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Leapfrog

Leapfrog

PRODUCT DEVELOPMENT

We partner with China manufacturers to

create innovative products for the US market./Leapfrogs
PE T B AEIRER R, AR E TR AR HI7= .

Our goal is to help China manufacturers achieve
higher margins and sustainable long term growth through

the creation of innovative and proprietary products. /Leapfrog
i B bRt 2@ B P E T %ﬂiﬁﬁd%?g; ?@ 7% z’?ﬂﬂ@?%, TR BE i ORI AR R

Our specialty is our deep understanding of US consumers
and US retailers, combined with a deep understanding of
China manufacturing and the challenges of selling to the US
market./Leapfrog % N A RURZI T 1835 E K 2 ML B3,
T A e B R ) AARAT TR I R 16 3 ) B R A AP R
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Market Goods Model: Retailer Controls Product/ ] 3£ E i 345

B RART it AR (G2 B K B R S 247 )

Retailer 50%
EE KHIF % & 50% 0 R3E

N

The Retailer defines the product
and issues a request for quote
that will allow them to make
50% margin/ 3 K 1 i 3% (5 2K) i
SE T i, HESR (N )My, AT feir
AT EH 245 2150% LA _E A,

Leapfrog

Trader 20%
81 52 5 v 20% R )
M|

The Trader makes 20% margin
by pressuring multiple factories
to lower costs year over year/
[) (1) 52 oy R A 5 o 22 A (A [ R
TN 119D S R Y IS B = Rt BYci3] 2 (1952
MR UEAAT] H C20% KA.

Year 1 Year 2 Year 3
T/ AE Margin Margin  Margin

Factory 1 9% 8% 6%

Factory 2 12% 10% 8%

Factory 3 10% 9% 8%

Factory 4 9% 7% 9%

Factory 5 8% 9% 8%

Multiple Factories are quoting the same
product, so the only way to win the order is
to offer the lowest price./iX S8 (4= [lRE= i (1)
W), RO BRI AR B A 1T

Each year, some Factory lowers their price a

little more and wins the order./&4F, X4 T
o BLIE I B AR A R RIS 1T 5
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Branded Product Model/ 4 far e &= Brand Controls Product/ & sz i

g Retailer 40% )
HE T /FHE
\ S J Brand 50%
- N SR BE RIS 50061 Factory 1~ (10%
Retailer 40%
Mﬁj / BLAGKS DECKER. Factory 2 12%
\. S Factory 3 15%
g Retailer 40% A
EE KR & 40% K48
CANADIAN
. The Brand makes 50% margin by creating Multiple Factories are quoting
L J unique products that people want and are the same product, so price must
Retailers need new and wHI:PgItona); m.oretfor. I?Ey ?)uote wlth s:ll bedveryé)corr:petltlve to win
unique products and must multiple Factories oge_ e best price, t eo_r er. Deve opmgnt cqsts
compete to offer the best and are able to sell their product to are higher due to unique first-
Branded products. /% kT multiple Retailers./ 4 WA 3 75 8 i il 16 S AT 1 time products./Z /AN E T K [H
ﬁ;iﬁﬁga;g%ﬁﬁﬁuﬂq}iagﬁu 3¢ P R AT B T SR, I S AT 2 — AN ARy, LM TS ),
E%\;ﬁg{ﬁ;}%%g Hﬁ.'i% o ﬂé&”%ﬁ) (RVAR A SIAX 6 44 L™= ity TS 1 R 7 50% A A Re e A AT B TS A Ik
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Leapfrog Product Development Model/Leapfrog /A &) 7= i FF KK
Product/T.] 7] L\ B S ¥ #/™= &

[ Retailer 40% A
REKHF 40%%IJ?I‘I]

G Y
f N
Retailer 40%

o Louss TS
f N
Retailer 40%
mr:'lI‘FIIJEmn
G Y

Retailers need new and unique
products and must compete to
offer the best products, whether
Branded or Private Labeled./3:H
KRS 32 8 75 2T B AR TR R i, #10
0 I PR LA I R R R IR N K e 4. TG

TR A A (X LS KR 7 1) F AT 1A R,
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Trader 10%
¥ 5T 5 10%

Broker 5%
24 N155%

Direct 0%
HEHERERA

The Factory can choose how it sells,
using an existing Trader relationship,
signing new Brokers to represent
them, or selling Direct to Retailers.
Either way, the Factory controls this
process and the margin./#1 & T.) a] L
BRI A X L8 [ MU 7, e AT
DAIZE R A8 b CAFAE R o 1) 51 ) s (A,
T LAELTE e 20 N RAREE, Bl B 44
Ee R ERNR g, B2, T HoEfx
S uw 1P INE
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Factory Controls

Factory 40%
T A 40%HAiE
-

s

The Factory owns the product and has
legal protection in the US market.
Because there are no competing
factories quoting the same item,
Factory is able to set the price and is
able to sell to multiple Retailers./H17T
) AGKARATIX L 5, T2 B SE E T IS
R, LT AN A EAE R S
AR RIZE) K 3e4e. 1) fe A e, Ifae
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Example of Factory Profit under each Model/ i b =FgEt T seBAE i 261

Market Goods Model: lowest price product/ KAk hh i &AL B E N A Ak, L) R ik

Factory 8%
factory price $16
factory cost $14.70

Factory Profit
$1.30

Retailer 50% Trader 20%
retail price $40 wholesale price $20

Branded Product Model: highest price product/ 4 g sl 85 X R8s MR e i, 1B L) FRER AR

Factory 10%
factory price $18
factory cost $16.20

Factory Profit
$1.80

Retailer 40% Brand 50%
retail price $60 wholesale price $36

Leapfrog Product Development Model: medium price product/ Leapfrogr™ it TF &R By A4 fa oy, 1) 3 1 st i

Factory 40%

Retailer 40% Broker 5% factory price $30 Factory Profit
retail price $50 wholesale price $30 factory cost $18.00 $12.00
FEN Y )/ T A TR
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e Strengths & Capabilities./5RINFIAEFZEE . We begin by understanding your goals and objectives.
We study your history and current capabilities to fully understand your strengths and greatest
potential./Leapfrog N\ fii T 1) H kn A H AT, WF9T L) 1Dy e A A r=ae ), R8T
PR 5 TR 5 K PRIV g AR L

e  Market Opportunities./Ti3tl<. We Identify market opportunities in the US that align best with
your goals and capabilities. We look for opportunities that fit well with your organization. /Leapfrogi}

AIAESE E T Fdeneisi 2 1) HIARE ) pl<s. Leapfrog - #kiX Ledpidi & 1. IALZs.

e  Maximize Return on Investment./# % [F|#R & K4k, Together, we prioritize these opportunities and
make strategic selections to optimize success and minimize risk for the best possible return on
investment. /Leapfrogifl IE AL IX EEH 2, oA ) b Al ms a5, I Er Al 2 LR BR, AU BRI,

A BEF B 0T [Pl R B 4 f-

e  Find Unfilled Needs./#k 2| R IEAMIFF K. Once a specific opportunity is agreed upon, we conduct
Consumer Research to find strong unfilled needs and we use this to create products with new and
unique features. /X7 X e — MR ML AT LU, Leapfrog 4G X6 1 24 22 R & I 9 5 R
W AEAM TR T 5K, AR AT R IX BB TR 5K, Leapfrog T & A 5T B A AT T BE IR 27 il He Tk 1L X S8 K

« Thorough Development Process./ £ H K &KL FE. We work through a very thorough Product
Development Process: from broad Concept Development to detailed Final Engineering. We will also
consult during tooling, pilot, production and testing to ensure full success. /LeapfrogZ 5 4> [fi 1] I
ROEFRE: IS P S T R B S A TR 1) TRE %11, Leapfrogn] A2 5ELHE A, A= I,
7 i A A ) B, DA DR 58 4 ).
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e  Go-To-Market Strategy./zE ] T 7 HI &k #&. Once the product is defined, we will help with the go-to-
market plan, including channel and branding strategy. We will customize the product for multiple
retailers and advise on 1) selling under a house brand 2) creating of a new brand, or; 3) licensing a
brand./— HEEAN il i€, Leapfrogls 3 B 1) w11 7 ) 17 37 () ks, /6, 15 0 7 4 65 SR A i T
LR . Leapfroglé i £F I8 IR 467> i RE W A2 55 1 2 KR S I o oK, IR U 1) FH S KR
0 B A b A, B 2) B B A BE b VR B, B 3) Il S A4 WK AT R AU 4

« Retail Success./ I HIZEEE. Many great product have failed at retail simply because they did not
have the right merchandising. We offer Packaging Design, In-store Display Desigh and other
merchandising communications that are consistent with the product strategy./ V2 & LU K 7= i
12 Dy AR T 37 A v I, U RO TR R A T RS B TAEREAT AKX . Leapfroghe £t it 1)
BT, JE N R R, LB R T T %0 S AR AT S AR S R R U X R TR R
7 i AR R I DR — 2

e Sell-In./B44 1) We will create a sell-in presentation that communicates all of the research and
strategy behind the product and communicates it in a way that works for US retailers; 2) If desired,
we will go with your sales people to co-present to retail buyers, as your expert in the US. 3) If you do
not have sales relationships in the US, we will help connect you with US Manufacturers Reps and
Brokers who can present your product for you to major US retailers. /1) Leapfroglé ) 8 FH 1 RE 45 1)
Je TR SO, AT TR BEORAE S S T 3 R R 3 i ms DA SE [ K 1R R 3 e 32 1 =R Al AT T 3t
ATVe A, MITTRESZIZ L . 2) Wi W 22, Leapfrogids ] IMEUCH T L 50K, 5 1) AUk
—id, L [E R 3G ORI R U 2. 3) I ) I A 56 [ ST AT AR A B BRIE, Leapfrog ] LA ) T
JBR5G E hl R AR DL R AR A NI R, IR BRI AL N AT LAAE T 1™ i A 45 26 [ K )
/%)
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Together, we quickly and effectively create unique product lines for our customers to meet the
needs of their retail customers. Our deep knowledge or retail strategy and consumers enables us
to create products that offer a clear competitive advantage over typical sourced goods.

FeATTr] LURT rp ] 18 5 A AK A dES pRTdE IT A7 25 0 BATT AR 3 7 T A e vk AT 1) it Rt a2 B AT 1 0 %5
JURY R, T 3RATTRENE VR 2 AR 2 B 1 R B A B SR, DAE B ATT Al EAFE AT () dL AR )
RART b A _E T A e vk T B A 4 (V) L AT W)l 5 e 3 R0 = .

Deep knowledge of
American Consumer
Insights and product

style preferences.

BAVEFREEHE RN
TSR BA B (G H8) 7= it S L
IR Y PR B 1
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LEAPFROG is a full-service product development
company/LEAPFROG & — e (4> [T it o & e vt R85 1R A
i)

We have the unique capability to take new products from initial
consumer needs research to finished goods on shelf/Leapfrog
AT IRIRE ST, AT LSS A I 2 5 5 SR BT 207 i de 24425
AR AL A it R 45

Our fee-based design consulting services help China suppliers
navigate the complexities of American retail and create winning
products that American consumers want/LEAPFROG I it H: il
BT RN ST, TFR BT A6 95 B 9l 2 il KR = b, ok
A AR S 2 i 5 [ T I B AL

We help our partners succeed in American retail by designing
products that meet the desires of American consumers/
LEAPFROG L 83t i i ¥ vt At 56 IV 2 i SR B 7 i, Ay
HAERAE R T L.
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Our team consists of marketing, research,
design, engineering, production and sales
professionals./ Leapfrog ) 41\ G4 i 35 4, i
W, vk, TR, A a8 B 5K

* Marketing Strategy/Fﬁb’/’J?y%]ﬁﬂiﬁ

* Marketing Research/ il & /it

« Product Design/i* (i i%

« Graphic Design/4H([«1 %) &7

* Development Engineering/(GHif2/HLIK) TF2]]

» Production Engineering//Ert TR

« Sales & Marketing/F/| & F1 T &5

Our team has successfully: Leapfrogfi] [\ ©.£:
F& Ty b

¢ Launched products in major U.S. mass, home
improvement, club and office supply retailers/ 3% K
HIR b, T, ST, = RHIR S, I8A TR S kAT
TVFZ .

» Created many patented, new-to-the-world product
concepts/F-IFE) T VF2 H =L FIH, tHFA05G 18 7= i
TR
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/4 BLACKS DECKER.

Black & Decker Paper Shredder Line/ Black & DeckerBE4iHL R %
The Leapfrog Team developed a line of premium paper shredders for the Black & Decker brand.
(Leapfrog41 B\ L. 4% JyBlack-Decker i T & T — ZK R R4 4R L &R 41))
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DREMEL

Dremel Next Generation Hand Tools /Dremel F —{F#/Em s T A
The Leapfrog Team developed and engineered Dremel’s newest line of rotary tools.
(Leapfrogl41 B\ T4 DREMEL it FUF R O AR BCAS T defak (1 e v sl 1 H & 471)
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Rubbermaid .

Rubbermaid Tough Tools Line /RubbermaidF3) T H &%

The Leapfrog Team developed and engineered Rubbermaid’s Tough Tools line. The product line
has been a category leader in Wal-Mart with over 30 SKUs in Wal-Mart.

(Leapfrogl41BA .48 A Rubbermaid it T & IF TREBCEE T F30 TH R 51, i RV ifEWal-Marthy — AL 111128, $iE
L300 B2 5 A A
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KOHLER
ENCGINES

Kohler Engines OEM Engine Design /hKohler5 | 24K OEM5 | # ¥ i1
The Leapfrog Team developed and engineered external componentry for Kohler's Courage and

Command Pro engines. These are two top selling engines in the lawn and garden industry.
(Leapfrog41 B\ .4 )y KOHLER S| & ) Courage fllCommand Pro i i JT & I TFEALEE T 4 #0EMAM B (0, F ), A<
R TR B e H AR D 20 bR el e o ) B 65 e e 1A 5 1 )
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Success Stories/ kL Z 4]

Powermatic Tools Visual Design Language/Powermatic TEMEKIHES

The Leapfrog Team developed a new premium family look for Powermatic woodworking tools to
ensure the product line maintained its “gold standard” appeal to expert woodworkers.

(LeapfrogH A L& A Powermatic AR T T HIF A& T —EA8 1 SRS B K BEAR L B v, DAPRIIE 12 R R 41 1R 2 Kk T,
IFRFEEMR 5 1 P AR T AT )
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Our team members have worked with leading hardware and DIY manufacturers and suppliers to create specialized
product lines programs and already sold to the following retailers:/Leapfrog ] [41BA £ 45 B8 — S8 T 2 1) F. 4 F1DIY 28 1) il it
PRI AL B A, LRI R el T 45 (R IE AT 1R 7 i R 1, RSl T R TH R IX A8 K R

Home Improvement Warehouse

Improving Home Improvement

TARGET:

Walmart AutoParts/.‘E COSTCO.

Save money. Live better. Were ready in Advance. ——=WHOLESALE

DOLLARGENERAL O EaIrS
/—-—

CANADIAN
TIRE
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We have a mandarin speaker, can discuss any details and answer any questions from
YOU. /Leapfrog AT LA @ 1 KA Ak N, T LABE e BR AR I8 3 [ 25 R (44T 1) R

Contact this partner anytime. /e g4 &k NBER

Austen He/muR, AR4KA, 535 AR BB IR

Partner, Global Sourcing and Business Development

+001-312-229-0027 (/3 A)
+001-312-927-9191 (FH1)

austen.he@I|eapfroginternational.com (Email)
Huhk: 36 2 N EF i (Address: 159, N Racine Ave, Chicago, IL, USA 60607)
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