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ABSTRACT

In the last few years, Taiwanese industries one by one what are to search another new market invest and have businesses in China.

However, facing the variable, strong competitive environment of China, Taiwanese industries are responded with their changeable

strategies. It is much more important for enterprises what are going to enter the market of China to study relative courses like brand

strategy, entry modes, and knowledge transfer. Thus, the purposes of this study are (1)discussing how the types of knoeledge transfer

are influenced by the cross function made by brand strategy and entry mode; (2)discussing how knowledge transfer is influenced by

the types of knowledge transfer. Taiwanese industries what have invested in China are the subjects of this study, and are tested by

mailing questionnaires. There are 400 questionnaires mailed and 134 received back. The number of valid samples is 113 after

eliminating 21 invalid questionnaires. After analyzing the collected data, few findings are made as following: 1. The types of

knowledge transfer are positive related with the cross function made by brand strategy and entry mode. 2. Knowledge transfer

performance is positive related with the types of knowledge transfer. 3. Large-size enterprises have more effect on transferring

performance, technical capabilities, and knowledge transfer performance than small and medium enterprises do.
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