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Page 02 MARKET ANALYSIS

EigsxRAE RN “=FEARWL

D)
N

Hyper-Competition

QO ERNH™E: "Rz ER, mIEAN
TIERRIN S AR, %'Jz\ﬂ%ﬁ%@ﬁ'ﬁwo

O TRREF. ZmiEiin, HNMUBHNE,
SHIERLZ, BHEREERS.

51T BV ?Jlsﬁiz

- ARER] SRR

RER]

Low Margins

A EEF: [ EAA (ACoS) BEF LK,
ME TR N R ARHEHERE,

A BREFE. cERERSEals
W ik, EF=iaHkEEZE,

X

MEMRIN

Traffic Bottleneck

© WX 2 BB RENTN, FAlL
RETUTR M, (T,

O B—XK: =P —FaizE, H
mERNEMEESREEHS N,



Page 03 STRATEGIC SHIFT

W RE: EIENEESEHE?

R AR E

/p\é&%yﬁﬂ ﬁ}\ “FEK}J/ 4‘57_7[1” m “,—\—.
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BTBERA S EEETHEN TS

BEFORE

PORIRX: ISR

O NERE FArA 5 “KLEW

MR Z 2O MEETAE LT, BREAN T REF B REN
[E ‘BRISH BAZS MIEEENZFEZL,

O ZioEs

Lij‘E\Ev ‘T—” ~ T

]
3

I

IRAIK S % 2o BX

R

Physical Shelf

"G LB RKEBATENR, BEIEHIE & 9% FSEE/E, "

0

SRARBTER

@ HNEET0% L ML TEEM

HRBETEBAR, MEkR. MBEEXLSMN

, ¥1)8 Target, Home Depot %0 i i

B8, B EIERGERE.

HRER B AT
MBI FSSEs
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N AEHEEE

ETH NREMEN=ZARZLZESENE

(ZH

BT 23

Competitive Shield

Q@ RATmERS: 2 FIZRTEIERE, NI
ks, —BAIh EZR, BIEmhdiE
T 99%HYZ_ERIPLIRSESE 5,

Q@ FEHRNE: WEERTIREBINISEURE
&, THENEAES MmRMErIR A
Rzl

R IRSHE?

ld

A= 8]

Higher Margins

Q@ REmth: BEXBNEENRE, B
BEBANREE BRES), REBSTE

EAFEESH RN T8l

Q BREM:. WETEENEANEN, B
e £ RERRAET BIEE, Kl
RIS R o

W
AR AT A]

Brand Moat

Q@ =EEEN: B4 S T BB mEE(E
ERE, SKIAE RN R B L8R,

Q@ ETR. RUELENZEEREAN,
TR E L N KEAR RS T .
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TARGET CORPORATION

"Expect More. Pay Less." — FAF=REATE S AR

22 BiREHAE a N\FFER
B 18445 ERDFRE, BREIHE. 8ES R B4 (By Invitation Only)
A E B T 1

TAFNTEE, FBEDINEEFN T W ARSENBZHE,
AR 7 28 R B A AR o
FHRRE - HEEY SREE

TARGET

Minneapolis, Minnesota

A ZONEXES (Pain Points)
S110 B+

01 02 03
Annual Revenue ( = 3
. =
SESTENEEES ) BEMEG KPI HEREHIT
l 950+ 7= @ /8% (Packaging) AFG & Target THA R R BOIR SR B A DR AR R T @A ESG 5 AN AR
) HENEANSES, BLENRK. BIEREEIEIET, AR R, A, BB E RIS,

Offline Stores

Nationwide

Coverage
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MACY'S INC.

"America's Department Store" — BN SEAKRES M

w

MACY'S

New York, New York

$23.5 B+

Annual Revenue

500+

Offline Stores

Mall Locations

Primary Coverage

2 BImEHE

B mEBURESHEIOREEHE, EUL N IEYE
¥5AR5.

ZguEsE  mEBUR ARt

A BONEXES (Pain Points)

A T
TR EE EHEAEEENK
SHENE R R e E ™ ERmEEE—
7%%2?, ?E?ré%i%?ﬁ%ﬁ"\%c SNEFHEETT (Soc

S N\EER

BIEHIZE (Invitation Only)

RIGREEEER, BHEEMAMZLEEETF (Category
Buyer ) FETmEN B,

02 03
[~
TE | B ZE R
EMMIZE& E L, E E=Z TIE%J?%Gﬁﬁ%/&T%ﬁ%WFU
ial Proof) LImshiieE, NEEMTE, ST EEREERE,
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THE HOME DEPOT

"How Doers Get More Done." — 2B ANKREZER

A

& WIHEM O EAED
p 4 ¥ THM: SHREEETHNLTNSE, RETL RO AMBE—LTE

ENT hREST W AEE.
) FEFEEBT, REBRMWZ2MERTLGS. RBUL/ETL
INEBIF= AR N RS 2,

RENE Z A AER (Pro) DIYEF

THE HOME DEPOT

Atlanta, Georgia

O ZONEMES (Pain Points)
$152 B+

Annual Revenue e ol 02 o3
S ul Ve
BESREEM EESHNEEY = R IAIE
) 300+ PG EERE IR 5 22N BRI EETE (OTIF) 555 BB IS = RN AR
) (UL/ETL), RS o stk PAIEESISER, URSEUE SHEBLENR, BER™8% UFH.
Offline Stores EMRet, Pe
Nationwide

Coverage
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LOWE'S COMPANIES

"Do it right for less. Start at Lowe's." —

P

LOWE'S

Mooresville, North Carolina

S97 B+

Annual Revenue

1,700+

Offline Stores

Nationwide

Coverage

REBEMNE LR

T BmEE

B RENZSHER, (DYers) ftbHome Depot,

BMERS EBRES LT HEES,

KREEDIY  wiERIF W BEEZ

A FZONEHER (Pain Points)

01
®»
T

FRENEFEZOEENOIETLE,
BEES WWW*%Wﬂﬁ&/J

8 N\HEN

FE Line Review Y&k

ﬁmJLL**lwme Revm&v%& PiEms, FTmkEE
B TIR R T E M.
9 02
(M e
Xig D E BEETINE
gyﬂﬁ[AWE\D]/\ ﬂﬁﬁ[tﬁ/ \jfliF /J; = %GQ;I%/\W \/ff

B ERE IENERMERER,

:Jﬁj 45/7%% ’ju/q:ﬁt/J: ;

BEELESSK

03

BB,
FE N ERL

P

=<
=
B3
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WALMART INC.

"Save Money. Live Better." — BE®

k

WALMART

Bentonville, Arkansas

S611 B+

Annual Revenue

4,600+

Offline Stores

Yol PN N |

et EATEHA

B KHRETD), BEEFWRER. BRREIENLL

5 R,

RN —uaEY) BN

A ZONEHES (Pain Points)

®

EDLP & {8 %

"Every Day Low Price" ZRB&E KR/ 7
B&IRERZFNINMALEN, FET
B AR B ESRo

vl

) EERK: BB
N 5755

SEBES (Headquarters Driven)

KRR EEER, FEEEAFBEMHNEENSTNHEFE R,
BT EFE Line Review # N\,

HNVENRSEE ES=ES
WMIME & EEE 4,600+ K JEBIK MEERERTRRE, STEIR
MIEMHIEET], BT E B, ENTIES, N2 mkS.
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AMAZON

AMAZON

Seattle, Washington

No.1

Product Search

Whole Foods
AL

Global

Market Coverage

it BAREHA @ S1EES
BOES: 2 EELIYE, BaMIRERRE FBA/ FBM & Uh4hekis

Primez RS AERFR2ER B

Primes R TR IE TN IRT)

O NE5iEEA (Pain Points)

01

KBEEM
B B B L S IEPER
(UL/FCCS), MBTERIAEIG FRN

B2o

FBABBRPrimelN 2, FBME NN, & &G BTN
(Reviews). FEAIAITIMNMESBrand Registry T &,

02 03
l~ L ),
I E5%1K i ERSE
IENRER A BYE, ERANisE Zi@id Brand Registryift 1T REH R,
PPCI &5 EMAL(CRO) ALEEH] EEEERESEN, FRIFRERT.

\;‘\ﬂ o
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TJ MAXX / MARSHALLS (TJX)

"Brand Names. Amazing Prices.” — i1 ZENREERT

.

TIJXCOMPANIES

Off-Price Retail Leader

S54 B+

Annual Revenue

4,800+

Global Stores

Off-Price

Retail Model

VARSS

Q HirEHE

EfR: NSRBI REIETF (Brand Hunters)o FAET
FIERISEESENEE R, EX"FE" Tl

IERFRL  SHOEE PEDEEE

A ZONEXESR (Pain Points)

01
& ']
FNM/EEFETRE BREHER
FEELEERBE O (Buying
Windows), —BEdZ=T4EXR, B

MEIRIFRIIT &,

FEEESREW B, BRFEHN
JEFRY 2, BNRHNERSHT
BHINEAR (Re-ticketing)o

I RIEET

HI=TUXM (Opportunistic)

SRELEEXVEL, BEREEENREEEESREAREM
REWE, BEIREEET,

02 03
B
MBS HEE

RIGNIRAL (Deep Discount), FHEH
ZEMNEERA, LURERT RE]ZHE"
BT &EA,
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COSTCO WHOLESALE

"Quality at the Best Price" — = Rl SRR

COSTCO

Issaquah, Washington

S242 B+

Annual Revenue

850+

Warehouses

Global

Presence

et EATEHA

B REMEXRWZF. MERSHREENE, B

KIRENEN L, STIREREITAALEX .

=AM HEXNE  ERER

A ZONTEHES (Pain Points)

01

&

RE I e =A%

EZIIERIFECEETRR Club Pack
KB (Pallet Display)s

M REEAR

IRAE, —BBARIIBI AR

& N\HEN

A8 8 S (Invitation Only)

KRR EEF, TR EMEZLOMEELTF (Category
Buyer), FIBII AR AT EIRVEE REAZ,

02 03
*
4
HREBIERIE
WEmAEEREENR, BIRERAYL BEELEY Roadshow D)D \75



Page 13 MARKET BARRIERS

N+ ABBIRSE M LUR

e fE?

The Invisible Walls: FERTMZE EZE FNEMPY “=AZROER"

Q
EE5A

Obstacle 01: Information Gap

X MELARAIZORIGEIE (Buyer) WESRIERIEEST
%o

X EARZRANZERZE, RZEMRIDERE,

CORE NEED

- Direct Access (ELIZfIX)

SR

Obstacle 02: Compliance Shackles

A EXNERRETENTE, B—2FEEHELAE
(Sl = 1N

A =UEAR. EXRNEDIRGNE. FToiNEEEH

Fto

CORE NEED
A Turnkey Solution (—¥5=)

\ V)
EERS

Obstacle 03: Trust Deficit
. RZEEALTRBERERSHEE NMHEEHIEN
H e

SELRBARZERNEER, EHIRIFN"ILE"
[
HIRASH

CORE NEED
# Local Credibility (=== F8)



Page 14 COMPLIANCE & REGULATIONS

RIERME S i&iﬁ%iﬁ)ﬂu

OO NIERERNE . BEGH MmrAG TR

B TR & WEEE ), R '51}\11E
Entity Qualificatio Financial Settlement [nsurance & Certs
© HEEAFTH © ACHZfIx#s © BULAELR
US Entity Formation Automated Clearing House SIM - S2M Coverage
@ EIN/SSNEIE Q EHBERKS @ UL/ETLREINE
Employer ID Number US Bank Account Safety Certification
© W-8BEN-E R © EDI XEEEES] @© FCC/FDA b )i}
Tax Status Certification Electronic Data Interchange Federal Compliance
Q HEEILRHE @ Net30/60 Wk © CPSIAJLEFMIAIE
Resale Certificate Payment Terms Children's Safety

A XE2R (CRITICAL WARNING)

BB ERER, BEHNEEFBAERANBEIE TIZER o SOEIFMT (WE LR RIRSTTS W-8 FRig) ERBEZESE Supplier Setup MERM, BRAFN=
ATREMIR/E4EMY Account Suspension XBi.



Page 15 COMPLIANCE & REGULATIONS
REXIGOAN S mhE R~ RIP
ARNEMAT MERTEX, NEFmERZ
™ BRI
Brand Asset Protection

oRE RN T REBIIZOET. TERNNIRFMREMXESHFER, F

A N 65 532 (Prop 65)
0 =
EREEBEENSESRM,

California Proposition 65
O =STEHRKEEN: AMENFIERIMNEEN™S, BaERELIYR,
WIFE - el 812 _E SKIGEE B R E AT,
o BHETRGS Q  USPTO BARERS
B BIRME KN S MSENE R =AETIME, SAEREEENN EHANTIAEIT2ENBREMNLER (Clearance Search) , MgE# X,
FRENL FIRSEFEAEDo
L WEMREREE 6 IERSINER
FEAN RN AZARBY 000+ MULFEYFER (WH. . BFE_FREHFH) IR mEEISITRIBRER, WRETmEBEBINLSIT SR, WES
TR B & LERERIBHEME Fo
e TRRESR (Brand Registry)
28, BEFTIR (BUUE FE& LT WD) TRmEESR, B A+ TESSRWE, HHBE
A IEMHEEREZS R

SR T

SE:E v
BB MK ENESRNTHE, BNTEE

FHPNA $2,500) A EREIFIR.



Page 15 SUPPLY CHAIN & LOGISTICS

HVES S

=L Y/biD

M RERE” 2 EEEET B RBAITER

RETI A

Origin

v INEIIHE (Case Pack)

W‘r—\ HO58 ‘lj*ig’ﬁ

v EREECE (Pallet Config)
= S RE

v W R (Pre-shipment QC)

Y B i B AT

=
ISR
Freight

v %&%%i/fi (First Mile)
TRIEBY WA A =LK

v #O /a% (Customs)
HS Codes) 265 2R IR

v BOHZE (Drayage)
LR SHEE

i *EBAFRE (Critical Fulfillment Standards)

FHEARIR

e UPC/EAN EFFARESS (GSIIAE)

SNEFLSE
e Walmart/Home Depot NZEARE

o RS AMELES (No Internal SKU) o IEIEMIBINL, MEFTEN

=

PLEEEXTE

US Fulfillment

v WEHRE (Receiving Report)
NS5 5 B

v EFZE (Reconciliation)
ARSI EL S

v ﬂ% 35 (Pick & Pack)

SRBIBHASB2CHE
a Amazon EINER

FNSKU AR/ AUBHITENHEER &S, 8 FRBA MIAURRIFIEINE (Appointment);

TR ES (Shipment Discrepancy)o

.*‘

RAHEE/ IS

Delivery

v RIRACIE (Last Mile)

UPS/FedEx/USPSE M &

v IRIAME (Returns)

WERsRmeE P22

v BUERE (SLA)
Prime#T ks / 2-Day Delivery

PR



Page 16 SOLUTION FRAMEWORK

RIE L=
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RE=

= IXEHHY— LA T AN

SR

o TS ELEHRI TR S TR AR R T 52

9

PRI

Product Assessment

S NEEIELH
BATEREANET2 S U@, BETE
SRARIEAT

BESENK

BFREOEMESIEERE, TamsRRIIIE,

REZmOMT
BT mERR ENERURE RN B 5 EL

A

RIEULED

Channel Matching

© \HEEIF

MARLTMERR, ERENAZORELTF
(Buyers)o

© =Tk

B gL RZLTERE, KMERUIBRASE
BE.

© IEErE

BT FRRESIFRR, WERSENDHES
TERE,

P

SEHIATT

Execution & Delivery

@ DI EgnE

SIEREERNIIEIR STT R B MIERE,

KEGEEIM
ZHIRF & BBINEN A T CESYIREIERS,.

NRBLNEREF. aMFEZEBETE R,



Page 17 VALUE PROPOSITION

N AR EZE MRS T 15 1F

Understanding Retail, Ensuring Success, Delivering Solutions

EMBE R ERMER

Understanding Retail

Q ABEEPME AEALETEFNIARESRS
BAER, #REREH.

Q ARXFER4E BXLFISEMNESEEAT
8, FRETTER.

Q EEMHTE ISEDUE Line Review 5FE TR
WaEn, NRENEE .

o
ERETRITA

Ensuring Success

Q EABMBER TR CHLEIH T INES
AL, BRI —RETo

Q WWEhAESY MBI a2 N TapiEs
B, eaatEiil

© EEHTES BEEAN F e ImSE
MR BB, HELE,

RME—UAT R RTTZ

Delivering Solutions

Q =2EHEMRS BEEMAHT M LR EHHRE
SEHIITRYTTEE T

Q MFMABEA RHAIBIHE. WASER
WEHZE, BRI,

Q HUEREENIEZE A T POS HUEN AL T 2e
=, EADESEMW.



Page 18 ENGAGEMENT MODELS

BEREIN: =S 1ERE

LECAREIFERFER, MAREE IR EnErI R bt

? e I~

22 FEER G HERE REHESER

STRATEGY & ASSESSMENT JOINT PROMOTION FULL MANAGED SERVICE
© A 2-44 @ BHR: 3-6 18 © B 2108+
IR ZHT 5 5508 1 WRLFE5HEEM FESY), KRR
= TR BENEENE < A REE+AUES = A EEAR+REM
SRR ES e AEF+ = wiEs REHEHERK
©@ LR © Lz @ Bz
FramEE I, EATTHIRG. SIS TEFEEE P\'tchmg RSB Line Review IS, 3 EDI/MmetitE. EE AL EERMALNIE,
mETE \ \ LEY TS

B ERER, SEEA FEETE, .



Page 19 SERVICE PROCESS

RSAmiE: NIHEEIREEH

Service Timeline: End-to-End Delivery Model

MR

Preparation Phase

TSI

% NERES G

B I 2ERE

PEmERBE
AT S SKUBLE

= XY EeER

FEmiTHE
)fT/EEﬁ $DEHWE

Q ¥ MRIAER

OXB B
Breakthrough Phase

SCF Pitch

Line Review 125 5%

A LR HEEES

e EZR
EDI iS58 R 511

B %0zt ET PO

w EENE

Operation Phase

[ IEHES
BRI S e BT

a XY NRA

POSER&
HESIED T 5 RIKIFE

= X BE/FERS

Y& /3 SKU

BEFRNT KEELHE

3 Y BRIt



Page 20 PRICING STRATEGY

treRls: BIRVARSS WEEEM

TMERZMHEIFRL, BMFERANSH

il

Bt

ZOIXEN /]

EARpsp:
I B ke EARRR 0 HA S A

BIEER
HMFRELE, W5 HEE K

i ZBEHI. EEET RSB E 0 REHH S REFRR
BRHAE X G N ERBYAZ(IY) (Deliverables) S5 UATfE, HIREEAS (N SIME HE KD, ZEMHBINDA (REMIY), RIPEFAEUAE, A EVRENG, EXBTR (W0
RERTZ25RSRE,

Line Review) ZRiA#R, BIHKALRIEETE,



Page 21 SUCCESS STORIES

RINERA . PR S TR T

REAL-WORLD SUCCESS STORIES: FROM ENTRY TO GROWTH

CASE STUDY 01 : ENTRY F

[ AREREDHE

MO 1 PuR¥), EEEIRE
Z FIBTAN

IE Bk ey &
;if“im o ¥ EEMEERLEE
E[Z %;i:l: b \%‘\/L\H—jﬁ DLDE[']\ E; . . TN =
= Elyer= e v Line Review &S
[l B (Monthly Sales Growth)
1200
1010
Iﬁ a0
E
g &il
L
21
0
M1 MZ M5 M7 Mg K11
1st 12Mo +20%

B YoYiE

o
>
o
2
)

CASE STUDY 02 : OPTIMIZATION c
/ds O
B ETE e
IR RIS HENE
skt oy ENINAN
o B e mr mpe ¥ SUESRREER
gg;%é%f“it rOUgh)'? g Eﬁ%ﬂ}i) ﬁ”[ﬂ—l: v éﬂ"gﬂﬁ%ﬁ}%&;ﬁﬁ@
EIEENL EEAREE
100% Sx
O, A%
E0Ah I
A%, s
0% Lx
0% Ox
ki hitE ek
g 3X EXPAND
ShIRIRFT FEFE NS
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Page 23 SUCCESS STORIES

AeIhzRpl: LI RS s

FROM OEM FACTORY TO GLOBAL BRAND: A TRANSFORMATION JOURNEY

CASE STUDY 03 : BACKGROUND Oy CASE STUDY 03 : RESULTS L 4
ARYIREBFI FEEN S RIE K
M OEM K ILEI BB mEL s T DRR SR E TR
RLEESE= 52
BR. HBERAHISEE Tﬂﬁ%i;‘%ﬁ%ﬁ%%\o 50%,
Be. BEATEZRENE, TREBTR, BRNNE, 0% OEMZEF] ~8-10%
J0%
ﬁﬂ*ﬁﬁﬁgﬁﬁtb 10% E%Hﬂ%%u 35-40%
OEM Model vs. Brand Model .
— o A BRIRIEF 300%
. o
OEMfET aaEmR
| EE#mBLE
. s O o
T #hiE oI ELE NHTarget SREHT
Month O Month 2 Month 6 Month 12
® Identity am Key Channel a Outcome
BEEmEL - Target / Best Buy Rt eehzRER

O oemitTriee O Stk °
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RINERA . RIREHSHZHE

REAL-WORLD SUCCESS STORIES: OVERCOMING BARRIERS & STAGNATION

CASE STUDY 04 : BREAKTHROUGH
BEEETERERR
MEBRAZAE B pLThE 17

O mEimbkik
ELFIR Line Review RiEIY, %?&Tﬁi

‘MZERUSNREER" , #HHTERME,

Line Review iyl 3

PASSED
N A%

AT TN

S
v
v

100%

D

E#17

Yearl

##37 Good / Better / Best 5=
A ETF &I T

FEITRME

2X
1T RENE

Year 2

CASE STUDY 05 : GROWTH

MMNE T B8R kE

TS 1 K HER
2 EIEPkb
PEELIE SKU BT,
UL REE=S bl

SKU Rkt ik
fiker W ES
SEUSHE
Double
RAIEIE K

RZB

e A ;AN
v FBESKU, FRSImE
v FERERSEEN

WG

BT

TOP PRIME
TR A =[RS



Page 24 STRATEGIC ASSESSMENT

SWOT 731 EERZTEMRFRIGIMESR

Leveraging Strengths to Overcome Challenges in US Retail

WS

STRENGTHS (INTERNAL)
O REMZEXAR
WEZOXTEERES ZFLBRTIFLL, WRERSED.
O —fhfkae
A& “HE+ Rk + 888 NeiEERSEE .
© EA&5hH (Sell-Through)
BULELTHENS, XFKRRohEmiF XS RH# 170

miZHl=

OPPORTUNITIES (EXTERNAL)

O TEBRREFZ UM
AEBBEMBS T URSTIENE, DR RERREBIIXEA.

O mEkE%H
M2 BEXNEINT IRBUEERE, TR KEE,

O X%
TEARUALENIEMESHNBEN, HRHENENSOE,

SWOT

BTERR

WEAKNESSES (INTERNAL)

0 FER&EFEA
REVEZRME SRR, FRMERKLRE, RESETEBR,
© BEXS
FEFAE TN REMSIREMR
o EhEE
AREZE5BRABERENNERN D HTAENLRNESES,

=
an>
o
=
2
IS
KH
AN~
B
pa]
N0
fi#
o
=

JERBRAR
THREATS (EXTERNAL)
0 FZmE
4 TR RSO, FRIENDEEEERT
0 ERWLER
REHARSREER,
O FAKEh
SHETETRESEMHAARE, A%

BRI RS 5 ER U E o

1 SRBE T SRFFELE T To
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FINAL
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