
 



Fellow Shareholders, 
I am pleased to report Global Sources generated positive overall results 

during a challenging year. In 2014, we delivered revenue growth, returned 

value to shareholders in the form of a tender offer and closed the year 

with a strong balance sheet and no debt. 

 

During 2014, demand for consumer products from China and Asia 

improved in the United States, but most other markets were soft including 

the key European Union markets. Our trade show business performed 

well with several extremely successful shows. We also repositioned our 

electronics shows under the Global Sources Electronics brand. We 

launched four vertically specialized online marketplaces for the 

electronics industry in February and plan to launch sites for five other 

vertical segments in April. 

 

Organizationally, we brought the online and trade show teams together 

and aligned them according to the new vertical strategy. We expect this 

reorganization to drive productivity and efficiency. 

 

Financial Highlights for 2014 
We achieved the following 2014 results compared to 2013, reported in 

accordance with the International Financial Reporting Standards (IFRS): 

• Revenue was $198.2 million, as compared to $197.5 million; 

- Online revenue was $81.9 million, down 10%; 

- Exhibitions revenue was $97.0 million, up 13%; and 

- China grew to represent 84% of total revenue, up from 83%. 

• Net profit was $18.3 million, or $0.55 per diluted share. This compared 

to $32.7 million, or $0.91 per diluted share, which included a $15.4 

million profit on sale of property. 

• Cash and securities as of December 31st, 2014 totaled $98.5 million. 

• Cash generated from operations during the year ended December 31st, 

2014 was $32.3 million compared to $31.1 million during the year ended 

December 31st, 2013. 
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Key Industry Trends 
There are several key trends that we see shaping our future. These are trust, 

the ongoing importance of trade shows, and the challenges that buyers have in 

identifying truly new or important products from among the millions that are 

posted online. 

 

The issue of establishing trust with regards to the suppliers selected and 

product being purchased is an ongoing and critical challenge for buyers. 

The sheer quantity of products and exporters that can be found online makes 

it riskier and more difficult to find the right suppliers. While buyers can 

find more than one million “export” suppliers online and many millions of 

products, the risk and trust issues become clearer when you realize that there 

are likely fewer than 150,000 suppliers of consumer goods in China who have 

a background that would qualify them as a supplier for a volume import buyer. 

Many buyers see us as the most trusted service provider and they see our 

supplier customers as being among the most reliable. We strive to maintain 

that position in the market and are intensely focused on including suppliers 

who have exported, exhibited or been audited. 

 

The second big trend is the ongoing importance of trade shows. They help 

buyers overcome the trust issues inherent in online-only environments and 

give them early access to the industry’s most carefully selected products. 

 

It is clear that the best solution for buyers is a combination of online and trade 

show services. Online marketplaces are fast, comprehensive and searchable. 

On the other hand, trade shows enable buyers to personally evaluate products 

and suppliers, negotiate, and place orders. To source more safely, confidently 

and profitably, many buyers want to take advantage of both trade shows and 

online services. 

 

 

 

 

 

 

 

 

 

Trade show attendees are an extremely valuable segment of our buyer 

community because they are “in-market” buyers who are actively sourcing – 

and because they have much more buying power than the average online user. 

This is understandable given the large financial commitment that they make to 

travel to the show versus simply going online and sending an inquiry. 

 

Research at our shows indicates that increasing numbers of buyers are 

aggressively using our website to search and inquire to suppliers in 

 

By exhibiting, a supplier overcomes part of the “trust issue” by demonstrating their size, existence and commitment to 
exporting. Accordingly, most buyers consider them to be more qualified than the average supplier they find online. 
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preparation for the show. Another notable research finding was that 69% of 

buyers intended to place orders at, or within a month of, the show. Both of 

these findings indicate that while trade shows are becoming increasingly 

important, more trade show attendees are using our online component as well. 

Given that these buyers typically have more buying power and are actively 

sourcing, it reinforces our belief that a multichannel, multimedia approach to 

sourcing is the right one. 

 

The third big trend is the difficulty for a buyer in knowing which products 

are important or truly new. Given the overwhelming quantity of suppliers and 

products that can be found online, finding the right products and the right 

suppliers is riskier and more difficult than ever. Our goal is to provide buyers 

with the industry’s best product coverage. Many of our sites now begin with 

five sections of product coverage including Analyst’s Choice, Top 20 Most 

Popular, Top 20 Trending, Personalized Gallery and New From Exhibitors. 

 

 

 

Each site leads off with the Top 20 Most Popular Products based on buyer activity. The sites 
also provide product information from exhibitors, advertisers and non-advertisers including 

Asia’s biggest brands. In addition to original and exclusive content, we serve buyers by finding, 
organizing and sharing the best content we can find on a subject or product. 
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Business Strategy 
Our overall growth strategy has four primary components: penetration of 

the market for our export media; new product and market development; 

expansion into China’s domestic B2B market; and acquisitions, joint ventures 

and alliances. Initiatives in all areas are ongoing but our clear priority in 2015 

is with our export media – and with the strategy of verticalization – whereby 

we believe we can most effectively attract and engage professional buyers. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Improving Engagement Through Verticalization 

In our core international trade-related business, we give suppliers access to 

a community of buyers that is highly qualified, influential and exclusive – 

including Verified Buyers who have all been qualified face-to-face at our 

trade shows. To help suppliers win orders and establish profitable, long-term 

customers, we offer an integrated, multichannel solution that includes the 

industry’s leading services for helping suppliers differentiate and boost their 

image or brand. 

 

Our October 2014 shows in Hong Kong were the springboard for our 

verticalization initiatives. They were very successful with more than 7,500 

booths and buyer attendance exceeding 75,000 from more than 148 countries 

and territories. 

 

Our flagship Electronics show and our new Mobile Electronics show – 

 

 

 

Global Sources’ industry verticals serve their markets with five media formats and aim to provide buyers with the best of 

online media integrated with the best of trade shows. The goal is to overcome limitations of online-only environments and 
provide unique and essential sourcing content and services. 
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which showcased the latest smartphones, tablets, wearables and accessories 

– were the most notable performers. Combined, the two shows were an 

overwhelming success with overall buyer attendance up by more than 36%. 

 

The Mobile Electronics show launch was complemented by a vertically 

specialized site. This was the first step of an aggressive verticalization 

strategy for the company that involved extensive internal reorganization plus 

the beginning of the roll out of verticals for other sectors. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Each of these verticals connects buyers and suppliers through five media 

channels – the site, show, a printed and digital magazine and an app. Our new 

online marketplaces provide buyers with extensive product coverage and daily 

updates of products from the entire Asian supply market – including Asia’s 

biggest brands and OEM manufacturers. 

 

For each vertical we aim to offer buyers the most qualified supplier database 

with an intense focus on including suppliers who have exported, exhibited or 

been audited. In addition, exclusive reports, research and analysis help buyers 

keep up-to-date with key issues that will impact their sourcing. 

 

 

 

 

 

 

 

 

 

 

 

In February 2015, Global Sources launched the latest version of the Mobile Electronics website plus three additional vertical offerings: Consumer 

Electronics, Security Products, and Electronic Components. 

Global Sources Electronics will be the world’s biggest electronics sourcing show in 

April 2015, with some 5,500 booths. 
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Four electronics verticals now make up the Global Sources Electronics 

ecosystem comprised of the following: 

• More than 1,000,000 buyers worldwide including more than 200,000 who 

have been verified face-to-face at our shows 

• 50,000 suppliers – where our focus is on giving buyers access to suppliers 

who have exported, exhibited or been audited 

• Specialized vertical services for consumer electronics, electronic 

components, security products and mobile electronics 

• Industry-leading product coverage with exclusive reports and analysis 

• The world’s largest electronics sourcing show each April and October in 

Hong Kong 

 

We are excited by the progress we are making, and plan to launch similar 

vertical initiatives and sites for the following industry sectors during April 

2015: Fashion Accessories & Footwear; Fashion Apparel & Fabrics; Gifts & 

Premiums; Home Products; and Hardware. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Enhanced Messaging between Buyers and Suppliers 

We introduced a new messaging service to help buyers and suppliers 

communicate more effectively. The cloud-based MessageCenter platform 

enables our customers to manage their sourcing communications and 

marketing activities more efficiently and profitably. The system allows buyers 

and suppliers to check the status of their inquiries anywhere, anytime, on any 

device; arms suppliers with sophisticated analytics to target high-potential 

 

 

 

 

 

 

The five online marketplaces covering the gifts, home and fashion product sectors are scheduled to be formally launched April 27, 2015 at 
their companion trade shows in Hong Kong. 
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sales leads and measure sales effectiveness; and enables managers in export 

companies to monitor and improve the communication and productivity of 

their sales teams. 

 

MessageCenter not only offers seamless communication via the online 

platform, it also integrates messages sent from users’ own email systems. This 

delivers greater flexibility to users while still capturing all of their incoming 

and outgoing messages, tracking response rates and other analytics, and 

helping users effectively manage their sourcing projects. 

 

Developing in China’s Domestic B2B Market 

The domestic B2B market in mainland China is an important growth direction 

where we will continue to develop existing properties and look for new 

opportunities. 

 

The SIMM Machinery Show is one of our key initiatives. This industry is one 

of the strategic pillars of mainland China’s national economy. It is also the 

foundation of the manufacturing sector, supporting a wide scope of industrial 

production such as automobiles, computers and electronics. The show covers 

categories including: metal cutting, cutting tools, 3D technology, metal 

forming, moulds, steel products, precision parts, automated manufacturing 

and robotics. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The 16th annual Shenzhen International Machinery Manufacturing Industry Exhibition 
(SIMM) is scheduled to be held March 30 to April 2, 2015. SIMM will cover over 110,000 sqm 
of exhibition space, showcasing over 1,200 local and international exhibitors and 

3,600 precision machines. 
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Outlook 

In 2015, we will continue to focus on improving our competitive position with 

specialized vertical sector offerings that are built on an integrated combination 

of online and trade show services. 

 

Looking further ahead, we are excited about our many future opportunities 

around China’s exports and domestic B2B market. We have a very strong 

balance sheet that enables us to explore various options for growth, an excellent 

set of products and services, and a large and influential customer base. 

 

Finally, I want to thank Spenser Au, our Chief Executive Officer, our Board of 

Directors, and all of our team members for their many invaluable contributions. 

I especially also want to thank all of our customers for choosing Global 

Sources, and all of our shareholders for your continued support. 

 

 

 

Sincerely, 

 

Merle A. Hinrich 

Executive Chairman 

April, 2015 
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