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Proxy to China’s urbanization 

DBA is engaged in the design, manufacture and sale of telecommunication equipment 
and related products in the PRC, including public telephone booths (11.9% market 
share in China), public telephones and wireless business telephones (9.7%), as well as 
smart card vending machines (31.9%) under the DEBAN brand in addition to optical 
fiber related communication transmission connection products. 

A public utility play – visible demand. Public phone booths and public 
telephones are not consumer products; they are part of the public utility services. 
Future growth will be driven by 1) China’s urbanization and highway development 
(one pair of public phones for every 250~500m of highway and every 50~100m in 
urban areas); 2) replacement cycle (full depreciation in 5-7 years); 3) changing 
style due to new functionalities and advertising; and 4) profitability of public 
phones (an average revenue of RMB1,660 cf. RMB180 for household phones in 
2003). Shipments of public phones and public phone booths are expected to see a 
CAGR of 4.2% and 6.6% between 2005 to 2020. 
Smart card vending machines – a new growth driver. Shipment growth will be 
spurred by 1) the quest for higher operation efficiency by telecom operators; and 
(2) consumer demand for convenience and 24-hour sales services. 
A defensive play due to strong cash generating ability. DBA has established a 
long-term relationship with leading telecom operators in China along its 
management reputation as well as its proven track record of product safety and 
quality. Order visibility is high, as 90% of orders are based on 6~24 month 
contracts. The business model is extremely cash generative as shown by the 
company’s net cash of RMB150m at end-2005 and positive free cash flow in the 
past three years. The company intends to pay out no less than 30% of the profit as 
dividend after listing. 
Attractive valuation. Our Sum-of-The-Parts and DCF valuation model suggest a 
fair value of HK$2.3 per share for this stock. The stock currently only trades at 
undemanding 8.1x FY12/06F PE and 6.5x FY12/07F PE.  
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Table 1: valuation table 
Year to Net profit EPS* EPS PE P/B EV/EBITDA Yield ROE ROCE Gearing

Dec RMBm HK$ ∆% x x x % % % % 
03A 74.2 0.069 NA 19.2 12.3 16.9 NA 62.3 49.5 Cash 
04A 110.8 0.104 49.4 12.8 6.4 12.4 NA 63.5 61.8 Cash 
05A 147.0 0.138 32.6 9.7 4.7 9.1 NA 54.3 63.6 Cash 
06F 175.1 0.164 19.2 8.1 1.9 6.9 3.7 32.4 37.7 Cash 
07F 218.1 0.204 24.5 6.5 1.5 7.2 4.6 25.2 29.5 Cash 
08F 252.6 0.236 15.8 5.6 1.3 6.7 5.3 23.8 27.9 Cash 

Fully diluted EPS 

Source: company data; SBI E2-Capital 
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Background 

DBA has been engaged in the design, manufacture and sale of telecommunication 
equipment and related products under the established brand name (DEBAN) in the 
PRC since 1998. In 2005, communication terminal equipments (including public 
telephone booths, public telephones and wireless business telephones) contributed 
65% of revenue, followed by intelligent electronic products such as smart card 
vending machines (26%), and communication transmission connection products like 
ODFs (optical distribution frames) and optical passive devices (8.9%). 

Chart 1: revenue breakdown in 2004 

Public telephones
24%

Public telephone booths
37%

Wireless business telephones
7%

Smart card vending machines
23%

Optical distribution frames 1%
Optical passive devices 8%

Source: company data 

Chart 2: revenue breakdown in 2005 

Public telephones
17%

Public telephone booths
35%

Wireless business telephones
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Optical passive devices 8%
Optical distribution frames 1%

Source: company data 

DBA has two production plants in Fuqing Rongqiao Economic and Technology 
Development Zone, with around 360 full-time workers. Currently, the production 
facilities have an annual production capacity of around 75k units of telephone booths, 
125k units of public telephones and wireless business telephones, 12.5k units of smart 
card vending machines, 17.5k units of ODFs and 482.5k sets of optical passive 
devices. In 2005, the production utilization (except smart card vending machines) 
reached an average of 84%. 

We believe DBA’s competitive advantages lie on its strong management team and 
reputation, industry experience, variety of product offerings and, and most importantly 
its established distribution channels. DBA claimed that there are collectively around 
70 to 80 manufacturers that produce similar products (DBA’s three market segments) 
in China, but none of them offers the same variety of products as DBA. To this end, 
the company has registered 39 patents of external design and 7 technology patents 
with the State Intellectual Property Office of the PRC. 

Company profile 

Current production capacity 

Distinct competitive 
advantages  
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Table 2: major competitors in various product segments 
Products Manufacturers 
Public telephone booths DBA, Chint 
Public telephones  DBA, Routon Electronic, Shenzhen PBT, Shenzhen Baitong Industrial,

& Guangzhou Post & Telecommunication equipment, Alcatel 
Wireless business telephones DBA, Routon Electronic, Shenzhen PBT, Shenzhen Baitong 

Industrial, & Henan Snowcity, Alcatel 
Smart card vending machines DBA, Xiamen Eagle group, Routon Electronic 
Optical distribution frames DBA, Nanjing Putian Telecommunication 
Optical passive devices DBA, Nanjing Putian Telecommunication, Shanghai FoCI fiber optic 

Source: company data 

Moreover, we are impressed with DBA’s clientele base. Leading telecom operators 
(namely China Telecom, China Network communication, China Mobile, China United 
Telecom and China Tietong Telecom) together represented 98% of its 2005 revenue. 
DBA has built a solid business relationship with these clients for over 4~8 years. 

Table 3: client breakdown for various products in 2005 
Products Clients (by % revenue contribution) 
Public telephone booths China Telecom (56%), China Netcom (35%), China Tietong (9%) 
Public & wireless phones  China Mobile (42%), China Telecom (26%), China Netcom (15%) 
Smart card vending machines China Telecom (46%), China Mobile (21%), China Netcom (20%) 
Optical distribution frames China Mobile (26%), China Unicom (25%), China Telecom (8%) 
Optical passive devices China Unicom (32%), China Mobile (27%), China Telecom (11%) 

Source: company data 

The company mostly distributes its products through its own sales network, which is 
considered to be the most comprehensive (see diagram 1) among its peers. The 
company currently has 21 representative offices covering 28 municipalities, provinces 
and autonomous regions in the PRC. The extensive sales network is a strong 
competitive advantage, given that operators’ procurement is delegated to their 
subsidiaries in the various provinces. DBA plans to expand its footings by adding 10 
more sales offices in the foreseeable future. 

In China, telecom equipment makers have to obtain licenses (such as Network Access 
Test Approval) in order to manufacture certain type of equipment (e.g. public 
telephones). Management estimates that there are around 25 companies that have such 
licenses in China. DBA has obtained the required licenses and thus is qualified as 
equipment supplier for those leading telecom operators in China. 

Given public phones are a necessity in any given area (for security reasons), we 
believe it is fair to treat DBA as a utilities play. Order visibility is high, as 90% of 
orders are based on 6~24 month contracts. The business model is extremely cash 
generative as shown by the company’s net cash of RMB150m at end-2005 and 
positive free cash flow in the past three years. With the secular earnings growth and 
steady cash dividend payout (at least 30% of earnings going forward), DBA is a good 
defensive play amidst the current turbulent market conditions. 

Looking back at the company’s history, DBA has demonstrated a very impressive 
execution record since its inception. The company started to produce telephone booths 
in July 1998 and that was the first year that China started to roll out public booths 
massively on a nationwide basis. In 1999, DBA started to make public telephones. In 
2000, the company saw a significant demand for broadband services in China, and 
DBA ended up making optical equipment for the emerging optical fiber market. At 
around the same time, DBA started to make smart card vending cards, placing the 
company as the pioneer in the marketplace. The China public phone market was 
opened up in 2002, and DBA moved quickly to engage the sales of wireless public and 

Relationship-driven business  

Extensive sales and marketing 
channels 

License requirements serve as 
entry barriers. 

Defensive play 

First mover in product rollouts  
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business telephones. These wireless products helped mobile operators tap the fixed-
line territories. 

Diagram 1: DBA’s sales network in China 

Source: company data 

Growth drivers 

Before 2002, China Telecom basically monopolized the fixed-line telephone market in 
China. However, given the market potential and profit margins, the PRC public 
telephone market was opened up in 2002 and competition has since heated up. A total 
of 5.5m public telephones and 2.7m telephone booths have been deployed in the 
marketplace in China to date. 

While one may expect the increasing popularity of handsets will affect the demand for 
public telephones and telephone booths, we think that the perception is wrong as 
public telephones and phone booths are not a consumer product, they are part of the 
public utility services. Like any other utility, public telephones should be treated as a 
basic need for the society, especially in the less developed regions, not to mention the 
emergency purpose. 

We believe there are certain forces to drive the public phone and phone booth market. 
From the operators’ standpoint, phone booths can act as outdoor advertising for the 
company in addition to the revenue generated. Note that the annual revenue generated 
from the public telephones (i.e. an average of RMB1,660) is much higher than that of 
the household and office telephones (i.e. an average of RMB180) in 2003, according 
to CCID. 

As for the government, promotion of city images, building new highways (require 
more emergency phones), and the basic communication needs from the rural 
population will all demand new public phones. 

History of the public 
telephone and phone booth 

market 

Public utility service instead of 
a consumer product play  

Demand driven… 

…public phone generates 
almost 10x higher revenue 

than that of household phone 
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Our reality checks with the various telecom operators suggested they will continue to 
invest in the public phone business in the future (the investment is deemed to be small 
compared to other infrastructure). Moreover, increasing functionalities of the 
telephone booths (e.g. acting as an advertising stand) will provide the operators with a 
new source of income. Industry contacts suggested that operators can collect up to 
RMB6,000 advertising fees a year from each phone booth. The attractive profit margin 
remains the key rationale for telecom operators to continue investing in the public 
telephones and booths. 

Public telephone booths are characterized by their functionalities and designs. Public 
telephone booths have evolved from a standard stand (the basic function) in the early 
days to various designs to reflect the surrounding environment. Increasing 
functionalities of the telephone booths (e.g. acting as an advertising stand and solar 
power booth) have also prompted more telephone booth designs to emerge. 

Diagram 2: the evolution of public telephones in the PRC 
1999 2001 2004 

   
Source: company data 

Diagram 3: the evolution of phone booths in the PRC  
1998 2001 2005 

 
Source: company data 

CCID consulting company (a research institution under the direct control and 
supervision of Ministry of Information Industry) indicated that China has commenced 
the development of public telephone booths and public telephones since 1998. 
According to the Financial Rules for Telecommunication Enterprises of the PRC, 
equipment such as public telephone booths and public telephones of telecom operators 
have to be depreciated over 5 to 7 years. As a result, some of the early deployments 
have been fully depreciated in 2004 and the industry has generally reached a 
replacement cycle since 2005. In addition, rapid technological advancements (coin, 
smart cards, 3G, multimedia, etc) also lead to a replacement market. 

Reality checks support our 
view 

New source of income from 
phone booths – ad revenue up 

to RMB6,000 p.a. 

Replacement cycle has begun 
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CCID estimated that there was an aggregate of 2.17m units of public telephone booths 
installed in the PRC between 1998~2004. Also, around 3.45m units of public 
telephones were consumed in the PRC during the same period. Based on this 
information, we project that the demand for the replacement market for phone booths 
and public phones would be around 300k and 450k units respectively each year. In 
fact, around 30% of DBA’s current public phone shipments are for replacement market. 

We believe the promotion of the city image and the redevelopment of the old areas 
will also lead to new demand for public telephones and phone booths in China. For 
example, operators would invest more aggressively in phone booths toward the 
Beijing Olympic in 2008 and Shanghai Expo in 2010. Urban cities in China tend to 
install 1~2 phone booths for every 50~100 meters. In 2002, US had public telephones 
penetration of c.2% of the population, according to CCID. 

By contrast, China had only 4m public telephones (or just 0.3% of the nation’s 
population) in 2002. Assuming penetration reaches 2% in China, we estimate that 
there will be an additional 26m units of public phones. 

Boosted by the rapid development of China’s economy and the continuous 
development of the transportation and travel industries, we expect more toll roads and 
highways will be built in China. More importantly every single highway requires 
public phones for emergency purpose. In accordance with the industry practice, there 
should be one pair of public telephones for every 250~500m of highway. According to 
the Ministry of Communications, the length of national highways in China will be 
increased from 34,000km at end-2004 to 55,000km by 2010. We estimate that the 
demand for public phones in national highways will amount to as many as 168,000 
units or up 28,000 units p.a. during the period.  

Meanwhile, we believe there is still a significant demand for public phones in the rural 
areas, given the ongoing urbanization. A recent survey suggested that 60% of the 
population in China still does not have access to telephone services. According to 
China Market Yearbook 2006, over 50% of the country’s total population still lives in 
rural areas, where public telephones can offer an inexpensive means of 
communications. 

Table 4: population distribution in China 
(m) Population % of population
Urban 563 43.0%
Rural 745 57.0%
Total population in China 1,306 

Source: China Market Yearbook 2006; SBI E2-Capital 

Diagram 4: DBA’s wireless phone  

Source: company data 

30% of DBA shipments are for 
replacement market 

Event driven demand 

Low penetration of only 0.3%  

One pair of public phones for 
every 250~500m of highway. 

Urbanization of the rural areas  
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Public phones are sometimes deployed in the areas where the fixed lines are not 
available or areas that other operators have control over the fixed lines. In this case, 
the latecomer will usually choose to install wireless public phones. China Mobile and 
China Unicom have been the major buyers for this product in order to compete with 
the incumbent fixed-line telecom operators. Also, wireless public phones allow mobile 
operators to fully utilize excess bandwidth in the fixed line territories. 

Wireless business phones share the same advantages with wireless public phones. 
They have become getting increasingly important to DBA in the recent years. Revenue 
contribution has increased from nothing in 2002 to 13% (or RMB71m) in 2005. 
Consumers choose to use wireless business phones, given (1) they can operate in areas 
with no PSTN fixed-line network, (2) they provide functions such as hand-free and (3) 
they offer better sound quality compared with mobile phones. 

Wireless business phones have gained popularity in the marketplace, given its easy-to-
use (like a prepaid card). Mobile business users (like the insurance industry) have 
been a big fan for this product. The total annual market size is estimated to be around 
600k units. China Mobile as well as and China Unicom are also the major forces 
behind the market growth. 

Table 5: estimated public phone market size in China 

 
Total no. of public 

phones required
Total estimated phone booth demand in China (see the following table) 9,778,600
Total public phones demand (assuming 1.6 phones per stand) 15,645,760 
Total telephone public phones deployed in China as of Dec 2005 5,500,000 
Market potential for public phones in China 
(CAGR of 4.2% from 2005~2020) 

10,145,760 

Estimated annual public and wireless phones in China  1,726,384
New market for public phones (assuming deployment over 15 years) 676,384 
Replacement market for public phones 450,000 
Wireless business phone market 600,000 

Source: CCID; company data; SBI E2-Capital  

Table 6: estimated phone booth market size in China 
Regions Number No. of booths 

 required 
Total required 
phone booths

Provinces, Autonomous regions, Municipalities 31 2,000 62,000 
Prefectures 333 800 266,400 
Counties 2,007 500 1,003,500 
Townships 37,334 50 1,866,700 
Villages 658,000 10 6,580,000 
Total estimated telephone booth demand in China  9,778,600 
Total estimated telephone booths deployed in China as of Dec 2005 2,720,000 
Market potential for phone booths in China 
(CAGR of 6.6% form 2005~2020) 

 7,058,600 

  
Estimated annual phone booth shipments in China  770,573
New market (assuming 15 years deployment horizon)  470,573 
Replacement market for phone booths  300,000 

Source: company data; SBI E2-Capital 

With the capacity to offer various models, economies of scales and solid relationship 
with the leading operators, we believe DBA is in a good position to maintain its 
market position. In 2004, the total deployment of public phone booths and public 
telephones (including wireless business phones) in China were around 470k and 950k 
respectively. DBA commanded around an 11.9% market share for public phone booths 
and a 9.7% share for public telephones in China. 

Wireless public phones as an 
alternative to wire-line public 

phones  

Wireless business phones – 
up and coming… 

…a market estimated at 
600,000 unit shipments p.a.  

A market leader 
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Table 7: DBA’s market shares in 2004 
(k units) Public telephone booths Public telephones 
Total shipments in China 470 950
DBA's shipments in 2004 56 92
DBA’s market share (%) 11.9 9.7

Source: company data; SBI E2-Capital 

Diagram 5: DBA’s vending machines 

Source: company data 

According to CCID, sales of IC cards in the PRC will reach 689m units in 2006, 
compared with 571m units in 2004. In fact, the smart card market enjoyed a CAGR of 
12.7% between 2001~2006F. Among all the applications, telecommunication IC card 
market accounted for about 70% of the total. In China, it is not uncommon for 
consumers to buy prepaid cards for both the fixed-line and mobile telephone services, 
as the credit system is still immature. 

A smart card is basically a card that is embedded with a memory chip. A memory-chip 
card (for example, pre-paid phone cards) can only undertake a pre-defined operation. 
Smart cards, unlike magnetic stripe cards, can execute and process all necessary 
functions and information embedded in the card. Therefore, they do not require access 
to remote databases at the time of the transaction. 

Chart 3: smart card market in China 
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Demand for smart cards is on 
the rise… 

…as the credit card system is 
still immature in China  
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As one of the emerging selling channels for IC cards, smart card vending machines 
have tremendous growth potential. Currently, only 5~6% of smart cards are sold 
through vending machines, while the rest is sold through retail stores and shops. We 
estimate that there are around 30,000 units of smart card vending machines in China at 
the present time and they are mainly located in the coastal regions. 

We expect vending machines will gain increasing acceptance by consumers and 
operators, given the advantages of the low-cost 24-hour services, convenient POS 
locations, small space required, the ability to detect counterfeit currencies, the security 
system of preventing theft and burglary, the elimination of risk of buying fraudulent 
cards, and being ubiquitous.  

Purchase of smart card vending machines is not only limited to the telecom operators. 
We expect more utility operators such as gas and electricity operators will be 
increasingly interested in investing in vending machines to promote their services. 
CCID projected that vending machine shipments (including smart card vending 
machines) will grow 50~100k units p.a. in China in the foreseeable future. 

Vending machines are very popular in some developed countries like Japan and US. 
We believe that there are around 3.5m units of vending machines in Japan, while 
around 4m units in US. In other words, every 36 people share one vending machine in 
Japan and every 74 people share one in the US. DBA sees the market potential in 
vending machines and has received approval to include its vending machines in the 
National Torch Program in China. National Torch Program projects are those that are 
advanced in technology with good market prospect and high return. Qualifying for the 
National Torch Program, DBA will enjoy very favorable borrowing terms from the 
banks. 

Table 8: China’s “National Torch Program” 
Orders of priority for development 
Electronics and information technology 
Biotechnology and new medicines 
New materials and their application 
Mechatronics 
New energy 
High efficiency energy conservation technology 
Environment protection technology 

Source: Chinatorch.gov.cn 

DBA shipped around 4,200 units of smart card vending machines in 2005 (cf. 2,400 
units in 2004 and 1,500 in 2003). DBA is estimated to account for around 32% of the 
total market in China in 2004. The software of the vending machine is written by DBA 
itself, while the company currently sources the bill recognition technology from 
Canada. We believe smart card vending machines will continue to remain one of the 
company’s major growth drivers in the coming years. 

Table 9: DBA’s vending machine shipments 
(k units) Vending machines
Total shipments in China 7,700 
DBA's shipments in 2004 2,454
DBA’s market share (%) 31.9

Source: company data 

Only 5 to 6% smart cards are 
sold through some 30,000 

vending machines in China… 

…Only one vending machine 
for every 40,000 people in 

China 

Expanding footing to other 
arenas  

One vending machine for 
every 36 people in Japan and 

every 74 in the US 

First mover advantages  
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Table 10: estimated smart card vending machine market size in China 
 2003E 2004E 2005E 2006F 2007F
Total smart cards sold in China 493,000,000 571,000,000 630,000,000 689,000,000 751,000,000
% of smart cards sold thru vending 
machines 

2% 4% 5% 6% 7%

Smart cards sold thru vending 
machines 

9,860,000 22,840,000 31,500,000 41,340,000 52,570,000

 
Total shipments of smart card 
vending machines in China 
(CAGR of 39% from 2003 to 2007)

5,000 7,700 13,000 15,900 18,775

DBA's shipments of vending 
machines 

1,520 2,454 4,225 6,000 7,800

DBA’s market share 30.4% 31.9% 32.5% 37.7% 41.5%
Source: CCID; SBI E2-Capital 

According to the Annual Report of the Analysis of China’s Optical Fiber Network 
Market, the market demand for optical fiber will be increased drastically between 
2005 and 2009. In 2005, optical fiber demand in China grew 10% YoY. In 2006, 
FTTH (Fiber-To-The-Home) will be applicable in Beijing. In 2008, FTTH will be 
applicable in the major cities of the PRC while medium and small cities will begin to 
apply FTTH. The research report expected that the annual market size of the optical 
fiber market will reach around RMB2.3b in 2009, up from RMB1.8b in 2005. 

Chart 4: global optical fiber demand  
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Source: Corning 

Corning, a world-leading supplier of optical fibers, recently stated that wireless 
operators in China have been deploying optical fiber networks aggressively. Currently, 
China is the biggest Fiber-To-The-Building (FTTB) market in Asia Pacific, with 
accumulated connections of 5.4m in 2004. This represented 21% of the total 
broadband access market in China. There are two reasons why China is right for FTTx 
deployment. First, thanks to the telecom infrastructure boom in the 1990s, Chinese 
operators have invested heavily in new fiber rings deep into the metropolitan areas. As 
a result, running new fibers from these rings to buildings is not expensive. Second, 
China’s building boom of the last few years has seen millions of new homes and 
offices developed. In many cases, building owners have installed high-speed Ethernet 
infrastructure already, allowing users to access FTTB services easily. 

In contrast to Japan and Korea that deploy fibers for strategic reasons (e.g. stimulating 
domestic economic growth), telecom operators in China opportunistically use FTTB, 
coupled with in-building Ethernet, to offer broadband services compatible with ADSL 
in speeds/prices. At the moment, the uptake of FTTB services in China is mainly 

FTTH is no longer a dream in 
China  

Why FTTx in China? 

Why consumer uses FTTx? 
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driven by the superior price/ performance over ADSL, instead of any specific killer 
application reasons. Simply speaking, FTTB/Ethernet is sold as another choice of 
broadband access technology with speeds and prices comparable to DSL services. 

Broadband access based on ADSL and cable modems share one problem – a limited 
ability to upgrade bandwidth. Instead, a fiber has an economic lifetime that equals its 
physical lifetime (20 to 30 years) because of its vast bandwidth scalability. A single 
fiber can carry a capacity of about 1 million times the capacity over other current 
broadband access. As a result, FTTH has more scalable bandwidth, which implies 
significant market share and potentially turn into higher average revenue per user 
(APRU). In the longer term, as High Definition TVs (HDTVs) get more popular, 
consumers will be looking for broadband connections that can only be satisfied by the 
FTTH solutions to provide applications and services (e.g. video on demand). Even in 
the most compressed form, HDTV still requires more access bandwidth than what 
ADSL can handle for a single stream. 

Diagram 6: network using optical fibers 

Source: company data 

While DBA does not make the optical fibers itself, the company focuses on the last 
mile infrastructure and currently produces Optical Fiber Distributing Frames (ODFs) 
and optical passive devices for the telecom operators in China. China Mobile and 
China Unicom are the major clients for these products. 

Diagram 7: ODFs and optical passive devices 

Source: company data 

ODFs are designed for accommodating and organizing the optical fibers and pigtails at 

HDTV is likely to drive fibre 
deployment in the longer term 

Riding the optical trend 
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the distribution nodes of the telecommunication network. Optical passive devices are, 
on the other hand, primarily the optical fibers and pigtails designed to connect 
components between the ODFs and other components in the telecommunication 
system. Management stated that optical passive devices require high level of skills to 
polish the open end of the fibers and to connect smoothly to the other parts. 

Table 11: estimated market size for ODFs and optical passive devices 
 2004E 2005E 2006F 2007F
Annual broadband access increment in China 12,700,000 12,600,000 12,600,000 12,600,000
% of broadband access using FTTx 18% 21% 22% 25%
Estimated annual broadband access using FTTx 2,286,000 2,646,000 2,772,000 3,150,000
Total shipments of ODF in China 330,000 450,000 471,240 535,500
ODFs used for FTTx access 14% 17% 17% 17%
Total shipments of optical passive devices in China 4,800,000 6,900,000 7,207,200 8,190,000
% of FTTx 210% 261% 260% 260%
DBA's ODF shipments 8,970 13,111 15,600 18,400
DBA’s market share 2.7% 2.9% 3.3% 3.4%
DBA's optical passive devices 271,605 403,770 450,000 530,000
DBA’s market share 5.7% 5.9% 6.2% 6.5%

Source: MII; SBI E2-Capital 

Longer term plans 

DBA is studying the possibility of setting up its own smart card vending machines 
network to generate a new stream of income in the longer term. The initial rollout is 
likely to take place in Fuzhou where the company is located. Management indicated 
that selling smart cards can be very profitable and gross profit margins will be as high 
as 30~40%. As far as we understand, there is no licensing requirement to run vending 
machine business in China so long if the local authorities grant approval to install the 
machines. Other potential incremental revenues include adding crediting function and 
advertising space on the machines. 

Table 12: potential income from vending machine investment 
 2008F 2009F 2010F
Number of smart card vending machines deployed 200 500 1,000 
Number of card sold annually 
(Assuming each machine sells 10 cards a day) 

730,000 1,825,000 3,650,000 

Profit per smart card sold (RMB) 
(Assuming gross margin of 30~40%) 

20 20 20 

Potential income from selling smart cards (RMB) 14,600,000 36,500,000 73,000,000 
Potential income from standing advertisements (RMB) 1,200,000 3,000,000 6,000,000
Total potential income (RMB) 15,800,000 39,500,000 79,000,000

Source: SBI E2-Capital 

We estimate that the payback period for such investment will be less than a year, 
considering the low set-up costs and maintenance fees. For example, we estimate that 
deploying 200 units of vending machines would bring in potential income of 
RMB15.8m, while the equipment set up costs only amount to around RMB8m. This 
implies that the payback period could be as short as 6 months. 

Like other Chinese companies, DBA also expects to extend its business (including 
public telephones, vending machines, optical products, etc) to other overseas markets. 
DBA plans to initially target some emerging countries such as Cambodia, Indonesia, 
Malaysia, Philippines, Thailand and Vietnam. Management believes DBA can 
leverage on its industry experience and cost advantages in China for the overseas 
market. 

From OEM to OBM  

Payback less than a year 

Expanding to the overseas 
markets  
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To deal with rising demand for its products, DBA has decided to expand its production 
facilities. Management estimates that the aggregate production capacities will have an 
annual output of around 165k units of telephone booths, 425k units of public 
telephones and wireless business telephones, 75k units of smart card vending 
machines, 57.5k units of ODFs and 1.062m sets of optical passive devices by 2H07. 

Table 13: current and new capacity 
(k units) Current

capacity
 Current

utilization
Total capacity

by 2H07
%

increase
Public telephone booths 75 84% 200 167%
Public telephones & wireless business 
telephones 

125 92% 450 260%

Smart card vending machines 12.5 34% 79 532%
Optical distribution frames 17.5 75% 59 237%
Optical passive devices 482.5 84% 1,150 138%

Source: company data 

Cost analysis 

DBA managed to maintain its gross margin at around 40~42% in the past 3 years, even 
though some raw material costs have risen due to steel prices and oil price hikes 
during the period. Management claimed higher costs of acrylic and steel were mostly 
offset by the continuous downward price trends of key electronic components (such as 
PCB, DRAM…). 

Chart 5: cost breakdown in 2005 

Steel
22%

Acrylic
11%

Others
16%

Electronic components
51%

Source: company data 

Electronic components accounted for around 50% of total raw material costs, followed 
by acrylic (11%) and steel (20%). Note that the raw material costs represented 95.6% 
of the total costs. The company sources most of its raw materials in the PRC, hence 
minimizing exchange risk. Besides, cost hikes can sometimes be passed on to clients 
directly as the selling price will be set at the time of delivery for most orders. In the 
event that the selling price is fixed, DBA will try to fix its raw material costs with its 
suppliers before shipment. These arrangements will help lower the risk associated with 
material cost fluctuations. 

Financial analysis 

Net profit witnessed an impressive yearly growth of 50% and 32% over the last two 
years. The high growth mainly stemmed from strong shipment growth of public phone 
booths, wireless business telephones and smart card vending machines. Meanwhile, 
ASP has been quite stable for most of its products. Gross margins had been maintained 

Expanding production 
capacity  

Material cost hike mitigated by 
continuous downward 

electronic component prices  

Costs can be passed on to 
customers in most cases  

Profitability  
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at around 40% in the past 3 years on the back of continuous decline of electronic 
component costs. It is worth noting that effective tax rate increased to 15% in 2005 (cf. 
2.5% in 2003 and 2004) after the expiry of tax holiday for the last five years. DBA 
expects tax rate to stay at 15% over the next 3 years. In the last 3 years, DBA managed 
to keep net margin over 26%. 

DBA’s balance sheet is very clean. With strong positive cash flow generated from the 
businesses, DBA held a net cash of RMB150m as of Dec 2005. The company has been 
generating positive free operating cash flow in the last 3 years with limited capital 
expenditure. Accounts receivable turnover of 84 days is viewed to be low when 
compared with other telecom equipment suppliers. The company faces limited 
currency risk as most of the raw materials are procured locally and quoted in RMB. As 
sales are invoiced in RMB, the arrangement will act as a natural currency hedge. All 
told, DBA intends to pay out 30% of its earnings as dividend going forward. 

Peer group comparisons 

We have identified three Chinese competitors in the same industries for reference. 

Table 14: valuation comparisons with industry peers 
 Ticker Currency Share Mkt cap. PE (x) ROE (%) Gearing (%)
 Price (US$ m) 2004 2005 2004 2005 2004 2005
DBA Telecom 3335 HK HK$ 1.33 170.5 12.8 9.7 63.5 54.3 CashCash
Routon Electronics 600355 CH RMB 3.14 96.3137.1 NA 0.8 NA Cash 28.6
Xiamen Eagle group 600711 CH RMB 4.40 33.2 8.7 NA 24.7 NA 62.4 NA
China Transcom 
Technologies  

CTT SP SGD 0.105 9.45 2.7 4.4 14.5 8.0 18.6 Cash

Source: Bloomberg; SBI E2-Capital; Prices are as of market close of 19 Jun 2006 

Routon Electronic (600355 CH). Communication products (including billing meters, 
billing phones and smart payphones) accounted for around 51% of revenue (i.e. 
RMB72.4m) in 2005, followed by 46% for server business (e.g. network video 
surveillance servers). Communication products command gross margin of 30%. The 
company reported a loss of RMB111m in 2005, which mainly came from (1) relatively 
high management expenses associated with R&D, (2) pricing pressure in relation to 
server business from international competitors, and (3) slower than expected demand 
for high-end communication products. 

Xiamen Eagle Group (600711 CH). The Group’s principal activities are the 
development, manufacture and sale of network intelligence equipment, power mold 
block and communication’s software and hardware. It is also engaged in real estate 
business. The company has become a vending machine manufacturer after acquiring a 
domestic vending machine maker. Due to its lack of business focus and intense 
competition in the domestic property market, Xiamen Eagle Group reported net profit 
of only RMB5.9m in 1H FY12/05, down 47% YoY. 

China Transcom Technologies (CTT SP). China Transcom (formerly Snowcity 
International) manufactures telecommunication equipment (53% of 2005 revenue), 
data network equipment (16%) and transportation equipment (32%). The company 
offers both GSM and CDMA wireless public and business phones. Given the 
increasing competition in the telecom industry, the company suffered revenue decline 
of 46% YoY to RMB105m in 2005. 

It is also interesting to compare DBA with other utility equipment and similar 
communication plays. 

Cash generative business  

Comparisons among peers 
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Table 15: valuation comparisons with other capital equipment plays 
 Ticker Currency Share Market cap. PE (x) ROE (%)
 Price (US$m) 2005A 2006F 2005A
DBA Telecom 3335 HKD 1.33 170.5 9.7 8.1 54
Wasion Meters 3393 HKD 2.7 244 13.8 13.8 50
Enric Energy 8289 HKD 4.2 240 28.4 20.3 77
FONG'S Industries 641 HKD 5.0 359 10.2 7.9 31
Comba 2342 HKD 1.98 212 13.7 10.8 9
ZTE 763 HKD 24.1 3,208 18.4 15.4 12
Average   15.7 12.7 39

Source: Bloomberg; SBI E2-Capital; Prices are as of market close of 19 Jun, 2006 

Valuation 

We derive our target price using a combination of both DCF and Sum-of-The-Parts 
valuation methods. We use DCF to derive the present value of its telecom equipment 
business such as telephone booths, public telephones and wireless business 
telephones. Using a terminal rate of 3% and WACC of 15% (60% EBIT contribution 
expected in 2007), our DCF model suggests a fair value of HK$1.20 for these 
recurrent businesses. 

On the other hand, we apply target EBIT multiples to the high growth products such as 
smart card vending machines, optical distribution frames and optical passive devices. 
We derive a fair value of HK$0.59 for all these high growth products. Together with 
the expected net cash of HK$0.52 per share in 2007, we come up with a fair value of 
HK$2.3 for the company. As a result, we set our target price at HK$2.3 (or an implied 
11.3x FY12/07 PE), which is a combination of both the DCF and Sum-of-The-Parts 
methods. Translating into an implied 11.3x FY12/07F PE, we believe our target price 
is achievable, considering that other utilities play are trading at a much demanding PE 
multiples (table 15). 

Table 16: valuation model 
 EBIT contribution 

in 2007 (%)
Valuation

method
HK$m HK$/share

Public telephone booths 35 DCF 732.5 0.71
Public telephones  11 DCF 223.5 0.22
Wireless business telephones  14 DCF 284.3 0.27
Smart card vending machine  32 6x 2007F EBIT 500.6 0.48
Optical distribution frame 1 5x 2007F EBIT 13.4 0.01
Optical passive devices 7 5x 2007F EBIT 93.9 0.09
Net cash / (debt) 2007 Year-end 539.7 0.52
Total 100 2,388 2.30 

Source: SBI E2-Capital 

 

DCF and Sum-of-The-Parts 
valuation methods  
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Table 17: earnings model 
Revenue breakdown (RMB k) 2003 2004 2005 2006F 2007F 2008F
Public telephone booths 101,709 142,465 197,511 248,200 316,653 389,034 
Public telephones (8 models) 73,905 91,900 94,097 88,023 94,041 100,096 
Wireless business telephones (1 models) 9,831 25,981 71,368 86,580 119,556 144,256 
Smart card vending machine (8 models) 54,297 88,628 144,793 214,800 276,900 335,436 
Optical distribution frame 3,576 5,063 7,400 8,892 10,598 12,294 
Optical passive devices 21,934 30,433 42,714 48,150 57,240 68,670 
Total  265,252 384,470 557,883 694,645 874,988 1,049,785 
  
Unit shipments (units) 2003 2004 2005 2006F 2007F 2008F
Public telephone booths 41,109 56,004 63,384 73,000 86,281 103,494 
Public telephones 27,021 71,605 67,373 61,000 64,500 68,000 
Wireless business telephones 7,550 20,315 48,413 60,000 82,000 98,000 
Smart card vending machines 1,520 2,454 4,225 6,000 7,800 9,500 
ODFs 5,716 8,970 13,111 15,600 18,400 21,160 
Optical passive devices 150,430 271,605 403,770 450,000 530,000 630,000 
  
ASP (RMB) 2003 2004 2005 2006F 2007F 2008F
Public telephone booths 2,474 2,544 3,116 3,400 3,670 3,759 
Public telephones 2,735 1,283 1,397 1,443 1,458 1,472
Wireless business telephones 1,302 1,279 1,474 1,443 1,458 1,472 
Smart card vending machines 35,722 36,116 34,271 35,800 35,500 35,309 
ODFs 626 564 564 570 576 581 
Optical passive devices 146 112 106 107 108 109 
  
Gross margin (%) 2003 2004 2005 2006F 2007F 2008F
Public telephone booths 41 40 39 38 38 37
Public telephones  41 46 45 41 39 38
Wireless business telephones 39 39 41 40 39 38
Smart card vending machine 38 42 43 41 40 39
Optical distribution frame 34 38 36 35 35 34
Optical passive devices 34 40 42 40 40 39

Source: company data; SBI E2-Capital 

Risk factors 

 DBA’s products looks rather easy to make (i.e. low technology barriers of entry). 
The market may concern that competition will intensify after listing. While we 
somewhat agree with the fact that these products by any mean are not high-tech 
products, we believe the entry barriers are not as low as they seem on the surface 
as telecommunication business in China is all relationship driven. 

 Established connection with all leading telecom operators (i.e. 4 to 6 years of 
business relationship), extensive sales network across the country (e.g. 21 
representative offices covering 28 provinces) and good execution record (i.e. first 
mover for most lines of products) should continue to keep DBA’s competitors at 
bay. With the combination of all these important ingredients, we believe DBA 
should be able to maintain its market share going forward. 

 Renewal of Network Access Test Approval for telecommunication equipment 
(expiring in June 2006) is required. 

 Increasing popularity of mobile phones. 

Relatively low entry barriers  
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Appendix I: Company profile 

Business background 
 

Shareholding structure  
  Shares (m) (%)
 Mr. Yu Longrui and related parties 500.4 48.23
 Kenwell 249.6 24.06
 Public 224.4 21.63
 Chartered Asset Management 63.1 6.08

Total 1,037.5 100.00

DBA is engaged in the design, manufacture and sale of 
telecommunication equipment and related products, including public 
telephone booths (11.9% market share in China), public telephones 
and wireless business telephones (9.7%), and smart card vending 
machines (31.9%) under the DEBAN brand in the PRC. Looking 
back at the company’s history, DBA has demonstrated a very 
impressive execution record since its inception. The company started 
to produce telephone booths in July 1998 and that was the year 
China started to roll out public booths massively nationwide. In 1999, 
DBA started to make public telephones. In 2000, the company saw a 
significant demand for broadband services in China, and DBA 
proceeded to make optical equipment for the emerging optical fiber 
market. At around the same time, DBA started to make smart card 
vending cards, placing the company as the pioneer in the 
marketplace. The China public phone market was then opened up in 
2002, and DBA moved quickly to engage in the manufacture of 
wireless public and business telephones. These wireless products 
help the mobile operators tap the fixed-line territories.  

 
Note: post-IPO and after exercise of green shoe 
 

Management team 

Mr. Yu Longrui, Chairman and Co-founder.  He is responsible for the group’s overall management and strategic development. He has over 
20 years of management experience. 
Mr. Zheng Feng, Executive Director. He is responsible for the product and technology development. He had over 17 years of experience in 
the electronics and telecommunication product industry. 
Mr. Wu Yaorong, member of the advisory board. He provides consultations to the group in relation to strategic planning, operation 
management and technological guidance.  Mr. Wu used to work in the Ministry of Post and Telecommunications of PRC. 
Mr. Chan Wai Chuen, Executive Director, CFO.  He is responsible for monitoring the accounting and finance functions. He has 12 years of 
experience in financial control, capital market, corporate finance and M&A. 
Mr. Yu Qiang, Deputy Chief Manager.  He is responsible for the sales and marketing.  Before joining the group, he gained over 20 years of
financial and management experience in light industry. 

Corporate milestones 
 

Corporate governance issues 
1997: Starts to produce telephone booths in July 1998 
1998: Shipments of public telephones begin 

 

2000: Begins to make optical equipment for the emerging optical 
fiber market and smart card vending machines 

 

2002:  Shipments of wireless public and business telephones begin   
  

The company intends to pay out no less than 30% of profit after 
listing. 
More third party professionals will be employed to improve the 
overall management quality. 
Incentive policy for employees to collect outstanding receivables. 
The company set up audit committee, remuneration committee and 
nomination committee to improve operation efficiency. 

Use of proceeds 
 

Staff counts 
 
 
 
 

Estimated net proceeds of HK$285m, of which:  HK$m
Purchase of land & construction of new production facilities 69.8
Acquisition of advanced production equipment 65.0
Enhancement of existing products 28.9
Expansion of sales & marketing network in PRC and overseas 27.2
Development of FTTH products 23.0
General working capital Balance

 

A total of 582 staffs in different locations, of which: 
Management 30
Finance & administrative 28
Sales and marketing 109
Production 366
Research and development  49
 

Expansion plans 

To build new factories. 
Expansion of sales and marketing network nationwide and in overseas markets 
Development of FTTH products 
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Appendix II: Qualitative analysis 

Strengths 
 

Weaknesses 

Extensive distribution channels. 

Established relationship with the leading telecom operators. 

Experienced management with excellent track record of execution.  

Economies of scale in production. 

First mover advantage to launch vending machines and wireless 
business telephones in the marketplace. 

 Low- technology entry barriers. 

Client concentration. 

Product concentration. 

 

Opportunities 
 

Threats 

Increasing number of sales offices in PRC and overseas.  

Significant potential in smart card vending machines, given it is still 
in the emerging stage. 

ODF and optical passive devices will benefit from the aggressive 
rollout of FTTH. 

Replacement cycle for public booths and public phones has begun
since 2005. 

 Market consolidation may raise price competition. 

Increasing usage of handsets may lower the demand for public 
phones. 

Rising raw material costs. 

Competitors 
 

Entry barriers 

Public telephone booths: Chint 

Public telephones and wireless business phones: Routon Electronic, 
Shenzhen PBT, Shenzhen Baitong Industrial, & Alcatel. 

Smart card vending machines: Xiamen Eagle Group, Routon 
Electronics. 

Optical distribution frame: Nanjing Putin Telecommunication 

Optical passive devices: Nanjing Putian Telecommunication & 
Shanghai FoCI fiber optic. 

 Established relationship with the leading operators. 

Extensive nationwide sales network with 21 representative offices 
covering 28 municipalities, provinces and autonomous regions in the 
PRC.  

Network Access Test Approval license is required to produce such 
equipment. 

Customers 
 

Suppliers 

The top five leading telecom operators in China (including China 
Telecom, China Netcom, China Mobile, China Netcom and China
Tietong) contributed 98% of revenue in 2005. 

 Most suppliers are local steel, acrylic and electronic component 
producers. 

Top 5 suppliers accounted for 70% of total procurement in 2005. 
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Appendix III: Financial analysis 

Turnover breakdown by product (FY12/2005) 
 

Geographical breakdown by revenue (FY12/2005) 
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Gross margin trends by business segment 
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Appendix IV: Infopage 
P & L (RMBm)  04A 05A 06F 07F 08F Cash Flow (RMBm) 04A 05A 06F 07F 08F
Year to Dec    Year to Dec   
Turnover 384.5 557.9 694.6 875.0 1,049.8 EBIT 122..8 174.1 206.5 257.0 297.6
% chg 44.9 45.1 24.5 26.0 20.0 Depre./amort. (3.5) (2.9) (6.2) (21.9) (21.9)
Gross profit 161.3 231.8 275.5 341.0 398.6 Net int. paid 3.0 0.2 (0.4) (0.5) (0.5)
   Tax paid (8.6) (23.0) (30.9) (38.5) (44.6)
EBITDA 126.4 176.9 212.7 278.9 319.4 Dividends received   
Depre./amort. (3.5) (2.9) (6.2) (21.9) (21.9) Gross cashflow  113.7 148.4 168.9 196.2 230.7
EBIT 122.8 174.1 206.5 257.0 297.6   
Net int. income/(exp.) (2.3) 0.7 (0.4) (0.5) (0.5) Chgs. in working cap. (26.4) (59.6) (21.1) (38.9) (33.4)
Exceptionals - - - - - Operating cashflow 87.3 88.8 147.9 157.3 197.3
Associates - - - - -   
Jointly-controlled entit. - - - - - Capex (0.8) - (50.0) (150.0) (50.0)
Pre-tax profit 120.5 174.8 206.1 256.5 297.1 Free cashflow 86.5 88.8 97.9 7.3 147.3
Tax (9.7) (27.8) (30.9) (38.5) (44.6)   
Minority interests - - - - - Dividends paid - (64.6) (44.1) (52.5) (65.4)
Net profit 110.8 147.0 175.1 218.1 252.6 Net distribution to MI - - - - -
% chg 49.4 32.6 19.2 24.5 15.8 Investments - - - - -
   Disposals 0.2 - - - -
Dividends - (64.6) (52.5) (65.4) (75.8) New shares  - - 322.2 - -
Retained earnings 110.8 82.4 122.6 152.7 176.8 Others 8.8 14.7 13.8 44.6 44.7
   Net cashflow 95.4 39.0 389.8 (0.6) 126.6
EPS (RMB) - Basic 0.142 0.188 0.169 0.210 0.243   
EPS (RMB) - F.D. 0.107 0.142 0.169 0.210 0.243 Net (debt)/cash - Beg. 16.0 111.5 150.5 540.3 539.7
DPS (RMB) - 0.062 0.051 0.063 0.073 Net (debt)/cash - End. 111.5 150.5 540.3 539.7 666.3
No. sh.s o/s (m) - W.A. 780.0 780.0 1,037.5 1,037.5 1,037.5   
No. sh.s o/s (m) - Y.E. 780.0 780.0 1,037.5 1,037.5 1,037.5 Revenue Breakdown (RMB k) 04A 05A 06F 07F 08F
No. sh.s o/s (m) - F.D. 1,037.5 1,037.5 1,037.5 1,037.5 1,037.5 Public phone booths 142,465 197,511 248,200 316,653 389,034 
   Public telephones 91,900 94,097 88,023 94,041 100,096 
Margins (%)   Wireless business phones 25,981 71,368 86,580 119,556 144,256 
Gross 41.9 41.6 39.7 39.0 38.0 Smart card vending machines 88,628 144,793 214,800 276,900 335,436 
EBITDA 32.9 31.7 30.6 31.9 30.4 Optical distribution frames 5,063 7,400 8,892 10,598 12,294 
EBIT 31.9 31.2 29.7 29.4 28.3 Optical passive devices 30,433 42,714 48,150 57,240 68,670 
Pre-tax 31.3 31.3 29.7 29.3 28.3    
Net 28.8 26.3 25.2 24.9 24.1 Shipment Breakdown (units) 04A 05A 06F 07F 08F
   Public phone booths 41,109 56,004 63,384 73,000 86,281 
Balance Sheet (RMBm) 04A 05A 06F 07F 08F Public telephones 27,021 71,605 67,373 61,000 64,500 
Year to Dec   Wireless business phones 7,550 20,315 48,413 60,000 82,000 
Fixed assets 21.7 18.9 68.9 218.9 268.9 Smart card vending machines 1,520 2,454 4,225 6,000 7,800 
Intangible assets   Optical distribution frames 5,716 8,970 13,111 15,600 18,400 
Other LT assets 1.8 1.8 1.8 1.8 1.8 Optical passive devices 150,430 271,605 403,770 450,000 530,000 
Cash 111.5 156.5 546.3 545.7 672.3   
Accounts receivable 98.2 159.1 180.6 218.7 251.9 ASP (RMB) 04A 05A 06F 07F 08F
Other receivables 20.9 25.0 31.3 39.4 47.2 Public phone booths 2,544 3,116 3,400 3,670 3,759 
Inventories 17.2 17.2 19.5 23.6 27.3 Public telephones 1,283 1,397 1,443 1,458 1,472
Due from related co.s 0.8 - - - - Wireless business phones 1,279 1,474 1,443 1,458 1,472 
Other current assets 0.1 - - - - Smart card vending machines 36,116 34,271 35,800 35,500 35,309 
Total assets 272.2 378.4 848.2 1,048.1 1,269.4 Optical distribution frames 564 564 570 576 581 
   Optical passive devices  112 106 107 108 109 
Accounts payable (8.5) (9.9) (12.6) (16.0) (19.5)    
Other payable - - - - - Shareholding Structure    
Tax payable (23.4) (32.3) (37.7) (45.4) (54.1)    Share o/s (m) %
Due to related co.s - - - - - Yu Longrui and related parties   500 48.2
ST debts - (6.0) (6.0) (6.0) (6.0) Kenwell Investment holding   250 24.1
Other current liab. (10.5) (18.4) (21.0) (23.0) (26.0) Public   288 27.7
LT debts - - - - - Total    1,038 100.0
Other LT liabilities - - - - -   
Total liabilities (42.3) (66.6) (77.3) (90.4) (105.6) Key Ratios 04F 05A 06F 07F 08F
   Net gearing (%) Cash Cash Cash Cash Cash
Share capital 30.1 30.1 55.1 55.1 55.1 Net ROE (%) 63.5 54.3 32.4 25.2 23.8
Reserves 199.8 281.7 715.9 902.6 1,108.8 EBIT ROCE (%) 61.8 63.6 37.7 29.5 27.9
Shareholders' funds 229.9 311.8 770.9 957.7 1,163.9 Dividend payout (%) 0.0 43.9 30.0 30.0 30.0
Minority interest   Effective tax rate (%) 8.0 15.9 15.0 15.0 15.0
Total  229.9 311.8 770.9 957.7 1,163.9 Net interest coverage (x) 65.2 n.a. 489.3 571.1 661.3
   A/R turnover (days) 76.7 84.2 89.2 83.3 81.8
Capital employed 229.9 317.8 776.9 963.7 1,169.9 A/P turnover (days) 12.9 10.8 21.9 12.4 33.9
Net (debt)/cash  111.5 150.5 540.3 539.7 666.3 Stock turnover (days) 19.2 11.3 9.6 9.0 8.9
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