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The Age of Branding Action
with Untrammeled Innovation

ow to make a brand well known and root in the
consumer’s mind is the ultimate goal that every brand
and enterprise constantly pursues.

Master of strategy, C.K. Prahalad, has put forward the
“N=1, R=G" innovation theory, also the iron rule of
knowledge within economy in 2008. Thermaltake, as a matter of
fact, has acknowledged and applied this theory to accomplish
our mission of “delivering the perfect user experience”.
N=1 represents to tailor made products and management
system for an individual. In short, an individual is a market,
even an organization. According to our mission, consumers
are searching for unique services and products, that is to say,
Thermaltake with its three brands not only have to be certain
about marketing chance, but also have to bring forth new
ideas constantly.

However, there are so many ways for continuous innovation.
R=G means that resources is no longer limited by territory, we
can attain resources worldwide. Besides strengthening our
product development ability, Thermaltake brands has been
looking for fresh, innovative resources from the exterior. We
started our Industrial Liaison Program last year and held the
“2012 Thermaltake's Fantasy World Creation & Design
Competition” , also we work with BMW Group DesignworksUSA
closely on the Level 10 chassis project since 2009, and to
further extend the excellent concept to a gaming mouse and
headset!

Now is the age of marketing 3.0 and brand 3.0, we have
to fulfill our enterprise core values with branding action to
catch the attention of consumers. According to a survey by
I (Institute for Information Industry) and MIC (Market
Intelligence & Consulting Institute), 1 in every 5 people surfs
the web by mobile phone; therefore, product and marketing
information has become easily available nowadays. People
may click like on Facebook at this second and compare
prices online shortly after ! That's why we engage so many
Facebook fan pages for our three brands among different
regions to communicate with our target audience directly
and personally.
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To make the best use of social networking, the following points are absolutely essential:

B Mobile - Keep pace with the consumer’ s everyday lifel Choose the right time to share
information with your audience. Having meals, commuting and before sleep are important times.

B One of a kind - Only accept the issue “I" am interested in: Consumers attach importance to
self-expression nowadays. Unique customization then becomes the new code to brands.

M Bargain - Consumers choose the best items only: The new generation of consumers chase
superior value, service and products through use of the internet. Wonderful user experience is the
key point for them to purchase rather than just discounts.

B Immediate - Time is money: The Marketing mode should include multiple and categorized items.
The enterprise should run both physical channel (store) and virtual channel (24hrs online shop) to
extend the range of brand and product. Reach to your target audience precisely by the hottest and
most wanted products!

W Life & Local - Meet my daily needs anytime and anywhere: Local service is needed. Share product
related daily information via social networks; create the relation between our brand and life
experiences. When it comes to gaming gear, people will easily think of Tt eSPORTS and Yahoo
online shop.

M Entertainment - Variation and diversity are key components of FUN: The content and text should
be fun - interesting videos and images may evoke a resonance among consumers. For example,

holding discount events such as winning coupons through virtual games, consumers may
purchase your products accordingly.

Last but not least, don’ t forget to hear the voice of worldwide consumers; it may become the
source of our innovative products and service!

The President& CEO of Thermaltake

26th Mar., 2013
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I\/Iob|Ie marketmg reaches critical mass

Writer : LUXA2 Product Management Specialist Lantis Yu Ji &+

A foursquare

Y

have experienced online shopping, and number certainly has grown significantly. To all the

cooperations which seek business adventures in this market will like to benefit from all the
potentials customer based. It is clear to all the marketing experts, mobile marketing is a trend that
business cannot afford to ignore.

M obile has become the centre stage of our everyday lives. One third of mobile phone owners

Mobile marketing market size will expand even bigger this year! With continue generations of
mobiles apps will ensure the great success. This strong evidence for any business owner to be
updated with what he or she use to improve greater return of investment. Apart from mobile
landing pages, there are more tools that we need to know. There are four major indications for
mobile industry this year.

First, Near field communications (NFC) based mobile devices and applications have not fully
integrated to ensure the idea of making mobile payment. In order to see NFC fully accepted by the
market, majority of brick and mortar retails and business should carry the right payment equipment
to serve customers who intend to make mobile payments.

Second, Mobile gets more branding. Social network will launched its Facebook branded phone
through a partnership with HTC. However, it is not only Facebook that making its own phone.
Amazon and Microsoft are in talks with Foxconn to manufacture their phone in 2013. Internet
companies will also purchase mobile companies to enhance their services. Microsoft might soon
make a move and purchase Nokia. Once the mobile phone giant.

Third, Utilizing location applications to enhance mobile marketing. During 2011, Foursquare
made its mark by reaching over 15 million users, nevertheless it' s still not yet to make its way to
the whole mobile marketing mix. It is the strong indication that while foursquare already as well
known brand among mobile users, the challenge is to make location based apps like foursquare to
innovate greater function to small and medium business.

Finally, mobile won' t be a device but a function. Mobile has been a long associated with another
name “Cell Phone”. In present day, the phrase “mobile” terms to your smartphone or tablets,
eventually that would change due to our TV or microwave oven will carry mobile technology in it.
Wireless connectivity is now an asset for any manufacture and your smartphone is your remote
control. Expect more devices to be enhanced by mobile technology this year.
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Tt Dude, the milestone for Thermaltake
branding marketing in 2013

Writer : Thermaltake Marketing Department Specialist Cindy Ma 55 fik

experience, the product functionality and professionalism certainly well recognized by the PC

DIY market and no stranger to gamers or computer enthusiasts. To be honest, Thermaltake
products are most likely making a tough, powerful, and strong impact towards consumers. In order
to please a wider market, Thermaltake marketing team had decided to create a softer and more
welcoming image to balance our hardcore products. Therefore, this year we brand on behalf of “Tt
Dude” doll to make consumers to feel more cordial and appealing brand impression.

T hermaltake has been established in 1999 with the concept to delivering the perfect user

The creating concept of Tt dude is straightforward and clear. We decided to use orange to
symbolize Thermaltake, making Tt dude a mechanist look as one of Thermaltake’s engineers with
a large fan on his face instead of other facial expressions. The large blue fan on his face represents
“Thermal” and “cooling” which is how Thermaltake originally started the business with. People
may wonder the reason for color choice of Tt dude. In fact, orange and blue are contrast colors that
they work beautifully on the final look, the eye-catching figure, bright colors combination makes Tt
dude more pop out in any background. Then comes to the naming, we think “Dude” is more like
a lazy young kid who's always chill and lay back. This is sarcastically demonstrates how people
think DIY users might be.

Tt Dude has been introduced recently from early January in 2013, we had put many efforts onhis
social network activities and will do more exposures for him in future. From Facebook account,
sharing photos, check in places, humorous comic photos, to sneak in Thermaltakes product video,
unboxing article, etc. His interaction with customers and viewers is great, and people might think
he's a real person actually exists and have social connecting together. Marketing team believes
that Tt dude will develop the brand image of Thermaltake, wiser visibility of Thermaltake product
no matter online or in real life, It is going to be a milestone for Thermaltake brand!

! Thermal Cooler (Ttduds) Uptale Info | | Activily Lug % = |
# Add your moretown ! - 1 ey
= \Workez 3t hermakaks |=chnolzoy Inc (Super .. “| K 9 e
= Sludied 4L Eel Educaled 1 o Furzbashi t 5
d@ | kraln Topel, Tokan 3 :‘l mzE | R
h rrends 775 Fhatra 1A vap 37 ks 17
srarus T ehotn @ place 1] 11fe ruenr E._L i “iLI‘-‘
= wwLen
utent Coaler s now friends with Jazk Han and 19 othar
!-41' .'E * pruple.

— — First Tt Dude
Tt Dude’ s official Facebook 3D image exposure First Tt Dude 2D image release
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Branding Case

Writer : Luxa2 Product Management Specialist Lantis Yu &+

show-stopping question: Is everything brand-able—and should everything be brand-able?

These two major questions have haunted every branding expert for decades. The very first
question primary focus on “possibility” of branding anything,the other one is about “appropriateness” of
branding everything around us. Each question represents its unique circumstance.

I I arvard Business School Professor Rohit Deshpandé often asks his marketing students a

In order to respond to these questions from the fundamental grounding of branding, we should
focus on defining a brand in the first place. There are various definitions, let us choose the easiest
yet the comprehensive one. Branding has necessarily two dimensions that even all senior scholars
will agree upon; first is identifications, and second one is significant differences from others within
and outside its native category. Perceptively, everything around us, including every vegetable plant
in our backyard that is not branded, has these two key attributes in it. As result, anything can be
branded. Now it is upon you whether you would promote this as a brand or not.

Here comes the next question. Should everything be branded as we desire? Should the vegetable
in our backyard be branded? From business point of view, it is highly possible that you can brand a
plant, vegetable or fruit, provided the benefit outweighs the cost. Do the plants, vegetable or fruit
have any historical significance for which people will pay to visit your garden and see the plants?
Does it have anything special feature for which it will generate revenue? So everything does not
need to be branded. Here a word of warning: having no branding is like having no face, and having
“no face” is a type of identity and differentiations that leads to some sort of a "brand”.
Therefore, even though not everything needs to be branded, it would be wise to see everything by
keeping concept of branding in mind.

Every company founder has always spotted a great opportunity to transform a unique products
or service into a major global recognized brand. Just like Red-Bull, Dietrich Mateschitz discovered
the amazing drink back in Thailand and launched the energy drink to market 30 years ago. Today
the company has sold over 30 billion cans and value more than 4.6 billion dollars in 2011. In 2012,
the company brand name has jumped to all time high by generating the best brand recognition
through “23 Miles Space Jump”.
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Thermaltake USA, Case Modding and
Community Engagement

Writer : Tt USA Technical Marketing Manager Shannon Robb

Custom mod “Dark Matter” modder Stephen “Leatherface” Popa, just won 2nd
place in CPU Magazine case mod competition at PDXLAN

@ ol 25 MARVEE (@) i<

Custom “Hulk Mod” from case modder Custom Element S from community user

which they can participate. One that I hold most personal would be the Case modding which

is a way for us within the company to work with some of the most extreme enthusiasts and
doing what they love while at the same time showing some of the ways that our chassis offerings
can be customized to fit pretty much any gaming mood or desire.

T here are many ways to engage our customers from product design to simply having events at

Case modding is very different than most hobbies as it requires an obscene amount of skill and
natural talent to be able to pull off such unique looking designs. This helps strengthen our personal
relationships within the community and also even in many cases can give us ideas as to which
features or additions we can make to a case design which future users and gamers will enjoy. As
relationships have grown with many of the modders who have worked with our chassis we have
learned invaluable lessons in what to and no to do when it comes to design and ease of use for
chassis and chassis components.

Naturally with these relationships the modders get a chance to see behind the scenes at how we
work here in Thermaltake. I think most of them are very surprised as to the personal relationships
we have within the employees as well as how very strong the culture is and it shows as everybody is
very comfortable in the work that they do. This helps us convey the message of the professional yet
friendly company that Thermaltake constantly strives to be as we understand that by being happy
with what we do and produce means a much better product to the end users.

I am happy to know that every day when I go to work it is not just another day but another
experience. Working with some great minds within the office, but also brilliant minds in the
community who help showoff exactly what can be done with the right equipment and a healthy
dose of desire to be the best.
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What is it like to work at Thermaltake USA?

Writer : Thermaltake US Thermaltake Product Manager Chie Young

in asking this question, it made me think that fellow colleagues at other offices might be

Q few times I wonder what it is like to work at other Thermaltake offices around the world. And
wondering what it is like at our office in California.

Thermaltake USA's office is located in the City of Industry, California, about 55 KMs from the
Los Angeles International Airport. We are a full operation facility, with Accounting, Customer
Technical Support, Human Resources, Marketing, Product Management, RMA, Sales, and Shipping
and Receiving departments. We are a small but very diverse team of 35 full-time employees with 12
warehouse staff members from at least 6 nationalities.

The work environment is very casual and friendly, but yet everyone is extremely dedicated at
their own respective jobs. One particular thing I came to realize since joining Thermaltake USA and
become highly fond of our office is the unique multi-cultural environment. On any given time of the
day, itis not uncommon to hear colleagues speaking Chinese-Mandarin or Spanish besides English.
As I have mentioned above, we have employees from at least six countries, with people from
various industry and professional backgrounds. I absolutely love working in this environment every
day, I not only learn about my peers’ home countries and cultures, their hobbies, but also how to
work and deal with different idiosyncrasies. In my personal opinion, this is an extremely valuable
real life experience and it is something you cannot just take a course at school.

Another aspect that impressed me is the passion and interest everyone has towards the
computer industry. Every day I learn something new, from PC performance tuning, troubleshooting skills,
to design and materials used to build a product.

Although I have been with Thermaltake for just a few months, I believe I made the right decision
to join the company. This place is fast pace, we work hard but we always find time to joke around
and have some fun. If any of you reading this article and are planning to visit Los Angeles in the
future, I would like to invite you to come visit and give us an opportunity to show you around the
beautiful sunny Southern California. So see you soon at Thermaltake USA!
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The book review of Liar's Poker

Writer : Tt USA RMA Admin Viola Liao

journalist, having a lot of famous novels such as Moneyball and The Blind Side...etc. This book

was first published in 1990, describing the author's experiences as a bond trader on Wall
Street during the late 1980s. It is not only explaining how the history of mortgage trading and the
overview on Wall Street, but also talking about how the author graduates and became a successful bond
trader internally, and externally.

L iar's Poker was written by Michael Lewis ,an American non-fiction author and financial

For instance, at Chapter 2, the author used his experience to tell us how a freshman of graduated
student looked for job opportunities. He prepared the connection with high influential people, which in
the book were wives of directors in Salomon Brothers. Therefore, he won the tickets to enter Salomon
Brother as a trainee. Moreover, in the book, He would tell us his experience how to be successful
negotiating the salary without mentioning the money. Moreover, the author would show us how Wall
Street people earn by not mentioning the money.

On Chapter 3, He was explaining the culture value of Salomon Brothers, as well as the importance of
employees of Salomon Brothers to love their culture values in order for the whole team to achieve the
goals. Instead of giving more salaries or bonus, Salomon Brothers treated their Bond Traders some
ridiculous trip such like on an occasional week day, they would fly from Manhattan to California after
trading. This way, the traders would all appreciate the treat and work harder to target their sales targets
for Salomon Brothers even though their paid was famously not paid well in their Industry.

Salomon Brothers thought that was enough to motivate traders’ motivations, but it was never
enough. Salomon Brothers was a lead of Mortgage trading and spending time to train their bond traders
becoming the top traders on Wall Street. But, it was regretted that because of the management system
in the firm as well as their poor bonus system, they continued losing their traders in the firm and they
failed to recognise this problems. It was said that people love to join the firm and go through the training
programme in Salomon Brothers, but most of them would not stay in Salomon Brothers as they could
jump to some other firms as other firms would give traders better picture. I think this was sad to train your
traders for other firms.

There are more chapters which are very interested. Michael Lewis is well spoken and his work is truly
inspiring. I thought to share with my Tt team. Thank you for your time.

LIAR'S POKER

- :_' Ti‘: e ) . W _::.'. k
The cover of Liar' s Poker The picture of John Gutfreund, the CEO

Author Michael Lewis of Salomon Brothers
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