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ABSTRACT

For development over 30 years, the industry of instant noodles in Taiwan becomes mature and the local market has been

monopolized by only a few manufacturers. A set of market rules has been established under an agreement followed by major leading

manufacturers. They createdtheir business margins and positively competed with each other in product quality, innovationand cost

down for several years. Since 2002, a Taiwanese manufacturer with her advantageous brand reputation in China has rushed into the

market of instant noodles in Taiwan. Thereafter, the industry rarely presents for the first time the entry strategy from the new

entrant and the detering strategy from the major existing manufacturers. This study investigated the competition strategies of the

industry of instant noodles in Taiwan. Following are the conclusions: 1. In Taiwan, the strategies of price competition and non-price

competition co-exist in the industry of instant noodles. 2. The new comer can occupy Taiwan market in a short period only when

they have high brand reputation and take cost-leading steps to break down the price. 3. The low-price competition is a short-term

strategy. The long-term tactics should be discrepancy in product to generate profits. 4. The marketing of stream and new products of

instant noodles in Taiwan still relies on media of advertisement and promotion activities to provide motive power. 5. Future

challenge of the industry depends on strategies of market penetration with non-price competition, product development, and added

values of the product.
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