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ABSTRACT
Ever since 1970s, Taiwan began to develop manufacturing and had created the impressive economic miracles; however in recent
years its production system started to suffer from overcapacity and the challenges of high wage costs. Mr. Stan Shih’ s "Smiling
Curve" pointed out that the only way for company to survive from this turmoil was to put constant R & D efforts and or establishing
new corporate images. The purpose of this study was to analyze the relationship among technological innovation, corporate image,
and company performance of the car manufacturers in Taiwan. Various regression models were built and sensitivity analyses were
performed to analyze these relationship factors.

Keywords : technologic innovation[] corporate imageld corporate performanced smiling curved R & D
Table of Contents

ooooooboobobooobooboboboboooboobo bobDboobooboobobooobOooboo
ooooooboobobooobooboboboboooboobo bobDboobooboobobooobOooboo
oo ooboobobooobooboobobooooboobo bbb oobooDbooDoobooboo
oo ooboobobooobooboobobooooboobo bbb oobooDbooDoobooboo
gboggobgooboboobooboboobooboobo bobooboobobbobooboobob
gboggobooboboobgoobobooboobooboo boboobooboboboobooboobon
gbogoobgooboboobgooboboobooboobo bobooboobobbooboobOoobon
gbogoobooboboobgooboboobooboobo bobooboobobbooboobOoobon
gboogoobooboboobgooboboobooboobo bobobooboobobbooboobOoobon
gboooobooboboobooboboobooboobo bobooboobobboboobOoobon
gboooobooboboobooboboobooboobo bobooboobobboboobOoobon
gbooooboobobooboobobboobooboobo bobooboobobboboobOooboOon
gbooooboobobooboobobboobooboobo bobooboobobboboobOooboOon
oo oobooboboobooboboboobooboobo bobooboobobobobooobOooboOon
goooooboobobooboobobbobooboobo bobooboobobobobooobOoobon
oooooobooboboooboobobobooboooboobo bobooboobobobobooobOoobon
ooo0oooboobobooobooboboboboooboobo boboboobooboobobooobOoobob
ooooooboobobooobooboboboboooboobo bobooboobobobobooobOooboo
oo ooboobobobooboo0oboobobDbobooobo boAUDOD0ObOoobOobDbOOobDooboobo
oo ooBbOobOO0oOobOo0oboobOobDoobooboob0 b0 0 2-10b0ooDbobDOoobDoobOoobo
gooobogb2-200bowTodgobooboboboobooob 0o 2-300pboooobooboobooboo

ooodb 0o2-400000000000DOODOODODODOODOOO 2-5000000000b00o0bDoobon
oooobo 0310000000 b0oboboobo0obooboooboooDo 20000000000DO0O00O00OOODO
obooobo 0O s3-300b00ooobooobooboobooboooooDo F40000000000D0O0O0ODOOD
ooooo o s-500000b0obooooobobooooobooo 04 100Db0b0O00ODOoDOOOODODO

4-300000000000000D0DbO
gbooob O0o4-4000000000D0O00O0DO0ODOOODO0ODOOO D4-5000000O0O0O0O0O0OO0ODOOODO
gbooodb 0 4-6e00000D00O0DOODODOODOODOODLDD4700DO0ODODODOODOODOODO
gboodb 0o 4-800b000ob0ooboboboboobooboob b4-000000D0O0ODOODOODOODO
gbooob o0 4100000000000 0O0O00O0ODO0ODOODOD O 4-110D000DODOOODOODOODO
gooobdg b 4120000000000000DO0O00DO0ODODOD D4 1B3000DO0OOODOODOODO
obooobdo 0440000000000 0O0ODOO0ODOODODODOO O4-1500D0O0O0O0ODO0ODO0ODO

gooobdoob 0416000000000 D0O0ODOO0ODOODODODOODO4-70DO0ODDOODOODOODO

Oooooogoggdg

U

U

g
oooobo0bO4200000000000000D0OOOODODO

g

g

g



oooobgoobo b 4180000000000 0DO0ODO0ODODODOODO D 41900000 ODO0ODO0ODO
ooooboobob 0o 4-20000000000D0O0DO0ODODODODODOO0OO0 422000000000 0ODO
oooobgoobobb b 4-200000000000000DODODDODODO0OD O04-23000000000O0DOO
ooooboobobobobooboo-10o0obobDbo0obDOo0obOo0obUobobOobDOoOobD U 2-1000Db0U0ObDOO
gooobgoobobobobooo g ez2-2000b000b0Do0obooDb00oDo0obDOooDbUoUo U s-1ooUoboUobo
gooobgoobobobobooo o s-2000b000obDo0obooDb0oDo0obDoobUoUo U s-3poUboubo
gooooooooooboboo os100b0bo0ooooboooooobooooobOo Oos20000DO0DO
googboooobooboon

REFERENCES

Edvinsson & Malone(1997) 0 0 0000000000000 0OOO0DO(@OOO)DO0:000 Peter Drucker(1986)0 00000 OO
000000000000 00@E0oO)poOo00D ooDoEe) DD 0O 0DDOD00DOOD0DDoDODoDOooDoOOOn
O000000o0gRog)UIDDND0DONNDO0O0NDO000ND0D00DO000N0O0DO0UDO0oDooDOooDDeDOOOd
0000000000019 0 0000000000000 0000000Do00oo0oooDT7)U49-840 OO
00020 00000000000 000DDO0O00O0O000O0ODO00DO0O0DO0O000O0DD0O00O0O0OO0O OOooOEIIOOOd
0000000000 00ooo0ooo00ooo00o0oo0o00oDo00D0o000D0Do0000o000oDo00DoODo0oooo
00 0000000000000 0o0ooo0ooo00o0o000oo0oo0oDo00ooooonD 000 (20040
0000:00000000000000 000R3)UIDDOOD0N0NDD0N0N0o00Noo00oDooooooooooooon
0000000000000 00000000000 000@e97)I 0000000000000 000o0Oo0ni1s8d117-1180 O
00@ess)0000nD:00000000000n0o0012000930 000ROOODOOODDOODOODDOOODODODODOODOOOOO
0000000000000 0000000000000000 000EoI)IDDDOUNNDNDO0OONDNoDOoO oooEo)uoDn
00000000000 0:00000000000oo00oo0o000oDo00o0o0oooo oDoOEISDOO0ooooon
0000000000 000oo000oo000oo000o000oo00D0o0000o00000o000o00 000000000
0000000000 00oooooooooooooooooEeee o000 o0ooooonooooooooooog
0000000000 0000o00ooo0ooo o000 00o0ooon: 00000 oooo0000000000
O00000000o0o00o00o00oo000ooo00oo00o0oooo00oo00ooo000ooO00ooo0ooon Ooo(2001)
oooooogisoooiodnodnodnodoooodo0o0dodDd00000o0o0noODOoDOooO booEoos)oan
g000o0o00ooo0o0oo0oooo-00boo000oo000ooDo00DOO0000OD000DOO00O0OO00 oO0OEoceT OO
00000000ooo00oDoO00oo0o00ooDoO00o0oO000DooO00DoO000oDODoD0 D00 EIUOIDDDOODOOOd
00000000ooo00oDo0o0ooo0ooo00oo0oo0ooDo0oDoOoOo oooEI3 OO Oooooog
O000o0o-0000000000000000000000000D000D00 000EDODODDOOD0DOD0ooDDOoUoooon
00—00000000000000000000O000000000O00D00O0000DD0O0D 0oDoOEIUIDDODDOOd
0000000000 00oDo00ooo0ooDoD0oooooo oooEgyI Do 0onooD0oooDooooog
0000000000000 00000000000000 0000000 ITISOO (200202002000 000000000000
000000000000 I OO0 000No00ooo00Do000oooOoOoos37(5)0d72-830 D OO (0050 OOO
0000000000 00-00000000000000000ooo00DO00000000o00o0ooo0 Ooo0OEIYyDOOO
O0000000000000000003301-260 0001999 MarchD ODODDODOODO0O0O0OOOO0DOOOODODO118-1200 OO
0000000000000 (2001)0 The Moderating Effects of Resources and Control Systems on the Relationship between Diversification
Strategy and Performance0 0 0 0 00 0 0 8(2)0197-2220 000 (19990 0 000000000 DOOO0OODODOOOOOOOODOOO:
O00000000000000000000000000000 00?2000 0000000000000 00D0O0O00OOO0OO0O
0000000000 0000000000000 0000 0DND000NDD00-000@O)pOouooooooooog
0000000000 00ooo0o0ooooooo0 oo0o@eoUooooo0oooooooooooooooooooooog
O00000000000000 00019120 000000(0O000)0000D0O0O Aaker, D. A. (1995). Building strong brands. New
York: The Free Press. Allan A. (1998). Innovation Management: Strategies, Implementation, and Profits. Oxford University Press, Inc. Anderson,
E. (1988). The Multinational Corporation‘ s Degree of Control Over Foreign Subsidiaries:An Empirical Test of A Transaction Cost Explanation.
Journal of Law, Economics, and Organization, 4, 305-306. Ansoff, H. 1., Stewart, J. M. (1967). Strategies for a Technology based business .
Harvard Business Review, 45(6). 71-83, Nov-Dec. Barich, H. & Kotler, P. (1991). A Framework for Marketing Image management. Sloan
Management Review 32, 94-104. Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction in social psychological
research: Conceptual, strategic, and statistical considerations. Journal of Personality and Social Psychology, 51, 1173-1182. Christer, K & Ahlstrom,
P. (1997). Perspective:Changing Product Development Strategy-A Managerial Challenge. The Journal of Product Innovation Management,
14(6/9), 473-484. Chussil M. J. (1978). How much to spend on R & D? The PIMS-letter of business strategy, 13, 5. Cohen, W. M., & Levinthal, D.
A. (1990). Absorptive Capacity: A New Perspective on Learning and Innovation. Administrative Science Quarterly, 35, 1128-1152. Cyert &



March. (1963). A behavioral theory of the firm. New Jersey : Prentice Hall Damanpour, F., & Evan W. M. (1984). Organizational Innovation and
Performance: The Problem of Organizational Lag. Administrative Science Quarterly, September. 392-409. Eberl, M., & Schwaiger, M. (2005).
Corporate reputation: disentangling the effects on financial performance. European Journal of Marketing, 39(7/8), 838-854. Evans, Hugh, Gary
Ashworth, Mike Chellew, Andrew Davidson & David Towers. (1996). Exploiting Activity-based Information: Easy as ABC . Management
Accounting, London, Jul/Aug, 24. Fombrun, C., & Shanley, M. (1990). What’ s in a name? Reputation building and corporate strategy .
Academy of Management Journal, 33(2), 233-258. Glenn, W. C. (1974). Consumer Behavior: Theory and Practice . Richard D. Irwin Inc. Hair,
Joseph, Rolph, E., Anderson, Ronald, L., Tatham, & William, C. B. (1998) . Multivariate Data Analysis, 5, 87-135. Schumpeter, J. A. (1934). The
theory of economic development. Cambridge, MA: Harvard University Press. Lev, B., & Sougiannis T. (1996). The capitalization , amortization,
and value-relevance of R & D . Journal of Accounting and Economics, 21,No.1, 107-138. Maidique, M. A., & Patch, P. (1988). Technological
Strategy, Strategic Management of Technology and Innovation. IRWIN, Homewood, 22-28. Martineau, P. (1958). The Personality of The Retail
Store . Harvard Business Reviews,.36, 47-55. Matsuno, Ken, John T., Mentzer & Aysegul, O. (2002). The Effects of Entrepreneurial and Market
Orientation on Business Performance. Journal of Marketing, 66(3), 18-32. Meehan, J., Meehan, K., & Richards, A. (2006). Corporate social
responsibility: the 3C-SR model. International Journal of Social Economics 33(5/6), 386-398. Morbey, G., K., & Reithner, R., M. (1990). How R
& D Affects Sales Growth , Productivity and Profitability Research. Technology Management, 33(3), pp.11-14. Moussavi, F., & Evans, D. (1986).
Attributional Approach to Measuring Corporate Social Performance . Paper presented at the Academy of management meetings, San Diego.
Moutinho, L., & Meidan, A. (1989). Bank Customers erceptions, Innovations and New Technology. International Journal of Bank Marketing, 7(2),
22-27. Nguyen, N., & LeBlanc, G. (1998). The Mmediating Role of Corporate Image on Customers Retention Decisions: An Investigation in
Financial Services. International Journal of Bank Marketing, 16(2), 52-65. Pegels, C. C., & Thirumurthy, M. V. (1996). The Impact of Technology
Strategy on Firm Performance. IEEE Transactions on Engineering Management ,43, 246-249. Porter, M. E. (1990). Competitive Advantage of
Nations. New York: Free Press. Reese, E. (1993). Mother-child conversations about the past: Relationships of style and memory over time.
Cognitive Development, 8(4), 403-429. Riordan, C. M., Gatewood, R. D., & Bill, J. B. (1997). Corporate image: employee reactionsand
implications for managing corporate social performance. Journal of Business Ethics 16(4), 401-412. Roberts, Peter, W., & Dowling, Grahame, R.
(2002). Corporate reputation and sustained superior financial performance. Strategic Management, 23(12), 1077-1093. Sobol, Farrelly, M. G.
(1988). Corporate Repution: A Function of Relative Size or Financial Performance? eview of Business & Economic Research, 24(3) , 45-49 Spector,
J. H. (1961). Basic Dimension of the Corporate Image . Journal of Marketing, 25 (6), 47-51 Stewart, T. A. (1997). Intellectual Capital: The New
Wealth of Organizations . New York: Bantam Doubleday Dell Publishing Group, Inc. Van, Buren , M. E. (1999). A Yardstick for Knowledge
Management , Training & Development,53(5), 71-78. Venkatraman, N., & Vasudevan R. (1986). Measurement of Business Performance in
Strategy Research: A Comparison of Approaches. Academy of Management Review, 11(4), 801-814. Vickey, S. (1991). A Theory of Performance
Competence Revisited . Decision Science, 3, 635-643. Walters, C. G., & Paul, G. W. (1970). Consumer Behavior: An Integrated Frame Work ,
Richard D. Irwin,Inc., 450 Williamson, Oliver, E. (1986). Economic Organization: Firms, Markets, and Policy. New York : New York University
Press. Zahra, S. A., & Boger W. C. (1999) . Technology strategy and newvneture’ performance: Examining the moderating role of the firm’ s
competitiveenvironment . Journal of business venturing, 15, 135-173. Zyglidopoulos (2001). The impact of accidents of firms’  reputation for social
performance. Business and Society, 40(4), 416-441.



