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Expounding Integration
by Michael Porter's Five Forces Analysis

fiercer recently. | hereby think back over the “Five Forces

Q S we can see, global economic competition becomes much
Analysis” which was formed by famous management

scientists and economist Michael Porter’s in 1980, to compare the
market competitive situation Thermaltake has faced in the IT
industry.

Actually, earning performances of Thermaltake, Tt eSPORTS
and LUXAZ2 are not only influenced directly by our horizontal
competitors, but also by suppliers, new entrants, substitute
products and customers, 5 forces in total. However, the
competitive advantage of Thermaltake can be seen by our
corporate culture “Delivering the perfect user experience”,
which is exactly the same with the idea Porter raised.

Each force decides the earning performances of Thermaltake,
Tt eSPORTS and LUXAZ2, they influence product price, cost and
essential investment...etc. We have to face these 5 forces
honestly and positively against the erosion they cause, then
control our best value to make gains!

New Entrants

Threat of New Entrants

Bargaining Power of Bargaining Power of

Suppliers Competitive Rivalry Customers
; within an Industry
Suppliers D Customers I

Threat of Substitute
Products

‘ Substitute Products I
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1) Threat of New Entrants
Those companies entering the e-Sports industry after us have divided the market and customer, then causing
a Price War which brings down the market price, so the earning of industry declines.

To counter this threat, Thermaltake sticks to patent protection and brand awareness with a lot of effort. Last
year, Thermaltake made a huge step to open the unique “Tt eSPORTS Flagship Store” and “Tt BUY” online store,
integrating physical and virtual channels successfully. On the other hand, for Thermaltake (Key3), economy of
scale in the PC DIY industry and entry barriers are relatively high, hence we launch strategic products such as
Chaser, Urban Chassis and Toughpower DPS digital power to consolidate and take over the market.

2) Bargaining Power of Suppliers

When suppliers are able to master the price of product’s ingredients, labor and materials or establish their
private brand, the market competition and earning possibility may change. Therefore, getting lower acquisition
cost is a very critical issue to Thermaltake! If we do not have enough suppliers, it is possible that suppliers
dominate all prices.

Cost of production takes a large proportion of our revenue; therefore, we have to be sensitive to the price of
commodities since the cost suppliers provide will reflect on sales. To upgrading our bargaining power includes
having multiple suppliers, or seeking other lower suppliers and balancing the quality and price of commodities.

3) Threat of Substitute Products

Price and function of substitute products, behavior and preference of consumers have limited the possibly of
making profit in the industry. It may replace the existing industry and become consumer’s new favorite. The raise
of tablet and mobile devices cause the decline of PC, and mobile games gradually replace online games.

Thus, Thermaltake paid close attention to the transition of the industry and consumer behavior. We bring out
products for mobile device and digital entertainment such as Tt eSPORTS Level 10 M Gaming Mouse, LUXA2
GROOVY Bluetooth speaker and P-MEGA Power Station to get added value, acceptability and recognition of
consumers.

4) Bargaining Power of Customers

Customers’ bargaining power is hard to overestimate, so how much power may lead customers to rule the
price? It includes the importance, quantity and centrality of the product. Our products are not necessities to
customers, therefore, substitute products for keyboard, mouse, headset and chassis are few.

5) Competitive Rivalry within an Industry

The market of PC DIY and e-SPORTS are saturated, so for the interfering mode, we adopt a price war,
promotion activities and improve our service quality. Also, we evaluate brand awareness and brand value by
Facebook and Weibo, shortening the distance between customers and us and providing direct service.

Power of Integrating increase Thermaltake’s competitive strength

The key for power of executing is the power of integrating, theses two powers are just like bird’s wings —also
the indispensable element for Thermaltake to face industry competitiveness. The reasons for lack of execution
are: 1. Vague Target; 2. Unclear Strategy; 3. Ambiguous Instruction; 4. Poor Tracking. At this stage, we have to
focus on integrating low cost supply resources, comprehensive product marketing, smart client maintenance and
upgrading after-sales service. This clear goal needs all of us to pull together. Let’s shorten the distance between
“knowing” and “doing”, and upgrade our corporate competitiveness and sustainable development as fast as we
can!

The President and CEO of Thermaltake

)

4th Dec., 2013
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Adaptive marketing is the new ERA
Real-time data to sharpen branded relevance

Luxa2 / Channel Product Management Specialist / Lantis Yu Ji7 &%

Using Adaptive Marketing, advertisers can now optimize both

their media and creative to ensure consumers are getting Consumers are using their personal data to adapt brand
more relevant content both online and offline relationships in a variety of ways

adaptive

cross the globe, privacy has become a political hot button and governments are collaborating with industry
leaders to come up with sensible solutions that balance understandable consumer privacy concerns with
legitimate marketers’ wishes to create a more effective and impactful online experience.

Why is this important? At the very heart of this issue is arguably the future of marketing itself. Without a proper-simple,
intuitive, legal, ethical-online exchange of data, both consumers and brands will find far reaching implications to the way
they buy, sell, create, and configure products and services.

Optimizing advertising

Using Adaptive Marketing, advertisers can now optimize both their media and creative to ensure consumers are getting
more relevant content both online and offline. TV advertising can be optimized based on assessing how viewers respond
to a TV spot with their Twitter activity, Google searches, and Facebook posts.

Dynamic, effective, pricing

Advertising is of course only one element of Adaptive Marketing. Consumers are using their personal data to adapt
brand relationships in a variety of ways.
Pricing, for example, has become infinitely more dynamic. Companies like Staples adjust prices on their online shop based
on a person’s physical location and whether one of its competitors has a physical store nearby. Sporting teams have also
started using online data, such as search volumes, weather forecasts, and player status to adjust ticket prices in real-time.
Is all this adapting worth it? It depends. Some luxury brands may actually benefit from their inflexibility and elusiveness. For
others, the benefits of Adaptive Marketing can be enormous: many of our clients are seeing a dramatic increase in sales
with lower cost-per- action (CPA), while others are building a powerful army of Facebook fan advocates.

What all marketers should consider is the threat from new companies with adaptability built into their DNA. In an age
of margin pressures and the constant threat of commoditization, some level of Adaptive Marketing may be a necessity
rather than a luxury or one-off experiment.

Finally, data must be ethically harnessed, liberated, and applied. Some of these changes are not easy, but the rewards
can be enormous, indeed essential. The former CEO of GE once said: “There are only two sources of competitive
advantage: the ability to learn more about our customers faster than the competition and the ability to turn that learning into
action faster than the competition.”
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Building Brand Value

Luxa2 / Channel Product Management Specialist / Lantis Yu Ji#&5 %%

Brand equity is a term use in marketing industry  Luxury seeks to balance the exclusive and inclusive Brewers expand globally while satisfying
which explain the value of a established brand, element, which allow brand experience to get personal. local taste, it is important for consumers to
a reputable brands generated more value than seek innovations

its products.

reputable brands generated more value than its products. This is not only why brand value is one of

most valuable asset for a company, but also the key element which can increase the financial value
of a brand. among all the industries, there is one industry worth to point out the most which is technology
industry.

B rand equity is a term use in marketing industry which explain the value of an established brand, a

Technology sector has become the rising star for past eight years, the most important companies worth
to be mentioned are Google and Apple. The other company worth to focus on is Samsung, the company
managed to create strong brand value in smart phone market, the company managed to increase over
52% of brand value from 2012.

According to BrandZ top 100 2013, “Strong brand equity drives sustained market advantage”. The key
advantage come from brand contribution of brand value, brand contribution simply measure a brand’s
ability to differentiate itself and create desires and loyalty in the mind of the consumer. From all the key
categories, brand contributions is especially important to beer and luxury industries, where the products
depends so much on effective marketing communications and the emotion response of the consumers.

Luxury seeks to balance the exclusive and inclusive element, which allow brand experience to get
personal. These luxury brands personalized brand experience in ways that went beyond segmentation to
focus intimately on individual consumers. Someone buying an affordable accessory could receive a thank
you note from various registered social media tools.

Brewers expand globally while satisfying local taste, it is important for consumers to seek innovations.
The global beer brands have experienced great financial success because of the scale achieved through
industry consolidation. The brands enjoy minimal differentiation, but they share in common a few
BrandZTM brand archetype characteristics, like being viewed in most countries as “fun” and “playful.”

In conclusion, brand values continue to appreciate through the down turn of economy recession since
2008. Among 20 biggest categories in the world, each category managed to perform exceptional well in
product differentiations, recovery and continue growth despite economic stress and expand its geography
to increase brand presence among strong economic growth rate like BRIC (Brazil, Russia, India China)
countries.
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Power of Brand

Integrated Sales & Marketing Department / Specialist / Ken Yiu j§58]70

= Logical
Approach  «Continuous
Innovation
*Global
Thinking
QOur Mission
Delivering the perfect user experience
(ol CAEIIEES” sHonesty &
Qur Vision N Integrity
a cultural brand for the enjoyment of entertainment,
e-Sports, technology and lifestyle
»Collective

Wisdom

Thermaltake DNA and 8 core values

First Thermaltake product purchase

hen we talk about Brand, most people would think it as of it’s just a name or logo on a product for those who
support it to make a purchasing decision. However, | would like to share a personal experience how
Thermaltake brand has gone beyond from a simple purchasing decision to changing my life.

Being a gamer since 10 years old, | have been playing all sorts of games for 22 years now (and still counting...), from
Mario to Contra, Final Fantasy to Diablo, World of Warcraft to League of Legends. You name it. Spent endless hours
leveling up and killing bosses, clan wars and managing guilds. It's a real enjoyment to be enthusiastic about gaming, but
| have never thought it would be possible to be working in a company relating to gaming before COMPUTEX 2012. | was
working for a B2B company for 6 years, dealing with mainly ODM/OEM key accounts, married and had a baby daughter
during this time as well. Just as | thought | was going to work for another 20 years in this company and retire, | saw
Thermaltake stage in COMPUTEX 2012. It was actually my first time ever to been to COMPUTEX since | lived abroad
for 2/3 of my life. What caught my attention were the stage’s unique design, the red and black color theme, and the energy
from the showgirls. | didn’t remember anything else after | leave the exhibition except “Thermaltake. Energy. Passion.
Exciting. Gotta go buy their product”. | then went to Guanghua Market and bought a bundled set of Azurues mini (Actually
my first mouse was CM Storm...but it was not working out for me too well...) + Dominator mousepad + Challenger
Keyboard. | still remember how impressed | was at the moment when the mouse pouch fell out of the box during unboxing,
and the performance of the product is beyond my expectation as well.

Since then | started to check for Thermaltake’s job opening, submitted my resume 4 times and finally had a chance for
interview for the job opening of India region sales. To be honest, | was really reluctant to switch my job when | received
the offer, mainly because | was so used to my previous job function, stable income, and security of the job. For taking up
sales job of Thermaltake would be a completely different field for me since branding business is quite different than
OEM/ODM business, with lots of uncertainty. However, after thorough consideration and support from my family, | decided
to take the offer and challenge myself because | believe in the Brand. After | joined Thermaltake and saw the Thermaltake
DNA, | realized that before | joined Thermaltake, | already possessed the DNA within me. The courage to take up new
challenge, passion for gaming, and perseverance of never give-up attitude. The 8 core values also impressed me because
from all the companies | worked for before, most of the ‘values’ are slogans and rarely put into action, but for Thermaltake
it is part of everyone’s KPI so we are forced think about these values in our daily life, and eventually it grows within us
naturally. This is my story of on power of Brand. It has changed my life, has it changed yours?
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