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ABSTRACT
This research focuses on mobile phone manufacturers in the high-tech industry and with China as the target market. We hope that it
will enable us to understand the process of how Taiwanese mobile phone manufacturers operate and develop local brand awareness
from a national, industry, and market point of views as well as considerations behind them and practical steps to success. Helpful
suggestions and tips from existing manufacturers will be provided to future researchers and new market entrances. Methods used in
this research include (1) document analysis (2) individual case study interviews, and then a theory is provided based on documents of
brands and industry related documents of the mobile phone industry; interview questions are then developed from the theory. The
factors included in this research include: (1) the state of affairs and the policies of the government. (2) Industry: product cycles and
product value added chains. (3) Market: consumers, competitors, and price. (4) Internal issues: products, networks, promotion. The
following conclusions are made based on case study interviews and document analysis: 1. Manufacturers must localize its brand.
Brand strategy should change according to changes in the “ Village surrounding City” network strategy. 2. Products of Taiwanese
high-tech manufacturers have a favorable advantage in China due to the association with Taiwan. Whether the manufacture would
utilize this advantage will be depend on its individual brand strategy. 3. Mobile phone business without the proper licenses for
operating in China, in the process of joint ventures or contracted manufacturing, the potential loss of intellectual property and the
control over product development are the main issues that are considered. The company used for this case study already has a
license for selling to the internal Chinese markets, thus it has a major advantage when localizing its operations. 4. Brand marketing
will be affected by the competitions of the brand, amount of internal resources, advantages in local markets, and time of entry into
local markets. These brand marketing factors need to be considered by mobile phone manufacturers. 5. For Taiwanese cell phone
manufacturers with their own brands the strategies used, sales network is the primary factor considered, brand strategy would also
change based on the sales network. Successful strategies for manufacturers in China include: 1. High sales commission for resellers.
2.“ Village surrounding City” strategy.
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