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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.
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