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ABSTRACT
Taiwan businesses have demonstrated flexibility and emergency-handling capability in this highly competitive environment. In the
face of diminished profits, they have to think about how to establish a long-term competitive edge. In view of this, Taiwan businesses
should work harder to upgrade their products and services, consolidating their production experiences, R&D and marketing ability
in an effort to create their own brands. The objectives this study hopes to achieve are: 1.Finding out the corporate resources
information product manufacturers have when entering the brand marketing field. How do they innovate through consolidating
internal resources in order to develop the competitive edge needed to manage a brand? 2.Examining the dynamic relations and
situations information product manufacturers face when creating their own brands. 3.How to make Taiwan brands worldwide using
China as the home market? Study results reveal that now is a critical time for manufacturers to create their own brands. This is
because the information industry is at a stage when the market differentiation is vague and multiple values co-exist. In addition, the
change in global market economy and the emergence of the spacious China hinterland have undoubtedly brought unlimited business
opportunities. After many analyses, manufacturers that have done well in the brand-marketing field have come to understand how to
cope with the changes that are happening outside of the industry through utilizing corporate resources. They have thus accumulated
brand-developing experiences that are worth learning from and found out the key to success. They hope what they have learned may
be used by others for reference in decision-making.
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