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Palo Alto
A AP S
= Taiwan
= U.S.
= U.K.
= lIsrael
= Japan
= India
= China
= Most recently: Russia
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Worldwide data for calendar CQ2 2007

47.2% Blade Servers? #1

35.1% X86 based Servers?

32.6% Branded Tape Drives®

32.0% Unix + Linux + Windows Servers?
20.6% Disk Storage Systems! #1

17.1% SAN Systems! #2

45.6% |nkjet printers* #1

42.1% LaserJet printers 4

34.6% Workstations3 #2

23.5% Handhelds — pen based .
20.8% Notebooks? #1
17.3% Desktops #1

0% 10% 20% 30% 40%
1 Factory Revenue; Other percentages are units 4 Includes color and monochrome; single and multifunction excluding SFDC
2 Classified as “portables” by IDC 5 Branded Tape Drive revenue from Worldwide Branded Tape 2006 Vendor

% Includes PWS Desktops, PWS Mobile and RISC workstations 3 -
TR k&R IDC Q2 2007 worldwide dat
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acer’ Company Overview

The Scoop

Overtake Lenovo  Design as differentiator

China and US

I,



Acer's marketing strategy and advertising

approach are focused and alignhed

Latest First

Acer is selling a good product — primarily
notebooks - latest technology, cutting
edge design, innovative features, high
specs etc. at a low price.

Everyday Low Prices

The emphasis is on products, specs and
prices. Acer will from time to time offer
limited time value added deals but the
primary sell is well speced products at a low
price.

Acer does not try and match Dell’s
“deals/bundles/offers” primarily because it is
too expensive and difficult to manage through
the channel.

Acer seeks to up-sell extended warranty
service plans.

Channel Preference

Sell exclusively through resellers with

a focus on key distributors.

Everything Acer does supports its
channel partners. This limits Acer’s ability
to play the promotional/deal game. Acer
relies on the channel to “push” it's
products and it gives extra margin to
make this happen

Mix and Match

Acer produces 2 FSIs every other month
(AMD models and Intel models)
featuring that period’s “Hot Buys”.

Acer is efficient using a template driven
in-magazine catalog that can also used
as an FSI or can be pooled out into
single pages, spreads etc.. Acer
exclusively targets buyers and focuses its
advertising to drive sales of select
models



Acer seeks to make product design

a differentiator. acer.

In Spring/Summer of 2007 Acer introduced new designs developed by BMW
Designworks USA for its notebooks. Design has now become a major “reason to buy”
and a focus of Acers’ advertising.

The Emergence of difference

Good design marks a clear
product identity

The TravelMate ProFile Design S8 Th@ SDIHT
\ of Design

The TravelMate ProFile Design

of Design

Performance is in the details Performance is in the details

= Perfomance: this is everything the TravelMate stands for.
= [ltis the value business customers use to see their efficiency grow.
= Magnesium alloy outer casing

= Enhanced data security and system physical security

- Adaptable usability ‘é
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Compa of Viata Home Premmm.
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l Lighter.
Wider. '
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“The careful segmentation of
Compag- and HP-branded PCs
IS a win-win for HP that creates
differentiation and opens up
opportunities.”
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