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ABSTRACT

Due to the high production costs in Taiwan and the deterioration of domestic investment environment, a large number of Taiwanese

businesspeople have rapidly expanded their investments in Mainland China, hoping to take the advantage of its cheap labor force

and land, and to utilize its huge market. The ever-increasing fervor for investment in the mainland, also fueled by the vigorous

promotion campaigns of the mainland authorities, has occurred to the detriment of our local manufacturing industries. Over the past

few years, our government has been taking positive steps to improve domestic investment environment in order to save Taiwan’s

economy from worsening. The central government has coordinated closely with local governments to persuade those who have

investments in Mainland China to maintain a Taiwan-based operation. Chang-hua Coastal Industrial Park (CHCIP) is a case in

point. Using this huge and well-designed industrial park as one of the incentives, Chang-hua County has taken concrete actions to

attract entrepreneurs to invest in the Park, hoping the County’s prosperity can be enhanced. Using the CHCIP’s promotion

program as a case study, this research explores the pivotal factors influencing the decisions of Taiwan-based firms in the mainland on

their planning to invest in Taiwan. The author hopes that the results of the study will be useful for CHCIP’s promotion efforts.

Being an exploratory and qualitative research, the study uses depth interview as an instrument for analysis. The data collected from

the interviews are used to analyze the intentions of the Taiwan-based firms in the mainland in terms of investing at CHCIP under

CHCIP’s current situation. This research also identifies the crucial factors affecting these firm’s CHCIP investment plans. The

findings of this research are as follows. First of all, when doing business in Mainland China, Taiwanese are most troubled by the

huge expenditures on public relations, followed by excessive taxes and forced donations, unfair competitions from mainland’s local

enterprises, and tough punishments for tax evasion. As regards the decision-making of investing at CHCIP, the respondents are

being asked, under current investment environment, whether and why they choose to invest in Chang-hua. Their answers are two

kinds. Those who decide not to return to CHCIP show that they are most attracted by the special treatments Mainland China give

to early investors and the cheap labor and land offered by the mainland authorities. Those who are willing to return to CHCIP make

their decisions based primarily on the considerations for their own family members and on the confidence in Taiwan’s high quality

employees and products. The next factor in importance is CHCIP’s being adjacent to Taichung Harbor, which they consider will

benefit their business operation once the ban on direct cross-strait transportation is lifted. Finally, in terms of the incentives offered

by CHCIP, most businesspeople consider the following factors crucial: (1) lowering the initial capital expenditures in building

factories; (2) designing CHCIP as a medium and small enterprises-based industrial park exclusively for traditional industries; (3)

establishing a consulting office to help upgrade the operation of medium and small enterprises. Other important factors include

designating Taichung Harbor as a free trade area which include CHCIP, and implementing the policy of direct cross-strait

transportation.
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