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ABSTRACT

The concept of the professional media service company originated from Europe and has existed for more than 20 years. In Taiwan,

after deregulation, the media environment became complicated and the demand of media effectiveness from advertisers was

increased; thus, the “Media Buying Company” was established in 1995 to replace the buying function of the Media Department

of an agency, to provide a buying service with better effectiveness. At the end of 1997, international companies entered the Taiwan

market with “Media Independent”, taking media service — one of the three major services (advertising strategy, creative

development and media service) of an advertising agency as their core value. In the year 2000, there are 12 Media Independent

companies that account for 50% of the total media share. To the media owners, their huge buying power has enormous influence on

their pricing strategy. This research focuses on the emerging industry. Through the company case study, it aims to interrogate 1). the

relevant factors of the context of the industry; 2). the key success factors of the industry; 3). the possible change and impact in the

future; 4). the strategic plan undertaken by the surveyed company in facing the future. The case study research methodology —

conduct interviews and collect secondary data of the selected company, evaluate its external opportunities and threats as well as

internal strengths and weakness and analyze the primary and secondary key issues — was adopted. Four possible strategies are

proposed, followed by the assessment of the outside environment and conditions facing each strategy; the most appropriate solution

is recommended based on three criteria. The conclusions of this research are as follows: 1. The Media Independent companies step

in the market by out-stand themselves from the value chain of the advertising industry. By adding value to the media services, they

assure and enhance the value to clients and acquire their competitive advantage in replacing the original suppliers. 2. The economy

of scale, professional acquisition, scientific analysis tools, international network and computerized working system are the key success

factors of this industry. 3. Through the experience and activities in different countries, the international groups integrate and transfer

the global resources to sustain their advantage in the local market. 4. By strategic alignment, two organizations make use of their own

uniquess and requirements to complement each others’ shortcomings and achieve the synergy of shared resources. 5. The clear

vision and value reflected on the corporate management concept will translate into the employee’s activities, which becomes a

criterion for employees to judge “an ideal corporate.”
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