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ABSTRACT

Retailer channels are facing revolution after various Heper-stores’ appearances. Integrated 3C stores have threatened the

individual seller for survival. Integration stores have gained its competitive advantages through promptly response to market price,

cost-down and integration resource gaining. However, limited research and practice provides not enough information for market

challengers in how to gain new advantages to compete in the market. The aim of this research is base on this limitation to explore

how company in information channel market could gain new competitive advantage and becomes new type business-model to

compete for future change. This research therefore use 「3C-NET Co.,」, a new type of companies which use merge and

acquisition to get competitive advantages as study object. By means of case study method and use in-depth interview to collect

manager opinions, the conclusion then draw after comparing analysis with literature review. The way of new type information

channel to gain competitive advantages comes to conclusions as below, 1. The Merge and Acquisition is hard to imitate 2. The

purpose of Merge is to get economic scale and eye on the China Market 3. Sufficient capital is a must for Competitive advantages 4.

Consolidate management system is one of the key success factor for information channel market 5. Speed to get new retail locations

is one of the crucial factors 6. Flexible procurement strategy is an important niche 7. Customer service quality is one of the

competitive Advanages
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