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ABSTRACT
When the enterprises face the challenge and competition of the fierce environment, they will adopt the corresponding competitive
strategies. The entrepreneurs of enter-prises who are situated in the condition of the limited resources will establish the new system
and resource or adopt the tactics of the external cooperation in order to obtain the resource they are lacking and to promote the
value creation, and then strengthen the enterprises' physique for improving their business performance. In addition, the enter-prises
may also create their own advantages with the relation of the network or form an alliance and the industry cooperation with their
own key resource to create value. So, this research based on the view of the social capital probed into the matter that how the
organization which underwent the challenge of the severe environment would use the cooperation of network and the assistance of
resource to promote social capital and ad-vance value creation.
A single case study was adopted in this research, and the case is the office of mili-tary education of National Kaohsiung Marine
University. The organization of the mili-tary education would be observed to examine how it used the cooperation of the net-work
and the assistance of resource to establish its social capitals. Furthermore, with these social capitals, the organization of the military
education was creating its own value of existence while increasing some additional values for students and acquiring the recognition
from the school as well as students.
The case of the office of military education was investigated on the basis of the so-cial capital theory and found out that the case of
the office of military education with the three dimensions of social capitals which are structural, relational and cognitive, can not only
promote its network resource but also improve the working efficiency and effectiveness with the interpersonal relationship of the
coordination , interaction and cooperation as well as the common cognition and values, and then help to create students’  ability
value and social value, meanwhile, shape up the value of existence for the organization of the military education itself.
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