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|. Four Alternatives to Establish a Global Brand

USD$ 3B

USD$300M

30 Years|sony
Kodak

|. Deep Pocket

Coca Cola

lll.. Disruptive Innovation+BRIC/ASEA

AIPTEK Way

3 Years

Fast But Risky

M&A

IV. Internet Cyber-World
@ Disruption Service / Business Model

-- Google / Amazom / YouTlube- -

(Data Source: Peter Chen, 2007)
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| Introduction To Aiptek

Established in 1997
IPO Date: Jan 14 , 2003(#6225)
Capital : NT$ 2.3B

Main Business :

--- £ B #k > {= (Tablet)
--- Hciz4p 1 (DSC)
- & ERS (DV)

Human Resources -
--- 220 2 (HQ) /1200 2 (GROUP)

H.Q. — Science Park, HsinChu ,Taiwan

Subsidiaries — US(CA), Europe (Germay),
China(Wuldiang/Shanghai)

1ISO 9001 : 2000 Certificated By TUV OA’PTEK .



-@- Product Portfolio
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Ill. The Disruptive Marketing &
Branding Strategy
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AIPTEK —NO#1 Pocket DV Brand
“King of Market Segment ”

©® Main Frame -1BM

©® Super Computer --Cray
OMini Computer --DEC

© Workstation --SUN

© Desktop PC -Compaq / Dell
© NB -- Dell

© PDA --Palm

@ MobilPhone --Nokia

@ PDA+MobilPhone -- HTC
@Laser Printer --HP

@ Color Printer -- Epson

@ Scanner --HP

@ DSC /DV --Canon/Sony

@® pocket DV (DSC+DV) -AIPTEK
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W B2 ( Channel Strategy )

AIPTEK H.Q.
l Branch Office USA Europe AS|a
OEM — % % _% %
______________________________ I
| Distributor l l— _l v .
VAR Mail Order,/ Super Store / Mass Direct
TV Shopping Super Market Merchandise Sales

Dealer

End User
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CE Product Channel Life Cycle

SuperStore

vd/

| Order

TV Shopping Distributor / VAR

Super

Mark%
Internet

Marketin /gr

pd

Introduction Growth Maturity Decline

Mass-
Merchandiser
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AIPTEK Business Partners
--World Major Retailers(50,000 Outlets)--

OBM OEM/Private Label

1. 23%- ~ 7 b @4 R (Walmart) &

US NO#2 Superstore- Target
2. FH%- =~ 7 "4k (CompUSA)
3. F R % - ~3Ci 4k (BestBuy)
4. £ W ¥ - ~ a4 (Ritz)
5. 23 % - % ISP(AOL)
6. 2x% - * 2 E(Amazon)
7. £R%- A3CA ST ALY (HSN)
8. LW % - + 7 3 #pLp £(Conrad)
9. FMEZ A f 4l (LIDL)
10. 4t ® % — CERetailer(MediaMkt/Saturn)
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AIPTEK PocketDV -- Live Demo in 1600 Target Stores

-~ Q4, 2006

(QAIPTEK —



(FAIFTER



Best B uy USA NO#1 CE Chaln store




Walgreen --V33F = V3T

ertified

bt al | Certified

oto . Photo Specialist §
Pecialist |
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Cebit 2006




(Germany Major Retaliler)




AIPTEK PocketDV

Carrefour ()

France)

P o
.‘-__ :“_-:‘:_-\\_ 73;.'-\" \ . :
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Market Life Cycle (MLC)

Furope US.A
BRIC 7/ Japan
ASEAL!
.51 /7 Hp Il.= £ Hp 1. = 3 #p V. % 38
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