Innovative Strategies Of The Trimming Hardware Industry In Taiwan
O00o0ooooo;,o00 oo

E-mail: 9115143@mail.dyu.edu.tw

ABSTRACT
Abstract 0 The total production for Taiwan’ s trimming hardware has an annual production of 7.5 billion New Taiwan Dollars in
Year 2000, Mainly for leathergoods accessories and Shoe and apparel accessories; however, it represents an important link among
the related industries hence having a positive effect toward overall national product. The industry, due to its increasing costs in the
recent years and its inter- national competition from other economic developing countries, has gradually losing its competition edge.
The industry recognizes that it can regain its competitiveness only under the described circumstance and review the re-develop
innovative strategy to withstand the competition to maintain its continuing survival. This study adopts individual findings through
personal interviews with owners of production units, as well as high level management personnel and case study towards various
individual industries. Through the interviews, the author analyzes the industry by using the five forces model and find the key success
factors of the industry, namely: 1.Production efficiency 2.Flexible manufacturing 3.Reinforcing style development 4.Product
differentiation through higher quality 5.Absolute costs for competition This study also explores the potential future directions for the
industry, thus creates propositions for innovative strategy. This is done in hope to offer future continuance and possible directional
assistances for those already working in this particular industry. Key words(] Five forces model , Key success factor , Trimming
hardware , Innovative
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