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Company Introduction:
Uniglo

1949 110,000+

Founded Employees Worldwide

Japan Global presence

¥2.4T Yamaguchi, Japan

Annual Revenue International Headquarters

~$20 billion USD

Target Customer

Who They Are

© Ages20-45

- Urban commuters, students, young
parents

What They Need

+ Comfortand practicality
- Strong value for money

% Minimal branding

Key Business Action #1: Customer-Centric
Marketing

Consistent Brand

Key Takeaways for Our Startup
What our waterproof trench coat startup can learn from Uniglo's success:

1 | Timless Designs and 2 | Customer-Centric 3 | Simple Products
Practicality Marketing Global Success

Focuses on broad, Simple, products that attracts a wide

range of customers around the world.
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Target Customers

Main Customer Groups

* Age 25-45

« Hikers

« Climbers

« Skiers

« Travellers

¢ Urban consumers
What They Want

« Performance

« Durability

« Environmental responsibility

« Practical everyday use

AN

~ LEGGEND

2, Pamgonia’s environmental activism in brand communication

One famous example ~ Emotional economy Overall

because most brands try to
sell more products. However,
for Patagonia, it strengthened
trust and showed that the
brand genuinely cared about
customers' feeling and the
sustainability.

for outdoor coats and jackets,
this makes the product more
meaningful. Customers are

“Don’t Buy This Jacket”
campaign, which
encouraged customers to
think carefully before
purchasing.

not only buying protection
from cold, wind, or rain; they
are also buying into a belief
system.

Key Takeaways e

O1  Product Differentiation

* More than product functions

EE] * Clear brand value < g5

* Strong brand story

X \" 2
[ %3 3
. . 23 5 {

0»  Emotional Connection R \\
@“' S R

* Customers support a purpose ‘T T N

S MBS
 Higher loyalty ) :\ﬁ: ) o

n i T n i .
* More recommendations LEG‘O‘E:J\E%ﬂ

Conclusion 2.

Patagonia's success comes from:

v Performance

j V Sustainability

v Emotional Branding

Main Lesson
A strong product should:
Solve practical needs
Create emotional connection

Stand for a meaningful purpose

LEG4END
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&
;rctewx customers buy capability, status, and FRE
restraint.
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Professional proof made the premium MM IMEEERR

believable.
2B

T [ oo | o DWHEDR: FERSBNROER. TN KRS
Arcteryx BE#HTT RISER, BRHUBEITUSE, »

- EX “REEWEHERN HIBIERITHE,
AT . S . ERSEBES: SERRRTSXEPEUELE,. HEE

F. PHEFENERKER, BHE Gorpcore N, &
MBEEFER, BERLAFPINESMIARMIERLEI)

® ab
Tr::;og:;ame growth througha clear P
action-to-outcome bridge. o ZOBYENME: EmBINELITARREWEESS. DTC
premiom pricig : T s e REEERE, S~ BHRREWENETEREN
i HIBIEEREX, MARTHINERE, BENFENICILEESE
Higher Margins orcauaesy F—,
Global Expansion N | I I I > *.:’:“E.‘"ﬁlii ﬁﬁﬁﬁ:'ﬁﬁgwjtb\ th ﬁi%igﬁgii;g, BIRie
== iE Arc'teryx  “(SEFRMN” BN, BEIRMIEZE, R
HiRE,
o BIRRLE: BUX Arcteryx HEWAT AL, BZEIIRE
# RIZE “RE2EERY R NBRSES, FEERRBERS

aaaaaaaa

EREXEtIBCiEERE P, SEEiEfscR%

The lesson is to build trust

before scale. IR,

Not to copy Arcteryx. To copy the principle: prove
aredibility first, then expand.

BEFUHTNAPHISHER, HREEAREWENE
© R e WHISBMNE, BEEHIESHIRE, FRT SRR
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MOUTION R 3 @l th——HAGIRITEFE 5% mhE

Jalact, 20
-aac as o,
Target consumers Julacias

Age Distribution of Target
Consumers

Over 35
8%

3135
21%

18-24
32%
25-30
39%

Jalactas -’dfi\;
PRODUCT DIFFERENTIATE STRATEGY ol

t
Moution focuses on seasonal core iy (R LD O

products: UPF50+ original-yarn sunwear
in summer and barely-there tights in
winter. It stands out with proprietary
fabric tech, fashion-functional design,
and high-profile collaborations. Viral UGC
and KOL campaigns drive organic growth
and reduce ad reliance.

UPFso+ Sun Protection
Lightweight & Breathable Fabric
& Trendy, Daily-Ready Design

N
Designed with widened and lengthened
cuffs for better sun protection

Jalactas "d/_’:\v

Key Business Actions

Brand color of MOUTION Q\

1.Technology & product differentiation

+ Combine practical functions and trendy designs
for students and working women.
- Create distinctive products to gain competitive

edges.
2.Brand & marketing expansion
- Promote the brand on social platforms favored

by young people,via influencers(Zhao Lusi)to
boost brand exposure

- Enrich brand influence with lifestyle-related
content.

y o>

QUANTITATIVE OUTCOMES

2024 Sun Protection Clothinf;
Brand and Marketing Expansion Market Share

MOUTION
8.2%

+ MOUTION holds a stable share in the sun
protection clothing market.
Smallbrands
20%
+ The market is still scattered, so we have
plenty of room to grow.

+ Great branding and marketing help us
attract more young customers.

Other major brands.
36:8%
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Columbia k5 th——F SEFH P IMBAIF IS 23 fm ke

Consumer Behaviour Is Changing 2 = ERA

Before Today -~
From status-driven — To practical §E *— - }-\_ IJ‘N I_-E EE EFI -+

logos everyday use

E*H — TNHEEDZE
Before Today D‘?{ [H- * EFI - = }-\_IJ\N ﬂi EE EFI ?
From brand loyalty — Comparing 2 & * == - =4
to professional features E%??:ﬂ rating, 1£ = }-\_ IJ\N Fﬁ EE EP -+
abilty, reviews
FrE — TNHEEDZE
Consumers care whether the product is truly useful,

not whether it feels luxurious. : B/t.R * F§‘ - }-\_ IJ\N Fﬁ EE EP %ﬁ

Create Omni-Tech instead of using expensive GORE-TEX 'OWN FABRIC PATH ﬂ\l FﬁﬁE q: =
r ¥
Pay high licensing fees

Omni-Tech

Water Repellent X
Outer Fabric \ Rely on external
fabric supplier
oty
Breathable Membrane <l Higher material cost base
. . e i S LR
- . N
g - I o WHER: BiE Columbia INSE R
W Higher final product price: (@) More affordable L A g U =

final price

- 7 _ P4, BHMARDITREPIMIEER, |Eﬂ,*’<{’c7unﬂﬁ

&) @ @

Create Omni-Tech

Own waterproof +
breathable fabric

Lower cost base

BAC::;iness Action 1 2026 FEFFR 2026.6.13-14

s

Premium- price positioning Compared with

6

&g b s peaniditan BOEE, NEEFTR. BHOTEIIBHEE,
o HIFEH5EZETH: Columbia BAEREWHIES. =&
BPINREARER, MEFHATEHREEXH. BRESH
- — MeHBEEE, SHLHTARKTRREAETE, AFiK
Business Action 2 7 BT REEENHERO,

Prove performance through testing

o O EIENE: Columbia ESEE T Omni-Tech ERHERA.
AFELMBEIEWEERAZOKRERF, BEITETR A
[EESAER2 FITRSEREAVSREBES R,

= SERR: XA Columbis RMEMIE. EEHHTHL
‘ » | ﬁ%aﬁuﬂmﬁﬁﬁﬁ&$+*wﬁ’ﬁﬁm%ﬂm@o
@ ©-" O~ O-— 0z=_ - SRR REESEMUANGEES AL BEE—RP

BRITEEREA, HASNESIEAEIETmREN, RERKRL
Key Insights HeinmiRigs, RIFNZERESARFEMFINEE,

600 = Takeaway 1: N \ Takeaway 2: %
gé Build one core advantage Earn trust with proof

Focus on waterproof breathabilty. Use tests, data, and real customer photos.

. BESOUEETERE, HHNRLSSELITERTEN

£, startup use: Good enough and affordable for daily lfe 2, startup use: Real performance beats empty claims. EE gﬁ

] [ B e ) " © AWIZERIA, TEFEEHEN. TNEERAZOR
£, TKIE§J=' S, REBHIRIIEA, REEMTSR
IR, BAIBIEARTE,

@ Good enough + believable can beat expensive + distant.

* o XBONERRETR
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Patagonia @l th——2 £ n AR DS ERREPINRS
01 Company Identity Introduction

‘) Core Mission EH & ﬁ - EJ'_‘%BEFEXE“J—I;EH B%ﬁﬁ?&
peche el F*E —— HATWLMHAXERER
e S >3 —— R[EATWWLHXERS
S i B * 58 —— REATMMUMRE RS

Global Footprint: e = e
Founded i 1973 by Won Chouinard, an avid rock limber ) -Er * =23 ’J‘ |_/§ 3 AEP — &
S st i b Q = = I‘ 5& 5‘_‘L =7

practice, embeddingthe brand” s "Earth First" Ourproducts are sold in 45+
environmental DNA from itsinception 160+ owned

N

R
(5

20 2026 FEEFHA 2026.6.13-14 REBERILFR

Unique Ownership Structure: The Earth is Our Only Shareholder -

In 2022, founderYvon Chouinard made a revolutionary decision: transferring 98%

R T - RAHER: M Patagonia SIS ARIEIAEIMIIA, HE “Hb

Wit MBMEE, BRAROUSSSHRAR, RES
yowiee g WHAE—RIR NSRRI RNES, BHTE
ihceal SRESIERIE TR OO OMEL .

board of directors, ensuring Receives all remaining profits after
remains top tment, distributing funds to
priority at level, initiatives.

e o BIFEE#HSHBETH: RMEZOEER 25-45 5. F
S L BRAR “NMERMNESELIR’, EE~RHEBESEIHEFEN
“ @, EBE=ZHMROS, EREMEEN, FMRTHTRIE,

ENEERSBARNREMEREE.

o BOEWENE: Patagonia BEH TS A M iEs, B2

e el e SR - 7T - B - 4HE - 0 - B SERBERARE,

e SEih Worn Wear [AREBHERR, SEREHEH, 2
EHEH IR AR F S R SEEER A,

o ZEMR: AMUXRRE-ZHEWEIE, MEXNFES T mkE
Pa(agoniaModel‘R;sp;)nswrbléFullrLifecyc\eClose;d’\.’o;pﬁ E"ij %i‘%tﬁ ﬁﬁ)j fﬁ’\iﬁﬁfg\ ﬁﬁ?ﬁ)\f*igﬁi, ﬁﬁ:qiik%

03 Product Differentiation Strategy

Traditional Business Model: Linear Resource Consumption
M oducts ngend-

Cover of Patagonia’s 2025 Impact Report, with tree roots deeply Buildsa complete Design — Make —» Sell - Maintain > Resell - Recycle' w
rooted in pink soil, symbolizing the brand’s deep commitment to loop, with'Reduce unnecessary ham' as the core principle. Through A m_\] 2R /"‘FQ | I_’lé \IE « + A y 5 =

protecti building a sustainable busine senices, establishing a secondhand market, and N =F Z| s Eiva) = E“{ = N,
ecosystem, afirm promise to protect nature from the source. reusing raw it i oductlife, minimizi

resource extraction and waste generation from the source. 3 ety s, = T
HiEERSIEREE LR
8 I=RINY m B3z SUo

o KBIREEE: M Patagonia AW, IRIGHTXFEXM.
Supporting Differentiation Strategies MEMEELR, BREF. KEEXHN lﬂ%iﬁﬁ, 18 mhEL ik
FERTSENEIEX, BT YRRMENKRS, B
O Freeredvaterils WEESREKT “NA - BIE - NiE” MR,

fendly materials As of FY2025, 84.196 of products use
eferred or ert civelyreducin
—_ »
=S5
JU
e Ironclad Guarantee

e © RPN 16 - BRI iTER, U
RES” HELBBBAN, =2, BRI, BEERIT.
GEt | | @ emame — RERERSERRAEERROER,
. EBEURASHRREINS MO ALEE T R 2025
ENSEEMIBHTRIEE, LIRS,

Heavily investin envror

organic, ecycled polyest
the ecological footprint from

The chartshows tha rom FY2018 to Y2025 the usage rate :
ofpreferr materals (@ Footprint Chronicles
has stead

* o XBOMERIRER
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LINK Music— 5 R RS RES

“IBEMBEE R, TEEMERELZMAE"

LINK

company 1

Emotion-Based

Music Matching 2 7

¢ Match music to
real-time emotions. 4

Social Music
Connection

® Turn music into
a shared experience.

* Make listening more
personal and meaningftl:

\ /
P 2 :
e Connect with others
through moods and playlists.

AR iR R

AIMBRHEMD Z HANERERFES LINK, #HREERTE
BNREABTD L. REBEREMSHRERNTIESR, 17
B BR + BRMR MO R, FaBTRETRS
R, RFHOERMAINGE, BEEITRECHMEX.
BERENREREMAE, BRESE 16-30 ZWHEREHE,
BEHY T =FRAFPBKESEILER, BERREFTHNE
RURFNZ,

BHERS RFANRIRAE, FEDA “BR + BRAR”
WH=H, VE Z EANERER. BRF|ENZOER, B
FLEBRREEFOREMEE, HRXRFEREARREW
AEERR, 7RI,

01

,

r*Fr — REEBREDRER (9 FR)
B — REEEREPR (10 F4RH)
Kk — REEBEEPE (10 F5)
B —— REEERETE (10 FER)
B*E — REERAEPE (105F4H)
2 —— REEEAEPE (10F4R)

2026 EESEH 2026.4.11-12
(#1th & 59) FHMHERXIEERR

FR{5IEIN +  Silver Award
Best Prototype Award

FHEER

‘BNEZFEENE—HEBARMBEA TIHE, HMNEK
MTIMERRN—DERE, BREG ERE, TR
BEMER, MURBITERXF— N HEERREERMNT
RINGENE R APP, RARIEBACHERNRE—R—
R TEINE, ENERMME. ”

——CEO FR&FF
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Market: Gap \x

Market Gap Existing music platforms focus on content delivery and lack
and social failing to meet Gen Z’ s demand
for personalized, emotional and social music experiences.

Most apps only support passive listening.

Young users now want personal, social and emotional experiences.

No platform fully combines personalization, interaction and emotion.k” ¢
Source comes from: United Nations & Chinese Government Report

p06 ——Market Gap HiAZEE I

DTMEE RN EEFEDRRINGERE, KMAP&OE

RREIEZE.
LUK

Future -Growth

Investment Using

User Feature

Metksng acquisition development

Increase brand exposure Attract new users Improve user
and reach more target and expand user experience and
users base retention

p12 Future Growth——3F R & BEXFHl
BEmEEERSIFEREF, REEERIFNAPAKIRA
BEX,

Feature

Best Prototype Award 1

BEST POSTERS VOTED BY JUDGES.

Company 1 — Company 8 —
LINK ING

s Kai Liy Man Shek Tong.

© Nord Angia Schoo! Suzhr
condary School Xiangcheng. =

LK

Social connection

—\%——

Economy & USP

USP: “Link — where music connects emotions and people.”

Human-centered Emotion

Emotional Economy
Way 1: Emotional music matching
Users input their mood to get personalized songs, using music for emotional regulation instead of passive
listening.
Way 2: Emotional social sharing
Users share moods, playlists, and moments to connect deeply with others through shared musical™ &
[

feelings.

"]
P10 USP Sthi——Fm=mIaEE
ESRBERARTF AN, BEES5ERERES, EEET

SERER.
LUK

Future -Growth

200,000

Number of Operation Plan
customer
150,000
Year1 20000 Establish our core platform

features. 100,000

Year2 80000 Impvrove community features, 5000
and increase user engagement

Introduce monetization o
Year 3 200000 through premium features and
partnerships.

1 7 V3
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Commerce

Adventure
Simulator

e Start Yyour journey

In the parallel interstellar dimension lies
a commercial city-state of star pets, As
a newcomer entrepreneur arriving in this
city-state, You will .
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Simulating a Real Business Loop

Star Pet
: industry Resource
Recruitment & Auction &

Talent Operation & s
S Cost Control Competition

Cross-server Trade &
Team
Collaboration

Brand Marketing & User
Operation

gn independent brand image, launch

P05 ——Core gameplay R R Z btk
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05 Market Analysis: Why Now?|Timing + Location + People

5.

sDifferentiated Innovation:Entertainment + bus
dual attributes.
e Adaptation:Gamepla

competition in
sLong-term complianc

Response Strategy: Strengthen dual differentiation of “financial literacy education + campus exclusive”, deeply cultivate
youth vertical track, and build unique competitive barriers.
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‘04 Business Model: Lightweight Profit x Positive
idl\ Value

nsional profit system that is lightweight, positively , and friendly,

Light Advertising &
Commercial

- Lightweight Value-
Cooperation

added Payment

Appearance & Cultural Products Star Pet
re to the principle of * e : orations.
M «Efficiency P Speed production,

Value Symbiosis of
Welfare & Commerce

proportion of value-
upport youth
and rural
education pul
demonstratin
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Achievements Delivered - More Than a Concept

Complete Commercial
Solution Package

Offline Community User-verified Data Closed
Cooperation Loop

R
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Gituation

In the era of fast pace, People's
demand for the emotional value
provided by products has increased

Travel during the rainy season in
autumn and winter, unable to
adapt to temperature changes

P02——Market Situation HiFHEPES
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Resthetic level - Color-changing outer
layer.

When raindrops fall on the jacket, they
create stains of varying shades
depending on the force of impact. This
turns everyday wearing into an artistic
eperience with aesthetic value. It meets
people’s spiritual needs, provides
emotional value to the wearer, and
carries great aesthetic significance.

p12 Aesthetic Innovation EZ I3k
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Technical level - Smart temperature
control.

We want to help people stay composed and
dignified in changing environments.

1.We use a pioneering “fluorine-free
superhydrophobic” (& #BHi7K) eco-friendly
fabric.With nanotechnology (£ R) , we form
a protective film on the fiber surface.

2. In the middle layer, we use graphene heat-
conducting sheets (AZFES#HA) or
semiconductor materials (¥S##H) |
combined with Al to achieve automatic
temperature adaptation or manual control via a
mobile app to adjust the body temperature.
3.For the inner layer, we use a cotton-based,
skin-friendly silk-like fabric — comfortable and
functional at the same time.

p04——Technical Innovation F#% 6137
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PROBLEMS AND S5OLUTIONS
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Silent Waterproof Trench Coat
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Capture the moment.
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‘ Wildie ,M,]‘,,Aj depends o slow,
quiet: movemen

| Small disruptions can. make. animals run.

RS G

Wildlife: work. rewards. patience, stillness, and. quict movement:
fgneiondiics
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thf Silence Matters g%

Customer Pain Points

A small jacket sound can clumge the whole scene.

Birdwatchers
\
l
|
|

Core idea: Sil protects th e
—[7 ore idea ilence profects the momen Jg 1

Phohzrﬂhcrs Conf‘enl‘ Creators

® Animals flee. © Rare birds are disturbed.

o Clothing noise ruins audio.

o Hours of waiting are wasted. o The sighting may not return.

o Footage becomes less usable.

o Weak content hurts views and reputation.

o The close shot is gone o The observation spot loses value.

BELeE
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SilentShell Trench Compary 8

Silent Waterproof Trench Coat

@ slientshell

Frature {
Onvivdrectival Sund-Absbing Fabrc

Feature 2
Silent Qperation Tnterface

Core idea
Nt anly redcing frctin msie,
.

S——.
bk b ih frepancy i

Sft vt Gy
Redcs by friin

Pttty Bt Pmie
Stay dry. Stay silent.
Capture_the moment.
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How We Reach Them

Marketing & Sales Channels

Our strategy:

V' Enter through trusted creators.

v Build proof inside niche communities.

V' Convert through professional. retail channels.

KOL Fild Tests Conmaity Shiring

. Professional Sales

( /@ + official website
—> A\ oy )
s \WT/ N
3 i ‘ | B&H and
Y'Y « Adorama-style
} L | g, 2232 St
e o birdwatching \ nature creator
« wildlife photographers = p A

* birdwatching
specialty stores

% [cSEFET=S

« real outdoor use

+ quiet-performance proof

Key message: ~ Trust first. Sales second.

P09——Marketing Channels E$H:Ri&
B EE KOL B, UHBENEEHEITHRE

==

BE,

, E— SRS

EA

- BEFPS miREEESERNM
K, BSINAEEHEE, XN~
misEIE T BACEERXD
INREBARIRERER, BEET
RR “IRE X MNRAKENZ
DR, RRENASES.

© FRARERPEM. BXE
BWHEIEEHE, =RMMB
w32, REZERMESINRE
WEHA, ‘Mt X OEMBRE”
B, TEERXEMFL
EIEHBISLE.



gl RE = e i = =T

RERMEGRE, BERkitRl, BEREERE,

oD D

Legend Lagoon——EREH i5 & R EEiKkith

‘BHRERITKZ AR

CHILD g
ELDERLY sarg

THE FIRST PORTABLE pgg, -

it mis iR R

AIMBEEREEEKBNDESIPER, ITEERBFEEER
B, BM#RKREE, RMEEMESRLIE, BERRK
KEVKEER, EHEETEFEEIMNE, U “ZR0” AROME,
M T NERIZRSHRERN=FEKIER, NAF. EREIK
i IKEE BRI, BEMSRERFIEX,

MEREEBFERA, REEAHTR. KRAHRR, BREEE
EKEEIRE, KEZENER, BERKRRZE, KIEREL4
PR, EREFEKBERNE. ZRROMBEM L, I ETH
BEEKBI T ERER,

BKRZE., BOLPEAZD, FERRRKNZFIUKEE
BR, BrFrmEHn “RONFEFREERE,

o

EH x &z

-
S

n
2.2

T — FIUBEXZMEPE
KR —— ERSPEERZERREZP O
Xl * €] —— Phillips Exeter Academy

N —— HUNEREFINEIEFER

2026 FEZFH 2026.6.20
BEe) E&ER

RIS IEIN +  Gold Award
Business Excellence Award

Prototype Award

FEER

S
o
o o

‘MEREHEERR, BRRMNEFIXNERE—H
EEEIAR, RETE LRSS HREXBERE
MEMINGE CHMARTET, EREMZ2ERE
REKIRLARON, BEEURRAXNREASHT &
BKHIRE, RAERNEEET BEENEIIRIT
L, REREESRERMBE TS 085K,
HIFREREREXOIFAE, ~

——CEO =&



I%E PPT XERRET

=
sale - smart |
+  Current solutions are not enough i . E ¢ The smart self-cleaning family
*  Buili-in pools — expensive & permanent | | el
« Inflatoble pools — unsafe & low quality "Iy e [ I P
" |
%@ Mission: To redefine portable
family pools by making them safe,
smart, and effortless to maintain.
P04——Market Gap A= H P05——Solution FRFRAE
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LEG4/END
3 YEAR FUTURE OUTLOOK

Marketing and sales ‘

Growth strategy: we don't sell
« TikTok & Instagram
¢ Parenting influencers

pools we sei?

peace of mind,
« Digital ads
trust, and

confidence
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