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Rektec — With the mission of enabling technology to accelerate enterprise growth,
it helps Chinese enterprises to digitally transform and grow

Advanced technology platform + professional industry solutions + digital products

17+ years

Focus on the digital field of marketing services for more than 10 years

7+ industry solutions
High-tech/New Energy, Industrial Manufacturing, Automobile/Equipment,

Home Appliances, Consumer Goods Retail, Medical and Health Care and

Modern Service Industries

180+ regions/countries

Assisted Chinese enterprises to successfully implement and deliver
Dynamics systems in more than 180 regions or countries around the

world, and the overseas cases are far ahead

1000+ consultants and technologies
Professional implementation and service system, the largest team in the
CRM field

800+ successful customer cases
It has established cooperation with many industry benchmarking enterprises, and
more than 70% of its customers are listed companies

Fortune 500 and China Top 500 companies account for more than 20%.
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I Help enterprises build a customer-centric, data-driven digital
growth system

Connect, Empower - > Experience, Efficiency
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I Rektec Digital Growth Methodology

Rite-Hite Digital Growth Methodology

Growth . .
Revenue growth Profit growth Efficiency growth

Business :
d . Business Operational efficiency Customer Product Channel Geographic Brand Value chain New industry
omains growth areas improvements expansion expansion expansion expansion expansion expansion expansion
stratagem System planning System implementation operation
~ Business setup [ IT architecture —
Imp(ljemer.\tatlon Business se’\:l\;?;er?wrc‘)%el Data Architecture Phasing System O&M
omains
strate
gy Overall business I . Project .
Application architecture . . Data Operations
panorama implementation
IT Strategy End-to-end echmical arch Coen fterat Business Operati
business processes echnical architecture eep Iterating usiness Operations
Product Product & Service Application Matrix
i ol c Marketing Cloud || Sal t ti On-sit i t i S
domains Digital growth solutions arketing Clou ales automation n-site service |/customer service| | SN rEEErFEEprT. growth
for the industry Low-code platforms || CDP platform Bl platform RPA platform operation services

Organizational [P o
domains safeguards

Digital transformation Responsibilities and operational Performance and. Data management and
organizations management mechanisms management appraisal governance norms
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I Rektec digital growth solutions, product suites, and services

With the help of digital growth methodology, project implementation is carried out based on mature industry solutions and product suites, and
continuous value creation for enterprises through operation management to accelerate enterprise growth

Rektec-Hite digital growth solutions, product suites, and services

Profit growth Efficiency growth

solution Product suite Implement delivery Operational Services
G+
Home appliance and application

home furnishing Master Plan System O&M
Sales Partner

. ONE ONE mar
High-tech ketin| sale Custo

Service Marketing g mer
Home appliance and ONE ONE Professional

home furnishing Data Operations

Revenue growth

: implementation
Microsoft D365/Power G+ CRM
Platform
Ph ical Intelligent cloud platform R platf Keep iterating Business Operations
armaceutica (Data & Al. 10T, RPA) plattorm

Health services

Digital Growth Methodology
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Microsoft Gold Partner and Best Solution Provider

FEARANEREREE : 3 FEARANNNEERR
P SEHLER P 15 B L AE 15 PV BLAK O W i B AC it 15
P A
A B o= B8 Microsoft ‘;“I‘
RUEIR: HHREESEAERAR AEBHS: GR202032000072 2007 pwas |
RIERE): 20204 12 A 2 A R =F ROy /
HEEE - F‘ UL | » e . n— -
< 5] P ‘ - —
« National high-tech enterprise . It has been certified as a Microsoft Gold Partner for . 1SO27001
« National Gazelle Enterprise many years . 2023 CEPREI Product Testing
« Key software enterprises in the planning and layout . Microsoft Dynamics Cloud Pioneer Partner Certificate
of Jiangsu Province . Microsoft Dynamics Best Ecosystem Partner in Greater . Highgo Product Compatibility
« Suzhou Digital Economy Demonstration Enterprise China Certificate

Suzhou "head goose" enterprise . Microsoft Business Applications Partner of the Year

Based on CRM, mobile and cloud computing technologies, it promotes the innovation and transformation of enterprise marketing management,

and is the largest Dynamics 365 CRM service provider in Greater China

v

The only service provider that has been providing Dynamics CRM business services for more than 15 years and has maintained continuous

business growth every year, and the number of MCP certified consultants accounts for 1/4 of the Greater China region

The only service provider that has served more than 500 listed companies in the field of Dynamics CRM, and more than 1/2 of the CRM cases

in Greater China.

The only one that has been the best Dynamics ecological partner in Greater China for 5 consecutive years (FY17/FY18/FY19/FY20/FY21);
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Challenges faced by industrial manufacturing and the
direction of future transformation

Problems faced by  pasking the game The road to industry transformation

the industry
Sell products » Products + Services
Keep an eye on the Focus on the
deals customer
Focus on
Focus on costs and
: customer/product
profits
value
»

page10 RekTec

More efficient
(Intelligent
Manufacturing)

Labor costs are
rising

More autonomous

The added value (Independent R&D

of the Ic;rvc\)/duct is and brand

promotion)

More precise
Demand (Multi-channel
customization customer contact to
obtain accurate needs)




The marketing operation of industrial products
manufacturing enterprises focuses on the focus

Product-driven selling

dealer

N
N
~
~
N
N
N
~
~
~
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.
.
.
.
.
.
B
’
.

tradition

industry

Sales &
Service

 Traditional industries: such as large chemicals, raw
materials, etc.;

* Industry characteristics: multi-product development
(multiple product categories), group (multi-molecule
company);

« Products: There are many product categories, the
products are more standardized, the price is lower,
and the sales are in batches;

+ Sales model: a typical B2B model, for distribution, it
is sold directly to dealers, and then sold by dealers to
customers; Generally, the requirements for
salespeople are not high, and in most cases, one
person can complete the sale;

« Focus on: internal sales operation management and
efficiency improvement;

Timely order delivery and customer complaint service to improve

customer satisfaction

New
customers

demand

commun
New icate
products

for old

invert

Business
opportu
nities

Sample

Medium
to large
sample

contract
Signed

Order
delivery

client
Satisfaction

Invoicing/
Collection

customers

Customer demand management, share and competitive product
analysis, mining customer opportunities, group customer management

Customer
management

Unified
management of
group customers,
focusing on
value customer
management
through
customer
hierarchies, and
building a 360-
degree view of
customers;
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Opportunity
management

Product-driven
sales process
management for
new customers
and new product
introductions to
grasp sales
progress and
improve
transaction rate;

Sales

management

Master customer
demand
planning to
effectively
develop sales
forecasts, track
the progress of
orders,
shipments and
collections, and
analyze the
achievement of
predictions.

Customer
satisfaction

Timely response
and handling of
customer
complaints,
improve
customer
satisfaction, and
achieve long-
term strategic
cooperation.

Team

management

Empower the
sales team, help
the team to
make reasonable
work plans, fast
business
processing,
timely
performance
and data query.
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1. Based on the IDIC model, build a customer life cycle
management system

Establish complete customer profiles and 360-degree views of customers, and realize customer insight analysis
and customer segmentation management

Business focus
Customer information is scattered in the hands of
salesmen, and there is a lack of unified and
complete customer files;
Lack of panoramic view of customers, customer
data such as visits, orders, shipments, and payment
collections cannot be queried in a unified manner;

Lack of customer analysis to keep abreast of

customer development/maintenance progress and
sales;

There is a lack of data to guide customer
classification, the implementation of classification
policies cannot be tracked, and customer

classification management cannot be implemented.
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Solution architecture

Customer insight analysis, customer hierarchical
management

Basic Information

Category/Grade Business Information

Invoicing/Collectio client Contact
360-degree
orders view

Decision-making chain

Business opportunities Product demand

Sales activities

I D I C
distinguish Differentiation

IDIC-directed customer management system
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2. Establish a closed-loop management system for marketing activities
- Institutionalize marketing activities and evaluate the output and
benefits of marketing activities for continuous improvement

Develop leads across multiple channels and track lead conversions to continuously optimize delivery
channels and increase return on investment

Business focus

How do you analyze the inputs and
outputs of each campaign?

Does the salesperson follow up on the
assigned leads in a timely manner?
What is the lead conversion rate by
channel? Is there any need to adjust
the marketing channels?

How to share competitor information
and sales tools with salespeople in a

timely manner?

pagel3

Solution architecture

Lead management (acquisition, assignment,
follow-up, conversion)

market

activity

plannin
g

activity

Executi

on and

respons
e

activity
effect
analys
e

Competitors / Market Intelligence / Sales
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I 3. Establish a sales funnel system to standardize,
standardize and transparent sales process management

Standardize the sales management system, realize the whole process of sales process and sales activities,
and improve the success rate and forecast accuracy of business opportunities

Business focus Solution architecture

1. What is the sales performance of

. . Business
Opportunity Sales Win rate Achievement opportunities
Reserve forecasting rate Indicator analysis

each team/rep? Which

team/representative is at risk of
compliance?

2. Have the teams and representatives
followed up on business
opportunities according to the
company's requirements?

Business
opportunities
: contra;c Funnel
Dea management

3. What is the progress of the key

projects?

Set up different sales processes based on traditional industry and technology-based industry
4. What is the win rate? Lost

Sales stage Decision- Event Activity lods Business opportunities
definition making chain planning y o9 Process management
Competitors and Lost Orders? o
5. What are the sales forecasts for the teChr;Olog Business
collaboration

next month and quarter?
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4. integrate and open up ERP to achieve order delivery
process tracking

Open up ERP, track the progress of delivery, invoicing and payment collection of orders, and ensure timely

delivery of orders and timely collection of payments

oooooo

Business focus

How is the order processed? What is
the progress of the shipment?
whether there is a risk that it will not
be delivered in a timely manner;

Are orders invoiced in a timely
manner? Is the invoice timely
returned? Is it overdue?

What are the customer's recent sales?
Is it up or down compared to
previous years?

What is the sales and payment
collection situation of the team and
representatives so far? Can it be met?

Solution architecture

Sales analysis (customer sales, product sales, team

sales, etc.)
ERP CRM
orders Order progress -
7 Order tracking
> : "
rOdUCtIO:/StOC "9 Shipment tracking
Invoices » Shipment tracking
v Tracking of returns
Billing invoice
v Sales/target
Payment » Tracking of returns achievement
analyse
\/—
products products
ERP connection (delivery, invoice, payment collection
and other data)

RekTec



5. Establish a closed-loop ITR customer service management
system to improve customer satisfaction

Unified acceptance and tracking of customer consultations/complaints, and closed-loop management of the
customer complaint process to ensure timeliness of processing and improve customer satisfaction

Business focus Solution architecture

1. Is there anyone following up
after receiving a customer _ _ S _
complaint to ensure that it is Customer complaint analysis / satisfaction analysis
dealt with in a timely manner?

2.  What is the progress of customer
complaints?

3. What is the result of the handling C%“nifoﬁgiftrs apportion client liability
of customer complaints? Does create processing Return decide

the customer accept the results?

4. What are the causes of customer
complaints and the
determination of liability? How to
improve in the future?

Unified acceptance and tracking of customer
consultations/complaints

pagel16 RekTec



6. Empower the sales team through the mobile terminal to
realize the mobile office and sales support of the sales team

Based on data, it can guide the formulation of sales personnel's work plans, evaluate the rationality of sales
activities, empower teams through knowledge base and mobile APP, support better sales, and analyze
personnel performance at any time for targeted coaching

Business focus Solution architecture
1. Personnel performance and job
i Goals Opportunit Number of Customer
evaluatlon are nOt.SUp.pO.rted by —/ [ Sales target ] [ Work plan ] [ chr)\verziolny] [new sign-ups] [ growth rate ] [ “““ ]
data and facts, which is time- Performance
consuming to sort out, and sales
cannot see the performance in real drive ot Work pian ] Castomer —Cstomer ] [Perforrnance ][ Customer ]
t|me; Contact formulate reporting complete Inquiries Inquiries <l
. . Strategy - [e) tunit ales
2. The supervisor is unable to plan . Plan Opportunity |, [(FLow oM | [ salesrani | [ PR | E0C o
Business execution reporting usiness quiry pp
and execute the work of the sales &2&2’;22122 opportunities — -
staff, a)nd cannot give timely ex%lﬁfon requirements [Att;r:iccl)anr;flz/Po] Costomer vieita Ordtergfkric;‘ggress] [ nowledge ][ —Order ]
coaching; S

3.  Lack of a unified knowledge base
platform, slow knowledge transfer,
mature sales experience can not be

precipitated; Lgntlt‘e .

4.  Salespeople cannot easily access Counseling/Ano
data, work collaboration is poor, Mechanisms assessmen
and business follow-up efficiency is Sales
low. coaching
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I We are the benchmark customer in the industry

>N
| |:Q}‘
Transfar

fsétﬂ:_z
A leader in the
chemical industry

Wynca #i3Z

A leading manufacturer of
phosphorus chemicals

LUXI

Leading manufacturer of
chemicals/fertilizers

Chlor-alkali integrated
manufacturer

L IEX

SINOCHEM LANTIAN

A leading manufacturer of
fluorine chemicals

Poluvmers aresiary loe
The world's top three
non-woven fabrics
manufacturer

¢ GREE
BHRT

A wholly-owned subsidiary of
Gree Electric Appliances

@ JIECANG BEEz
ECAN YT Y]

China’'s leading linear
drive enterprise

HALEAD

The largest in the country
Polyester industrial
enterprises

OH-MAR #31

Power equipment integration
service provider

*Some customers of chemical enterprises

’ H Ly
EVE {76528
China's largest lithium

battery supplier

boway
BRta=E
The core enterprise of
Bowei Group

M TIANMA

China's leader in small
and medium-sized
display technology

[ legrand Z1565

A leading low-voltage
electrical appliance
company

STDK

A well-known brand
in the electronics industry
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Open up the end-to-end process:
open up the whole process of leads,
business opportunities, quotations,
orders, payment collection, etc., and
improve operational efficiency;

Customer value management: classify
the value of customers, formulate
different customer marketing service
strategies based on different
customers, and enhance customer
value;

Forecasting and sales analysis: grasp
customer demand planning, effectively
formulate sales forecasts, track the
progress of orders, shipments and
payments, and analyze forecasts;

Focus on customer satisfaction: timely
response and handling of customer
complaints, regular active service,
improve customer satisfaction, and
achieve long-term strategic
cooperation,

Empower the team: drive sales
business development through
goals/performance, and improve the
work efficiency of the sales team
through mobility;
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| Customer case 1: CRM project of Company X

v X customer is engaged in the sales of agrochemical products and silicone products, and the agrochemical products are mainly
based on the B2B2C distribution model, and the sales mainly rely on the in-depth operation of channels and terminals; Silicone
products are mainly sold in a B2B direct sales model, and sales mainly rely on the development of new customers and continuous
orders from existing customers.

v The overall business pays more attention to: customer resource assetization, big data, refined and standardized management of
the sales process, and the improvement of the overall business operation efficiency and customer satisfaction.

Customer management

« Resources are scattered, and it is difficult to view the full
picture

Agrochemical [ e ‘ B2B2C - Some resources are not being effectively exploited
products - « Itis difficult to achieve multi-dimensional analysis and
i = prediction
- - T « Itis difficult to manage differentially
Herbi.Ci%eS' ipsec.ti@(ijdesr %iglqgical Marketing process management
pesticides, fungicides, adaitives, . There is a lack of t ti hani
agricultural fertilizers, raw The status quo ere is a lack of a retrospective summary mechanism
materials, fine chemicals, seeds CI for the pre-sales development process

and seedlings of the business . Itisimpossible to form a complete closed-loop
management of sales
1 «  After-sales service only manages order after-sales
service and returns, and there'is no complete customer
complaint handling mechanism

Silicdonets =TI o B2B Sales team management
products ! E * «  Lack of effective goal, plan management and
__jﬁﬁﬁ ﬁgﬂté implementation grocesps monitor?ng
T T Ak « Lack of timely data and business support for the sales
Sealants, silicone rubbers, functional team
silanes, silicone oils, siloxane « Sales behavior and reporting are done by phone and
intermediates, room temperature email

vulcanized rubbers......
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| Business process architecture

Market management zrea;ltit;\'lc Sales Operations Customer lifecycle management

. . Contract orders z : : Servi Inf : ficcessiand Contributi
Campaign Lead Opportunity and Sales Compliance Financial ervice nformation classification ontribution
» Hierarchical
management management management forecasting synergy synergy management management Sl management
BP-MM-01/1 BP-SM-01/1 BP-SM-04 BP-OM-01 BP-OF-01 BP-FS-01 BP-CS-01 BP-AM-01 BP-AM-02 BP-AM-05
i Lead Creation Process- Contract creation, R .
and the Ilfgggt‘%focess - Lead creation artificial Opportunity follow- change Scheduling Collaborative credit Service & Customer CL(‘jStO”}‘."lr r.egf"St’at'tF’“ Cdusfom.?’ O{Pboard'g.g CCutsgzrrmtgr
annual Non-lead business up process and the renewal collaboration process management process Complaint Process anc profie Inrormation (ind classmication grading ontribution
- There is a centralized follow-u creation process processes Management Process,
promoter P process
BP-MM-01/2 BP-SM-01/2 BP-SM-05 BP-OM-02 BP-OF-02 BP-FS-02 BP-CS-03 BP-AM-03 BP-AM-06
Marketi ion planni . ] Supplier onboarding ) Inbound to order Customer contributions
ZLS‘ERS Eau'é'é’:t'gp"r(f’ci?s”f"g LL‘ZZ% 2;2332?1 z;?i?ii?; qualification document chsa‘:]lez oargsrtg:ﬁ:tr:ggbn matching Warranty Synergy Return and Exchange irsfzi::]);?iegn improve the execution of]
annual Lead busi follow- creation and change 9e t Collaborative Process Process . goals, strategies, and
- No centralized promoter ead business follow-up process management processes processes maintenance process action plans
BP-MM-02 BP-SM-02/1 BP-SM-06 BP-OM-03 BP-OF-03 BP-FS-03 BP-CS-02 BP-AM-04
Marketing campaign . o
olanning and Lead Dispatch Process- Consolidation, shipping, Reconcile invoicing, Customer Claims

Budgeting process

Lead creation artificial

Supplier onboarding

Sales forecast-to-plan

and transport-to-receipt

receivables, and

Campaign execution
process

Lead Dispatch Process-
Lead creation artificial
Lead business follow-up

Sample delivery
process

BP-SM-03

BP-SM-08

Customer call process|

Collaborative process
for new product
development

BP-SM-09

Bidding process

Customer benefit
management process

page21

Non-lead business rocess management process N receivables overdue Process
- On cjem_and or (;,;Sa follow up p 9 p collaborative processes collaborative processes
BP-MM-03 BP-SM-02/2 BP-SM-07 BP-FS-04

Customer expansion
process




I System functional architecture

l Decision Analysis: Customer Analysis/ Opportunity Analysis/Shipment Analysis/ [ |move
Payment Collection Analysis/Activity Analysis/Dashboard ~ Office

Y ET G Lead opportunity

t Customer management “cervice
managemen 9 management

. Basic data
service

Sales management

Microsoft Dynamics CRM & *ﬁ
shopping Tianyan | foreign
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I System integration architecture

MDM (5) SAP (31) DP (4)

A Cu rrr1ency, . A Contract ‘r Synchronize sales
: Customer, ex% ante rate, information plan summary
E + | Daa S «—— product, Changes to and limit price synchronization Query user adjustment data
and bank c data Order informati v Synchronize th
¢ < ustomer nchronization rder information and sales Synchronize the svnchroni
Single informatio Information J synchronization identity information 2ynchronize
sign-on n Salctles orders Customer-affiliated forecast data of whether the customer addresses
- . and invoices are : ; Submit Contracts &
Unified synchroniz synchronized S;r:ihronization g:onci)lfcd s predicted Orders
to-do ation JV '''''' vl v Order status
synchronization
Inquire about +— —
ogiscs oadre oot
TMS (2) Jformation Place your own
- 5 Product master Customer master Contract orders
Synchronize data data management Synchronize .
delivery order sales view Fund|ng (3)
information information
Synchronize .
M ES(Z) sales forecasting Order Invoices and customer service Query
Synchronize management collections opportunity :
sales plans information Forel g n
«— _ Single sign-on
Returns th « Trade(1)
eturns the
WEAVE(9) information information T|a nya n
— >
it i
?ubml ' Get a Get the ! Check(1)
or Synchronize sellin packaging Product i
approval agrochemic g properties Manual 5
Resubmit al customer plan Get sales i
e R . .
E Master plannin
approval Accurate B . .. B : srt)em 9
Withdraw oo APS (5) EPMS (4) y
the Traceability(1)
approval
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1. Customer capitalization: unify the group's customer
resources, refine management, and enhance customer value

At present, the customers are scattered in the hands of various salesmen, and the company has no detailed customer file management.
Personnel are frequently transferred, the handover process is carried out offline, and the identification of customers, salesmen, and business
data is not clear, resulting in resource loss and low data utilization. Through the unified archiving of customers, the unified management of
customer resources, unified analysis, and unified distribution, a three-dimensional management application of customer resources is formed.

Regional sales teams

unification
asset
management

Customer
Segmentation l
Information

Customer rating Customer 360

Basic customer Subsidiary
information view

information Focus

7" Through customer classification,
different follow-up strategies and
churn rules are formulated for
customers of different levels, and sales
personnel are urged to identify key
customers and carry out follow-up
maintenance, and the company gives

" When the sales staff is deployed in the
region, the position changes and
resigns, etc., the resources are allocated
in a unified manner to avoid the loss of
customer resources. At the same time,
it also improves the efficiency and

. standardization of business handover.

Based on the unified customer file,
multi-dimensional analysis of
customers is carried out, and effective
analysis is carried out at all levels at the
group level, business unit level, and
subsidiary level
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I 2. Sales standardization: standardize the structure, refine the
sales process, and improve the order conversion
Customer Business

evaluation negotiati
trial ons

Confirm the Confirmation of the

requirements plan

|dentify customers

Mission-critical”" The name of the v' Target product viscosity (liquid ¥ The customer v Identify
customer glue, sealant, base product) applies the process competitors
Y The name of the sales ¥ Target product components ¥ Identify competitors S ted
. . process (liquid glues, sealants) v solution ugogl]este
Conﬂ rm the requ|rements v The name of the v Appearance, volatile content, z:icéeuc
opportunity density, solid content of target (RMB/kq)
v' Estimated closing date product (liquid glue) 9
“j Customer demand (kg) ¥ Curing (surface drying, v L\Iue:p?ort
' ' Our estimated purchase detackification, temperature,
Conflrmathn volume (kg) time, operating time) (sealant) v Opportunity
of the p|an ¥ Market price (RMB/kg) ¥ TARGET PRODUCT HARDNESS dimension
v" The product line to which  (SHORE A) (RUBBER
it belongs COMPOUNDS, LIQUID
v" Customer business RUBBERS)
CUStomer problems and needs v' Target product mix ratio (liquid
. . v Identify competitors glue)
evaluation tria v Sources of opportunity ¥ Mechanical, electrical, thermal,
v" Opportunity Category and optical performance
; Opportunity dimension requirements of the target
: Markets & Applications product
Bus'r.‘e$5 v' Target product features ¥ The customer applies the
negotiatio v Customer procurement process
power
v Timing expectations
v' Certification
Requirements
Kev svneraies Sample requirements Quotation
y synerg New product development support
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3. The sales team is empowered, and the system provides
insight into the behavior of sales personnel and provides
coaching support

Timely feedback of the daily work of sales staff, timely response by sales supervisors, and improvement of the standardization of the sales process
and communication efficiency. The supervisor grasps the salesman's customer development process and sales process, reasonably allocates the
company's resources and gives corresponding help in a timely manner, so as to improve the success rate of customer development and customer
survival.

sale Work Planning/Execution (Prospects, Leads, Customers, Travel
Salesman Planning, Check-ins) Weekly/Monthly

Salespeople Customer :
Behavioral follow-up Site logs

Opportunity Selling Kefy customer The salesman plans
: . o
trajectories records

follow-up expenses llow-up for next week

Through the salesman filling in the work plan and records, the system sorts and summarizes the information for the supervisor to
understand the daily work of the salesman in multi-dimensional and multi-form data, and at the same time reduce the daily maintenance
workload of the salesman.
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4. customer ITR online closed-loop, efficient collaboration,
ensure timely processing, and improve satisfaction

Internal handling of customer complaints, and closed-loop online processing of the whole process, greatly improve the
efficiencv of internal collaboration and improve customer satisfaction
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5. Data-driven decision-making, and construct analytical
indicators that are stitched with the system process

By product line, by designated product, by business department, by region, by channel/customer, by sales team, by salesman, real-time, monthly,
, cumulativel
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