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ABSTRACT
Under the complex management circumstance, the enterprises face shortage of earth’ s environment resource and intense of global
competition. It has become an important issue for the enterprises management to enhance competitiveness and brand image. With
the viewing of auto parts industry in Taiwan, the enterprises intent to enter global automotive supply chain system and auto parts
market, it need to import TS16949 automobile industry quality management certification in order to raise enterprises’ advantages
which come with perfect physical fitness, value-added and product quality. Consumers, in addition, have ideas increasingly for
environmental protection with more willing to consume in the use of green mode of production products. If the auto parts industry
could import 1ISO50001 energy management certification as soon as possible, it will be better to meet the enterprises’ green ideas
of sustainable management and environmental protection. This study, therefore, is going to allot questionnaires which come with
domestic auto parts industry by analyze domestic and international literature review and questionnaire survey. The main purpose of
this study will discuss what kinds of impact on enterprises’ competitiveness and brand image of Taiwan’ s auto parts industry after
importing the TS16949 quality management and 1SO50001 energy management. Finally, this study expects to be able to offer some
suggestions and references on management practices in automotive-related components industry.
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