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ABSTRACT
NOWADAYS, ENTERPRISES, UNDER THE INFLUENCE OF EXTERNAL ENVIRONMENT, TYPES OF
COMPETITION, AND PRINCIPAL COST, ARE MOSTLY TOWARD THE DIRECTION OF JOINT VENTURE. AS A
RESULT, MORE VALUABLE ACTIVITIES ARE PUT IN THE HANDS OF ENTERPRISE NETWORK, FOR PURSUING
MANAGEMENT ELASTICITY, FAST MARKETING REACTION, AND LOWERING COST. THEREFORE, THE MAIN
PURPOSE OF THE PRESENT STUDY IS TO INVESTIGATE THE APPLICATION OF POLICY INTEGRATION IN
AUTOMOBILE INDUSTRY IN ATTEMPT TO INVESTIGATING THE INFLUENCE ON DISTRIBUTION
PERFORMANCE. THE STUDY IS LIMITED TO AUTOMOBILE DISTRIBUTORS IN TAIWAN , THROUGH
DISTRIBUTOR'S VIEWPOINT TO INVESTIGATE THE RELATIONSHIP OF INFLUENCE FACTORS IN STRATEGIC
INTEGRATION BETWEEN SUPPLIERS AND DISTRIBUTORS. THROUGH FACTUAL ANALYSIS, IT IS FOUND
THATO 1.AS AUTOMOBILE DISTRIBUTORS RELY MORE ON SUPPLIERS, THE DEGREE OF STRATEGIC
INTEGRATION FOR DISTRIBUTORS GETS HIGHER. 2.AS THE RELATION QUALITY GETS BETTER BETWEEN
AUTOMOBILE DISTRIBUTORS AND SUPPLIERS, THE DEGREE OF STRATEGIC INTEGRATION IS HIGHER FOR
DISTRIBUTORS . 3.AS THE DIRECTED RELATION IS TOWARD LONG-TERM BETWEEN AUTOMOBILE
DISTRIBUTORS AND SUPPLIERS, THE DEGREE OF STRATEGIC INTEGRATION FOR DISTRIBUTORS ALSO
APPEARS OBVIOUS. 4 THE DIRECTED RELATION AND QUALITY RELATION BETWEEN AUTOMOBILE
DISTRIBUTORS AND SUPPLIERS APPEARS TO BE POSITIVELY CORRELATED. 5.AS THE DEGREE OF
STRATEGIC INTEGRATION GETS HIGHER BETWEEN AUTOMOBILE DISTRIBUTORS AND SUPPLIERS, IT HAS
HIGHER INFLUENCE ON PERFORMANCE.
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