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ABSTRACT
Instant noodle has been running in the market for 39 years in Taiwan and its product life cycle now is in maturity stage which also
appears to be in a stable condition. Recently, due to the change of marketing channels, it has changed from the traditional grocery
store to chain-convenient store, wholesale store and supermarket. This change has resulted in suppliers have less control on price, on
the contrary, distributors has become the leading role. Therefore, this situation has forced suppliers to have the multi-strategy on
channels. The objective of this research is mainly to discuss that how President and Wei-Lih use its own sources to have the different
channel strategies in order to deal with distributors and the following lists the main findings : 1.President and Wei-Lih both use
different strategies in order to cope with the different channel types, channel length, channel density and Push- Pull channel
strategies. 2.President adopts vertical integrated marketing strategy, whereas Wei-Lih adopts both vertical integrated marketing
strategy and traditional marketing strategy. 3.Wei-Lih uses the directly sale strategy to some of channels without the third party and
also make sure the promotion is fully executed. 4.President has another organization which mainly operates President’ s related
stores, develops schools channels and wholesaler. 5.President and Wei-Lih adopt the different Push-Pull channels strategies in
Taiwan instant noodles industry. 6. To adopt Push-Pull strategy should be also in accordance with the condition of product life cycle
and brand awareness in order to consider adopting pull strategy in an appropriate timing. 7.In Taiwan instant noodles industry,
President gets the sufficient supply from its own corporation; therefore, channel strategy varies and even has better performance on
channels.

Keywords : Resource-based theory , Channel strategy , Push-Pull strategy , Instant noodles industry

Table of Contents
I 1 HOOOD0 e VO OODO e vid
SR VIO O e IXOODO e, xiitd O
e XiVOODO OO e, 1110000000 . 112000000
O e, 4130000 e, 51400000 e 6000 000
O e 7210000 e, 821100000 iiiiiiieieiececene 8212000
O e 922000000 s, 1722200000 e, 212230
O e 24000 0000310000000 . 25320000 i 26 3.3
OO000 e, 2734000000000 e, 27000 00000000000 410000
O e 304200000000 i, 314210000000000 .. 314220000
[ I 32423000000 e, 3343000000000 v 3344000
[ OO B4500000000 i 3746 000000000 e, 404.7 0
L e 41000 0000000 51000000 . 4251100000 i
425120000 i 52000000000 .. 535210000 i 535.2.2
I 5530000000000 e 575310000 o 575.32000
O e 585.3.30 000 ciiiiveieeeeeereeeees 5853400000 ciieiiieieieinannns 554000000000
OO0 i 6455 00 v 66000 0000000610000 ciiiireirrirsesereens 676200
OO e oI T N Lo R o00On
I P 720000 e 5000000 e BO0o0ooo
O e 75000000 e, 760000000 e 77

REFERENCES

gOoO0OCOO11o0oo@epoooooooooD:000oogooddeee-pe70 2000992 0000000000:00000
UO0000pld5-pl460 3.000020040 0000000000000 0O0OOOOO-bDODOOOOOODOODODODODOOOOO



00000 4000020040000000000000000-00000000000000D0OCO0OOOOOODOOO0O 500
O@790)00000000000000000D000000000000 60009 DOOODODODOOOODOOOODOO
007000019 00000:0000000000000080000(09)0 000OODDO(DOYin, RobertK.1994.0 Case Study
RescarchD 00000000090 00ROADODODOOOOODODOOOOOOO0.000020030000000000000-00
00000000000 00o0o000ooo00ooooooD 11.000@eUibDo0nooooooon 1200002004000
0000000000 00ooo00ooo00-0000000000000000000000000000 13.000 (2000000
O00000o000o0o0o0ooooon 1400040 0000000000000 00000D-00000000O0OO00O0
0000 1.00000000(2004)000000 (00 Charles W.L.Hill O Gareth R.Jones[ (2004)0 Strategic Management Theory (6e))0]
O000:0000000: 000000 1O0O0000O0O0O0O0O0O0O0O0O0ODO(2005000000 (00 Lamb Hair McDaniel(2004)

O Marketing Management)D O 00 0000000000000 D0OODOOOOO 17000008 O000D0OODOODOOOOOOO
0000000 1800000000004 O0000000OO0OO (00O Linda Gorehels & Edward Marien & Chuck West(2004)00 O O O
O0000.0000000000D000000 19.000RoG)DOO0ODOO0OODODODOO0ODOO0ODOOUOODODDOODODOOO
OO0000000ooo2p000@s8n,0000000,002.000084)I3CO000D0O0O0OOODO0ODODO0O0DOODOO0ODOD
00002200040 0000000000000 041)031-360 OOO0OOO 1.Ansoff KR. 1965. Corporate Strategy: An analytic
Approach to Business Policy for Growth and Expansion. Mcgraw-Hill: New York. 2.Andrews, K. R. 1971. The concept of corporate strategy.
Homewood, IL: Irwin. 3.Anderson, E. and Coughlan, A. (1987), “ International Market Entry and Expansion via Independent or Integrated
Channels of Distribution” , Journal of Marketing, 51, pp. 71~82. 4.Amit, R.& Paull.M.Schoemaker(1993)" Strategic Assets and Organizational
Rent” Strategic Management Journal vol.14,pp.33-46. 5.Barney, J.B., “ Firm Resources and Sustained Competitive Advantage,” Journal of
Management (17), 1991, pp: 99-120 6.Barnard, C.1. (1938), The Functions of the Executives, Cambridge, MA: Harvard University Press. 7.Barton
Weitz, “ The Use of Pledges to Build and Sustain Commitment in Distribution Channels,” Journal of Marketing Research, 29, February, 1992,
pp.18-34. 8.Bensbasat, I. et. al. (1987). The Cse Research Strategy in Studies of Information Systems. MIS Quarterly, September. 9.Bucklin, L. P.
(1966), “ A Theory of Distribution Channel Structure” , Institute of Business and Economic Research, University of California,Berkeley,USA,
10.Chandler, A. D. (1962), Strategy and Structure, Harvard University Press, Boston. 11.Charles W.H. Hill & Gareth R. Jones,(1998), “ Strategic
Management Theory:An Integrated Approach” , 4th ed., Houghton Mifflin 12.Charles W. Lamb, Joseph F. Hair, Carl McDanield 20040

O Marketing with Infotracl] South-Western University 13.Chatterjee,S.and B.Wernerfelt(1991) “ The Link Between Resources and Type of
Diversification: Theory and Evidence.” Strategic Management Journal vol.12,pp.33-48. 14.Collis,D.J.,and C.A Montgomery.(1997), Corporate
Strategy:Resources and the Scope of the Firm, Chicago: IRWIN. 15.Grant, R.M.(1991)" The Resource-Based Theory of Competitive Advantage:
Implication for Strategy Formulation.” California Management Review vol.33,pp.114-135. 16.Hall.R.(1992)” The Strategic Analysis of Intangible
Resoures.” Strategic Management Journal vol.13, pp.135-144. 17.Hofer C.W.and Shendel(1978)" Strategic Management and Business Policy
" McGraw-Hill Book Co.,pp.99-100 18.Jain, S. C. (1990), Marketing Planning and Strategy 3rd ed, Cincinati, Ohio: South Western Publishing.
19.Koterd P.(1994).Marketing Management:Analysis, Planning, implementing ,control(8thed.).New York:Prentice-Hall. 20.Lilien, G. (1979),

“ Advisor 2: Modeling the Market Mix Decisions for Industrial Products” , Management Science, 25, pp.191~204. 21.McCammon(1970)0

" Prespectives for Distribution Programming " p43 22.Penrose, E. T. (1959), Theory of The Growth of the FirmO Oxford University
23.Prahalad c.k.and hamel(1990)" The Core Competence of the Corporation.” Harvard Business Review,Vol.68,pp.79-91 24.Remult, R. P.
(1974), Strategy, Structure, and Economic Performance, Harvard University Press, Cambridge, MA. 25.Rosebloom, B. (2003), Marketing
Channels — A Management View, 7-th ed, 26.Stern, Louis W. and Adell. El-Ansary. (1992), “ Marketing Channel,” Englewood Cliffs,N.J.:
Prentice-Hall, 4th ed.Stern, Louis W.,Adell. EI-Ansary and Anne T. Coughlan(1996), Marketing Channels, 5th ed., New Jersey: Prentice Hall.
27.Selznick, P. (1957). Leadership in Administration: A Sociological Interpretation. New York: Harper & Row. 28.Wernerfelt, B. (1984), A
Resource-Based View of The Firm, Strategic Management Journal, Vol.5, pp. 171-180.. 29.Yin, R. K.[0 19840 , “ Case Study Research Design
and Methods” , London : Sage.



