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Face the Risk, Obtain the Benefits

when it comes to business growth and new products

T he priority of running the enterprise is to survive, and
development, risk is an omnipresent issue we have to

face. Thermaltake now successfully entering its 15th year,
environment risk is still the biggest threat for our enterprise
operations. However, how to embrace the risk is actually part of
our works! What attitude should we have when facing the risk?!

The Book (Fail Safe Strategy, profit and grow from risks
that others avoid) has mentioned that enterprise should use
risk as a competitive advantage. If you can seize the risk others
keep away from, that means you monopolize it and profits
belongs to you. You can see gold where others see risk.

Three Sources of Business Risk
Demand risk, competition risk and capability risk are three
risks may make strategy derailed. “Demand risk” comes from
whether the enterprise value proposition accepted by the
market, or demands are stronger than expected. Once the latter
happens, the enterprise may lose market share before capacity
expansion. In other words, if an enterprise couldn’ t handle
unexpected demands, it may easily lose due to “competition
risk” since competitors will try to plunder their customers.
“Capability risk” , on the other hand, is about whether the
enterprise is able to satisfy the value customers paid for, or not
be able to obtain satisfied benefit due to overspending cost.

Facing the risk, Thermaltake adopts “accepting the risk” as
the first action step, so that we can understand our future
visions, facts and choices next. For example, after observing
market trend and user behavior, Thermaltake introduces Urban
and Chaser chassis series to the market at the beginning of this
year. However, Thermaltake has to take the risk that these two
series may not satisfy consumers who have specific needs, that
is to say, we will encounter “demand risk” since these two
chassis series are design for PC DIY users who have
distinct personality and love minimalist style only. Then here
comes the second risk - “competition risk” , to avoid
product plagiarism from our competitors, these two chassis
series should be well prepared once for all. As for the

“capability risk” , it's not even in our consideration! Urban and
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Chaser chassis series are fully in harmony with our enterprise core competence, and this is indeed our
competitive advantage! We not only facing the risk but also reducing the risk to obtain benefits!

Next, enterprise culture should maintain enough flexibility to attack at any time and to be well prepared
to deal with sneak raid from competitors on the other side. The enterprise culture Thermaltake advocated
is relied on the participation and practice of every Tt members. Let" s keep moving forward with our
innovative spirit all together, making Thermaltake and its brands as the everlasting winner among this
competitive market!

@@ Thermaltake
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The President and CEO of Thermaltake
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India eSport Trend

Integrated Sales & Marketing Department / Specialist / Ken Yiu j8l7T

India-Our next target Largest cyber café in India.Opened on Jan 1st, 2013 Largest gaming event in India,
BYOC (bring your own computer)
with over 3,000 participants

ndia, a country with the 2nd largest population in the world, has always been a mysterious place for many
people. The news and images from the media were mostly negative, thus it has not been a favorable place as a
tour destination. However, it is the 10th largest country by nominal GDP (growing on average of 8% per year),

one of the members of BRICKS, and a must-go market for many industries, including Thermaltake.

The stereo type for India is usually ” poor " and " messy ", and many would doubt if people have the money to
buy luxury or entertainment products, or if eSport actually exists or would it become popular. Some facts from
Credit Suisse , the top 1% of the population own 15.9% of India’s wealth distribution, the top 5% own 38.3% and
the top 10% have 52.9%, more than half the country’s wealth distribution, which means around 100 million people

are considered "“rich” in this country, and definitely the buying power is there. According to KPMG report, gaming
industry in India is worth $274 million USD in the year 2012 and expected to grow to $700 million USD in year 2017,
and India has the largest youth population in the world with 66 per cent of the total population (more than 808
million) below the age of 35, thus we definitely see a growing trend in gaming in India.

Now let’s look into more depth of the India eSports community. Popular games in India are Counter-Strike 1.6,
Dota2, and League of Legends. Main eSport promoter is a company named Xtreme Gaming, who hosts WCG India
and BYOC (largest gaming event in India) event as well as many other tournaments. Xtreme Gaming also opened
the largest cyber café so-called eSports Stadium beginning of this year in Delhi, with over 100 computers and
hourly rate of $0.51 USD. This marks the grand new era for eSports in India because previously the largest gaming
café was in Mumbai with only 20 computers. There are also several professional eSports teams, most popular 3
teams being ATE Gaming, Team Brutality, and Team NSD, which are widely known among the eSports community.

As for the media, there is currently no magazine that specifically talking about games. However, there are
several popular websites mainly focuses on gaming and eSport, such as The Game Ministry, Indian Video Gamer,
Afk Gaming, Indian sSports Community where gamers find the most updated news/events, as well as product
reviews. Popular gaming gear brands are CM, Razer and Cosair. They have sponsored several events as well as
hosting their own tournaments, such as Razer E-Series Tournament.

With the above said, I hope all of you have a better understanding of eSports and its trend in India, as well as
a new perspective on India. Meanwhile, let's work together to bring Thermaltake/Tt eSPORTS culture brand to
India, establish a clear identity and unique top of mind position in the gaming community. India, here we come.
Are you ready to live Tt?! @




2013 Tt CULTURE BOOK

BRI R R
Customer Sharing




2013 Tt CULTURE BOOK

LUXA2 / #7288 / Tai Chen BZFER

FHBEHEREZNZ2ETEMNRNEREEE " Computex Taipei " - BENSEAE « BEZ
ZHEMMERFAZINME - —INKEHRE—RSENIIRZEBEE A -

KA SIPELH "EERAEI, A TRES NS —  BRNEMBREFELNITENE
B RAELUXA2FREENER A ERAE TSR RBE LHFRER - HlstHRE - EE2B
BEB - AEARNB KM NER - 2RSS LEERmIVEBERENS - RBRTANBRER
3 - AREHFNERRBESHRIRREZE LR

HE—  BREA  HEME

EEEERABEORN  FTERMERERSE  KBEAEHON  EESRIHER - T TR
S BFRRCERARARS ST IRRN—IE - WEBBNBHHERT HESESNERW
REM - EABRBNSSMMAEECSORMSES - FUROEEHENER - IS 28  HE
B SRECHEDEERS  1EEBNEHY— -

B SNEIEER - BMINEE

A TIRITEMANINEE - WIEZEMER - ALFRIMRTOIRAR FHER - BRPIEAIENE
MEs - BE RBHFLNEEREE MBEANRENIIA  ARELULBESHESHRZ B
RITEmMREBE -

CHERNSEHESD  REEONRACSAKE - ATNRERUINWENEEZEFOM -
I6 - MAFHRM AT mEFERBEZR LT - RKEFORNERINGESEORENEREST —EER
FATIRER - RABZAARMANEREASERETINANEYE - TEHARREMZSHFEL
ERNEE - NUI—X - A olUREmE0ERK - RRMATERRARSGE—F 2 -

v . e d—.igg e :__,.&'_-;3'.-:3
A = A DIVEES
i I e

EmETt Dude EmiE g




2013 Tt CULTURE BOOK

nn K& T

Branding Case

il

Ol

APOLLOS

Thermaltake




2013 Tt CULTURE BOOK

an & TEE R

Branding Case
15 K Fm i = O
/3¢ X BE wn /2= AR

Tt eSPORTS / T #26M / Steven Hsu #REIZ)

CNC SEIE R
=F=1 53512009884 - BESABBAEREBOMA - BERETSERETRSBOLDE

T 5 StEnTEEE 28 BE(BER) Hi  ZHRE - SHUESRERESs
AL =R L E D -

B i i 88 T R A R B TR S MU T XE TR L

REZRIEHFFESANLS  BEBLEAB—RHOSERE  ASHRQEEAE/)\RK - HERY - #
Ml BAAIAL - REZEMRBENRERENTRENE - AR - S8 XHFBERD
g olLEEAZETHEBECRESHRE - ER - BAMATSH M EEESEREF SR
REA - FRIRRREABNWARENEEETF - FTERNARHARBNRERR - UAXEEAEEN

g e/ BRI R BREASEE

EHmHNBENTKTIEES - HAZFE - AEHEBER - M LESRAENTERREX - FIUEFHREER
WERTETERES - sEAERNEANEETERELSG - EREIZSWIFHMREEE - Boaard
RIS - BERIBENES St THN 7 t8iies -

ErrHE AR T HEER EREEHHI

—mRAZEELENERX  EEHREST A ERSEZNAE  BHEF - AEHEES - {1
HFFENSE - ABE 2R - S ol &RBEPAE LR - AILSHmEHT S HERNELE -
RELBEFRI U HEERALR -

—



2013 Tt CULTURE BOOK

mn AR TR
Branding Case

Brand Personification

Tt USA / Customer Service Rep. / Andrew Chang

> MICHELIN

Thermaltake - Tt Dude Pillsbury Dough Boy Michelin Tires — Michelin Man
—Poppin’ Fresh

concept being put into play around the 1940s and 50s. Most recently the tactic has been more
prevalent in our society as many companies gain more market share by personalizing and

enhancing their branding image; the goal of brand personification is to create a memorable image

of their branch which often appears in advertisement. Successful companies which have pulled this
feat off are Mr. Clean, Aunt Jemima, Michelin Tires, and Hershey.

B rand Personification is pretty new concept being executed by today’s corporations; the

Effects of brand personification allows for an end user to better relate and remember the
product, it is known that is easier to remember with a product if a person can relate to it as an
object such as Thermaltake's very own TT Dude which allows customer to interact and relate with
the branding. When building brand, a company usually tries to match the personality with the
target audience, which in our case Thermaltake created a personification of a fan and a bolt to
present an object that customer can relate with when thinking about Thermaltake.

With the creation of Tt Dude many fans of the company will be able to then follow the
personified character on its own little adventures and be able to bond and think of the company as
a character. This will not only increase brand awareness but also creates a ripple effect when an end
user talks about Tt Dude and shares his/ her experiences with the their friends when they all have
good experiences it'll be a ripple effect of either good or bad experience that each customer faces.
If a customer is happy with their product brand personification will generally help the company,
however if the product is bad then some people will relate the personification with a bad
experience and spread a bad reputation.
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Building Thermaltake Technology into a cultural
brand for the enjoyment of entertainment, e-Sports,
technology and lifestyle.
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A new person’s perspective — revived
hope Iin Taipel

Tt eSPORTS / Global PR Managing Specialist / Jeff Chang 5R#i7t

Mentally I'd been preparing myself to go back to Southern California; even though I greatly

preferred general life in Taipei more than the City of Angels where I grew up, I was in the
mindset that the work environment is better in the US. When around mid-to-late March, amidst
conversations regarding Real Racing 3 and why you can’ t race a 'Focus against a M3’ , I was told by
a college pal to try submitting my resume to Tt eSPORTS.

0 few months ago, [ was pretty disillusioned about the value in continuing to work in Taiwan.

I showed up to Tt eSPORTS/Thermaltake, a company which already had a few people I'd met
previously in Taiwan — including a good friend of mine whom at the time unbeknownst to me was
in Tt USA already, and interviewed with a Tony Liu. Turns out we grew up in the same area, same
high school, similar background, etc... I felt a bit nervous, but apparently the interview went well.
Next thing I knew, Iwould be starting my first day on Wednesday in the middle of April. A company
involved in eSports and also producing headphones; a company actually doing something related
to interests of mine since high school!

Fast forward 2 months in- it's the middle of June, I've attended GSMM and Computex 2013, and
know my coworkers in the Tt eSPORTS department a bit better; as a bonus I've even met some
famous figures from eSports. I've been really enjoying the time here. The work atmosphere isn't like
what I thought all tech companies in Taiwan had become. Over here, the environment is more
open- desk space, cubicle height, office colors, and meeting rooms are all less stifling than the
average Taiwanese tech offices. The general ambience just feels like it supports creativity and gives
staff more room to both breath and work. Personal time (off-work) is respected and I've got two
small marketing projects I'm heading on my own.

The new position has also made things easier on the family side for me. The office is closer to my
grandparent's place, and I get to see them more often. In addition to the better working
environment, my parents have —for now- stopped pressuring me to go back to the USA. Overall I'm
very grateful to have been given the choice to join the Tt family, and look forward to the
experiences ahead.

On Set of Product Office area, with Tt-eSPORTS Meeting White-Ra with Eric and Andy
Introduction Video listening station.
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Understanding the German working culture

Tt Germany / Marketing Department Management Assistant / Melvin Kuohsiung Tien

] W

Opinionv.s. R Boss v.s. £ Lifestyle v.s. 5577 =

n any business, if you can understand the local business culture, then you are one step ahead your
competitors. What is German'’s working culture? Beside the benefit from Euro and successful labor

reforms, I am going to discuss what is German’s working culture and his DNA.

1.German education system:

It provides a conveyor belt of highly skilled workers to meet the specific needs of the country's
long-established and powerful manufacturing base, which is rooted in the stable, small-scale family
businesses that have long provided the backbone of the economy.That is why, there aren't any high
educated employees in German office, but it almost fits our company scale and fit the most needs.

2.German values and behavior patterns in business:

Germany has enjoyed one of the most successful and envied economies since the founding of the Federal
Republic in 1949. Companies have achieved success by hard work and efficiency — both highly valued
character traits. The quality of products is recognized throughout the world. Organization is tight and
precise (well-ordered); everybody knows his function. Decisions are made after careful, thorough and
precise analysis. Risks are minimized; security is a lifeline. Time schedules are strictly adhered to: punctual
delivery means on the precise day! Formahty Is @ necessary sign of respect. Business is serious business.
These are the values that pervade society and are the foundation upon which German managers build.

3.Decision making, problem solving and security:

Risk avoidance and thorough analysis are the main concepts here. German managers tend to feel
uncomfortable with situations over which they have no control. As taking risks implies less than complete
control, they attempt to control the risk by analyzing all potential new projects thoroughly before making
decisions. Why? The reasons are historical, psychological and economic. Germans associate risk with the
possibility of failure — something they have learned to avoid since their school days. Young people grow up
in a system where mistakes are punished by negative grades and failure is punished by having to reset a
school year. They learn to fear making mistakes.

4. Teamwork:

Unlike people in other countries, Germans do not learn to work together from an early age. The German
concept of a team is more often than not a group of experts who work together on a specific task to reach
a specific goal. Working together may imply adding their input following individual work on the topic of
their expertise.

5.Communication style:

German verbal communication patterns are one of the greatest sources of confusion to others. In brief, they
are very direct, short and to the point, and can thus appear to be abrupt and demanding. The content of the
message is more important than the means by which it is transmitted. The word ‘muss’ (have to) is used
much more frequently than in English. Germans whose command of English may be very good, but who lack
an understanding of the undertones of communication styles with English-speaking people, tend to

translate directly, producing English expressions using German communication patterns.

Doing business in Germany is a challenge. Like all successful countries, Germans possess a firm conviction
that their way of doing things is the best way. This by no means indicates that they are unwilling to accept
alternatives or to try out new ideas. It does mean, however, that you need to present very convincing and
solid arguments in order to persuade them to change.
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