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ABSTRACT
Due to the sense of the environmental protection awareness by mankind, an increasing in green products demand expands new
business but also encourages people to realize the promotion of the environmental protection for prospective enterprises. Taiwan's
green products market is still in a developing stage that has a large room for future business. Therefore, the concept of the
Establishing Platform, including Product Platform, Business Platform, Brand Platform and E-Business Platform was proposed by this
research. We anticipate that the Establishing Platform would be able to lower the green products business’s cost and promote their
ability of competition. The research made use or questionnaire sent of directly to the green products business which can help us to
understand their problem and situation in every step. So that they could improve defects and eliminate threats with Establishing
Platform mechanism and then advance their power of competition. According to the result found by the research, the Establishing
Platform exactly helps the development of green products in large aress such as, production, sales and service phase; meanwhile, it
builds a function of difference and reduces cost to raise their capability of competition.
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