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Thermaltake 15th Year of Excellence

Papaya Theory -

Stay resourceful to cope with all challenges —
to let crisis awareness deeply rooted In
corporate culture of Thermaltake

Papaya Theory -
Strong crisis awareness is the way of living for Thermaltake Group

“Kano” (Annotation 1) shows a coach explain to his

baseball players a metaphor to encourage his them to
fight till the end on the field: The papaya tree may have a
mistaken impression of dying when nails are driven into its trunk,
so the papaya tree tends to blossom and bear fruits in order to
ensure survival.

Q classic scene of a currently popular Taiwanese movie

Strong crisis awareness is the way of living for enterprise
Running and managing a business relies on the above
mentioned “Papaya Theory” to encourage business itself. The
15th Year of Excellence for Thermaltake is this year, it also
reminds all colleagues of the rapid changes in the industry and
business environment. To Thermaltake, the ability of defense
and resistance has to be much stronger every year in the way;
we have to make adjustments any time according to our various
stages of development. To have Thermaltake in a long-lasting
condition with continued innovation, only by allowing a sense of
crisis rooted in the corporate culture of Thermaltake, allows us

to stay alert to the challenges that lie ahead. '
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For the future we must stay alert to realize the sense of crisis does exist, therefore we can be well prepared
in advance! A staff member who keeps crisis awareness in his/her mind can always elevate his/herselfl An
enterprise culture with crisis awareness can transform spontaneously and stay undefeated in the changing
market!

The most frequent mistake that enterprises makes is underestimating the strength of the opponent, And to
only see the present but forget to look forward to the future. A strong enterprise needs to be composed of
disciplined and efficient staff who own execution and care about details. To consolidate our every step, from
product development, engineering, purchasing and sales to finance management, we need everyone in
Thermaltake to be capable of working together and sharing goals, in order to implement my idea in the same
direction for a better future.

Boundary less thinking

| would like to also encourage all of you to obtain learning from external sources. This is not imitation but to
absorb and learn from the fine experiences of others, And the most important thing is to keep improving with
capability and continuous innovation for Thermaltake’s second 15th year anniversary— from good to great!

Annotation :

(1)Kano is a 2014 Taiwanese baseball film. The film depicts the multiracial Kan baseball team from southern
Taiwan overcoming extreme odds to represent the island in the 1931 Japanese High School Baseball
Championship at Koshie Stadium, when Taiwan was still under Japanese rule. Performing beyond all
expectations, the underdog team advanced to the championship game in the tournament. Source : WIKIPEDIA

e
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CRISIS |

Continuous innovation for Thermaltake’ s second
15th year anniversary — from good to great!

The President and CEO of Thermaltake
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WEARABLE TECHNOLOGY.
THE NEXT BIG THING AFTER SMART PHONE!

Luxa2 LB ¥R / %3 / Giovanna Lin M 8%

Wearable Glasses allow us to access information anytime and anywhere. Wearable Technology Is the Next Big Thing.

Privacy issuel

earable technology allow you access information where smartphone can’t!

Smartphone, the LAST big thing that has changed the way we live our lives today. Information has never become so
accessible than ever, users no longer need to turn on computers for simple research. However, smartphones still have its
limitation which forbidden users to access information that is where the market discovered the market desired for wearable
technology.

Smartphones have improved our lives in so many ways, and there is a bigger potential growth globally. According to
world mobile phone & sales marketing report (2010 ~ 2015) “The market revenue worth of 258.9 billion in 2013 and expect
to grow up to 341.4 billion by 2015”. The forecast is a strong indication that smartphone market is expanding to a broader
scale into the merging market. B.R.1.C (Brazil, Russian, India and China) the four new super advance merging market
havemarket has played an influential factor of this new growth. But the smartphone still hold many restrictions that prevent
us to access information more convenient or safe without harm the smartphone device.

Wearable technology will become the NEXT big thing to help us accessing information easier in new frontier. The global
wearable smart band has grown tremendous for past year with over 700% growth, however the total amount shipped is
relative small compared with smartphone market. Nevertheless, an independent analysts Canalys predict a stunning 8
million units would be shipped in 2014, over 23 million units by 2015, and over 45 million by 2017. The wearable band is
designed for water proof, health monitors, medical and wellness segment. It is exactly what we wanted that could solve the
barrier for each smartphone today, the new wearable band could help us to improve our lives and access information that
a smartphone could not achieve. But what concerned consumers the most about wearable watch? What about privacy
issue or social norms?

Google Glasses brought up two major concerns, one is the privacy issue and the other one is the social norms. Itis no
longer a science fiction we seen from a hollywood movies that our government or banking institutions are spying on our
phone calls, emails ,web activities and personal informations. What would prevent them to do the same thing if we all wear
Google glasses, it will allow big brother to monitor what ever we do every day. The other key concern about google glasses
is the social norms, would the society accepting people wearing google glasses around them? There are many regulations
have been developed specific for the google glasses at the Google’s home town, many restaurant, theatres or people have
been asked to removed or leave the. Remembered, google glasses are not available to consumers yet, it is only for
developer, there might be no where glasses this technology when it officially released.
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Top 5 methods to encourage your customers
to share your content

Luxa2 LB ¥R / %3 / Giovanna Lin 8%

. ) 4 P - mwsa £ Windows 7
i emvescen  focmiResn 8 focis & e o) 7 T e, ' - i
'] : = - =y
YN G ¥’ L) w; - -'i;_tg_l c Ii g
A\ o pe hare Metr o e S Vo \e’
2,608 K% B . P ———
A i ' 158 Share Rate Olishin :‘ = Social Lin e M :\ ] v r ‘ : g
_—T sy as =5y ) ) -
ey - o s .S i b - s =
e

Recognised share influence. O = ﬁ @ @ Turning sharing into a game

= Encourage engagement,
‘ ‘ let users spread the brand for you.

ngage, integrated and motivate. 5 ways to make your fans market for you”

Traditional marketing has transformed itself from a one direction advertising exposure with excessive messages of how
amazing their products was to become nothing more than noise and earned the label “spam” in modern marketing field.

Based on various of studies that have confirmed what marketers all suspected customers trust print media only about
33% of the time, however they do trust recommendations from friends 90% of the time. This is a clear message that
customers are no longer listening anymore. Cooperations should stop over spamming information, instead let consumers
to do the talk and spread your brand for you. Marketers should create more remarkable, engaging and empowered users
to show their passion for your brand by sharing across over the social media.

Here are the five creative methods to integrated social into all your marketing ideas, engage and motivate your existing
brands fans, use the opportunity to expand new fans in the process. There are lots to be learned from the brands that have
embrace social and getting it right.

First. Turn, Sharing into a game. People love to challenge and they also love to win it.

Second. Identity recognised and reward influencers. Up and coming bands have had “street teams” for decades--fans
who are willing to walk the streets to get the word out about their favorite band by handing out flyers to anyone and
everyone.

Third. People are more likely to share something if they feel like something good will comes out of it.

Fourth. Give them something exclusive. Every customer wants to feel special, and one way to make them feel special
is to give them something exclusive.

Fifth. People will mobilize when lots of folks can get a benefit. With the advent of DIY group deals, you can create
campaigns where everybody wins if they get their friends to do something together.

In the end, it is all about knowing your crowd and amplifies it. Whether you are in B2C or B2B your business needs to
start harnessing the power of social sharing. Your buyers have changed, and the key to breaking through the noise is
engaging your audience and providing them a compelling reason to share. Your customers view any brand-to-buyer
communication as an advertisement and are less likely to take your word for it. In contrast, a buyer will believe what a peer
has to say about your brand. We think that the real promise of the social explosion isn’t about updating your feed for
hundreds or even thousands of fans. We think it's about getting your voice heard by the millions of people out on the social
web in a different way—by turning your customers into powerful advocates for your brand and creating thousands of
peer-to-peer recommendations on your behalf.
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Branding Case

Thermaltake USA and PDXLAN a Community
and Great Friendship

Thermaltake USA / Marketing Manager / Shannon Robb

meet them face to face. In this world of online everything and social media takeover, simply meeting
a person or company face to face can be a true pleasure. Some years ago now when | joined

Thermaltake | had my first chance to attend a PDXLAN event in person and | was instantly drawn in
by the amazing community and friendship between the attendees there.

Q mong some of the best ways to reach out to our core users the DIY user and gamers is to simply

Thermaltake has been a strong and growing presence since that first visit and to this day we continue to
grow with the community and these kind of interactions simply would never exist through standard online
interaction as meeting people face to face | get direct feedback, | can show them what we have new and
even let gamers try their favorite games on our hardware to show them how we can help improve their
experience. PDXLAN is almost a magical place in the sense that you can get together even as a company
and become real friends with the people who use your products. This is not just a company & customer
relationship but actually forming a bond with the gaming and modding community and through this we learn
from these friends how to better offer something they can use and benefit from. This is the kind of symbiotic
relationship that | feel so many miss out on or do not see when they simply stick to the status quo in terms
of marketing.

| think many can learn from this kind of direct approach to our users and target audience by simply doing
what they do, play games, build systems and most of all have fun doing it because when you can truly have
fun with your customers they will be customers and friends for life.

Some examples of this you can see in the included images where we have had fun with simple things
like inflatable hammers or just the massive size of our user base all in one are at events like PDXLAN. With
friends like this Thermaltake will continue to grow stronger with the gaming community!

PDXLAN Hammer Battlel Initial Setup at PDXLAN Massive Group of Gamers at PDXLAN

y.
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Building Brand-Spend on Where it Matters

IMC-Sales Executive / Ken Yiu 78l 7o

TteSPORTS India
Novenber 14, 113
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Branding in largest café in India Sponsoring India College Gaming events Use customer reviews to
promote our products

know | am still new to this "Branding” business, but | just would like to share my experience for the past 9
months with Thermaltake. As | was brought up in a traditional Taiwanese middle-class family, | was taught
to spend every penny on where it matters because every penny made is hard-earn. Through the 6 years of

Delta Electronics experience, almost on monthly basis the management reviews all the expenses in detail to
save all possible costs since in OEM/ODM business, cost saving is an important part of the business. After | was
involved in Thermaltake, | understood that it takes monetary investment that you may not see a quantified return
to build a brand, but the investments are essential. Bringing my past experience into this new industry, | have
always thought about where | should spend the money on, and how to spend on where it really matters for the
brand for it to mean something.

For example, Logitech G is very aggressive in pushing for their gaming brand in India. The way they do is, find
an event organizer, give them money like USD$2,000, and just let them do an event without personally involved.
Another example which is from the book “The Brander’, where he does a promotion of Intel 4 launch by massive
advertisement from airport bus, street signs, huge balloons, etc... Of course, if we decide to spend that kind of
money | am sure we could have, but does it justify our returns?

Of course we need to invest, but how do we invest on where it matters the most, with the minimum cost? From
my experience, | believe there are few key factors we should keep in mind. First of all, be the Target Audience
yourself. If you want to know what gamers are thinking, what enthusiasts are thinking, BE one. It is only when you
are one of them, think like them, you would be able to know where exactly to put your advertisement, how you
should market your brand in the way your TA find it relevant to them. Secondly, understanding that the core of
Branding is all about ‘Differentiation’. Look for those points that competitors are lacking. For example, if
competitors are mainly focusing on how cheap their products are, we can market ourselves as ‘preferred partner
of world’s largest gaming café-Howie’s Gameshack’, to avoid direct price-war marketing, which ultimately would
makes our profitability suffer. Thirdly, mouth-to-mouth advertising. | frequently take customer reviews from the
largest online websites in India such as Flipkart.com and Snapdeal.com and let those reviews advertise our
products because many customers (as | have interacted) found that most review website/forums, those reviews
writes mainly the positive part about the product since they are getting the products for free or maybe paid to write
that review. So it is best that they hear from the other customers who has actually bought the product with their
own money.

| know there are many more experienced colleagues than me in this field, and | hope you do share your
experience as well so we could learn from each other through collective .
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Mutual support, teaching and learning
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Thermaltake USA / Warehouse Manager / Steven Tao [ &

End of Year Party Play Soccer Video Game

hermaltake of the United States Branch is comprised of young and full passion employees from different
countries and nationalities ranging from Main Land China, Mexico, Taiwan, to Hong Kong. Everyone has
different cultural backgrounds, interests, and experiences. At Thermaltake, it is our goal to better reflect the

world around compatibility and culture by letting employees to exchange and increase cohesiveness among staff as well
as organizing a series of activities to develop employee affection so that everyone has a happy heart and is the most
efficient for the company.

Here are some examples to give you an idea of Thermaltake’s activities.

1.Because of different diets, Thermaltake offers every employee free lunches. Chinese, Western, Mexican cuisines are
made to order to meet the needs of every employee’s appetites. Employees can take advantage of this complementary
lunch and share their experiences and promote good relationships during their lunchtime break.

2.To develop more team oriented spirit, Thermaltake gives employees access to table football, TV, Gaming, and many
other activities to develop team spirit.

3.Because some employees are from Mexican decent, soccer is a primary love at Thermaltake. During break, small
soccer games would be played and as soon as the 2014 World Cup begins, every employee will begin to cheer for their
respective country’s team.

4.Annually, Thermaltake throws a company bash for its employees. At this party, an abundance of gourmet food, wine, and
drinks are consumed. Also, to boost the lively atmosphere and harmony, a raffle of extravagant prizes is held. Annual
employee summaries of gains and losses are announced as well. This gives lessons in failures and achievements and
allows employees to set new goals for the upcoming year.

To summarize, Thermaltake is a cohesive family. With a personalized management, a staff that works harmoniously to
achieve set goals, Thermaltake employees maximize efficiency and productivity. Thermaltake employees are the company’s
biggest asset. It's the cornerstone of maintaining the rapid development of the company. We take this opportunity to share
some of the daily routines with all of our colleagues with the hope of bringing positive energy to the company as a whole.
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