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ABSTRACT
Automobile industry plays an important role in our industrial technologies construct. Though most of the auto manufacturers in
Taiwan used to be technology controlled assemblers of foreign auto giants, they have improved their R&D capability as much in the
past few years that those auto giants are coiling to build partnership with them. However, as competition in the global auto industry
becomes as intensive, and presence from Taiwan becoming a WTO member is heavy, that our auto industry faces another huge new
challenge. In this critical moment, all members in the auto industry should try to help each other to improve their compositeness.
Thus, it is necessary and urgent to study how auto industry can meet these challenges. We summarized five hypotheses from our
study as following. H1: Customer preference at different life cycle stages will affect product development strategies. H2: At
introduction stage a demand-oriented product development strategy is beet for introducing new product to the market. H3: At
growing stage an adjustment-oriented product development strategy is best, and its main concern will be the degree of market
acceptance and the coot of product-mix. H4: At the mature stage, the demand-creating oriented product development strategy can
help stabilizing the market share and assuring product image. H5: At the decline stage, the value-oriented product development
strategy is need, which is to add value accessories or deduct prices of its existing product lines. This will make the products looked
like over-valued, and will attract more customers to the products that will be phased-over soon.
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