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ABSTRACT
In the period of global economical expansion, the telecom industry which converges the telephony, TV, computer and consumer
electronics will go through a competitive and diversified era. There are four major goals for telecom industry at this phase: Converge
the overlapped functions among TVs, telephones and computers and focus on the application of these three major products. More
and more corporations are building their joint venture strategy to defense customer’ s leading market. It is very obvious that
telecom revolutions are forcing corporations to build a global network which closely connects the local network and easily
communicate worldwide. Someday, telecomputer will be equipped in all the offices; family. And its size can be small to put into your
pocket or handbag. With advancement of the mobile technology, a mobile phone is not only a phone, but steps into a muti-function
area. Lots of service can be applied into the m-commerce and provide the personalization service. Under the standardized
m-commerce, consumers will get the info easily in time. With the telecom deregulation globally, it not only leads to the private
telecom industry’ s rapid development, but push DGT to deregulate more telecom service. Followed by the deregulation of mobile
telecom service in 1997, the subscriber base of all private mobile operators, in the end of 1998, exceeded CHT’ s mobile
subscribers. And according to DGT’ s data, the penetration rate in Taiwan has achieved 100%. In the saturation of the mobile
market, the competitiveness among these operators was becoming quite drastic. Therefore, the topic to explore how to build a
successful channel strategy to increase market share and profit by these operators is an essential issue.
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