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“Make the world Beautiful, Make People Happy”

IN THE F Believes that fashion exists for people,
and that people should be the top priority.
IN THE F, as leading Korean fashion company, views it as the ultimate aim
and mission to make the world beautiful, and to realize a world where people are happy
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Letter From The CEQO

WE, at IN THE F, are pursuing the dream of becoming the leading global
fashion company with a creative corporate culture.

Determined to create a new culture, we are going to open up the future
fashion markets actively and enthusiastically.

Taking more powerful steps toward the wide global stage of the 21st century,
we will grow to become a global fashion company representing Korea
through swift and continuous change and innovation,

At the same time, we will serve our customers with highest design and
quality, upgrade our brand value through efficient management, and fulfill
our social responsibility through various social contributions in which we
share with the community.

Keeping in mind that only a company walking on the right path can maintain
its good reputation for a long time, we promise that IN THE F will lead the
future fashion culture through value creation for customers, a healthy
business culture, and transparent management.

Customers, please give us your continuous interest and support.
Chief Executive Officer Soo Geun Son
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History
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00. 03. 30 JOINUS was chosen as No.1 women's appare! brand by Korea Management Association.
“JOmUST FIRACE L WE (MR E i)

01. 06. 28 won the Best Value Managament Company of 2001 by Korea Management Association.
ST RO bR AT 2001 SE BT E AR
07. 04. 10 Merged by SEA-A Trading CQ. LTD
SAE-ABTE 1) T Mas
07. 12. 14 Changed name to “IN THE F*
H R I THEE
08. (2. 29 Merged casual brand “TATE"
YRR R TATE"
08. 10. 15 Grand Dpening of Gaeseong factory in North Korea
FET) 38T
09. 11. 17 Launched sports brand "FREDDY"
SEARIENE FREDDY" ST 8 RSy
10. 02. 19 Launched men's brand "s+by trugen”
il v S FRE ™S+ hytrispen”
10. 04. 12 Launched luxury brand “BORBONESE"
- #1567 R "BORBONESE”
13.12.09 INTHEF Gallery SAE-A store open
INTHEF Gallery SAE-AJE Hlk
14. 04.11 INTHEF Gallery gang dong stora apen
INTHEF Gallery [E 8 Holk

14.11.27 BIND Coexmall store open
BIND Coexmall Frik




IN THE F Value

CREATION

IN THE F aims to become a first class global
fashion company with a creative corporate culture.
It suggests a new fashion paradigm through creative ideas
and creative designs, leading culture and trends
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TRUST

IN THE F is a frustworthy company consisting of
waorkers full of trust in, passion for, fashion.
With korea's best distribution network and brand-managing
strategy maintained over 30 years, it pursues the highest
levels of customer trust and brand values.
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GROWTH

IN THE F, through its steady and healthy growth,
will continue to be a company in which customers,
stockholders and employees share happiness.
It will fulfill its social duties through social contributions
designed for living together with the community.
Base on the best production and distribution infrastructure in
Korea, it will lead the future of the global fashion industry.
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o BRAND

Women's Wear

JOINUS

COMPAGNA

Men's Wear

TRUGEN

Casual Wear




JOINUS

Concept

Urban Stylish Character Brand

‘Rational and Luxurious Fashion Life' expressing both the refinement and
inner feminity of the urban woman
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Target Image

- Urban career women

- Women exuding refined beauty and high quality

- Self-confidence expressing a dignified appearance at any place
- Not follow trend but Stylish and elegant fashion style

- Express style with young mind
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Age Target Production by Line
EbriH s F i 7 i R 5
e - Luxury 10%  #5% 109%
Main; 3843 -Formal 30%  E% 30%
Sub: 30~49 - Casual 40%  fAIH 40%
FER: 8038 - Hot Trend 20% #i 20%
EHEHE: 30298
Price range per item (Unit: Won)
T RITRER
The Price Range of Suit /% 199,000~399,000
B Main liame Jacket / %5 159,000~299,000
ERMR Dress  Pants/ B 99,000-159,000
Magess  Skis /¥T 99,000~149,000
Coat / X4 299,000~699,000
Fur, Leather / g€ 299,000~5,990,000
Down,Padding / s+ 199,000~499,000
Jeans /47 99,000~149,000
Bag / it 99,000~199,000
oA Muffler / gt 58,000~99,000
Sale network Own shop 4, Road shop 176, Department Store 20
W LR HEE  AEE HHES

Brand Positioning & i s fi

JOINUS

Sl Manual %815 7%




COMPAGNA

N
ANASRAFTO

‘

Concept
Refinded Romantic Styling

Based on the soft and refined feminine sensitivity it suggests a
“Lifestyle with a Restrained Urban Sense”

DA T 4R A9 20 S LR,
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Target Image

- urban women such as lecturers, office ladies and those in professions.
- working women who enjoy different leisure activities

- women who prefer stylish garment for stand out

- women conscious of trends and pursuing individuality
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COMPAGNA

Age Target Production by Line Brand Positioning & fi# &1
H AR MR AR 3]
’ -Femine Dress Up 30% % 30%
Mk doesd -Neo Classic 40% %3 40%
Sub: 38~42 -Comfortable 30% i 30% HIGH PRICE
TEE: 2%
SR 38428 T
* MOAA
e « DZAT S0
Price range per item (Unit: Won) o
PR R
—— CONSERVATIVE ; ; 7= ; — ; ; PROGRESSIVE
The Price Range of Suit / % 248,000~568,000 vt s COVPAGNA
The e lzine Jacket/ %32 138,000~498,000 T g
B2 UL Dress  Pants/ ¥ 78,000~158,000 R '
gk Skits /BT 78,000~158,000 * QUVA TASSLER
Coat / ke 238,000~1,180,000 erssling
Fur, Leather / % 198,000~7,980,000
knit, Sweater / £#& 48,000~198,000 i
Jeans / 4-{7# 78,000~178,000
ACCasso Shoes / K # 129,000~149,000
HAh Belt / B4 59,000~78,000 Sl Manual 5 #E%
Bag / szta 89,000~299,000
Sale network Own shop 6, Road shop 86, Department Store 15, Discount Store 9
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www. trugen.co.kr

TRUGEN

TRUE STYLE

Concept

Gentle Contemporary
It suggest casual for heritage classics with modern sensibility

R B ELSE I AT RDIIR R 5

Target Image

-‘Trendy Urban Businessmen' who know how to express
themselves with fashion fitting TPO
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TRUGEN

Age Target Production by Line Brand Positioning gz (i
SETREE: Fog FEER RS
4 g - Suit 50% 1ESE 50%
Mid 20's - Mid 30’s - Casual 40% KB 40% HIGH PRICE
20304 - Accessory 10% 1 10%
LI 3
- WSS, o T AN
o LD AL
o i PR LT
LD e i.(-““ - WEREID : 1 o
Price range per item (Unit: Won) == o B i
FER AR e CONSERVATIVE = CONTEMPORARY
The Prics Range of Suit/ % 398,000-598,000 " w1
tha Main foms Coat / K& 399,000-649,000 o o
s PN NG
ERF R Dress  Jacket/ 55 249,000~399,000
fdk2  Shits/## 39,000~109,000
Knit / 441 69,000~149,000
Sweater / E4 109,000~199,000 |
Pants / 109,000~169,000 i
Jumper / 329,000~449000
Kacest Necktie /4t 29,000~49,000
HA < Belt / & 49,000~69,000 Sl Manual 481§ #E 4

Sale network Own shop 2, Road shop 55, Department Store 23, Discount Store 40
i 48 TR HEE RS BHES s







Concept
Modern Contemporary

Be inspires by New-York style that express modern, unique and edges styles
AESRETEARS s R A T T K

Target Image

- Style-setters pursuing their own style and en joying trendy sensibilitie

-iE3R B R RS, EZHTE B RES 158, BRI A R R




Age Target Production by Line
EEa(et cfea s 7= i #5
; 3 - Suit 35% 4 35%
20's - 30's - Casual 455% ki 55%
20:30 % - Accessory 10% 4 10%
Price range per item (Unit: Won)
J et 1l 2
The Price Range of Sult/ ik 398,000~638,000
kol Coat / A& 399,000~299,000
ERE S Dress  Jacket/ 279,000-399,000
Bidtze  Shids/#HE 79,000~149,000
Knit / £t£8 839,000~149,000
Sweater / T4 109,000~189,000
Pants / #F 109,000~189,000
Jumper / kg 349,000~599000
Amsury NBEklIB J’“* 29.000—49.00[}
oy Belt / ma 49,000~69,000
Scarf / #0 49 000~69,000
Sale network Own shop 2, Department Store 15, Discount Store 5
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Concept

European Modern Stylish Casual

It suggests a new look harmonizing the classic and the modern through a progressive
re-evaluation of them, and making mix & match possible

IS E LS 1, JESRATE . BRNHTER

Target Image

College students and beginners of social lives who, while pursuing high-end values,
have a rational consumer mind, and trading-up tendency in consumption
because of their aversion to mass value casuals.
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TATE

Age Target Production by Line Brand Positioning 5=
ElfRiH & 8 i 7R
Main: early 20s =R =8 o
: - Black Label 21% MLt 21%
Sub: 20~33(2033 generation) - Accessory 10%  fih 10% i PRICE
LR 20530
Rk 20208 +BYSTEM
« TIVE HOWRE
CLUG MONAOD «
Price range per item (Unit: Won) 200, + CODES COMRE
s
PRI e £l ==
The Price Range of T-shirts /T4 19,000~89,000 LR -
e ek oy Shirts / 41 43,000-89,000 = ERA
LR AR Dress  Sweater / £ 59,000~99,000
[BaEde  Pants/¥ET 49,000~99,000
Skirts / #F 49,000~79,000
Denim / £=4F 59,000~109,000
LOW PRICE
Accessory  Accessory / ifi il 29,000~189,000
ot S| Manual &8 HE 4
Sale network Own shop 4, Road shop 36, Department Store 69
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Binding Culture, Lifestyle, Fashion, Music, City...and...
be BIND

New conceptual, complexly editorial shop ¥l =E S RiEIE

Our age, picky taste, unique interest, character, experience, etc. ..all these are just different.
What we are enthusiastic for, what binds us as one are always what we are idolizing.
The place that communicates with the world and let peer group culture united and binds them.
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Future in Fashion

INTHE F -

21, Teheran-ro 104gil, Gangnam-gu, Seoul, Korea





