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ABSTRACT

The purpose of competitive advantage within all fitness industry we try to investigate is because the growth industry of sport

equipment, Fitness device, equipment, and tooling are getting the mainstream of sport/fitness manufacturer. By the same time, the

Taiwanese manufacturers also become the important and powerful suppliers within international market. Seeing that Taiwan not

only faces the globalize competition but also losses the competitive advantage gradually and will cause keen reformation of industrial

instruction during the international market. By contrast, the industrial instruction of Taiwanese industry is hard to reform

accompany this stream of globalize change. As a result, Taiwanese Suppliers have to face the challenge of internal pressure of

management and external pressure of industrial competition around the world. Therefore, we will investigate and analyze the

industrial environment, outsource, and current competitive power by appropriated research method and to find the corresponding

strategy and create higher value and stronger competitive power for Taiwanese Fitness industry. This research using small amount

questionnaires and depth-interview to verify the current stage of developing of indoor fitness equipment in Taiwan and the

competition what Taiwanese Fitness face. Then we will use five-force Analyze to understand the tread of this industry in Taiwan and

using SWOT to analyze Strength, Weakness, Opportunity, and Threaten when Taiwan Fitness Industry faces the globalize

competition. Here are the following conclusions: First, strengthen operating Management and find marketing person. Second,

Strength innovating R&D and developing differential product. Third, Build the division of manufacture mechanism and raise the

competitive advantage. Forth, Build ODM/OEM professional brand image and win over international order. Fifth, Integrating

low-end vendors and top-end vendors to strengthen the productivity. Adopting these five strategies as the reference when Taiwanese

Fitness Industry would like to establish the object of operating management and market competitive strategy in globalize competition

environment. In addition, Taiwanese Fitness manufacturer could stand in the significant role in the international market by this

research.
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