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ABSTRACT
How does this research main discussion transnational enterprise manage the multi-national brand strategy, from the company
exterior research analysis international brand strategy brand and the brand operating mode, quotes the inferential reasoning
company from the literature the brand strategy execution research technique. This research penetration nature research literature
discussion as well as the thorough way, sells the department personnel in view of the main research object manager perhaps the
company, further makes the thorough understanding company integrity operation brand marketing strategy process, from academic
comes up the analysis company to manage the goal which the brand strategy and the overall transport business achievements reaches
higher authorities. The research literature and in the result obtains several important brands forming process as well as the brand
promotion hand of a clock sizing is different can have many influences. According to this finding, research overhead construction this
research all has influence the suitable degree to its brand strategy. Conclusion aspect this research the concrete procedure and the
implementation direction which becomes according to the brand theory, uses three methods to establish the brand loyalty,
respectively is often the member club and the information bank marketing, and joins the customer relates the management (CRM )
the concept, considers the customer demand, originally only will exist on the bicycle product body the corona and sells the loyal
solidity, also will transform to its company brand body on, will strengthen its company brand. Below future might utilize the way to
extend this research: (1) the way increase (2) utilizes the bicycle brand research which the comparatively microscopic angle discusses
(3) by the quantification real diagnosis way to confirm the brand strategy influence factor to influence the bicycle multi-national
brand strategy.

Keywords : international brand strategy ; multinational corporation ; bicycle industry
Table of Contents

oo ooooooooboooooobooooobowmbooob bobooooboooOOooDOobboOoDOoDo
OwvOOOOoOoOobOoooooboboooooboobooogovibboo oooboboooobobobUooDoDbo
oo0owvi0O0Oo0Ooboooooboo0oooOoboooooboo00 xbooooboooooobooooooboo
obooobddxgbobooboobooboooboobooboboboob 10boob bboboobOoobOoon

gooobooboloobooooboboboobooboobooboobDob0 200bob0D OobooobOoobOon

ooooboobobbo 3o oobobobooboooboobooboobooobo sbobobboooobOoobon

oooobooboboboobosoboob bbobooobo0oboobooboooboob e bOODbOO

oo0o0obo0obobb0obo0o 28000 0boboob0o0obOoo0bOobDo0obD0o0oboob04000bOo boob

oooobooboboboboobd0 4b0b0b0ooobo0oboboboboobDOoUbOobobOo4000bo

gooobooboboboboobooboo 4700000 00bO0ObDbODObDO0ODbDOODbDODDODODOOSB1IDOO
ooodobooboboboobooobooboooo s2000b0 boboo0obD0oobooDb DOo0oboDOoOoDbOs2O

oo ooboobobooob oboobUobobooeOO0UbO0 bObDODObDUOUODOUODDUODDUODUOUODO

500000 00000000 b0o0ooboooOoooobD 200000000 bOO0bObOOoODOobDOobObOODOoDbO
gosO00000obooooboboooooboooobo 2000 ocooooboooooboboobooooon

ooosouooobbouoooboboooooboooooboob oo obobooboobobobooooo

obooooLnoubooooboboooooboboboooobooo ¥ooooboooobobbooobooo
goooo 9%

REFERENCES
000000 Arnold,D. (19950 0 00000 —130 0000000 000000O0)D 00000 ([@OO1995000)0O Aaker, D.A.

(2000)0 Building Strong BrandD D 0 00 00— 00000000 OO000000)000:00000(0 0019980 00)0 Aaker, D.
A. &Beil, A L. (19950 0000 000000)000:000000(0001991000)0 Randall, G. (200000 0000000(0 0



O0)@jo0o:0000@E0O10dd) oo b oo oUoooooo@Eo
O00]1000: http://www.giant-bicycles.com/zh-TW/page/1/ [1983, Norbember 1410 00O O (0040000000000 0O0O MO O)OO
0000000 000Es) U000 00b00 000@eyUUiiooooooooooo-00
gooooOoOoOoOoOOoOOOOOO0OO0OO0OOOOOOOOOOOODO O0O0OEUUDDUDUDULDUDUDD—0OO0OODOOO
gooooOoOoOoOoOOOOOOOOOOOOOOOOOOOOODO0OO0O@YYy I UOOUODODUODODODODUODODUOODUDOOODOOO
0000000000 O00OOo@eYoooooo0—0000000000000oooo0ooooooooooogo oo
gRoos) 000000 DODOODODODONDDNDONDO0NDN0NDN0NDO0N0N0N0N0N0N0N0N0N0N0N0N0N0N0 000000000000 O0OO
OO[@CO00]00O0: http://www.merida.tw/about.asp?page=02 [1972, May 10]C OO0 O(1994)0 0000000000 0O0ODODOOO
000000 0000000000 000EOIA)DDDDONDNONDN0NDN0NDN0NDN0NDN0NDND—-00000000000000000A0
0000000000 DdDOO0bO0 doOoRoUO000oooDooDdoooo0o0—00o0o0dbobooooooooooa
OO00OO0O0O0OOOOOOOOOOOO0OO00@e9ynooooo0oo000UgOoEMBAD OO DODODO O 131, 33-450 O O 0(1998)
goooooooooOoOoOo—0OO0OO0OO0OOOOOOOOOOOOOOOOOODOOOOOOOOOOOO@YUOOOOOOO
gooooooooOoOoOoOoOoOOOOOOOOOOOOOOO0OOOUOOOODODOOODOOOOOOO@EOODOIOOO:
http://www.idealbike.com.tw/idealbike/tc/sale.html [1980, Stptember 16]0 000 (19920 0 0000000000 OOOOODOODOOO
gooOoOoOoOoOoOoOOOOOOOO0O0OO@eYYYy oo oLoLoL oo
O@e970Dooo0oo0oo0oo0oo0oOoO0OD00OD0OD0ODO0ODODOOOODOODOODOODOODOODO 0009 oooooooooo
000000000000 DO0ODO0ODbO0O0O0O00O0ODO0O0O0ODO0O ODOOoDOn Aaker, D. A. (1991). Managing brand equity. New York:
Free Press. Aaker, D. A. (1996). Measuring brand equity across products and markets. California Management Review, 38(3), 102-120. Arnold, D.
(1992). The handbook of brand management. Century Business: The Economist Books. Arnold, D. (1993). The handbook of brand management.
Mass: Ad-dison-Wesley. Boyd. H. W. Jr., Walker. O. C. Jr. & Larreche. J. C. (1995). Marketing management- a strategic approach with a global
orientation. (2nd ed). Homewood, IL: Richard D. Irwin. Buckley, P. J., & Casson, M. (1985). The economic theory of the mul-tinational enterprise.
Macmillan Academic and Professional LTD, New York. Chernatony, L. D., & McWilliam G. (1989). Branding terminology the real debate.
Marketing Intelligence and Planning, 3, 29-32. Chernatony, L. D. (1991). Formulating brand strategy. European Management Journal, 9(2),
194-200. Cravens, D. W. (1987). Marketing management (3rd ed). Homewood, IL: Richard D. Irwin. Doyle P. (1990). Building successful brands:
The Strategic options. Journal of Consumer Marketing, 7(2), 5-20. Edmund, L. O. (1995) . Building and high-tech tools change the mar-keting
landscape. Advertising Age’ s Business Marketing, 80(2), 7-12. Farquhar, H. P. (1990). Managing brand equity. Journal of Advertis-ing Research,
3, 7-12. Joachimsthaler, E., & Aaker, D. A. (1997). Building brands without mass media. Harvard Business Review, 75(1), 39-50. Keller L. K.
(1993). Conceptualizing, measuring, and managing cus-tomer-based brand equity. Journal of Marketing, 57(1), 7-17. Kotler, P. (1994). Marketing
managenent:Analysis, planning, im-plementaton, and control (8th ed). Englewood Cliffs, N.J.: Prentice-Hall. Kotler, P. (1995). Marketing
management: Analysis, planning, im-plementation, and control (9th ed). Englewood Cliffs, N.J.: Prentice-Hall. Mooij, M. K. (1998). Global
marketing and advertising: Understand-ing culture paradoxes. London: Sage. Mudambi, S., Doyle, M. P., & Wong, V. (1997). An exploration of
branding in industrial markets. Industrial Marketing Manage-ment, 26(5), 433-446. Onkvisit, S., & Shaw, J. J. (1991). The international dimension
of branding: Strategic consideration and decision. International Marketing Review, 6(3), 22-34. Park, C. W., Jaworski, B. J., & Maclnnis, D. J.
(1986). Strategic brand concept-image management. Journal of Marketing, 50(10), 135-145. Park, C. W., Milberg, S. A., & Lawson, R. (1991).
Evaluation of brand extension: The role of product feature similarity and brand concept conxsistency. Journal of Consumer Research 8(9),
185-193. Tayor, S. J., & Bogdan, R. (1984). Introduction to qualitative re-search methods (7th ed). London: Wilsy. Urde, M. (1994). Brand
orientation-A strategy for survival. Journal of Consumer Marketing, 11(3), 18-32. Wheelen, T. L., & Hunger, J. D. (1991). Strategic management
and business policy, Addison-Wesley Publishing Company, Read-ing, Mass. William, G. M., & Chernatony, L. (1989).Branding terminology -The
real debate.Marketing Intelligence and Planning, 3(2) , 29-32. Wimmer, R., & Dominick, J. (1997). Mass media research: An in-troduction (5th ed.).
California: Wadsworth.



