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FERLIHEE® sales ratio of products
PR R (%) =TS & E/ TALE=E ) X100%

2.3

RMAZEFIDE profit ratio of cost expenditure
AR RS () = RE AV A 2 LR X 100%.

2.4

BEFEREREE contribution ratio of total assets

RBHEFTIRE (%) = (FEASHESRIIHRESIHD /ST 5 BEX 100%.

2.5

¥ RS E® The output value of new products
Pt ER O =R SR TR FHE X 100%.

2.6

LR patent right
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2.7

BRI trademark right
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