok Fu Plaza with plants

FESRBORUSMNESRUEESHKB LY [ER=1) REELED

Lok fu Plaza

T (RS

Lots of Choices Full of Joy

Target Customer B2 :

Date B :

Shopping Centre &3 :

Promotion Channel E8EE :

Promotion Partner S{ESSH: :

Achievement R :

Media coverage |

Achievement A3 :

=] People obtained
the Low Carbon
Campaign Booklet

ERIEHR 2 RSMAR



The 30 low carbon teams, together with The
Link and the Commercial Radio DJ teams,

completed a series of low carbon missions in Low Carbon Champions DJ Donald Tong, Maria Tang, Kevin Hui, Cher Hung and over a hundred
various shopping cenfres participants gathered at the Gilwell Campsite for the Sharing Night on 17 August

30 B [EMMEMD ] 20 5HE R '&‘ar?ﬁ ) DJ BESE E#WE&E DJ Donald - WA - FEERFEEHERECR2BERSB I7TORLESERBUEEMEN -
FERETFSBETH—E2ENERE ’JfLL iR IE 5 20 [EH=1] 25BRE

Teams took electric taxis to the Gilwell
Campsite to experience the benefits of riding
low carbon transport

[EWEO] RLEHOTHERBUSERS
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The 30-Hour Low Carbon Music Concert featured various musical acts af Lok Fu Plaza in support of
the low carbon teams

BEEeE [EM=1EFS%ET | BEIHZ - C Allstar - Dear Jane REFHES—TRNFHREEEER
& [EkiA] 118

S

A "30-Hour Low Carbon Campaign Booklet”
shared the eye-opening, low-carbon travel
experiences of the 3 winning teams. A total
of 90,000 copies were distributed free with
the 22 November 2013 issue of "U Magazine"
as well as at Hong Kong's tertiary educational
institutions
- _ : { W 30)] RHSEBBNHNERZRY — 8
“‘E' M7E MEW 30 FEPHHE IR E\.Iﬁb( cig
The 3 winning teams went on a 10-day "Low Carbon Journey" to visit low carbon atfractions, B R RIE - SN EAZME 2013 E 11
discover the latest environmental innovations, and experience local green culture and living B 22 BHERE (U Magazine) BEEHI - 11T
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The Link x Tesla
Technology Drives Exhibition

The Link embeds a culture of sustainability across all business units and in its
daily operations. We also make good use of our portfolio network to promote
environmental protection. In line with this, The Link partnered for the first time
with Tesla Motors, the well know American electric carmaker, to launch The
Link x Tesla Technology Drives in Stanley Plaza. The exhibition introduced the
public to new developments in sustainable technologies and expanded
people's awareness and understanding of the role technology play in the
world's sustainable growth and development. A specially produced video
highlighting The Link's sustainability efforts and Hong Kong first ever zero carbon
project "Zero Carbon Building" were also part of the exhibition, which engaged
large numbers of curious and fascinated visitors. At the spectacular kick-
off ceremony, guests even had a chance to marvel at the first 3D mapping
performance with a Tesla Model S.

EFE-—EXHIIBRIRELE SRETESSEEERERESAAEDS - Bt - 8E
SRBEFEELITYERE T Tesla Motors S1E » EREEIBE N [FEE x Tesla
Technology Drives] BI$TRIEEE - EEFBREERD  BEHRABHIBRERE -
EESMEHTERKWNOREMNRERSHIANTHERENRE - EE)\BEHRE—
HRRH OUHEREMEENERNBTER -  REEESESWES Bk - T
RSITAANZAIRSEH - BRI PR 3D BHHMER Tesla Model S - BTE
BREEAEHI -

Target Customer BiZ@S :

Date B :

Shopping Centre & :

Promotion Channel EEEE :

Promotion Partner S{E# :

Achievement A3 :

Participants o,

SHEBFIAB

The ceremony was lit up by the renowned
Taiwanese light dance crew "Light Fantasy™",
who blend LED opfics with a unique dance,
and was one of the highlights of this
fascinating technology exhibition

FESENSBENEE (Light Fantasy ™| &
R IMSELED AR B EEEERAEBNE
HoORAENETHREBELSH




The Link x Tesla Technology Drives Exhibition showcased 3 technologies commonly seen in our daily lives: solar energy, nanotechnology and 3D
printing technology. In addition, Zero Carbon Building, the first zero carbon project in Hong Kong, showcased state-of-the-art eco-building design and
technologies used by the construction industry to enhance the public's understanding of how technology confributes to sustainable living

EEEETABESE - WK - 30 RIFDRIE [Tkt S MDeENFEEERSHRNTEDARTFELE

Although the famous five-seat premium Tesla Model § electric sedan was not scheduled to make its Hong Kong debut until 2014, a display model was
on show at Stanley Plaza during the exhibition. Test drives were available during the exhibition period so visitors could experience the fun of eco-driving
in Stanley

2014 A E
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THE LINK X TESLA
TECHNOLOGY DRIVES

AT STANLEY PLAZA 2013

Mr Nicholas Sallnow-Smith, Chairman of The Link (3 from right), Mr George Hongchoy, Executive Director and CEO of The Link (3" from left) and Mr
Andy Cheung, Executive Director and CFO of The Link (2™ from left) as well as representatives of Tesla Motors, Ms Sei Liu, Mr Kenneth Lui and Mr Mark
Webb-Johnson officiated the opening ceremony, indicating the commitment fo promote sustainable development

TREE KRS (6=) HITESRTHRESTEE (£F=)  rAHEATESRERBURE FFE (£ ) K Tesla Motors £ % Sei Livu -~ 5
Webb-Johnson EFMBED - WTF S




Jockey Club

Charles Kao Brain Health Services

To support senior citizens who have been diagnosed with Alzheimer's, a brain
degenerative disease affecting memory, The Link supported the Jockey
Club Charles Kao Brain Health Services, Hong Kong's first mobile Alzheimer's
education and service unit, with an awareness-raising ceremony at Stanley
Plaza. Over the next three years, the mobile service vehicle will fravel
throughout Hong Kong, with stops at The Link's shopping centres, to provide
free, one-stop services to people with Alzheimer's and their families.
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The Link supported Outward Bound Adventure Race 2013 to promote a healthy
and sustainable lifestyle. Stanley Plaza, with its open-air Piazza overlooking
the waterfront, was the perfect finish for this outdoor adventure race.
The race not only helped develop Hong Kong's future leaders, but also raised
funds for underprivileged youths to join Outward Bound's courses.
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BT Outward Bound® Adventure Racé -2013 ’
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Target Customer BiEEER :
Date B :

Shopping Centre &3 :

Promotion Channel BEEHE :

Promotion Partner S{EFSH: :
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Target Customer BB :
Date B :

Shopping Centre &1 :

Promotion Channel EEEE :

Promotion Partner S{EFSH: :




"Love Leads the Way' Guide Dog Campaign

PU-El IR A=PNEI=

The Link aims to foster at inclusive community by ensuring that its shopping
centres provide barrier-free access & facilities and accommodate people's
different needs. The "Love Leads the Way" Guide Dog Campaign made The
Link's shopping centres guide dog-friendly shopping centre and welcoming to
visually-impaired people. We are Hong Kong's first network to welcome guide
dogs, with 200 of our frontline staff trained to provide appropriate assistance to
guide dogs and their users. The Link has also partnered with Hong Kong Guide
Dogs Association to use the shopping centres to train up new guide dogs,
and launched a public education exhibition in over 10 of The Link's shopping
centres, increasing public understanding and acceptance of guide dogs.

RE-—EWNESZHERM  EH I SERUABREERXBREFADATORE
REAEBRNZRS @ REEHE FTE2RFBEDY [MESIE) §85ARE - @AREA
THROEERELEE - RECEMHZTERBNEBEEARTSF - RIT 2003
FESZOVAIRE TIRESH - BUMIPETRESGEEAREET ANEENLE -

MEHEEEMIEIIREERZA - BB 10 EBEEENH TEEARESEREE -
BUNRARHESAOVBARER - ERMARET -

General Public 2%

2013/6/8 onwards ¥2

All shopping centres
2RE5

Leaflets, MTR advertisement, Posters
& Online media channels

EFER  BEES BERSLRR

Hong Kong Guide Dogs Association
(HKGDA)
EBEEARS

Bo®E

-t

Mr Tsang Kin-ping, Vice-chairman of the Hong
Kong Guide Dogs Association, demonstrated
how a guide dog gave him directions

EEBEAGZEISRERVTERBBER R R
ELRGTEEEANTRMIETSE

Sustainability Campaign - Community QIFHEEESE)

Kids' Speech Therapy
Community Outreach Program

BEBE - SHOoRILBHSESTE

Supporting the positive development of children, especially those with special
needs, is close to The Link's heart. Through our network of shopping centres,
we are able to reach children and their parents all over Hong Kong with the
Kids' Speech Therapy Community Outreach Program organized by Benji's
Centre. Over the course of the year, the program organized in-mall exhibition
& workshop that raised awareness of speech disorders and the availability of
professional speech therapy for children.

General Public 2%

2013/7/14-12/2]

8 shopping centres including
Lok Fu Plaza, Tai Wo Plaza

& Leung King Plaza

B ERERBRERLEES
ANEBRERES

Posters & Online media channels

BERBLCKRE
REZRHRBRJIFTENREBRLEOHRRIBIR - BRRESSPIB - RFIEIEE

TDREPNEHRD [BECBE] 518 REBEFBZNRERARRREHSZIE - B2
FRADAESZZENEERBE - INRARHESRRNDBNR TR - WRAERR
BRORNRBRHRE  REEBEXER -

é gg @@n@g

Beniji's Centre
ERREPL
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Race with Pink Heels 2013 Target Customer BiEBES :

/f/_; .-}".,;..a. ) §—i J 1D Date B :
For the 2™ consecutive years, Stanley Plaza was transformed into a sea of
pink as passionate people from all around Hong Kong came together to raise Shopping Centre &4 :

awareness of the hereditary risks of breast, ovarian and prostate cancers
and funds for underserved, high-risk families to undergo BRCA testing and
genetic counseling. The Link actively supports many such impactful events to

confribute on community. Promotion Channel SRR :

AE-ERNEDIBIRESE  REAARHEBNLE  NLBRAIREND _ _
RIBSEDE - (WML B A BTELL I ) B QTR BB - SRS TEHR - Promotion Partner SF¥8#: -

RUENREERENSBRERHSE BRCA BRRBAFAME K -

Target Customer BiZEE= :
r::‘ig j;g”.’g BN
™ B =0 _= Date BH§ :
Stanley Plaza was overrun by Zombies to benefit a great cause. Adding
meaning to Halloween fun, the Yan Oi Tong Zombie Walk for Charity was a Shopping Centre &1 :

fund-raising evening in support of Yan Qi Tong's Love and Care Project, which
provides immediate financial assistance to families who have encountered
natural disasters or accidents.

Promotion Channel BEEHE :
EEBEERMEZRMITESRIUESE - ABFCEE [CHBE ) XIB5r8 » ESX
UNEBENEZENZTENBEENHE r FHEESRPE "B " BN ERNETTE - &

R IS A B R - Promotion Partner S{EESH :




The Link x Food Angel Surplus Food
Recycling Collection & Donation Program

RE x [ERZ] RO BKSE

Reducing food waste is a cornerstone in any comprehensive sustainability
strategy. To support our fresh market tenants' efforts to donate their leftover
food to underprivilieged communities, The Link partnered with Food Angel,
a food rescue and redistribution organization established by Bo Charity
Foundation to launch surplus food and donation program. The initiative has
been extended to 6 fresh markets since it launched in November 2013.

BOREBENEZ —BIHERXESBNVDATLNRE - REBFESHDEBPHEER
BROBYHERBETTEATL AERAR (BR2] ()\EEEBEE) BFHOHMEAW
RBEETE - STEICHERERT 6 @ E5HMEST - WRRELBEREHM -

T

Diamond Sedan Competition 2013
EBILE 2013

The Link's commitment to cultivating a more inclusive community extends
beyond ensuring its shopping malls are equipped with barrier-free access.
The Link supported The Diamond Sedan Competition 2013, which brought
together physically-challenged and able-bodied people for an afternoon of
friendly competition to enable the public to better understand the needs of
wheelchair users.

BAERSEERARNILE T NRIETHERABERERRE - REBEMFITE
[EE) U8 - RERRREATEIRI - ERENURERRNES - BUNRAK
R HBBTOVEIE -

Mr Nicholas Sallnow-Smith, Chairman of The Link Management Limited (2™ from left), Mrs Pafricia
Yuen, Executive Director, EGL Tours Company Limited 8"" from right}, Mr Joseph Ngai, Chairman
‘ of Diamond Cab (1* from right) and other guests kicked off the event

AEERGRATERMKELE (1) FEENTESRFES LT (61) RENERERMRLE ()
mEEERL-QURARNE  REDEHEE

General Public 2%

2013/11/24

6 fresh markets including

Sheung Tak Market, Chuk Yuen Market
& Oi Man Market

6 BREHHEBYRED - TREH
RERED

Posters & Online media channels
BERERE RS

Food Angel
IBRE

Achievement A3 :

@i >4,000

4% Meal boxes distributed
AT Eunene

General Public 2%
2013/12/15

Stanley Plaza
TR

Posters & Online media channels
BERER RS

Diamond Cab
HaY

Athletes with and without disabilifies participated
in the Diamond Seden Competition to foster

social harmony
BRATELNENLEDRIT EAMBME
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Sustainability Campaign - Community OIFFHEEESE)
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Job Fair Target Customer BB :
ot

One of the ways The Link serves our fenant is by connecting job seekers with
employment opportunities at tenant companies. Over 2,500 jobs were up Shopping Centre &4 :
for grabs at two Job Fairs held at The Link's shopping centres, an effective
employee recruitment platform for tenants that also helped boost employment
in that district. There were also career talks and the Employees Retraining
Board offered information on training courses and services.

Date B :

Promotion Channel EEEH :

HE—ERETHFPNIKERXRESR  ARNIRITEKBSROKERE - RILKRHE
TREBESBBRIAUBEE - HiEH 2,500 @M BREUNFEEERABSB
EBET  BURAEBOMERR - BEBENRERIEHBEAZIIRIEEN -

Promotion Partner S{EESH: ¢

Achievement B33 :

©>2 500

2 ol 3 |
<] Jobopportunities P
B provided
IEHEBUHE

Achievement I :

>20 &y
Ex

| The Link is dedicated to enhancing the business environment at its shopping malls and creating
job opportunities with its tenants

| FE-—ERNEANRTHENEREER FASFEFAERRHEE

//é EERMEBRRBER BYEMNEE : e 93
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MlnthSTo Train

13885 IEEISINREEIR R

B85 BE - RBRELE

BIERERER - o

| In collaboration with the Hong Kong Employment Development Service, a non-profit organization, There were a wide variety of job opportunities

The Link hosted the Job Fair af Lung Cheung Plaza in Wong Tai Sin in different industries
FERCOSEHXSEEBEREEDEEERT [EEIImEL ) LEFPEBSAETE  BHOBIEEES

Tenant Engagement Campaign RE&FEE)
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The Link Tenant ACOdemy Target Customer BIIRRESS :
- Shopping Centres

REBFRZ - BBR

The Link works with our tenants to ensure they have the best environment in : ;

which their businesses can flourish. As part of that commitment, we established SSpRing Conng

The Link Tenant Academy to provide free monthly seminars and workshops

on useful topics in four key areas: business operations, business management,

market trend analysis and customer services & sales techniques. Experts and Promotion Channel EERE :
celebrity speakers shared the practices to help fenants improve their business

skills and enhance their competitiveness. Courses were well atfended and

were especially popular among our small to medium-sized tenants who may

not have resources to provide fraining for their own staff.

Date B :

pg:-'ﬁE'BTF BFEK - RTEFPFRELERERIEE

Bt BRI [HEHEBE  SRRMTEPLRRKBERTIED - 08100 Achievement A3 :
DGR  RELNE - PENSE - FEHHNE G2 DHER EERER
' RERERABEE - BURNBSSREEL Iz > ] ]OO

TEIND NS » RSEEEN - F’OrhCI ants
Sl BYPNEF S - RFZ R =N -

dl

A speaker taught tenants how to enhance
customers' shopping experience

BESFTUOEABSEIDER

Tenants received certificates of attendance
upon completion of a seminar of The Link
Tenant Academy

BEENGF R EELENHRESE



The Link Tenant Academy
- Fresh Markets

REBFRE - DR

Building on the success and popularity of The Link Tenant Academy for our
retail fenants, The Link expanded our free business seminar and workshop series
to our fresh market tenants with tfopics catered to their parficular business
needs and market environment. Seminars have been held on shop front design,
fresh market trends, modern eating habits and the 5§ management concept.
These seminars have been very well received with an average of 80% of
tenants attending at each market.

BREESFEGSENERRERI - AERIEERAEST BT thC“%ﬁ‘ayr?ﬁ,
RiFPRREREXER TN BREB J—I*‘é‘ RARMBER  IRETAR
LB ATHRZDEEHEIE - WHBEFRE HEEHMAR - RANBBAR S TR
= EMARNER - SEHMHNVEES B, YIJE 80% + BV -

Course offering expanded to fresh market tenants in 2011 with practical seminars tailored to their
specific needs

2011 £ [RESFBRL | BEREERBEDEF,  FRAMDEFESIIEERLEE

Target Customer BiEES :
Date B :

Shopping Centre & :

Promotion Channel EEEE :

Achievement B3 :

500

= Participants
' SMFEAN

Tenant Engagement Campaign BEEEEE




Dah Sing The Link Happy Visa Card
Summer Fever - | Like It

AFHEE Hoppy Visa FE BERARZE Like

The hot summer months are the ideal tfime to boost customer spending in
The Link's shopping centres. Partnering with Dah Sing Bank, The Link launched
the Happy Visa Card Summer Utilization Program to stimulate sales. For a
total spending of HK$300 or higher at designated The Link shopping centres,
Happy Visa Card shoppers could redeem a wide range of attractive gifts. The
redemption program was widely promoted by Dah Sing Bank and The Link to
great success, with a 5 fold increase in redemption over the previous year.

HEE THEHEDTILHNER,  BHEMRREREEBMDHENGERE - AESEXK
FIRITEFHEL Happy Visa FE0REHETE  HhEFPRIEHRDSHE - BExZRE
IREEIETEYEESSE Happy Visa FE—FRM 30087t - YR BIRE—AIIS
X - BXNGEBAHBORBENNER - RERZ - REEROVEZTIBELHEE
ANIBIRGBEIE  r MEXER -
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DAlSING By

Dah Sing Bank brought the shoppers "Summer Fever - | LIKE Rewards" - Shoppers who spent with
Dah Sing The Link Happy Visa Card and could enjoy the "l LIKE" Rewards

KEFRITE L [EEERE Like ®])  EAFEE Happy Visa FEIEEE - I8 [£ Like] #8

Target Customer BiRBES :
Date 848 :

Shopping Centre &1 :

Promotion Channel E#EE :

Promotion Partner S{EFSHE :

Achievement B :

800

“7, Cardholders entitied to [
gift redemption f 1~7\

RABDAY

Achievement A3 :

»>1,150 |
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CNY Tenant Celebration Target Customer EIRES :
BEFTERDES Date B :

The Link celebrated the year of the Snake with tenants at the renovated Oi

Man Plaza. The celebration brought together over 120 tenants and tenant Shopping Centre & :
associations for the CNY celebration ceremony followed by a scrumptious and

bountiful lunch in the bowling centre at Oi Man Plaza.

o ey . - . L o Promotion Channel EEEHE :
HERE-—FELPTA  RECEEZHERESEMIBTRM - UWNSBEPEEME -

THMIE - EBERERESANRGIKEERRYVEENTE - BHBB 120 1B

EEZEELR

FPhEede [BAREBERI—FEEER BXRKEE-

Tenant Engagement Campaign BEEEEE

Mr George Hongchoy, Executive Director and CEO of The Link (4™ from right), Mr Andy Cheung, Execufive Director and CFO of The Link (3* from right)
and representatives of tenants’ associations officiated "The Link Chinese New Year Celebration cum Qi Man Plaza Grand Opening” at Oi Man Plaza

REATEEROBRATEE (60 - WTEEREFUERERAR (6=) HEETSESENSELER - » FEFTRDETS) ETHRDED

Mr Alion Yeo, a renowned fortune teller, shared lucky tips for the year of the Snake with hundreds
of guests

& AEMHRERE - S—RAES
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Stanley Plaza Magazine

INMEEE SR 5

For many Southside residents and those who enjoy its distinctive lifestyle,
Stanley Plaza magazine is their quarterly go-to guide for all the best that
Stanley Plaza and its surrounding neighborhood has to offer each season.
From featuring special events and promotional activities to highlighting
tenants' offerings, the stylishly laid-out lifestyle magazine has a wide
readership that attracts footfall fo Stanley Plaza from all over Hong Kong. The
magazine is distributed free in target areas such as Mid-Levels, Happy Valley,
Kowloon Tong and Homantin as well as in private clubs and by inserfion to
Time Out magazine.

(MEEBHT) RENTEESREBANNBNEFT]  HRFZERBEETZSZH
EEERKR BEUEBY - Elf—}rLF’\meﬁu;:jr INERERYNEGE  HEDTH

EBFERES  HRSANEBLER  UNIDTFFREEZSBRINIAR - AR
FE - BEM - ﬂqELﬁBiﬂSZ:Hﬁif%Eiﬂl&ﬂi‘ﬁ’fﬁﬂ/\%ﬁﬁ%gﬁﬂi o FE R
{Time Out) FEFETMIE -

StanieyiPl 2

A NEW TAKE ON LIFE AND STYLE | AUTUMN 2013

AUTUMN EVENTS
PAWS by the Sea; Zombie Walk
and Ho_\vlhqrgeen} _

TWONEW STORES

Mayarya and Crafts World
open in Stanley Plaza

STANLEY THE DOG
Meet our special
guest editor

Target Customer BiEES :

Date B :

Shopping Centre & :

Promotion Channel EEEH :
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Oi Man Plaza Launch Campaign
PRESRBOH

To celebrate Oi Man Plaza's 40" anniversary and its makeover, The Link
invited tenants, merchant associations, and journalists to attend the Oi Man
Plaza Grand Opening Ceremony, where guests could visit the "Forty Years of Oi
Man" Wall of Fame and learn about Oi Man'’s history. To entice shoppers to try
out the brand-new shopping experience at Oi Man Plaza and Oi Man Market,
The Link also launched an attractive spending rewards program that shoppers
could win instant prizes in the "Guessing Game”, receive taxi fare rebates
on weekends and public holidays or enjoy free parking, gas voucher and
discounts at the newly built Ho Man Tin Bowling Sports Centre. The program
was widely promoted with leaflets distributed via direct mailing to households
in Kowloon Tong and Homantin district.

REMERESN+EFTREBHLIERT r AEHERZEF  BPEHSRIHKER
HRERESRBHE  THBFEESE (EREBUPUINIENER]  ERERE
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Target Customer B2 :
Date B :

Shopping Centre & :

Promotion Channel SBEEHE :

~ Achievement A :
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The renovated Oi Man Market boasts on enhanced layout and a European feel
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Chung Fu Plaza
Presents New Shopping Experience

BNEE EERKE

In celebration of Chung Fu Plaza's refurbishment, The Link launched a series
of events including Parent-child Magic Training Workshop and Sunday Lucky
Draw to stimulate sales and generate awareness, excitement and fraffic for
the shopping cenfre and tenants. In particular, The Link targeted families
and tourists by distributing booklets near the plaza, to neighboring residential
households and at cross-border bus stops. In addition, the launch was heavily
advertised on the Light Rail, bus and MTR West Rail, The Link also invited
29 weibo bloggers to visit Chung Fu Plaza, generating plenty of online buzz in
the Mainland.
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The advertising campaign was launched in Tin Shui Wai, Yuen Long and the Mainland
EETHREIKER mEERAKER

>50 000 @

Target Customer BB :
Date B4 :

Shopping Centre &5 :

Promotion Channel EEEE :

Achievement B3 :
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Free magic workshop for parents and kids
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Asset Enhancement Inifiative Project Promaotion
- Sales Stimulation Program

BERMNTRE - BESRBEREGE

The Link invests heavily in continuously refurbishing our shopping centres and
upgrading their facilities. During each Asset Enhancement Initiative (AEl),
The Link creates programs to continue to attract traffic and stimulate sales
while work is being carried out. Following each AEl, The Link proudly showcases
the rejuvenated shopping centres and infroduces our shoppers to the new
environment and tenants with attractive sales reward programs, entertainment
and joyful celebration events.
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The Link launched a sales promofion program in March af Lei Yue Mun Plaza to draw greater
customer spending and traffic. Lei Yu Mun Plaza sales promotion program featured F&B tenants,
which effectively drew greater customer spending and traffic and built the loyalty among
neighbouring residents living in Yau Tong district
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Target Customer BIEES :

Date B :

Shopping Centre &1 :

Promotion Channel E8:EE :

Achievement A3 :

>21 500
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Over 30,000 leaflets were distributed to
neighboring residents, families, housewives &
students via promoters and direct mailing
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Strategically promoted fashion brands within Leung King Plaza by offering HK$20 coupon and
tenants' festive & exclusive offers to stimulate spending and customer fraffic at fashion shops
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Participating tenants provided special privileges, offers and gifts, which The market block of Oi Ting Commercial Centre has been fully

attracted more shoppers fo paironize the shopping centre, stimulating upgraded after two years of asset enhancement work, providing 22
sales shops of different variety
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Asset Enhancement Initiative (AEI) Project Promotion BERHIEBH#EGE
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Customers who spent at both Choi Wan
Shopping Centre and fresh market during the
PE Thelink promotion period could participate in our
game booth and win fabulous prizes
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Lok Fu Market Launch Campaign

LEHEMESRED

After a year of renovations, Lok Fu Market kicked off its Grand Opening
celebration on 3 December 2013 with officiating guests and celebrity chefs
hitting a giant sake bottle to unveil a series of dining events and promotions
to spread the joy of cooking from December 2013 to March 2014. The Link
partnered with Metro Radio program "Happy Family" and "La Gourmet" to
share Lok Fu Market's brand-new shopping experience, which attracted
curious shoppers from neighboring districts to visit and spend at Lok Fu Market.
Shoppers who spent a certain amount could redeem tickets o join a "Grand
Tasting Journey," and accompany celebrity chefs on a journey through Lok
Fu Market to select fresh ingredients before watching them create delicious
dishes. The first ever "Junior Shoppers" program and grand rewards program
were also rolled out at Lok Fu Market.
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Target Customer BIEES :
Date B4 :

Shopping Centre &5 :

Promotion Channel EEEE :

Promotion Partner S{ESSH: :

Achievement B3 :

3>20,000

= Participants
SmEHAH

The "Junior Shoppers" program, which aims
to boost kids' confidence in the market
and help them develop a greater sense
of independence, was held between
December 2013 and March 2014
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Metro Radio program "Happy Family” was live broadcast in Lok Fu Market to share the joy of cooking
MEECHE RLEXT] BAEHABELEADEREERS FREEZRETR
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To celebrate the Grand Opening of Lok Fu Market, The Link partnered with Metro Radio's program, "Happy Family" and "La Gourmet" to launch a series

of dining events from December 2013 to March 2014. After the asset enhancement works, Lok Fu Market has become cleaner and more spacious with
a more diverse tenant mix to increase customers' shopping sentiment
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Mr George Hongchoy, CEO of The Link Management Limited (Middle), Ms Ma, representative of Lok Fu Shopping Centre Merchant's Association (2™
from left] and Mr Au, representative of Lok Fu Market Tenants (1% from left), Mr Bob Lam, host of Metro Radio "Happy Family" (2" from right), Mr Ricky
Cheung, celebrity chef and host of Metro Radio "La Gourmet” (1 from right), officiated the opening ceremony of the brand new Lok Fu Market
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J° About The Link

The Link Real Estate Investment Trust (Hong Kong stock code:
823) ("The Link"} is the first real estate investment tfrust listed
in Hong Kong, and Asia's largest REIT and one of the world's
largest retail focused REITs in terms of market capitalisation.

Wholly owned by private and institutional investors, with
100% free float, The Link has been listed in Hong Kong since
November 2005. Hong Kong Government does not hold any
interest of The Link, or participate in our operations.

Our portfolio consists of properties with an internal floor
area of approximately 11 million square feet of retail space
primarily serving shoppers' daily needs, and approximately
80,000 car park spaces.

Our asset enhancement works, encompassing physical
structure, trade-mix, customer service and promotional
activities, have rejuvenated the shopping environment.
Thirty-two asset enhancement projects have been
completed, with a total investment close to HK$3 billion.

Asset enhancement at The Link's flagship Lok Fu Plaza has
brought in nearly 200 quality tenants, offering a one-stop
dining, shopping and leisure experience. Stanley Plaza
was transformed into a family-oriented lifestyle and leisure
destination. By infroducing new design elements, asset
enhancement of Tai Yuen Market has turned a new chapter
in fresh market development.

Our sustainability framework, covering areas like community,
tenant and environment, guides our progress towards
sustainability. The newly launched "The Link Together
Initiatives" has furthered our community engagement
through donations and sponsorships.
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The Link would like to thank the following partners for their support in 2013
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This arficle does not constitute an offer or invitation to purchase or subscribe for any units of The Link REIT, and shall not be relied upon in connection with any
investment decision. All information and data in this publication are provided for reference only. The Link REIT's manager, its directors, employees and associates
make no representation or warranty as to the accuracy reliability or completeness of the information herein and shall not bear any liability (if any) arisen from
any inaccuracies or omissions. All figures expressed herein are based on information available as of the date hereof and are subject to change without notice.
You shall access the information contained in this article and observe all applicable laws and regulations of the related jurisdiction. @ Copyright. The Link
Management Limited 2014. All rights reserved.
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