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Beer Industry , A New Chance for Tech-Long’s Growth
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Collaboration between Tech-Long and InBev JinLing NanJing Brewery:
A new business opportunity based on an innovative solution to multi-
functional robot conveying system

A2 HLKE T I I e N e e 2

First Order from Nestle Water for Chinamade High-speed 5-gallon
Quantitative Bottling Line
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Pre-phase Projects of Dali in Production
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News Flash: Continuous cooperation between Dali and Tech-Long ,
New big contract for 11 new complete production lines
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Egypt, a Land of Mystery and Charm

- Aqua Delta: A New Starting Point of Tech-Long’s Business Expansion in Africa
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“Customer Satisfaction is Our Basic Target”: The Successful Running of
RJM10 Blow moulding Line in Fayha, Saudi Arabia

[PusELAK], ok B HLER 2 Gt R A A AR (K S1K

Tibet Holy Water: Most Clean Mineral Water from the “Roof of World”
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P&G Order Quantitative Filling Machine for High Viscid

Liquid from Tech-Long
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Customer’s Confidence in Tech-Long, Ji Chang Long (Heyuan) Gave a Silk
Banner to Tech-Long to Show lts Trust in the Equipment and Service of
Tech-Long
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Further Orders from THP (Vietnam) for Tech-Long’s Equipments for Making
Soy Milk and Green Tea Products
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Qiandao Lake Factory of Nongfu Spring: 36000BPH Bottling Line in
Production
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Successful Installation and Commissioning of 24000BPH Hot Bottling Line in
Coca-cola Australia
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Alma-Ata, a City of Great Economic Importance in Kazakstan
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Yinlu Group Ordered a New RJM20 Automatic Blow moulding Machine
First Aseptic Cold Bottling Production Using Tech-Long Equipments
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The World is so Beautiful Because Of You,Tech-Long’s Donation to the
Hope Project
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Horizontal Processing Center for Higher Processing Efficiency
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Dubai: A Miracle in Desert
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Application of Tech-Long Robot

Case Packer in InBev JinLing
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Production
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The Arabian Tower, 352m in height, a

Landmark of Dubai, world No.1 7 star
Hotal P51
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Multi-sector Economy and Free Trade Make

Dubai a most Charming Bay City
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The Tibet Holy Water (Qudeng Nima,
Tibet) Comes from Non-polluting, Eco-
environment 5000m Above Sea Level P23
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The Tibet Holy Water Presented by
Qudeng Nima, Tibet
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Yanjing Brewery
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In late 1980s, Guangdong Light Industrial Equipments
developed a 20000BPH beer bottling line, which
was the first of the kind in China and had a profound
impact on beer equipment manufacturing in China. In
mid-1990s, another first of the kind, a 24000BPH beer
bottling line was developed by Nanjing Light Industrial.
Similar or related equipments were also developed by
The Second Branch of Guangdong Light Industrial
Factory during this period. From then on, Chinese beer
equipment manufacturers started competing with each
other in the market, and took away some shares from
foreign manufacturers, who had been monopolizing in
the market for a long time.
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The Reform and Opening brought forth not only
chances for Chinese exporters, but also huge needs
in domestic market. As a response to the market need
for beer equipment, Tech-Long launched a R&D
project on 36000BPH high-speed beer bottling line
in late 2006, and established a beer equipment R&D
team, led by Qi Bai, Xie. The Sales Headquarter
established a beer sales team and cooperated with
other divisions for the entry of Tech-Long into beer
industry. According to our plan, a genuine “Made
in China” 36000BPH high-speed beer bottling line
will be developed by the end of 2007, and this line
will bring significant changes to domestic and global
beer equipment manufacturing industry.
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In April, 2007, Yanjing purchased a 90-pack/min double channel
film packer from Tech-Long. This purchase is considered the sign
of further and closer cooperation between the two companies.
Up to now, many factories of Yanjing have installed Tech-Long
equipments. We believe that influenced by the cooperation
between Tech-Long and Yanjing, more and more domestic beer
brands will consider purchasing domestic equipments.
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Founded in 1994, China Resources and Snow Breweries Co.,

Ltd (hereinafter referred to as “Resources Breweries”), which
stakeholders include China Resources Enterprise, Limited, and
SAB Miller, the second largest brewery group in the world,
grew from a regional factory into a famous brewery within
just 10 years. Currently, Resources Breweries are running 48
brewhouses in China. It owns more than 30 regional brands,
taking about 15% share of beer market, and has advantages in
many regional markets. In 2006, the company sold more than
5 million liters of beer, which was the largest in the industry.
Snow Beer is the main product of Resources Breweries. Being
the most fast-growing and most valuable beer brand, the brand
value of Snow Beer has reached RMB11.185 billion.
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Tech-Long has kept a good relationship with Resources
Breweries through frequent communication on new equipments,
new technology, and latest movements. Such communication
made Resources Breweries have a good understanding on almost
all aspects of Tech-Long, and based on such understanding,
Resources Breweries decided to purchase secondary packaging
equipments from Tech-Long. In May 2007, Resources Breweries
signed a purchase contract with Tech-Long for purchase of 50
case/minute automatic case packer. This is the first cooperation
between Tech-Long and Resources Breweries.
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Headquartered in Leuven, Belgium, Inbev Group is
a company listed in INB-Euronext. The company
was founded on August 27, 2004, as a result of the
combination of Interbrew and AmBev. It is due to
this combination that InBev has kept balanced and
comprehensive growth in these years, and ook about
14% share of global market. Currently, InBev is the
largest brewer in the world. In 2004, the company sold
20.2 million tons of beer and 3.15 million tons of other
beverages (including InBev and AmBev).
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InBev is a leading brewer in Americas, Europe, and
Asia, and the No.1 or No.2 leader in 20 main markets
in the world. It owns more than 200 brands, including
Stella Artois, Brahma, Beck's, and other world
famous brands. InBev is hiring 70,000 employees in
its factories in more than 30 countries in Americas,
Europe, and Asia-Pacific region. InBev is No.472 in the
2005-2006 ranking of Fortune Top 500.
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InBev is the largest brewer in China. The ftotal
capability of its 32 brewhouses reaches 3 million
tons, the largest among brewers in top 5 provinces in
China. InBev is conducting business in Zhejiang, Fujian,
Guangdong, Hubei, Hunan, Hebei, Jiangxi, Jiangsu and
Shandong. InBev also owns some local brands, including
Shuanglu, Xuejin, Jin Long Quan, KK, Hong Shi Liang,
Baisha, Jinling, Lu Lan Sha, and Santai etc.
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Following the global strategy of Nestle Group, Nestle Water started seeking for
low-cost, but high quality equipment providers in Asia. After the first visit tc
Tech-Long by the technology director of Nestle Water in September 2006, Nestle
Water carried out detailed investigation on the capability of Tech-Long on design.
production management, processing, quality control, and communication. Based on
the findings of this investigation, Nestle Water signed a contract with Tech-Long fo1
purchase of a high-speed 5-gallon bottling line with decapping, outside washing,
inside washing, filling, and capping functions.
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Although Tech-Long has been manufacturing 5-gallon bottling equipment for years
and very experienced in this area, we paid special cares in designing the quantitative
bottling line ordered by Nestle Water, which is the leading bottled water company
in the world and requires extremely high standards on hygiene issues and automatic
control that is completely different from those of traditional equipment. This
line is the first 5-gallon bottling line that Nestle Water purchased from a Chinese
manufacturer, and will be installed in the Tianjin producing site.
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This project will be the start of further cooperation between Tech-Long and Nestle.

another international giant in food and beverage industry, after Coca-cola, Pepsi.
and Danone.

Text and pictures by:Tech-long Johnson.Zhang
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DALI GROUP
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Dali All Projects, Put into Practice Successfuny

To most Tech-Long engineers, the factories of Dali were a
completely new experience. Firstly, they are “big”. None of
these factories is smaller than 20,000 m2. Secondly, they were
“empty”. Virtually there was nothing except those packed
equipments. Dali had never produced any beverage product,
and the central factory was like a testing field. Our engineers
had to “convert” those in drawings into actual lines. This was
why it had been extremely hard for installation of equipments
in the central factory. We sent several most experienced teams
to the factory. Each of them was in charge of cutting, grinding,
civil engineering, piping, or welding works. In addition, we
also equipped three maintenance personnel, who can deal with
emergency issues that may occur from time to time.
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Installation and Commissioning
Project Review

TERFI S MOCEB T T AR M SR AT, KEE
224, TREMTE B % LL A iR 2202 K, fEIX A7 HAR
2002 KW, kEpE R &R 1031K, A5 T
A 25 1 8 R A, A% i 0 = A = n
H17o

R

RHE RS ERAEFLRRHEFLALA L AN,
Vice Chairman Mr.Zhang of Dali and Chairman Mr.Zhang of
Tech-Long inspect Dali production line

With support from Dai factories, 220 days of hard work of 22
engineers from Tech-Long, and 103 deliveries to the factories,
we finally completed all installation and commissioning works
and made it possible for Dali to start production according to
schedule.
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Dali Production Site
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Commencement of Production

Good news filled the spring of2007. On January 28, Dali (Fujian)
Central Factory produced the first Yuxianru Milk. Ten days later,
the first tea beverage was produced by the Jiahe factory in Fujian.
On March 15, Dali (Wuhan) produced the first red tea beverage.
On April 10, Dali (Chengdu) started production. This followed
by commencement of production of Dali (Jinan) on May 5 and
Dali (Changchun) on May 18. Up to now, all six factories of Dali
have started production
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As for the Tech-Long engineers, they started other projects soon
after the Dali project. To them, the completion of one project is
the start of another, and there is never an end. To Tech-Long,
each contribution of its engineers is like a footstone that supports
the tower of success of Tech-Long.

Text by :Tech-long Wei.Huang
Pictures by: Tech-long Haizhou.Wu
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Continuous cooperation between Dali and

Tech-Long — New big contract for 11 new

complete production lines
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Demands for new, fresh beverages are getting higher day by day.
Product with good quality and brand image is always the first
choice for consumers. With the progress of market economy,
consumers are more mature in their selection of products, and
they are longing for new products.
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As the largest leisure food manufacturer in China, Dali has

always been leading the industry in tackling bottlenecks in
manufacturing and sales processes, and through its advanced
technology, innovative sales models, and solid corporate culture,
Dali has became a leading company in the industry. In 2006,
with a thorough understanding of market needs, Dali started
its business in beverage industry. Although a new comer, Dali
is destined to bring forth a series of new generation beverage
brands.
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Headquarter of Dali Group

In January 2007, Tech-Long helped installing six 24000BPH
bottling lines in Dali factories. On March 21, a product release
for the Daliyuan series was held in Chongqing. According to
Xu Shi Hui, Board Chairman of Dali, Dali has fully prepared
to enter into the beverage industry. The Daliyun series include
Heqizheng Cool Tea, Yuxianru Milk, Tea Drink, Orange Flesh,
Plant Protein, and Babaozhou Congee etc. totally 11 products,
divided into 6 categories, and packaged in 62 types of packages.
Such a diversity has never seen in other series of beverage.
Other beverage products, such as the Ice Tea, Honey and Green
Tea, Yuxianru Milk, and Orange Flesh, that are produced using
Tech-Long equipments, will be released in this month.
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Daliyuan beverage series
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The smooth installation, commissioning, and commencement of
production of Tech-Long equipments helped Tech-Long to gain
trust of the Dali management. This led to another cooperation
between Dali and Tech-Long, which was a contract signed by
the two companies on July 10, 2007. The contracted value is
about RMB 200 million. According to this contract, Dali will
purchase seven 28000BPH hot bottling, blowing lines, four
36000BPH water bottling lines, and 28 RIM 14 automatic blow
moulding machines. This cooperation is another milestone for
the success of Tech-Long in beverage equipment industry.

Text by :Tech-long Mukee
Pictures by:Tech-long Haizhou.Wu
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Dusk in the street of Awan, a famous city for tour
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Egypt famous scenery Temple of Karnak in the east

bank of Jordan River
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Egypt is a slave state located in the downstream area of the
Nile, northeast of Africa. It has part of its land in Asia and part
in Africa, and connects Europe, Asia, and Africa. The Suez
Canal connects the Mediterranean and the Read Sea, and is
very importance route for marine transportation between the
Indian Ocean, the Atlantic Oceans, and the Pacific. The Nile
runs through the country. The Nile valley and the delta have
fertile soil, which is easy for irrigation, and form the cradle of
one of the most famous civilizations in the world.
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Long History and Fast Development
of Modern Economy

Known as one of the four great ancient civilizations, Egypt is
famous for its long history and splendid ancient culture. Back
to 3100 B.C., Menes unified the Upper and Lower Egypt and

established the first slave country. At that time, the Egyptian
culture was relatively mature and people started to use
pictographs and there was a dictatorial political system, featured
of absolute power of the pharaohs, who spent many years to build
the Pyramid, Sphinx, and other buildings that are called wonders
of the world. There are many ancient temples in Aswan, a city
in the south of Egypt, where tourists from the world frequently
visit because of their historical significance. There are also the
memorial site of the lower city, museum, arboretum, and other
spots for sight-seeing in Aswan. The Aswan Dam, which is built
on the Nile, is one of the seven largest dams in the world.
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The Egyptian economy is growing faster than that of most
African countries. In fact, the economy of Africa as a whole has
shown a good tendency in recent years. In the past, the stereotype
of Africa was poverty and under development. However, things
have changed significantly in recent years. The investment

environment of Egypt is rather good, compared with that of
before. Firstly, the country is relatively stable. Secondly, there is
a geographical advantage of Egypt. Thirdly, infrastructures such
as airport, harbor, and road are well maintained. As for the last,
the Egyptian government issued many preferential policies to
encourage foreign investors. For example, an investor does not
need to pay commercial or industrial income tax or profit tax for
five years from the first year of his/her company or when he/she
started business.

IRRHRERTIHENERXR

HALACARRIR o, — A8 N HEIRK, HF &
SARIK4A0C, I TE R 7 3o BT HE AP 5 2% D) 5 ik
50C, ML, DOBHER Mot B AETR S — 2, i
B iAEH Ko Y A TUR SRR P Al - anmp
HAlsR, AEnlsk, %8, Sonut, Aqua Delta, Aqua,
Siwa, Safi%f,

A Huge Potential Market of Bottled Water

Egypt is located in northern Africa, where hot season lasts for
8 months in a year. The highest temperature in Cairo is 40°C,
which may be high up to 50°C in Aswan, Luxor, or other cities
in the south. Therefore, it is able to say that beverage is the most
important necessity in the daily of local people. There is a huge
potential market of bottled water. Currently, there are some
beverage brands in Egypt, including Coca-cola, Pepsi,Nestle,
Sonut, Aqua Delta, Aqua, Siwa, and Safi, among others.
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Cairo, A traditional as well as energetic city

WK B HBIT 2 (Cairo) i85 FE B, UMHERS, O
W, EEAPAMKAEGG, L5k L. Bl
TEE. HEE I M, WRRRITE . K
T 2B S AN R AR T 5 d R T, B i 5 b fx
w2 o

Standing by the Nile, Cairo, the capital of Egypt, looks splendid,
majestic, and spectacular. It is the center of politics, economy,
and commerce of the entire Middle East. The Metropolitan
Cairo, which is consisted of Cairo, Giza, and Al Qalyubiyah, is
the largest city not only in Egypt, but also in the entire Arabian
world, and one of the most ancient cities in the world.

T2 PIBAL IR AR =N Al AR L, 183k, Al L
BRKEHI A AN, STHORHN, ™R Ko fEH
LERIX, ABIRIA AT DR G B ARSI, R
Ao XAWVFEIRITZ B4E B0, T2 Bk, {HICl
KAHE, DISLHEse, Dt EIX A, 1 E T
A % i 0L

RABRTTRAEREL

Charming riverside view of the Nile

AFRHKLF

Mosque in Cairo

Since Cairo is located in a place connecting Europe, Asia,

and Africa, you can see people with different colors in the
street. The local people wear a large robe that makes them
look like ancient people. In some areas in Cairo, you may
encounter girls riding on donkey or other strange things.
These are just the legacy of the old Cairo. The wheel of
history, however, will keep on rolling forward and carry
this city on the road of modernization.

EEESFBPlastex Exhibition2007,
B& /R 5Aqua Delta’l B IRF) &2

After participating the Plastex Exhibition
2007, Cairo, Tech-Long successfully got
signed a big contract from Aqua Delta.

B EEFET20074E3 HT7H-11H B0 1 4% KF 2 2%
f7/f)Plastex  Exhibition, iXiKJELX; ik FEAHE
S IKE R o BLIR FEYE 22 51 T A /b 24 1
AN OGTE, WA DAl AR, Ad AR, EHEK
2wl, [FEFHARAER, AR SE R R B Al X K
VEA T — XM T . G, KRS Y&
B Aqua Delta’y F]lManaging Director Mr. Alex J.

# F A4 & Plastex Exhibition & 4 £, Auqa Delta’s
& &Mr. Alex J,Schwairy%e ik & 42 AXLHEA R
Mr. Alex J, Schwairy (Aqua Delta) and Tech-Long
sales and engineering staff in Plastex Exhibition,
Cairo

Schwairy#1 Mr Hossam Farahat —f785d i1/ H
HHRIRA, %08 T 420000BPHM K2k, G dh
RIM2 S RIMIOWKIRAL X & . ZKALER I £, BLAEALLA
Be—Z6LINTEAE 2k, DA GREIT14007 66, X
ANMRHAE3H27TH L& 1IEX G 8. Aqua  Deltalii H Xf
Tk PR R A BB AN T A — N o

The Plastex Exhibition (March 7~11, 2007, Cairo) was a huge
success to Tech-Long. Some big companies, such as Coca-cola,
Pepsi, and Nestle, have participated in the Exhibition. It was
through this Exhibition that some large or medium companies
in Africa and Middle East acquired certain understanding on
Tech-Long. After this Exhibition, our representatives started
negotiation with Mr. Alex J.Schwairy, Managing Director, and
Mr. Hossam Farahat, both are from Aqua Delta, a famous local
beverage company, and signed a contract with the company. The
contracted value is US$ 1.4 million, for purchase of RIM2 and
RIM10 blow moulding equipments, water treatment equipments,
packaging machine, and a 6L bottling line. The project has
started on March 27. To Tech-Long, the Aqua Delta project is a
start of its business in African market.

BAh, E3A ST R R Svh, kR3]
T4 R FN 41 Seif International Trading 2y 7], Mr.
Seif Xk B IR AR 7 B4R, 4H2H, Mr. Seif%

% ABAquaDeltaX], # L7 BAF T ¢ A#mI130%
Lh%, BF¥HEARY 23 A & %32 Alex ]. Schwairy
Egypt Aqua Delta Factory is about 130km to the urban
area of Cairo, the right 3 in the photo is the Managing
Director Mr. Alex J. Schwairy

Tl FEASA T ORI i 2y, AR K E R K
Ko A AR SE 344 TMr. Seif, Bfifs, Mr. Seifsc %
HEDE RS TR R, B T A FFRIM10IKI AL,
20000BPH7# 252k, FLML. AL, 43T/H/KALHE
1 5 S 900BPH Fi il & 55 B A AR St ik, A
X7 Nkt — 4 B AF B R arm St

During this Exhibition, we also contacted Seif International
Trading, a famous local company, and Mr. Seif was very
interested in our equipments. During another exhibition of
beverage products, which was held in Dubai, April 2, Mr.
Zhang, Director of Tech-Long, as well as our agent in Middle
East, visited Mr. Seif. Later, Mr. Seif came to China and visited
Tech-Long, and carried out a survey on relevant technology
and status of operation of RJIM10 blow moulding machine,
20000BPH bottling line, wrapping machine, palletizer, 43T/H
water treatment equipment, and 900BPH five-gallon equipment.
This visit laid a solid foundation for further cooperation between
Tech-Long and Seif International Trading.

Text and pictures by:Tech-long Adam.Luo
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Customeri's Satisfaction is Our Basic Target

Fayha Al Qassim Water (FE¥A4R R KAKEHA FRAF],
AT AR “3Evs” ) RiVHF5E St s k4o ) F
By “dEvheA” |, FEvA ZMohammed Abdul Aziz & Al
Rajhi & Sons Group of Co. ~“&) £ R T eyiidb,
VR KA RE KA EAE FBZ—, BAWAA K
ARAEMR, HE®HER, ERANF. MEHEL. F
Z, £EHRTIK. REAKFZFLoHOELEF R
Bt EA TR, FRBAISOES. 330EH. 500
ZH. 600F . 15002’;7‘1‘ 30002‘?]‘ Fhmts, —
I, BRI HRR . REARK,

Fayha Al Qassim Water (hereinafter referred to as
“Fayha") is a very famous beverage company in Saudi
Arabia. Its counterpart in China would be the Wahaha.
As a subsidiary of Mohammed Abdul Aziz & Al Rajhi &
Sons Group of Co., Fayha is the largest manufacturer
of bottled water and barreled water in Saudi Arabia.
The Fayha has 16 lines, purchased from many famous

equipment manufacturers, including Tech-Long, Sidel
(France), Becci (Italia), Pamadik (Italia), Arow (Italia),
Uniroyal (US), Global Water (USA), etc. The product
lines include cupped, bottled, and barrowed water of
250ml, 330ml, 500ml, 600ml, 1500ml, 3000ml, half

gallon, 1-gallon, and 5-gallon.

FEuA1994522 ), 4=FAl QassimduX é40naiza, 2
AR P HEARAB AR, R T1996F A1
MR B —FI) Bev.Co.Ltd . 10% 4k, Evona)
B TO P REFETE Z R85,

Founded in 1994, Fayha is located in Onaiza, Al
Qassim. The company set its target as satisfying
customers' needs. In 1996, Fayha established another
factory, the Bev. Co., Ltd., in Riyadh. For about 10
years, Fayha has been dedicated in providing quality
products to its customers.

Fayhas @] 4 7 ¥, & & % 2t & FRIMI0%K
A FRER
The production site of Fayha, where the Tech-Long 5-
gallon equipments and RIM10 blow moulding machines
are running smoothly.

CRPEEERERMRAE ", X EDRE
)j'Fayha Al Qassim Water/s vl — S =1THIAS 5, X5
BRE MR A bR TR A S R 2 A

“Customer Satisfaction is Our Basic Target” — This is the motto
of Fayha Al Qassim Water, which in essence states the same
spirit as that of Tech-Long’s slogan, “Runs for You”.

M jFayha Al Qassim Water/\ ] H 25 % UIH) & 1F 24
o, FRATTHOR B R 21 I A 2 3 DA P I R O 3R
% B, 2tlkEgENEE, BilA)
HEAE ST, HERS KT, ASENEK SRR
AR,

As we get closer cooperation with Fayha, we recognized day
by day that to achieve sustainable growth, a company must set
its basic goal as to satisfy customers’ needs. With such goal, a
company will constantly improve the quality of its products and
services, and always pursue for advanced technology.

20074 A [ 1 WAk, ks A O Sl 5 T AR O
ORGSR R B P ), SRR R A
W%MFwﬂ%im&ﬁmf,ﬁﬁ%&Tﬂ%ﬁ
WRIAT 550 200743 A A, iR EBEAEIDFEHEIX 55—
nﬁﬁmmﬁMmHMMmmmL%,ﬂﬁu%m
UG, BAHL A S| 140005/0F,  FE P 12000
L/ ) T ML 2R 2E 7 o B S I IR 4 2 R I
%m,u%ﬁiﬁ b, R AR, AR L [A]
o, R, LMﬁA%M#%%E'*i@I
ﬁﬁ%i&%ﬁﬂ%ﬁ%ﬁ%%%ﬁ J&{EFayha
Al Qassim Water FIffEAS 1) KA1 — %o

After the Spring Festival holiday, 2007, Mr.Ma Wen Xiao, chief

=1

engineer of our Bottle Blower Division, went to our customer’s
factory in Saudi Arabia. Highly skilled and hard working, Mr.
Ma successfully completed installation and commissioning of
the project before the deadline specified by our customer. In
March 2007, the first Tech-Long automatic high-speed blow
moulding machine, RIM10, put into practice. In the same month,
the acceptance inspection was completed. At the time the output
performance reached 14,000 BPH, the equipment was connected
to the 12,000 BPH bottling machine. Our customer commented
that the equipment is a high machine product allowing high-
speed blowing, short die-changing time, and easy operation.
They were very satisfied and issued certificate of acceptance to
Mr. Ma. This was recorded in Riyadh factory, Fayha Al Qassim
Water, in the March of 2007.

TEA T 0 8 v AR il T ] s 6,26 1R AL Al Je B 2 |

Fayha Al Qassim Waterf! £\ 22 Mr.Yahya M. Al-Rajhi
FE T F2UIMr. Engr.Fathi Rahman % F2fc ik 2 e J
B b, FGA R A sk WA S A, [ s 3 A s A
W R ESE AR, T I o o 2R AR I e DX 4 8 B e S
A piiie AATTX IR I B R s B RIM AR AL 43
T T, RoRS RIS 20 ik
Fey X TIAERERRAIBNFIG O

During the Dubai Gulf Pack Exhibition (April, 2007), Mr. Yahya
M. Al-Rajhi, General Manager of Fayha Al Qassim Water, and
Mr. Engr.Fathi Rahman, Chief Engineer, visited Tech-Long’s
exhibition booth, and talked with Mr. Zhang Song Ming, Board
Chairman of Tech-Long, Mr.Zhang Sheng, Supervisor of
International Sales Division, and Mr.Yin Feng, Sales Manager in
charge of Middle East and Africa. Mr. Yahya M. Al-Rajhi highly
praised the performance of RIM14 blow moulding machine and
commented that they would buy more equipment from Tech-
Long time & time again.
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B4 TE, AR AR EACHME. Jinesh Jainkd 2 /K Aif
VbR IRIHERS & P g T HOR 38 i, [RIAES H 49,
R RRITIE 745 ARIMIO0, Fayha Al Qassim
Water th 5] i Ay ik 2 i o AR IX S A Al T

After the exhibition, Mr. Jinesh Jain, our general agent in Middle
East, paid several visits to Riyadh and discussed more technical
detail with our customer. In May, the customer ordered another
RIM10. In this way, Fayha Al Qassim Water has become the
pilot factory of Tech-Long equipments in the Middle East.

M5 i, RILT A FR R AR S A A R AR K
PR A TR P IAE N BB A R 5 &%
AR TN, Dot @i B fE, XibEr
Fayha Al Qassim Water, XXJF F—&RIM1045 [A]7)
W) 20T A ANRE ZARIAE 03X AN IE 2k B P TR
il P AR B ol 28 I IO o e S 2

As for after sales service, we have always been providing
sufficient support to the general agent and customers in the
Middle East. To ensure that our customer’s operators can
master operation and maintenance of our equipment, Mr. Ma,
our engineer, went to Fayha Al Qassim Water without any
delay. After that the second RIM10 was ordered.Now you see
how important to win continuous order by Tech-long moot
professional and most hardworking engineers.

Fayha Al Qassim Waterdig /Gl S Ak BB i 5 02

Fayha's & & 3 % 7 &
Part of Fayha products

120040/MF SN CVEZENL, E20065EW) 41T Y. anss,
LT ELA3FLBBEBENAT L, 45120045
2k, RIMIOMKIAL AN XGE, FR4SOMH/HT S I £ 7 %

The first Tech-Long equipment in Fayha Al Qassim Water was a
1,200 BPH 5-gallon bottling machine, which was purchased in
2006. Currently, there are three Tech-Long lines in this company:
one 1,200 BPH line, one RIM10 blow moulding machine and air
conveyor , and one 450 BPH 5-gallon bottling line.

Fayha R I (95K [ 38 B R = A s BIRLHE T /KR T
Ry SR gk T e AE [ s e i ) 375 595E TR
A IRZC LA P B SO ARAS H AR 7 X A
W51 A RIS & P ORI B A S AT, I
LA R R AL AR AN DT I

The acceptance of three Tech-Long turn-key lines by Fayha
laid a solid foundation for Tech-Long’s growth in the high level
global market. “Customer Satisfaction is Our Basic Target.”
We believe that following this valuable motto, we will gain
more understanding and trust from our customers, which the
key power and valuable treasure that keep Tech-long making
progress every day.

ZEmEP LA ML L (A=) —1 b Y #Fayha
A & ¥ (Technical Manager)Mr.Fatah Al-Rahman
Elagib(#% =) A& EARZAH

Mr. Zheng Song Ming (second in the left), Board Chairman
of Tech-Long, and Mr.FatahAl-Rahman Elagib, Technical
Manager of Fayha (second in the right) in the exhibition
booth of Tech-Long

B os¥p, O % Fayha & % 32 (General Manager)Mr.
Yahya M.Al-Rajhi (& 2.) . && % & % % X #2Jinesh
(=) AREBRABLALABDS,

In exhibition hall. Mr.Yahya M.Al-Rajhi (third in the right),
General Manager of Fayha, is discussing technical details
with Mr.Jinesh (second in the right), Tech-Long ’ s general
agent in Middle East.

20074 A 78 5 [E PR €1 3< BN Rl #1400 e
2007 Middle East (Dul)ai) Gulf Pack Exhibition

00744 H2H, Gulfpack 2007 7E H 4 il FE%¢
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In Gulfpack 2007 (Dubai, April 2~5, 2007), Tech-Long
exhibited RIM14, a high-speed automatic blow moulding
machine. This machine was highly praised by customers from
Saudi Arabia, Iran, Kuwait, Oman, United Arab Emirates,
and some other countries. The successful debut of RIM14
contributed positively to further and more business activities of
Tech-Long in the Middle East.

IR T IR A 2k F R AR RS g 2 8t
K, ERAFEN T HECEL AR S AP K ) SCky, 1
2 b, BAME TREME TR, R RS
(LRI RS

A Tech-Long team, led by Mr.Zhang Song Ming, Board Chairman
of Tech-Long, took part in the exhibition. Our exhibition activities
were highly supported by our agents in Iran and Egypt. Through
this exhibition, we collected information of many potential
customers, as well as those of the market.

Text and pictures by. Tech-long Choirma.Xiao

R osdh, 4 Fayhati A & ¥ (Technical Manager)Mr.
Fatah Al-Rahman Elagib(% =) 4e{Z 81 T & &2 % it & &
(Operation & Logistic Director) Mr.Vali Nejati (4 @)
ZERHEFL (F), %% X2 XSMr.SB.Jain(% —)

& Mr. Jinesh Jain(2 @) Ak & EEEH4H

Meeting in the exhibition hall. Mr.Fatah Al-Rahman Elagib
(second in the right), Technical Manager of Fayha, and
Mr.Vali Nejati (fourth in the right), Operation & Logistic
Director, Iran Coca-cola,Tech-long Chairman Mr.Zhang
songming (center),Middle East general agent family Mr.SB.
Jain(1st in the right) & Mr. Jinesh Jain(4th in the left).
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The Tivet Holy Water (Qudeng Nima, Tibet) comes from springs in
the middle section (5, 128m) of the Himalayas.
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Beautiful Scenes along the
Qinghai-Tibet Railway
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Qudeng Nima (Tibet) Mineral Water Corporation (hereafter
referred to as “Qudeng Nima”) contacted Tech-Long in
December 2006. This company was the first Tibetan company
that contacted Tech-Long. To the inquiry of Qudeng Nima, our
project manager responded rapidly. It seemed that the customer
was extremely satisfied with the performance and technology of
our equipments and they showed the intention of purchase

St Z R HL G TR RS T, IR R 2T s 31 i 5
Je B g KRS S 262k T20064E 1 1118 H 313k 2 i
AT S 5%, IR B PR B I FL AR B e A v
[ X R BRGS0 E I s e i TR SRR K, 1
I3RS 2, R SRR SRR AT T
FERIRA T ff, AERFBIT RN A = 2], A B e
TR ™ VP A 25 Bt PRV IR e T A% 320 b o (]
BF, ARIECAR, WFESE LI TRE g3 T
F R EHRKIEE.

After communications through telephone, we asked Mr. Gesang,
Board Chairman of Qudeng Nima, to visit Tech-Long. Mr.
Gesang paid a visit to Tech-Long on January 18, 2006, and
was warmly welcomed by Kong Xiang Jie, Sales Director of
Tech-Long, and Cheng Wei, our General Manager in charge of
businesses in West China. During this 3-day stay, Mr. Gesang

acquired a certain degree of understanding on Tech-Long, and
was deeply impressed by the working attitude of our engineers
and workers. He also highly praised Tech-Long’ capability on
R&D and mechanical processing.

A TR RENE TR B B B AT S AR AR O,
IRTERE L TS RSB R T INE FEARTER 2 R 5
W, R, WOR R RE, PR REH
IBHARSHRAE THRZREFERIEE, 2it, 1
RIEEATRE R b T 5E RMA) S,

To make our customer understand the performance of our
equipments in producing sites, we invited Mr. Gesang to visit
Yibao (Guangzhou) and Rizhiquan (Dong Guan), two famous
brands of bottled water in Guangdong. Mr. Gesang was
impressed by the high-speed, stable operation of Tech-Long
bottling, blow moulding, and packaging equipments.

i1 ER e 20 I K [ ks 2 A 1T e 1Y 058 75 2 B ROk AR P
FIEEM 5K, BT LASEE MRS & fyMr. William T,
HaufdE # ¢ 8 B B & & MR g o Mr.William

J. Hauf 7200743 H {h LR RIA B EHITHLS, £S5
MRS, Mr.William$2 H 1 HE 5 A B X PR [al i “ 8
B B A% RE Al 38 B A R R IR TR KO
B, U, SRR R AR FMr. William i1 7
TIRAMBASE R, HHAER BTk 2L,

Since the equipments that Qudeng Nima wants to purchase will
be mainly used to produce mineral water products for export to
the US markets, Mr. William J. Hauf, the sales agent of Qudeng
Nima in charge of US markets, showed great concern about the
stability of Tech-Long equipment. This is why Mr. Hauf visited
Tech-Long in March 2007. He discussed with our engineers on
many questions, particularly, “Is Tech-Long equipment suitable
for the special types of bottle for US market?”” To answer this
question, our engineers communicated with Mr. Hauf on details,
and developed a solution to bottle design, which was agreed by
Mr. Hauf.

20073 H19H, AmBEfnh & e HIiEL%I0T 1
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On March 19, 2007, Tech-Long and Qudeng Nima signed
a contract on purchase of 20,000 BPH 3-in-1 mineral water
bottling machine and water treatment equipments.

PR A A B Tl B i AR H R, bx
G R ERE S e AP g, kR
() T 26 BIL OB 55— IR 7R T 3 Vg B g o 1) Ly a2
B, XX IR BB A L AN kR, TR
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This contract was of great significance to Tech-Long. Firstly, it
was the first time that Tech-Long equipment was sold to Tibet
market. As for the second, it was also the first time for Tech-
Long equipment to be operated in a place with extremely high
altitude. Since the altitude is about 5,000m above sea level, the
air density and pressure will be much lower than those of other
areas. This was a challenge to Tech-Long engineers, because the
equipment must be designed to allow extremely stable pressure
when operating in harsh environment.
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site in Czechoslovakia.

FknaAByawF &
Some daily chemical products
of P&G

New equipment application

P&G Order Qu
for High Viscid
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Established in 1837, P&G is the biggest daily consumable corporation in the

world. Three billion times a day, the P&G brands close contact with global vast

consumers. P&G sets up factories and branch company in over 80 countries, and

its products of 300 brands sells well in over 160 countries and regions, which

includes hairdressing, reside caring, family healthy items, health caring, food and

beverage etc.
TREARAKBELER® ¥ B E2006
AREBLR LT RARE —AANNE, GREARATHELTAF DD E—Fo%br—T WE
BABLE, RRALTEFBRL5 ARG HE, THEAFF L EHE
Frul, AAS W, F . L BXH. R4, LR2AHF SRS

3ESUAALT, RLEARLAETFITA, ALBFERL LT
ALY o T G 1) . $ A TRFFUBATO0NEA, F 8 E15%, Cooperation Course between Tech-Long and P&G

LERSEENEFRRE

Tech-long getThe 2006 Good Equipment
Supplier tablet from P&G

L

In 1988, Guangzhou P&G Co., Ltd. was set up as the first joint-stock enterprise
in China. Since then P&G Chinese business experience started. The China Bright Future between P&G and Tech-Long
i headquarter of P&G is in Guangzhou city, and now many branch companies and

factories have been established in Guangzhou, Beijing, Shanghai, Chengdu,
Tianjing, Dongguan and Nanping etc. The sum of staff has been over 6300, and
its amount of investment in China has exceeded one billion dollar. P&G creates
production value 70 billion dollars a year and this data increases 15% year by

year.
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Heyuan scenic area
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Founded in March 2006, Ji Cang Long Water Development Co.,
Ltd. (hereinafter referred to as JCL) is dedicated in producing
and selling the Guishanyuan 5-gallon bottled water. To ensure
supply of good water, JCL located its producing site in Hetang
village, Huangtian, Heyuan, which is a mountain area. This
producing site occupies a land that is about 100,000 square
meters. To ensure water quality and sustainable development,
JCL signed a water resource protection agreement with local
government. According to an investigation report issued
by authorities in Guangdong, the anion content of air in the

environment of the producing site is the same as that of the
Dinghu Mountain, Zhaoqing, a place with well-reserved natural
environment. JCL spent one year on civil construction and water
resource development works. To produce water products with the
best quality, JCL introduced the most advanced automatic filling
equipments. Currently, the producing site has been completed
and is in production. A water survey report suggests that the
Guishanyuan water comes from underground water in granite
strata. The water tastes better than common water and there is a
larger reserve of this water. The Guishanyuan water targets on
high-end market. JCL aims to provide high-quality water from
Heyuan and the concept of healthy water to consumers.
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Attracted by the rapid growth of water industry, Qiu Sheng
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The Ji Cang Long producing base in the
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Xing, formerly the owner of a cargo transportation company
in Shenzhen, and now the Board Chairman of JCL, decided to
conduct water business and build a water bottling factory in
Huangtian, Heyuan, based on the findings of several surveys.
Since this was the first try of JCL in water business, JCL was
extremely careful in selection of equipments, and wished to
find a “turn-key” equipment supplier that can provide not only
complete bottling line, but also good services and trainings.
After comparing Tech-Long and a number of other candidates,
JCL selected Tech-Long as its equipment supplier. In the initial
phase of the project, Zhang Chong Ming, Manager of Tech-
Long in charge of South China, led his team and conducted
several surveys at the site of JCL. With years of experience on
beverage equipment engineering, and with considerations paid
on the water quality of the site and output requirements specified
by JCL, Mr. Zhang and his team developed a customized and
comprehensive solution for JCL
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To satisfy JCL’s demand for an early commencement of
production, our engineers paid great efforts on installation and
commissioning after delivery of equipment. They saved their
holidays for the Spring Festival and did many overtimes for
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General Manager of JCL is
handing a banner to Tech-Long
employee.
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training operators of JCL. As a result, the line became available
for production in February, earlier than the scheduled date.
Looking at barrels of water coming down from the line, Mr. Qiu
was so excited and deeply impressed by the professional attitude
of Tech-Long engineers. “I heard that Tech-Long equipments are
good, but I didn’t know the service of Tech-Long is also good.”
To express his appreciation, Mr. Qiu handed a silk banner, which
is embroidered with “Good Quality and Good Service”, to Zhang
Chong Ming, General Manager of Tech-Long’s South China
division, and Fang Heng, General Manger of Bottling Division,
in March 2007. This banner is an encouragement to all Tech-
Long employees. It also showed that Tech-Long has become the
most reliable partner of JCL.

“ORRIIEE T R EERN AR E, ERARELRESE
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As expressed in our motto, “Runs for You”, protecting the interests
of customers is the principle of every Tech-Long employee. To
all of our customers, large or small, new or old, we will provide
the best equipments and services and help them to grow.

Text by:Tech-long Shaoyuan.Jiang / Hakim
pictures by:Tech-long Shaoyuan.Jiang
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JCL 5-gallon bottled water
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Further Orders from THP (Vietnam) for Tech-Long’s
Equipments for Maleing Soy Milk and Green Tea Products

3% & 4k # T D

Bevernge market n vietnam
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It is estimated that there is a large space for growth of beverage
market in Vietnam in 5 to 10 years.
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Currently, the average beverage consumption of Vietnamese
is only 1/6 of the world average, 30% of those living in
Southeast Asia. A Vietnamese consumes 1/7 juice and mineral
water, compared to those living in Southeast Asia. About 3/4
Vietnamese drink tea and water at most times, but seldom drink
beverages. Most Vietnamese spend only 7% of their food budget
on beverages. In some places, this proportion is only 2%.

BEHPLAT
Ho Chi Minh City.
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Considering the average income and traditions, it is able to say
that juice, mineral water, and other bottled or canned beverages
and foods are not the basic necessity for the Vietnamese.
Beverages are sold at relatively high price, 70% or even 120%
higher than those sold in other countries in Southeast Asia. Since
there are too many beverage companies, established as a result
of a government policy for encouraging investment, there is a
large unutilized capacity in beverage industry. The production of
most beer and beverage companies is only 30~40% of designed
capacity. In some cases, this can be as low as 15%.
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THP Headquarters in Ho Chi Minh City. 12,000 BPH hot filling equipment in the
tea producing site of THP
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value of this order was USD 5 million. install the pre-treatment system of the second 6000Lsoy milk
line. This work is in the final phase and will be completed very

THP T A 17 W6 1 15 7% 259 7 A1) dann 30 2 2 ) ik K #5672, soon. THP was satisfied with the stability and reliability of Tech-
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B, {0k R A TR, (e ok, SuPTmens and estproduction

frli = AR5 —5 200643 H, 55— 460l )
H LA 20064E11H27H, RIMIOMKIAL 4> I
g, T2 ERX S, 7 O 40 id 12000BPH,
AT R IE 30000 RS, 180 Hi A PRI
LHEMITE A L™ HAT, o 2k6ni Z 3 2kim)
Hf AL T AR A 2 2 I 70, BIHE 4 1 4%
7o TEREN B LA SRR B B, ik b
B AR AR E M ST EEPE AR 3 T P e o)
NI

20074E6J120H, THPY S5k BHEE T — 4
28000BPHIAAE S 2%, HF3 B RIM 144 H 8K
Hl. 15RIM104: H sl —E16T/HAR A4k
FRS . —E10T/H _KROIEE 2 5 LA I G B fu s
B EIO0R/ /3. ASKE/ 53 Bl AL AL AN 25 55/ 73 Bl )
AAFOINL, FHORA =G0 S 2R =, 1T R A0
40007 K0, babiE AR STHPE JEA % DK
AN Bo

On June 20, 2007, THP ordered another 28,000 BPH hot filling
line, including three sets of RIM14 automatic blow moulding
machines, one set of RJM10 automatic blow moulding
machines, one set of 16T/H tea pre-treatment system, one set of
10T/H secondary RO reverse osmosis system, 90 case/min and
45 case/min film packers, and 25 case/min case packers. This
line will be used in production of soy milk and green products,
and the contracted value exceeds USD 4 million. This purchase
is considered the symbol of a closer collaborative relationship
between THP and Tech-Long.

All equipments THP purchased were installed, test run, and put
into production within schedule. The first Tech-Long equipment
purchased by THP, which was a 12,000 BPH hot filling line, ran
stably and smoothly during production, and remained to be the
line with the largest output in the Vietnamese beverage industry
for a long time. In March 2006, the first 6000Lsoy milk line
was in production. On November 27, 2006, the RIM10 blow
moulding machine passed acceptation inspection and was put
into production in December, which production exceeded 12,000
BPH, much higher than the regulator production (about 3,000
BPH). Later, the 18000L pre-treatment system was installed, test

run, and put into production. Currently, we are helping THP to Text and pictures by:Tech-long Adam.Luo
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Tech-Long 36,000 BPH filling line running smoothly in the
producing site of Nongfu Spring, Hangzhou
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Juice producing site of Nongfu Spring

passed strict inspections and delivered to relevant producing
sites of Nongfu Spring.
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Before cooperating with Tech-Long, Nongfu Spring purchased
all equipments from Germany and Italia. To ensure successful

project implementation, we have sent our best engineers and
production management staff to control mechanical design and
electric design such as fast switching and automatic control.
We also sent our most experienced engineers to the site for
installation and commissioning. Currently, the two lines and
blow moulding machines in the Qiandao Lake Factory have
been installed and put into production.

Text and Frctures by.Tech-long FengHong
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Successful Installation and Commissioning

of 24,000 BPH Hot Bottling
Line in Coca-cola Australia
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Commissioning of 24,000 BPH hot bottling line

151 H & = Project Background
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CCA Brisbane Plant has an existing PET bottling line that
produces Carbonated Soft Drinks. This project aims to
convert this Line to a Hotfilwl line, for Powerade Isotonic
drinks, teas (Nestea)& fruit juices (Fruitop[ia), utilizing
a variety of closures and bottle designs.

1%#:5% Equipment List
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Pasteurizer 12000L/H (Adjustable from 6000L to
12000L), fully automatic control

24000/ Pedfl, HERSHL, 42 A Sl
24000BPH (600ML)Rinser/Filler TECHLONG(60*50),
fully automatic control

s, &P IMCC
Bottle Cooling Tunnel, fully automatic control, this would
be integrated in filling PLC/Panel

U, & FTHIPLCYE il
Air Conveyor, Controlled by CCA PLC

SR EE, b IPLCE
Full Bottle Conveyor, Controlled By CCA PLC

IR, AC 5 b 57 A AL RS

Blow dryer with independent base

THREM S, EAELARIIR, oo &0 S AT A 5
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Engineering  Service, including installation and
commissioning, spare parts, operation & maintenance
training.

I E/if  Equipment List
M20064 12 H16 H, ikEFE S5CCATE] M IEAZ &
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Mr. Dennis Morris, Engineering Manager of Coca-cola
Australia, and Mr. Inde Soor, an expert of Tech-Long
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From December 16th 2006, when CCA and Techlong
formally signed the purchasing and selling contract in
Guangzhou to June 11th 2007, when the whole line
equipments was dismounted and packed after passing
CCA’s high standard and professional Factory
Acceptance Test, during this only 6 months period,
Techlong successfully achieved the aim of manufacturing
products meeting European standard, with Made-in-China
speed and price.
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To assure the success of this project, Techlong has assigned
the strongest technical team and production organization,

WAHET a7 44 %K X% & % Mr. Hobby Darrell(%
=) bk ke EF L2 % (=), 24 Finde
Soor (—) , BUBREREARALEREGH A,
CCA National Plant & Manufacturing Manager Mr. Hobby
Darrell (right 2), Tech-long Vice Chairman Wang Zhong (left
2), foreign expert Inde Soor (right 1) and General Manager of

International Department Zhang Sheng in Tech-long.

to cooperate with the professional engineering supervision
company, as CCA pointed, which represents almost
the highest standard in Europe. During the cooperation,
abundant technical meetings are held on the mechanical
design, esp hygienic design and quick changeover, and
automatic electrical design, more than 60 modifications
in details are made during designing and manufacturing.
In this process of discovering, discussing and solving the
problems, CCA and the engineering supervision company
adequately recept Techlong ’ s spirit of open, innovation
and keep progressing, acclaim the enchantment of made-
in-China, embodied by Techlong.
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Just as the expert in the engineering company, who
follows this project from the beginning says that the
successful manufacturing of this project is not the end,
it * s the new start of Techlong, new start with higher
jump-off point.

Text by:Tech-long Robbin.Jiang
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Alma-Ata, a city surrounded by snow mountains
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Z\Lnla—ZXta,a,Cth(J£(3reat]30cnlon1h:Inxportanceihlf<azakstan
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Zenkov Cathedral,
with a height of 54
meters, is one of the
nine most famous
wooden church
buildings in the world.
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Alma-Ata is a center of science, culture, and economy in
Kazakstan. It is also a city with unique landscape for sight-
seeing. Located in a hilly terrain in the southeast of Kazakstan,
at the foothill of Zailisky Alatau (which is called External Yili
Mountain by the Chinese), Alma-Ata has three sides facing

40
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Atakeht International Conference and Exhibition Center,
Alma-Ata, Kazakstan

mountains. Its area is 190 square kilometers and the altitude
of the city is 700~900 meter. Alma-Ata is famous for its apple
production. Its former name, Almaty, means “the city of apples”
in Kazakstan language. The city experienced a fast growth
after the establishment of its railway system in 1930. Machine
building, food, and light industries, which developed during the
Second World War, are the main industries of Alma-Ata. After
years of development, Alma-Ata is now a modern city with
ordered urban layout, gardens, parks, boulevards, and orchards.
All these make Alma-Ata one of the most beautiful cities in
Central Asia.
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In the center of Alma-Ata, there is a 28 Panfilov Guardsmen Park
(Panfilov Park), named after 28 heroes of World War II, which
is decorated by monument, memorial alley, and long-last fires.
In the memorial alley, there stand solemnly 28 sculptures built
for commemorating the braveness and courage of 28 heroes of
the Panfilov Division who died for protecting Moscow in World
War II. The Zenkov Cathedral, which is located in the Park, is
54 meters in height, and one of the nine most unique wooden
buildings in the world. It is amazing that this Cathedral survived
the M10.0 earthquake in 1911, despite the fact it is built entirely
of wood and constructed without nails.

B AR B KA
Nomad of Kazakstan
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Alma-Ata has the largest
beverage market in Kazakstan

With more than 40 kinds of beverage sold in the market, Alma-
Ata is the largest beverage market in Kazakstan. In Kazakstan,
beverage price is decided by market. The price of 80% juice
beverages is 120~150 Tenge/liter. The share of juice beverages
which price is lower than 100 Tenge/liter is 13%, while the
share of high-end juice beverages is about 4~6%. Although the
purchasing power of local people is increasing, most consumers
can only accept beverages with medium to low price, and few
people are buying high-end beverages. Another thing to be
mentioned is that according to findings of a Kazakstan social
survey institute, consumers concern more on the quality, but not
price any more.
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Maxi Tea ice tea



Gold Product @ &
“BANCAP ” A # 1£.7%

The BANCAP carbonated purified
water of Gold Produc
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In September and then December, 2006, the Yinlu (Xiamen)
Group and Tech-Long signed contracts on purchase and sales of
one RIM14 automatic blow moulding machine and one 36,000
BPH bottling machine. The RIM14 automatic blow moulding
machine was delivered to Yinlu in April 2007, after passing
strict inspections. It took only one month for the machine to
be positioned, installed, commissioned, and test run before it
passed the acceptance inspection carried out by Yinlu’s quality
control division. Through constantly improved technology and
equipment building capability, Tech-Long has shown to all
that the stability and capacity of its automatic blow moulding
equipments are leading products in the industry.
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Through its first cooperation with Tech-Long, Yinlu confirmed

that Tech-Long equipments, with good mechanical design,
stability, and electric design (such as automatic control), can be
used as the substitute of foreign equipments. As a result, Yinlu
ordered two sets of RIM20 automatic blow moulding machines
and one set of RIM14 automatic blow moulding machine in
July 2007, which machines will be installed on its aseptic cold
bottling line for production of aseptic products.
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Yinlu has been leading the industry in the area of aseptic bottling
techniques. In 2003, Yinlu introduced an aseptic bottling line,
which was the most advanced production line in the industry at
that time. To Tech-Long, it will be a challenge to manufacture a
RIM20 automatic blow moulding machine that will be integrated
into the most advanced aseptic production line in the industry.

Text by:Tech-long Qiongqgiu.Zheng
Pictures by: Tech-long Mukee
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June is a month for children, who are frequently called the
sunshine and hope of a nation. For most people, childhood is the
best memory in life.
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However, it is a pity that not all children have a happy childhood.
Some children do not have a kind father or mother, or have lost
both them. They don’t have a chance to receive proper education,
which is extremely important for their future.
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To help children back to school, the Sales Division of Tech-

Long initiated a “Donation to the Hope Project™ in"December
2006. Many employees of Tech-Long participated in this event.
The sum of donation was enough for paying all the tuition for
primary school of two children; one is named Deng Man 'Man,
and the other is Chen Yin nat

two children, employees in Sa

them. They paid attention on the children’s



47

IR P CHMERINETINES

A rH Bk R L RE R
The postcard from the Hope Project

performance in school, and established good relationship with
the children. Wang Cheng Wen, the manager of the Import and
Export Division, sent a full set of Record of a Journey to the
West to the children, after hearing that they did not have books
to read.
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In the spring of 2007, we received two precious gifts. One was
the letter from Deng Man Man and the step-father. The other
was a postcard sent by Chen Yin. Through telephone and talking
with teachers, we were happy to know that Chen Yin, who was
depressed before, lived a happy life now and achieved high
score in the math test in this semester. Deng Man Man, had said
in her letter that she would work hard and not let the uncles
and aunties that had helped her down. The step-father of Deng
Man Man thanked Tech-Long employees and commented that
he would do his best to let Deng finish her education, no matter
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The words in the letter from Deng Man Man, a

little child, are childish but sincere.

how hard it would be. Before June the first, the Children’s Day,
we sent schoolbags, stationeries, pictures, and other gifts to the
children. On hearing the Chen likes drawing, we sent him a full
set of picture books and paint brushes. In fact, we have taken it
our responsibility to help the two children. In the future, we will
keep on watching them grow up and share with them happiness
and growth
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Cinderella lived a miserable life but finally a happy one after she
met the prince. Such a fairy tale can come true as long as there
are love and care in the world. Just as expressed in the lyric of a
song, that “The world will become a paradise if every body gives
a bit of love to the others.” We will keep this love forever and
help children to live a healthy and happy life.

Text and Frictures by:Tech-long Huanhuan.Lv
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position and is famous for entrepot trade, people did not think

it has a promised future because its area is just 3,885 square
meters, about 5% of the area of U.A.E, mostly desert, and its
petroleum reserve is just 5% of the total reserve of U.A.E.
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However, Dubai changed thoroughly in the 1990s, about 30
years after the first oil field was detected in its territory in 1966.
Rows of skyscrapers grew up miraculously from the riverside
land. On the well-established asphalt roads, there run countless
cars, mostly expensive cars such as Mercedes Benz and BMW.
There are temples, trees, flowers, and lawns. If it’s not because
those construction sites in desert and sand under flowers and
lawns, you will not believe that this beautiful city is one that is
built on desert.
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An international city with
multi-sector economy
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A river runs through the 15km long land and divides the city
into two parts. The southern area is the place for government
activities, and the northern area is a commercial center. The
emirate government implements a free-trading policy and builds
a series of modern infrastructures using oil dollars. The multi-
sector economic system makes it possible for Dubai to depend
less on oil compared with other oil-producing states. With well-
established facilities, advantageous position, and fast-growing
entrepot trade, Dubai focuses its development on commerce,
trade, and tourism. Currently, the none-oil industries in Dubai
are growing much faster than oil industry. This makes Dubai the
“economic capital” of U.A.E and the most important regional
center of entrepot trade, transportation, tourism, and shopping.
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From 1995, the government enhanced its policies for promoting
multi-sector economy, which focused on tourism and knowledge
industries. In the blueprint of this city, there are 12 free trade
zones with special functions, including the Dubai Internet City,
Dubai Media City, Dubai Biotec, and Dubai Industrial City.
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Another main policy of the government is to make Dubai an
international financial center.
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Dubai is located in the central area of the Eurasia. Such a unique
position brings forth an excellent opportunity to the city. On
May 20, 2002, the government launched the project for building
a global financial center. In September 2004, the government
established DIFC and took financial service industry as the
second most important industry, just next to tourism. Dubali,
a “self-sufficient small country” has opened its door to global
financial industries, particularly banks. It is necessary to mention
that the time difference between DIFC and western cities, such
as London, is 4 hours, which is the same as that with eastern
cities, such as Beijing. This means there will be no the so called
“financial vacuum” between the western and eastern financial
markets if financial transactions are carried out in Dubai.
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The free and stable economic policies have won a good
reputation for Dubai in both the political and business worlds.
Such a reputation encouraged domestic and foreign investors to
conduct businesses in commercial, industrial and service sectors
in Dubai.
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Historically, Dubai has been famous as a center of entrepot trade
for neighboring countries in the Gulf. But now, the range of
entrepot trade of Dubai has expanded to Indian Subcontinent,
eastern shore of Africa, the entire Gulf and Arabian countries,
Asia, Europe, and some African countries, thanks to its well-
established infrastructures and convenient trading policies. In
2001, the value of entrepot trade was 27.1% of total import.
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From then on, Dubai has been extraordinarily energetic in
economic growth, and each of its streets has added to its
commercial charm. As a result, Dubai, formerly a medium-
scaled fishing harbor, became a center of commerce, finance,
transportation, and real estate industry within 30 years.

54



i # i 4 i@

55

Dubai’s Miracle

321 & b T 45 40
The Arabian Tower, 352m in height

THE SEVEN WONDERS
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The Avablan Tower
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Following instructions from the crown prince of Dubai, Al-Maktoum, a well-known
entrepreneur, invested in the construction of Hotel Burj Al-Arab, which is also called
“The Arabian Tower”, the most luxury hotel in the world and a perfect blend of traditional
Arabian hospitality and high-tech comforts.
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The Arabian Tower is the tallest and the only seven-star hotel in the world. Opened in
December 1999, the Hotel has 202 luxury suites. It is built on Jumeirah Beach Resort,
an artificial island 280m from the coastline. Designed by W.S. Atkins, a UK architecture
designer, the Hotel is built utilizing the latest construction and engineering technology, and
looked afar, the Hotel looks like it is mixed into the sky in the background. The construction
works lasted for 5 years, with 2.5 years on the artificial island and 2.5 years on the building.
9,000 tons of steel and 250 piles, each is embedded into the 40m deep bottom of sea, are
supporting this sail-shaped 56-story building, which is 321 meters high, the tallest hotel in
the world.

DOW Rk G REA
The tallest building in the world
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The Palm Jumeirah Island
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The Burj Dubai, a skyscraper invested by EMAAR, a local real estate investment
company, will be completed in 2008. This building, which will be 420m in height
and the tallest building in the world on completion, will be a “mix-used” building
including apartments, offices, and hotel.
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The elghth wonder in the world Palm Jumeirah (sland
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Palm Jumeirah, an artificial island in Persian Gulf, is called the eighth wonder in
the world. Started in 2001, the Island is the largest land modification project in the
world. It consists of three parts: a trunk-shaped island, 17 palm-shaped small islands,
and a circular bulwark. All the parts are planned to be completed by 2010. There
are bridges, irritation network, tap water supply, natural gas pipe, communications,
hygiene system, power supply, roads, sea club, fire extinguishing system, and roads
leading to circular islands. The Island will be built as a city on the sea and will
hold 60,000 inhabitants, 50,000 service staff, 32 hotels, tens of shopping centers,
and entertainment facilities. There will be 4,000 beach villas and apartments. The
coastline of Dubai will be doubled after completion of the Island.
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The Sheikh Zayed Road, a desolated land in 1990s, now is 1
mile long and has 8 lanes, with rows of skyscrapers standing at
the two sides of the road.
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Dubai Tower at The Lagoons:

A water world in planning
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Tech-long Auto blowing /Filling machines demostrating in Dubai Gulf Pack

Exhibition in April,2007.
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Beverage market in dubatl
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The largest beverage markets in the Middle East are in Saudi
Arabia, Iran, and UAE. Exponential increase of wealth,
government policies encouraging birth, hot climate, and good
political environment, all these are promoting the growth of
beverage industry in these countries.
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More than 90% foods and food-related products consumed in
Dubai are imported from abroad. High income and increased
demand for foods make Dubai an important market of foods and
beverages.
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According to a market survey reported prepared by Frost &
Sullivan, a global consulting company, the market scale of
purified water in the Middle East will increase to US$ 5.51
billion by 2020. The demand for purified water in the Middle
East, including the 6 member countries of Gulf Cooperation
Council (GCC), is increasing significantly. Facing such a good
business opportunity, some European water bottling companies
have taken a quick step and established their Middle East head
offices in Dubai.
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Tech-Long's growth L the Middle East
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Dubai Island: Attraction and Experience World
to be completed by 2020
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Tech-Long entered the Middle East market in 2002. Currently,
our customers include Oasis (Dubai), Hana (Saudi Arabia),
Fayha (Saudi Arabia), Aioon Investment (Yemen), and other
brands, who have purchased automatic blow molding machines,
5-gallon bottling lines, water bottling lines, and other equipments
from Tech-Long. To Tech-Long, the Middle East market is one
of its largest markets in the world.
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Tech-Long provided one 36,000 BPH blow molding line for
purified water to Hana, the largest brand of drinkable water in
Saudi Arabia. The other famous brand in this country, Fayha,
have purchased 3 lines from Tech-Long, including one 1,200
BPH line, one RIM10 blow molding machine, and 450 BPH
5-gallon bottling line. In UAE, a major local brand, Oasis, holds
two Tech-Long RIM2 blow molding machines. Currently, Tech-
Long takes 80% share of the 5-gallon bottling line market.

Text and Pictures by:Tech-long Mukee/Chroima
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Zheng Song Ming (second in the left), Board
Chairman of Tech-Long, Zhang Sheng (second in
the right), General Manager of International Sales
Division, Tech-Long, relevant project managers,
and Mr. Jinesh, SURE TECHNOL GIES F.Z.C,
which is our agent in the Middle East, are in the

head office of the agent company in Dubai.
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