
Chapter 4 Case Descriptions 
 
 

This chapter contains twelve case descriptions. It utilizes the following set of 
topics as a framework for discussion and comparison: market assessment, current 
operations, strategic planning, partnership motivation, partner selection, partnership 
design and partnership management. 
 
 

4.1. Company A Case 
 

Company A is a Taiwanese listed company established in August, 1995. It 
produces industrial computer-related products for communications, embedded 
computing, testing and measurement, and automated solutions with design and 
technology centers in the U.S.A. and Taiwan.  2004 revenues totaled $ 34 million 6. 
Company A’s products are currently marketed in over 40 countries, with a worldwide 
distribution network, and offices and employees in the US, China, Taiwan, and 
Singapore. 
 
Market Assessment 

Company A offered the following view of the Russian market: 
 
“Generally speaking, the Russian market is at high potential. However, the 

knowledge in people, industry, and marketplace is lack. So, how to find a well-
organized partner with mutual trust is the challenge”. 
 
Current Operations 

Immediately after Company A was founded, it indirectly entered the Russian 
market7. In 2001, Company A started to sell its products in Russia through product-
specific local distributors.  The company distribution strategy for emerging territories, 
including the markets of Eastern and Central European counties, the CIS region, and 
Latin America, is that each product line has its specific distributors. In Russia, the 
                                                 
 
6 Unless otherwise stated, the “$” sign indicates US dollars. 
7 Company A products were sold into the Russian market through Western companies located in 

Europe. 
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company’s products are sold through a local Russian company B which was founded 
in 1990, as an outgrowth of one of the numerous former Soviet Union Research 
Institutes in the military sector. Company A doesn’t have its own office in Russia and 
operates solely through its Russian distribution partners, who not only sell Company 
A’s products through its channels, but also execute marketing, promotion and after-
sales service activities. 

 
The company’s revenues in Russia has grown steadily from about $ 150,000 in 

2001 to $ 1 million in 2004, which amounts to 3.1 % of total Company A revenues. 
The growth rate has been rapid over the last three years. Table 4-1 summarizes this 
information. 

 
Table 4-1. Company A Revenues in Russia, 2001-2004 
 

Year Revenues, $1,000 Growth, % 
2001 150 N/A 
2002 300 100 
2003 500 67 
2004 1,000 100 
 
Strategic Planning 

Company A’s near-term Russian strategy doesn’t include setting up an office in 
the region. The company will continue to sell its products through its channel partners. 
The company’s strategy is to seek different partners for different product lines. Since 
Company A is a newcomer among fierce competition, the strategy is to offer a 
substitute product to replace others' solution. Brand promotion is also a priority. 

 
Partnership Motivation 

The Company A representative believes that the firm’s primary motivation in 
establishing a business relationship with a local Russian partner was to increase total 
sales, i.e., Company A’s global strategy includes Russia and other post-Soviet Union 
countries as potential areas for the geographic expansion of the company’s markets. 
Company A relied on the local partner to promote its brand locally, an ability that 
Company A didn’t have.  

 
As for its partner’s motivation, the representative of the company thinks that 

originally the underlying motives were to obtain access to products with competitive 
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prices and, in the longer term, the Russian partner also hoped to benefit from 
knowledge and technology transfer. 

 
Partner Selection 

Company A didn’t proactively seek a Russian partner. One of the company’s 
biggest shareholders, whose name must remain anonymous, provided the 
management with a list of three or four Russian companies with whom he had 
established previous contact. Visits by Company A managers then followed, and the 
Russian firms’ capabilities were analyzed. Finally, one partner was chosen. Company 
A acknowledges that company didn’t utilize a systematic approach to screen potential 
partners, and very likely the partner they chose was not the best in the industrial 
computer field in Russia, but it was the best among the firm’s short list of potential 
candidates. When making the final decision with which company to partner, 
Company A used the following criteria: scale of activities performed by the Russian 
firm, their organizational structure, geographical coverage and products portfolio.  

 
It took about 6 months for both companies to become familiar, and after the 

Russian partner submitted a business plan for marketing and selling Company A’s 
products, the companies signed an agreement. 
 
Partnership Design 

Contributions by both partners helped to accomplish the mutual goal of 
increasing sales. Initially, the Russian partner contributed a sales force. With time, as 
they became more familiar with Company A products, the Russian partner’s 
marketing resources and developed sales abilities contributed to the success of the 
partnership. Taiwanese contributions consist of design and manufacturing capabilities, 
and also the sharing of a successful management model and product application cases 
and other marketing support. 

 
Partnership Management 

When managing the relationship with its Russian counterpart, the Taiwanese 
company encountered some problems. One was that the Russian partner’s internal 
structure of top management changed very frequently. Company A would lose its 
dedicated contact window, and communications processes would slow down, which 
in turn negatively influenced the sales numbers. Because Company A was a very 
young and fast-growing company, they had different views from their Russian partner 
regarding sales revenues and sales growth for the local market, an important area of 
conflict. Another area of conflict was related to the fact that Russian partner was not 
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willing to share with its Taiwanese partner market and project information. The 
reason for this is still unclear to Company A; was it a language barrier or something 
more profound? Indeed, as Company A’s representative mentioned, although the 
English language ability of top management is very good, the lack of English 
proficiency among engineers, and product and sales managers slowed down the 
communication process and proved an impediment to information sharing. To 
overcome this area of friction, Company A’s representative believes that personal 
relationships and mutual understanding were very important. As for resolving the 
problem of differing views on market and sales growth, the company’s representative 
says: 

 
“We will force them to participate in exhibitions, to publish ads, we’ll give 

money, and ask them just do it, even if they think it’s not necessary. Our company, 
unlike other companies, is trying to build its own brand. We spend a lot of money of 
branding”. 
 

Among other difficulties that Company A faced when working with its 
Russian partner is that the response time was very slow. 

 
“… sometimes it takes 1-2 months for technical questions, and we could not 

move, and it will take even more, something like 6 months for gathering project 
information. Many decisions were made by top managers on our partner’s side, and 
we believe that this fact slowed down our communication process”. 

 
Company A thinks that their partnership with a Russian partner yielded 

acceptable results overall, that they have learned a lot from the partnership. For 
example, because the technical level of their Russian partner was very high, it was 
very easy to work with them, especially on Linux OS-based projects. Company A also 
learned that in order to win business in Russia one should have the capacity to 
assemble components into finished products. Russian partners don’t share information 
about successful applications, there is no feedback from our customers. Company A’s 
representative describes what they learned about their partner: 

 
“We learned more about Russian people, business style, and culture in general. 

Russians are conservative, formal, protective, do not release information”. 
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On the other hand, there a few things, that Company A thinks its Russian 
partner has learned from them, including technological ability, information about 
competitors, and sales and marketing skills. 

 
Company A’s representative thinks that, although personal relationships and 

chemistry are not the key factor for successful partnerships with Russians, they are 
still very important. He makes the following suggestions to other Taiwanese 
companies aiming to enter the Russian market: 

 
“During the selection stage more communication with top managers is required 

in regard to various topics, including sales, technical, etc…. Taiwanese companies 
should know what the ownership structure of their Russian partner is, and be aware 
that it changes very frequently. Partners should share the same ideas about business 
growth, and make sure they have the same goals. Mutual understanding is very 
important. Invest more resources into marketing and information gathering about 
Russia. We don’t do much to increase sales, but they are growing, so it means if we 
increase a little bit our efforts, the output, i.e., the growth will be enormous”. 
 
 

4.2. Albatron Case 
 

Established in 1984, Chun Yun Electronics (青雲國際科技) was a producer of 
display solutions. In 2002, the company changed their name to Albatron (OTC: 5386). 
This change reflected the development of new product lines and movement in a new 
direction. Now the company’s major products include motherboards and VGA cards, 
together accounting for 80% of product portfolio. 
 
Market Assessment 

Mr. Robert Doncevski, a Sales Director of Europe Distribution Channel Sales 
Division in Albatron, believes that the Russian market has huge potential for IT 
products. His opinion is based on the results of the past three years, when company 
sales growth in Russia reached the level of 30% a year. He sees demand for IT 
products continuing to grow, the primary reason being that for a long time there has 
been little or no investment in infrastructure in Russia and other former Soviet bloc 
countries. Born and raised in Macedonia, Robert came to Taiwan six years ago, and 
found a prime application for his mixed European cultural and language background 
in this Asian country. After joining the company in 2002, Robert tried to utilize his 
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personal connections and his ability to understand and read Russian to develop a basic 
understanding of the Russian IT market. In addition to his personal experience, Robert 
relied on the knowledge of his friends, and media sources including IT Europe 
database, Gartner, and IDC. Although a comprehensive preliminary analysis of the 
Russian market wasn’t conducted, Albatron utilized its internal human resource 
capabilities to acquire a basic understanding of the market, its potential, and insights 
regarding some specific issues, including the demand for high quality products, a need 
felt particular in Russia due to its distance from Taiwan’s RMA center. 
 
Current Operations 

In 2004, Albatron generated revenues in Russia amounting to approximately 20 
percent of total company revenues of $ 164 millions (NT$ 4.9 billion), about 25% of 
total revenues of $175 million in 2003 (NT$ 5.5 billion), and 30 percent of total 
revenues of $75 million in 2002 (NT$ 2.4 billion)8 . Albatron products are sold 
through the distribution channels of two local partners, OLDI (Компания ОЛДИ)9 
and Trinity Logic (Тринити Лоджик). OLDI is a trading company that has four shops 
with total floor space of 3,000 square meters and one service center of 1,000 square 
meters in size, all serving Moscow; it also supplies more than 3,500 regional 
corporate customers. Trinity Logic specializes on wholesale distribution of a complete 
range of commercial PC-related products. According to Robert, both partners are in 
the top 10 IT distributors in Russia.  

 
Table 4-2. Albatron Revenues in Russia, 2002-2004 
 

Year Revenues, $1,000 Growth, % 
2002 22,500  N/A 
2003 43,750  94 
2004 32,800  -25 

 
Robert emphasizes that  
 
“… in order to avoid the price war, the company’s strategy is very clear, it is to 

have different distributors for specific geographical markets within Russia, so we 
have one distributor who sells  our products in Moscow and St.-Petersburg, and 
another one that sells Albatron products in regions.”  
                                                 
 
8 Source: TSEC, Company Operating Revenue Statistics. 
9 In brackets are given the names of Russian companies in Russian. 
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The role of the distribution network is similar to having a branch office in 
Moscow. The distributors not only sell Albatron products, but also promote the 
Albatron brand and execute RMA. Albatron and its distributors also organize joint 
seminars to introduce new Albatron products. 

 
Strategic Planning 

Albatron has very aggressive plans for the Russian market. The company wants 
to capture 20% market share in motherboards by 2007, which would total about 1 
million units10. The near-term goal is to sell 300,000 motherboards in Russia in 2005. 
Although Albatron understands the importance of investment in marketing and 
technical know-how, the company does not have plans for future investment in 
production lines in Russia. Robert explains the company’s logic: 

 
“I’m very familiar with Russian peoples’ psychology because I as many of them 

was brought up during the Soviet time, I can recall that it was very extravagant if 
some one from my friends had imported jeans, it was cool. Our people in Macedonia, 
and I believe Russian are the same, have developed an attitude toward the foreign 
goods, that is of superior quality and durability. Following this principle, our 
company wants to sell foreign motherboards to Russia.” 

 
Partnership Motivation 

Albatron’s primary motivation for partnering with local Russian companies was 
simply to gain access to the potential Russian market. The decision of partnering with 
local company was viewed as significant by company management, as they did not 
possess the required distribution channels in Russia. Mr. Doncevski believes that its 
Russian partner simply wanted to obtain profits from selling Albatron products. 

 
Partner Selection 

The Russian partners were identified through previous business relationships. 
Albatron used several criteria to evaluate the potentials of local partner. Perhaps most 
fundamental was a focus on specific product lines: the company was not seeking 
partnership with the biggest players, but with those who were willing to grant 
Albatron products high priority in their product portfolios, and in other ways 
displayed loyalty to its Taiwanese partner. Other criteria included the size of the 
company; its channel management capability, and “the sense of listening to 

 
 
10 Robert’s estimation of the total size of motherboard market in Russia is based on the number of 

floppy drives sold. 
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{Albatron}”. It took more than 2 months for Albatron to complete the process of 
partner identification and evaluation.  Indeed, Albatron possesses a comprehensive 
checklist of capabilities it should look for in new partners, but Robert said: 

 
“In real business world, the companies do not use these things. I know that we 

want to find a retailer who, first, has a strong brand awareness, second, strong 
presence in Moscow and St-Petersburg, because this where the market share 
concentrated, and, third, channels capabilities in regions.” 
 
Partnership Design 

Albatron was looking for a profit-driven business relationship with its Russian 
partners. Albatron contributed to the partnership by providing products developed 
according to high-quality design and manufacturing standards; it also provided some 
financial support to Russian companies by giving them access to credit lines. The 
Russian partners provided its distribution channels, market data and trend analysis, 
and other localization assistance. 

 
Partnership Management 

Frequent communication is one of the keys to success in any business 
relationship. With this in mind, Albatron organizes regular dealers conferences, 
technical seminars, and product road-map shows. The Russian partners has toured the 
manufacturing facilities of its Taiwanese counterpart. Sales kits are exchanged on a 
weekly basis. The Russian partners can also access various marketing material on-line.  

 
The major problem areas faced by Albatron when doing business with its 

Russian partners are related to channel and price management. Robert thinks that a set 
of general rules is needed to manage the channels. He also regularly checks the price 
lists of the company’s partners in order to prevent dumping. There have been no 
difficulties between Albatron and its Russian partners that are specific to Taiwanese-
Russian partnerships; all problems are of a similar nature to those that occur when 
dealing with companies from other regions. The key is to have close communication 
and treat your partners as part of your family. Overall, Robert is satisfied with its 
company achievement in partnership with Russian companies. 

 
From his experience of working with Russians, Robert has learned that one 

should be careful never to cross one’s Russian partners, and to provide the partners 
the same price in order to avoid conflicts. He encourages those Taiwanese companies 
who have not yet moved to enter the Russian market. 
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4.3. Yuan Case 
 

 The Yuan High-Tech Development  (聰泰科技開發 , OTC: 5474) was 
established in 1990, with headquarters in Taiwan, and is principally engaged in the 
design, development, and manufacture of graphics accelerators, TV tuner cards, and 
MPEG2/4 encode/decode products, as well as the distribution of famous brand 
computer peripherals. The staff numbers 40. Yuan is partnered with one of the 
world’s leading Graphic and Visual chip designers, ATI.  The company’s revenues 
totaled $35.9 million (or NT$ 1.078 billion) in 2004, $ 34.3 million (or NT$ 1.062 
billion) in 2003, and 20.8 million (NT$ 665.420 million) in 200211. 

 
Market assessment 

The company representative, Mr. Stephen Chuan, a Product Manager who is in 
charge of Russian market development, believes that the market is growing rapidly. 
For this reason, the company chose Russian as its focus market for the year 2005. 
Yuan is utilizing information gathered from TAITRA, the TCA (Taiwan Computer 
Association), and two major electronic trade shows (Computex, and CEBIT) to 
analyze the status and trends of the computer market in Russia, but the company has 
not adopted a systematic research approach to date. 

 
Current Operations 

Revenues generated in Russia over the past three years amounted to less than 5 
percent of total company revenues in 2004, and about 2 percent and 3 percent in 2003, 
and 2002, respectively.  

 
Table 4-3. Yuan Revenues in Russia, 2002-2004 
 

Year Revenues, $1,000 Growth, % 
2002 416  N/A 
2003 1,029 147 
2004 1,795 75 

 
 At the moment, the company relies on OEM/ODM relationships with Russian 

customers, but in the future it plans to sell products under its own name in the Russian 
market. Starting in 2000, one company employee started to develop the market and 
                                                 
 
11 Source: TSEC, Company Operating Revenue Statistics. 
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look for opportunities to sell Yuan’s products in Russia. The company tried to hire an 
individual with Russian language abilities for this position, and for a short period of 
time they had a staff member who spoke Russian. Mr. Chuang noticed: 

 
“Our company completely understands the importance of having people who 

speak the Russian language, it can help to learn more about Russian market, its 
business practices. But it is not easy for a few reasons. First, not many Taiwanese can 
speak Russian; secondly, I think Russians are very different from us, Taiwanese, in 
cultural aspect, so it might be difficult for them to adjust to local working 
environment.” 

 
Strategic Planning 

Establishing a branch office is a long-term goal of Yuan’s strategy in the 
Russian market, but at the moment the company does not invest in Russia for the 
following reasons: shareholders do not agree with the plan to establish an office there; 
the company is not familiar with local laws; political risk is perceived as too high. 
 
Partnership motivation 

Knowing nothing about the Russian market (so distant from the Taiwanese 
experience both in the geographical and cultural senses), Yuan was looking for local 
partners with capabilities for distributing computer related products. Mr. Chuang 
believes that his company’s partner in Russia wishes to gain profits from working 
together with Yuan, and is also interested to share technical and financial resources 
with its Taiwanese partner, and to learn sales and marketing skills and new 
technology. 
 
Partner Selection 

Yuan met some his future Russian partners while participating in trade shows, 
and collected information about others from TCA; he also utilized personal contacts 
as a source of information. When evaluating its partners, Yuan pays particular 
attention to such factors as: company background, financial health, history of 
operations, the company vision and sales and marketing skills. The company brand 
image and reputation in the local market were also important. Yuan’s major partner is 
MaxSelect Technology Сompany (компания MaxSelect Technology) which 
distributes its products all over Russia and had strong investment in R&D.  It took 
about one a year for the company’s to become familiar with each other. After two or 
three visits by Yuan to its Russian counterpart, the companies agreed to become 
business partners. 
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Partnership Design 
Both companies, Yuan and MaxSelect, are looking forward to long-term 

cooperation. Each side contributes specific assets to their mutual success; the 
Taiwanese partner provides quick-to-market, good quality products, after-sales and 
swap services. The Russian partner promotes, distributes and provides local repair 
services; among its other capabilities are financial health and localized translation. 
 
Partner Management 

In order to foster a long-time relationship with MaxSelect and its other Russian 
partners, Yuan provides dedicated resources, good products and service. 
Communication is maintained through daily emails and phone calls. The companies’ 
representatives also meet three or four times a year during the main international trade 
shows. Yuan uses an incentive system based on sales volume to award its partner for a 
good performance. 

 
Among the challenges Yuan encounters in Russia, Mr. Chuang mentioned 

channel conflicts, price dumping, and payment default and delays. Because Yuan has 
other partners in Russia in addition to MaxSelect, it often faces the situation where the 
end-user receives offers from two companies who have partner relationships with 
Yuan. Confronted with this type of situation, Yuan will close one channel to protect 
its long-term partner. As for payment problems, Yuan found that standard  
international payment terms including letters of credit are not common in Russia, so 
the company is forced to open an account based on trust and/or former relationship, or 
ask its Russian partner to pay in advance by T/T. Other difficulties that Yuan faces in 
the Russian market are gray- and black-market operations, and a large and highly-
fragmented market. Language was also a problem when communicating with Russian 
partners, but the situation is improving now. 

 
Although Yuan has learned from its Russian partners about market (size), local 

customer behavior and needs, and also understands more clearly some cultural and 
societal aspects of life in Russia, including the presence of professionals with very 
high levels of technical expertise, the company believes it can improve its 
performance in the Russian market by making an active effort to study its 
demographics. As for the firm’s Russian partners, Mr. Chuang believes that they have 
learned from their Taiwanese colleagues how to be more flexible and innovative, and 
to deliver new products rapidly to market. 
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Mr. Chuang emphasized the importance of compiling and analyzing market data 
before entering the Russian market. His practical suggestions to newcomers from 
Taiwan are to find the right product for the local market and to identify and contact 
more companies in the related field. 
 
 

4.4. D-Link Case 
 
D-Link (友訊科技, TSE: 2332) is a developer and manufacturer of wireless and 

Ethernet networking, broadband, digital electronics, voice and data communications 
solutions. Its target market includes those establishing Digital Home, Small 
Office/Home Office, Small to Medium Business, and Workgroup to Enterprise 
environments. D-Link was founded in 1986. With headquarters in Taipei, the 
company by 2003 had opened 87 offices in more than 100 countries, with total staff of 
1600 employees that report to four major regions: D-Link North America, D-Link 
Europe, D-Link International and D-Link Greater China. Strategically placed business 
units in India, Australia, Singapore, Russia, South America, South Africa and areas 
throughout the Middle East together comprise D-Link International. The company’s 
total revenues in 2004 totaled $ 636.2 million (or NT$ 19.1 billion), 636 million (or 
NT$19.7 billion) in 2003, and $ 512.7 million (NT$ 16.4 billion) in 200212. 

 
D-link’s business model is standard worldwide. The company does not engage 

in sales directly, preferring to distribute its products through local distributors. D-Link 
offices throughout the world perform the functions of marketing, technical and sales 
support. D-Link believes that localization and globalization are both very important, 
the company aims to leverage each country’s strengths in order to achieve outstanding 
global performance. For example, Russian engineers are famous for their technical 
expertise, so D-Link may open a Russian R & D center; India has many talented 
software developers, and China plays the role of a low-cost labor factory. 
 
Market Assessment  

D-Link company representative, a top executive responsible for Russian market 
and located in Taiwan that Russian market is  

 

 
 
12 Source: TSEC, Company Operating Revenue Statistics. 
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“a  new potential market with high growth rate for IT products. In the 1990s, 
when the revenue in a territory went up to $3 million, we thought it is justified to have 
a branch office to provide the local support which is important to D-Link success. 

 
Current operations 

In 1992-93, D-Link started to sell its products in Russia through local 
distributors. By 1994, three Russian companies, OCS Distribution Company 
(Дистрибуторская компания OCS), Marvel ("Марвел"), and Dealine ("Дилайн") 
were distributing D-Link products in Russia. 

 
Since the company opened the D-Link Representative Office in Moscow in 

1999, to cover Russia, the CIS and the Baltic States, revenue generated by this region 
has grown by 70 to 80 percent annually. One of the most important strategic actions in 
recent years was the development of a network of D-Link regional offices in Russia 
and other former Soviet Union countries. The first regional office opened in St-
Petersburg in 2002, and by 2004 other regional offices were opened in Novosibirsk 
(Новосибирске) 13 , Ekaterinburg (Екатеринбург), Rostov-na-Donu (Ростов-на-
Дону), Samara (Самарa), Voronezh (Воронеж), Niznhy Novgorod (Нижний 
Новгород), Khabarovsk (Хабаровске), Kiev (Киев), Ukraine, Vilnus, Lithuania 
(Вильнюс), and Minsk (Минск), Belarus.  

 
Regional offices are responsible for coordinating with local sales channels and 

providing partners with marketing and technical support, including the offer of 
samples for testing, after-sales and repair services. The regional offices regularly 
organize free-of-charge technical seminars and training sessions at their locations, or 
at sites provided by partners and customers. At present, all D-Link employees in 
Russia are local hires, the company doesn’t have Taiwanese employees working in 
Russia, but as the company representative states:  

 
“We don’t have Taiwanese employees in Russia offices at this moment, but we 

are not against it.”  
 
The Moscow Representative Office is focused on localization and authorization 

of D-Link products in Russia. Marketing and technical material does not simply 
undergo translation into the Russian language; the content is localized for Russian 
customers. D-Link products sold in Russian market have certificates of Electrosvyaz 

 
 
13 In brackets are given the names of Russian cities in Russian. 
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("Электросвязь") and Rostest (Ростест) systems, and also passed local sanitation 
requirements14.  

 
The country manager for D-Link in Russia is the former general manager of a 

distribution company, one of D-Link’s first partners in Russia. After he left the 
distribution company, a D-Link executive from Taiwan headquarters maintained 
contact with him, and when the decision to establish the office was made, he was the 
first candidate considered for the position of country manager at the D-Link Moscow 
Representative Office. The Russian business unit is a subsidiary of D-Link 
International with headquarters in Singapore, so the Russian country manager reports 
to the General Manager in Singapore. Technical support is provided by Taiwan 
headquarters. 

 
Presently, D-Link has an extended distribution system with a regional focus. D-

Link has signed distributor agreements with major Russian IT-companies including 
Tayle ("Тайле"), Millenium Distribution ("Миллениум Дистрибьюшн"), OCS, 
Marvel, Airton ("Аэртон") and Dealine. In addition, D-Link has other official 
distributors in Ukraine, Belarus, Kazakhstan, Lithuania, Latvia, Turkmenistan, and 
Georgia. Kloss ("Клосс") from Ekaterinburg and UAFI-T ("ЮАФИ-Т") from 
Moscow possess the status of D-Link business partners.  

 
Revenues generated in Russia $14.8 million in 2003, $ 33 million in 2004 and a 

target of $50 million for 2005. According to the company representative, D-Link 
occupies the leading position for SMB and SOHO networking products in Russia.   

 
Table 4-4. D-Link Revenues in Russia, 2003-2005* 
 

Year Revenues, $1,000 Growth, % 
2003 14,800  N/A 
2004 33,000  123 
2005* 50,000  52 

 
*The figure for 2005 revenues is estimation. 
 
 
 

                                                 
 
14 Regulatory certifications are an important aspect of marketing in Russia; this includes IT products. 
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Strategic Planning  
The company representative states that: 
 
“We are heading for providing the best local service and being the No. 1 brand 

for networking products in Russia” 
 
Having 8 offices and 60 employees already working in Russia, D-Link is 

planning to expand investment into R&D and assembly lines. Among the reasons why 
the company would like to invest in Russia, the company representative mentioned 
the large size of the potential domestic market, overcoming trade barriers and low-
cost qualified labor. According to the company representative, the customs clearance 
procedure in Russia is still a mystery to D-Link, so its Russian partners manage this 
process. 

 
With the top spot in networking products for SMB and SOHO applications 

secure, D-Link will focus on broad-band products in Russia this year. 
 

Partnership Motivation 
D-Link has various types of partnerships in Russia. Some partners are 

distributors and sub-distributors, and others possess the status of D-Link business 
partners. 
 
Partner Selection  

According to a top executive, back in 1992, the Russian market wasn’t a D-Link 
focus, therefore the company didn’t actively seek channels to sell its products in that 
market. By chance, the founder of one Russian company was originally from Canada 
where D-Link products were well known to the market. When this Canadian 
gentleman moved to Russia and founded a computer trading company, he approached 
D-Link with a business proposal to distribute D-Link products in Russia. This was the 
origin of the company’s first Russian distribution agreement.   

 
It took approximately one month for D-Link and its Russian partners to become 

familiar before the first transaction was completed. D-Link has evaluated potential 
candidates for distribution partners or business partners by studying their product 
portfolio and sales turnover. Another important factor for consideration is a Russian 
firm’s capability to provide technical support and after-sales service to its partners. 
Not many Russia companies possessed these capabilities at that time. Initially, the 
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size of the Russian partner wasn’t important; focus took precedence. The D-Link 
representative says: 

 
“More than ten years ago, when we just started to work with Russians, D-Link 

was a small company. I believe there also were not many big companies in computer 
industry in Russia as well.  It was right after the collapse of Soviet Union, many small 
companies had just been established”. 

 
D-Link has sought both vertical alliances, including those with systems 

integrators and value-added retailers, and horizontal, i.e. distribution companies. 
 
The company representative believes that Russian company chose D-Link for a 

simple reason that ten years ago there were no other brand-name vendors offering 
networking equipment. 

 
Partnership Design 

In addition to providing quality products and brand value, D-Link’s contribution 
was measured in terms of the added risk of doing business in an unknown business 
environment. Its Russian partners managed the distribution channels. The contribution 
of Russian partners hasn’t changed over time. From 1999, the D-Link representative 
office started providing comprehensive channel support, including marketing. 
 
Partner Management 

D-Link faces a considerable challenge in effective channel management; 
discounts are all based simply on the quantity sold. Like wise, D-Link offices execute 
all marketing activities, to avoid the suspicions of distributors who might otherwise 
think that the dividends from their investment into promotion and marketing are 
favoring other companies distributing D-Link products. The company representative 
describes the situation as follows when she talks about D-Link distribution partners in 
Russia: 

 
“They grow the market together but compete with each other. They need to 

identify their strengths and play the game they can do”. 
 
Another difficulty in working with Russian partners is that they all require 

credit terms. The problem of insuring accounts receivable is ever-present.  Because it 
is impossible to get insurance from the bank, the payment terms for Russian partners 
are down payment, T/T in advance or open account for old partners. Language 
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miscommunication and difficulty in building close personal relationships are also 
barriers when working with Russians. 

 
Working with Russian partners for more than a decade, D-Link has learned that 

focus is more important than turnover. The company representative believes that 
Russian partners has learned that  

 
“they should as we{D-Link} grow to take the maximum advantage”. 
Overall, D-Link is satisfied with the achievements of their partnerships with 

Russians to date. The company representative thinks that competition in IT-industry 
in Russia is becoming tougher, but she suggests to new comers from Taiwan that the 
risk is worthwhile: 

 
“It’s necessary to take some risk to get successful in Russia. Take the risk but 

minimize it”. 
 

 

4.5. Gigabyte Case  
 
Gigabyte Technology (技嘉科技, TSE:2376) is one of biggest motherboard and 

other computer-related products manufacturers in the world, with company 
headquarters in Taipei, Taiwan. Established in 1986, the company has 16 regional 
branches, including the U.S.A, Germany, Australia, Japan, China, and Russia. Total 
revenues reached US$ 1.29 billion (NT$ 38.7 billion) in 2004, and $ 1.1 billion (NT$ 
34.1 billion) in 2003, and 937 million (NT$ 30 billion) in 2002.  
 
Market Assessment 

The Gigabyte representative shared the following perspective about the Russian 
market: 

 
“Russia is one of BRIC countries about whom we hear and read so much in 

local and foreign media recently. Russian economy showed a high growth rate in last 
few years, we believe there is a high demand for IT products in this market. Keeping 
this in mind, we also understand that there is a high uncertainty in regard to this 
market, we are not familiar with this country’s tax laws, its business practices, and all 
other factors that influence business decisions”. 
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Gigabyte utilized different resources, including Taiwanese and Russian 
government organizations, major internationals trade shows, the Internet and personal 
information to learn about the IT market situation in Russia. 

 
Current operations 

Gigabyte started to sell its products t Russian market in 1999 through local 
distributors of IT products. Revenues generated in Russia account for 3 percent of the 
firm’s total revenues on average for the period 2002-2004.  

 
Table 4-5. Gigabyte Revenues in Russia, 2002-2004 
 

Year Revenues, $1,000 Growth, % 
2002 28,100  N/A 
2003 33,000 18 
2004 38,000 15 

 
Gigabyte established a representative office in Moscow in April of 2003. The 

office’s function is to provide local support for sales, marketing and services. The 
staff consists of 8 people, of whom one half are Taiwanese expatriates, including the 
head of the representative office; the other half are local. Technical engineers are in 
charge of equipment testing, organizing internal and external technical training for 
local Gigabyte employees and its partners, and participating as lecturers in local and 
regional events. PR and marketing specialists are in charge of information support in 
print and online media, actively promoting the company’s products in the local IT-
market, and also organizing marketing activities.   

 
One task of the Gigabyte representative office in Russia is to search for 

companies that are able to provide technical after-sales support to end users, the OEM 
relationship is discussed with this companies, the company is looking for reliable 
partners with broad regional coverage and after-sales support capabilities. Presently, 
Gigabyte products are distributed throughout Russia via the networks of seven 
distributors. Other partners include systems integrators and OEM partners. Although 
Gigabyte has established relationships with its distributors, the Moscow office also 
tries to support the dealers in order to increase its sales revenue in the local market. 

 
Its distributors are product-specific, and also coverage-specific. Gigabyte wants 

to have clear borders between its distributors who sell for specific coverage areas, 
including department stores, government projects and private usage. Its distributors 
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for motherboards include Alliance Group (Компания Альянс), Marvel (компания 
«Марвел»), White Wind (Белый Ветер), Airton (Аэртон), MD (Компания 
Millennium Distribution) and Merlion (компания Merlion). Resellers for 
motherboards are numerous, including such companies as: Polaris (Сеть 
компьютерных центров POLARIS), Compumir (Компьютерный Мир), and many 
others.  

 
Gigabyte has a global marketing fund. 1% of all revenues generated in Russia 

are rebate to its distributors for investment in promotion of Gigabyte’s products. In 
addition, the company funds the participation by its branch offices and distributors in 
national trade shows. 

 
The company representative thinks many companies in Taiwan that call 

themselves global are not: 
 
”to be global you have to have CEO of local nationality in your foreign brand, 

unlike all Taiwanese companies that send their expatriates for top executive position. 
I know that Taiwanese companies are competitive in global arena by mass producing 
in a cost-effective way which is achieved through very efficient supply chain 
management. I will call Taiwanese companies international, they have a long way to 
go to become global and, then transnational”. 

 
Strategic Planning 

The company’s goal is to become the No.1 brand for motherboards in Russia. It 
currently occupies the No. 2 position in terms of market share. The company 
representative believes that branding and partnering with the right retail-oriented 
companies, carrying the top 5 foreign brands in its product portfolio, and possessing 
strong capabilities in marketing and after-sales service, will be the keys to Gigabyte’s 
success in Russia. The company wants to use its component-level products’ brand 
awareness and relevant success in Russia to leverage its notebook PCs. 

 
The company will not consider any investment in production in Russia until the 

decision will yield economies of scale, and therefore reduce production costs. 
 
 
Partnership Motivation 

The issue of having a partner was viewed as a necessity for Gigabyte. The 
company representative explains it as a result of the conservatism of Taiwanese firms, 
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who are not willing to invest in the establishment of green-field operations in markets 
with which they are so unfamiliar. He believes that its Russian partners wanted to 
obtain knowledge and skills in the manufacture and marketing of IT products. 

 
Partner Selection 

Gigabyte first identified future potential partners in Russia through trade shows, 
and then by a review process. Taiwanese companies who had previously worked with 
these Russian companies were contacted and queried. Factors including financial 
health, product portfolio, sales volume, local connections, and commitment to 
Gigabyte were among the criteria that Gigabyte used to evaluate potential Russian 
partners. Submission of a market proposal to Gigabyte was a must before agreement 
to any kind of long-term partnership. According to The company representative, it 
takes from two months to one year to initiate this type of cooperation. 
 
Partnership Design 

Gigabyte clearly identified channels capabilities as its greatest need, and sought 
them in their partnerships. Gigabyte now has numerous distributors in Russia. In 
addition to providing quality products and marketing support, Gigabyte’s major 
contribution is a well-recognized brand name. Russian partners contributed 
established distribution channels and an industrious workforce. 
 
Partnership Management 

Gigabyte’s branch office organizes group events for its distributors on a 
quarterly basis. The firm introduces new products and hosts technical seminars, with 
personnel flying to Moscow to assist in these activities. Gigabyte’s local sales people 
meet with the firm’s distributors in Russia on a weekly basis. Visits of the most 
important distributors by local and overseas Gigabyte’s staff are also common. 

 
Conflicts between Gigabyte and its Russian partners exist in the areas of 

channel management, communications failures, and payment issues. Cultural 
differences are another factor that causes conflicts, in The compamy representative’s 
opinion: 

 
“Taiwanese can not become Russians, and do not know how to do business in 

Russia”. 
 
Gigabyte has learned that its Russian partners are very cost-effective in supply 

chain management. In general, the company representative suggests to Taiwanese 
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companies entering the Russian market that it is important to look for a good local 
partner: 

 
“Of course it depends on industry, you need a local partner for many reasons, 

one of them is a customs clearance and distribution capability, try to develop trust 
between each parties”. 
 
 

4.6. FIC Case 
 

FIC (大眾電腦, TSE: 3701), established in 1980, is a listed manufacturer of 
commercial PCs products, including motherboards, graphics cards, notebooks, and 
Bluetooth solutions, with its headquarter in Taipei and eight branches in the U.SA, 
China, Japan, Germany, Netherlands and the Czech Republic. As with many other 
Taiwanese companies in IT industry, FIC is an OEM sub-contactor serving first tier 
companies, including Dell, HP and others. The company’s worldwide revenues in 
2003 totaled $ 3.3. billion15, and $ 3 billion in 2004, with more than 5,000 employees 
worldwide. 
 
Market Assessment 

FIC’s representative, a manager for Russian market accounts, believes that the 
IT and computer businesses are currently booming in Russia. Relative currency 
stability is another factor that attracts business people to invest in the market. The 
company first learned about the Russian IT market through its participation at various 
trade shows. In addition, a team from the Czech Republic tried to penetrate Russian 
market, but the attempt was not very successful due to language barriers, according to 
the company’s representative. 

 
Current operations 

Beginning in 2001, FIC started to sell its products in the Russian market 
through European companies, but the company’s revenue generated in Russia in these 
years was insignificant, for example revenues in Russia totaled to $ 50,000 Starting in 
2005, the company will ship directly to newly established Russian partners, and the 
company’s goal is to achieve sales of $8 million this year. At present, FIC invests a 
percentage of Russian-generated sales revenues back into marketing activities in the 

 
 
15 Source: Company web-site. 
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Russian market. At this moment, the company sells its products through distributors, 
and system integrators and vendors who assemble and re-sell, and also promote FIC 
products for and in the Russian IT market. 

 
Table 4-6. FIC Revenues in Russia, 2003-2005* 
 

Year  Revenues, $1,000 Growth, % 
2003  N/A  N/A 
2004  50  N/A 
2005* 8,000 15900 

 
*The figure for 2005 revenues is estimation 

 
Strategic Planning 

Network Library, Moscow, is FIC’s most important partner in Russia, and 
although the company is developing new channels, it would like to maintain a priority 
relationship with Network Library. At present, the firm is negotiating with R-Style 
and Formosa; both are top 10 Russian 3C re-sellers. FIC is considering the 
establishment of a representative office in Moscow in a few years, and plans to 
capture 5 percent of IT market share in 2005, increasing this to 10 percent in 2006. 
Due to narrowing margins for Taiwanese OEM manufacturers, FIC is seeking to 
establish long-term relationships with Russian value-added PC distributors. 

 
Partners Motivation  

FIC clearly understands the importance of having local distributors in the 
Russian market. The company’s representative believes that when its Russian partners 
were considering entering into a relationship with a Taiwanese firm, they wanted 

 
“” to increase sales through carrying a brand name, secondly, to establish a 

relationship with a manufacturer of product lines that are modified in lockstep with 
changes in Microsoft technology, and, thirdly, leverage their skills in marketing and 
sales”. 
 
Partner Selection 

The company’s representative has extensive experience working with Russian 
people. He has been to Russia more than 15 times in his career (with FIC and 
previous employers), so he utilized his previous experience and personal information 
when his company was trying to identify potential partners in Russia. FIC identified 
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their deficiencies, including local customs clearance capabilities, container logistics 
facilities, and local distribution channels, and was looking for partners who could 
bring these assets to their partnership. The search was limited to the top 10 computer 
re-sellers in Russia; the size of the company and its financial health were important 
considerations. After the potential Russian partner submitted a business plan to the 
Taiwanese firm, and evaluated FIC products samples (which sometimes took 3 
months due to time in transit), the supplier-distributor partnership was initiated.  

 
Partnership Design 

FIC strategy has been to enter into relationships with distribution companies 
and vendors, due to their retailing capabilities, and with system integrators due to 
their assembly capabilities. The Taiwanese company brings it design and 
manufacturing capabilities to the relationship, and it Russian partners, primarily sales 
and marketing skills. 

 
Partnership Management 

FIC meets with its Russian partners, including distributors, system integrators 
and vendors, very often during trade shows. In order to foster good relationships with 
its Russian partners, FIC strives to provide competitive prices and design support for 
its products. The company is not involved in any joint marketing activities, as the 
company’s representative explains because “we just started”. The company’s 
representative thinks that due to the fact the relationship is new there haven’t been any 
conflicts, although he says communication has been an occasional problem, with the 
parties sometimes misunderstanding each other on technical questions. This problem 
has been solved each time through further clarification. Other problems that FIC faced 
while conducting business in Russia are a long lead-time due to long shipping 
distances, and complicated customs clearance procedures. The company’s 
representative shared his experience of having trouble bringing product samples into 
Russia; the customs official at the airport did not allow him to carry the samples in 
with him until he paid a “customs duty”. 

 
The company’s representative described Russians as ‘very decent people’; by 

that he meant that the top management with whom he was conducting negotiations on 
price did not bargain aggressively; another quality Russians possess is loyalty to their 
business partners. The company’s representative believes that Russian partners 
learned from FIC how Taiwanese companies do business with 1st tier companies. The 
company’s representative suggests to new comers that they spend more time and 
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resources on gaining a thorough understanding of the Russian market, and pay strict 
attention to channel management.  

 
In evaluating the partnership performance, the company’s representative thinks 

the companies have made a good start, but it’s just a beginning. The Russian partners 
are still in the process of evaluating FIC product samples. 

 
 

4.7. Cellink Case 
 

Cellink is a consumer electronics company with headquarters in Taipei; its 
major products lines are Bluetooth solutions and RF input devices (mouses and 
keyboards). The company was established in 1998 with the head office in Xizhi near 
the Acer building. It has a factory in Shanghai and three regional offices in Europe, 
Russia and China. Total staff number about 80 people. Cellink total revenue 
accounted for $7.8 million in 2005.  

 
Market Assessment 

The company representative, Ms. Charlene Tu, a salesperson in the 
International Sales Division in Cellink’s Taiwan office, categorized the Russian 
market as outside the primary focus for the products her company manufactures (it 
will be Europe), but as an attractive and important secondary market. 

 
Current Operations 

Cellink started business in Russia in September 2003, and the sales 
representative was assigned to Russia the same year. Russia accounts for about 10 
percent of total company revenues which is $ 720,000. Presently, Cellink has two 
people who are dedicated to Russian business development, Charlene in Taiwan with 
her supervisor and sales assistant for support, and a sales representative in Moscow, 
who researches the market by navigating local web-sites and visiting companies. 
Cellink’s local Russian representative is a Taiwanese national who speaks Russian 
and acts as a bridge between Russian customers and Taiwan headquarters.  
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Table 4-7. Cellink Revenues in Russia, 2003-2004 
 

Year Revenues, $1,000 Growth, % 
2004 720 N/A 
2005* 1,080 50 

 
*The figure for 2005 revenues is estimation 

 
Strategic Planning 

The company’s goal is to obtain 50% annual revenue growth in the Russian 
market for its Bluetooth solutions and RF input devices. The company’s major focus 
is Europe; it has no plans to invest in production facilities in Russia. 

 
Partners Motivation 

Because of the large potential market size for IT products, Cellink decided to 
enter the Russian market and look for local distributors, including wholesalers and 
chain stores, to sell its product lines. The Russian companies in return get access to 
branded products, marketing support in terms of give-away gifts, brochures and 
commercial rebates for achieving sales targets. 

 
Partner Selection 

Cellink wasn’t actively looking for partners in Russia, but by participating in 
exhibitions in the U.S.A. and Germany, attracted Russian companies who visited 
Cellink’s booths; this is how the relationships started. Cellink will use the following 
criteria to select the companies with whom they want to continue developing business 
relationships: 

 
“We will prepare the Russian company profile, which will include the products 

they carry, their size and history, i.e., how long they have been in business, financial 
status and knowledge about the similar products, including Bluetooth, mouses and 
keyboards”. 
 
Partnership Design 

Cellink partners in Russia are its customers. These can be divided into two 
groups, one being distributors with broad geographical coverage. The rule here is one 
distributor – one product line, but as Charlene mentioned: 
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 “our company develops new product lines very far, this is what you have to do 
if you want to survive in a very competitive IT market, so as the number of product 
lines increases, the number of distributors also increases”. 

 
Another group of customers are OEM customers for whom Cellink 

manufactures customized products. On average, it takes about 3 months from the 
moment the two parties fist meet to the moment they start doing business, and longer 
if this is a potential OEM customer. In both cases, the financial department will 
evaluate the financial health of the partner; to be followed by a company visit to 
Russia.  

 
Cellink provides its Russian partners with high quality and well-designed 

products, as well as regular product information up-dates (product roadmaps). Its 
Russian partners contribute in terms of market information and very good knowledge 
of technology. 

 
Partnership Management 

The ideal view of the partnership is seen by Cellink as one characterized by 
frequent communication and joint activities, including conferences, technical 
seminars, as well as leisure activities. On-time delivery, up-dated prices and product 
quality are important factors in maintaining satisfied Russian customers. Conflicts 
between the parties arise in regard to the nature of distribution rights. Cellink learned 
from working with Russian companies in the IT sector that all of them are interested 
in obtaining the exclusive rights to product distribution. Cellink is willing to consider 
granting exclusive rights to some companies in return for sales forecasts. Charlene 
emphasizes that because Cellink is a young company, it is always in the process of 
developing new products, so there is always a place for another distributor. 

 
Charlene thinks that without a Russian-speaking sales representative in Moscow, 

the company might have problems communicating with Russian customers. Payment 
terms present another difficulty for Taiwanese companies, because letters of credit 
issued by Russian customer banks are not recognized by Taiwanese banks. 

 
Cellink has come to realize that their Russian partners are very adept at solving 

technical problems. Charlene advises all other Taiwanese companies entering the 
Russian market to: 
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“Be patient, spend more time getting along with Russian partners. Go ahead 
and offer a better {lower} price and in return ask for quantity. Be reliable, so your 
Russian partners will trust you. Provide good quality products, and choose key 
customers to avoid conflicts”. 

 
 

4.8. IEI Case 
 

IEI Technology Corporation (威強工業電腦 , TSE: 3022) is an industrial 
computer manufacturer with headquarters in Taipei, Taiwan. IEI is an abbreviation 
for ICP Electronic Incorporated. Established in 1997, IEI has successfully launched 
over 400 products, including single board computers, servers, industrial PC chassis’, 
workstations, panel PCs, flash disks, PC/104 products, power supply and backplanes. 
IEI's products are used in such diverse applications as factory automation, computer 
telephony integration, networking appliances, security systems, POS systems, national 
defense, police administration, transportation, communication base stations, and 
medical instruments. 

 
The total 2004 revenues amounted to $103.7 million (or NT$ 3.1 billion), 

compared to $91.3 million (or NT$ 2.8 billion) in 2003 and $71 million (or NT$ 2.3 
billion) in 2002. IEI has established two technical support centers, one in Shanghai to 
serve the Greater China market and one in Latin America to serve North America. In 
addition, IEI distributors in more than 98 countries provide domestic sales support 
and service with sufficient spare parts and inventory. 

 
Market Assessment 

According to the company representative, the Russian market is very important, 
with a large size and is growing rapidly. Because the country is at present building out 
a modern infrastructure, and developing economies require great numbers of the 
facilities that support international living standards, such applications as kiosks, 
ATMs, POIs, automated machines and others are in increasing demand. For these 
reasons, IEI sees a great potential market for its industrial PC and related products. 

 
IEI tries to define and evaluate the Russian market through the information it 

accesses by participating in various trade shows and exhibitions, media, and from 
their local distributors in Russia. 

 



 
 

61

Current Operations 
At present, IEI has two major distribution partners in Russia, Nienschanz-

Automatica ("Ниеншанц-Автоматика") and Industrial Computer System 
(«Индустриальные компьютерные системы»). Nautilus ("Науцилус") in Moscow, 
and IST ("ИСТ") in Novosibirsk are IEI’s secondary partners in Russia. 

 
Nienschanz-Automatica is supplying industrial users in Russia with advanced 

technology and modern equipment for industrial automation. The company was 
established in 1994, and has two offices, one each in Moscow and St-Petersburg, with 
total staff of 40 people.  The company became an official distributor of IEI in 1994, 
and in 2002 constructed a Russian language version of the official IEI web-site. In 
addition to supplying Russian industrials with industrial automation equipment 
produced by IEI (Taiwan), MOXA (Taiwan), ICP-DAS,Taiwan, RARITAN (USA),  
Keithleu Instruments (USA), SIXNET (USA),  Eurotech (Spain), Tipro (Slovenia), 
PQI (Taiwan), and  Hatteland (Taiwan), in 2002 Nienschanz-Automatica also started 
manufacturing its own PC-compatible controllers.  

  

Founded in 1990, Industrial Computer System (ICOS) is the offspring of one 
the numerous military research institutes from the former Soviet Union, with 
headquarters in Moscow. It is one of the biggest industrial computer solution 
providers in Russia. The company not only distributes industrial computer-related 
products in Russia and other CIS and Baltic countries, but also manufactures its own 
products for industrial market automation. 

 
IEI products are distributed through these two companies and their dealers. 

Both companies are highly integrated; aside from marketing and distribution, they 
provide after-sales service, organize technical seminars about IEI products and their 
applications, and help with customs clearance. The company representative thinks that 
his company is the No.2 provider of industrial computers products in Russia. The 
company is strong in providing solutions for small projects, while its major 
competitor, also a Taiwanese company, has taken part in contracts for many 
government projects.  

 
IEI revenues in Russia have accounted for less than 10 percent of total company 

revenues over the past three years. 
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Strategic Planning  
IEI would like to keep its strong position in small-size projects and gradually 

increase its sales. The company invests in marketing activities, including sponsorship 
of its distributors in their marketing events, launching the Russian version of its web-
site, translating its products catalogs into the Russian language, participating in local 
exhibitions, and advertising its products in local industrial automation magazines.  

 
Partners Motivation 

The company considered a local partner to be a necessity in order to enter the 
Russian market. As the company representative explains: 

 
“Taiwanese companies are very different from American or all Western 

companies. Taiwanese companies will not spend a lot of time and other resources in 
order to understand the new market. No, this is not how we do business in Taiwan.  
Many Taiwanese companies and not only in IT sector grew from trading companies. 
It started as someone has a good products, he goes abroad with suitcase full of 
samples and tries to find the people who are interested and sell the products to them. 
Of course, it is changing now, the companies became bigger, but still Taiwanese 
companies will not invest resources in learning about new markets in a way how 
western companies do, I mean Taiwanese companies will not hire a consulting firm 
who will help them to do a preliminary research. When I was a master student in the 
U.S.A, doing this kind of research was helping me to survive. In Taiwan, it is different, 
the entrepreneurs smell the opportunity in a new market and go there, if they succeed 
it is good, if they fail, it is all right too because the investment was minimum. I 
personally think that one wants to understand the Taiwanese way of doing business, 
one should study our history. I think that the fact that not many resources are invested 
in something that can not pay off in a short term is related to understanding that we 
live in Taiwan on temporary basis, and can not think long-term”. 

 
One of the main reasons why Nienschanz-Automatica and ICOS were seeking 

to partner with IEI was the fact that other potential Taiwanese partners already had 
exclusive partnerships with their competitors in Russia. The two future Russian 
partners to IEI entered into business relationships with the firm in order to secure 
technical support and pricing advantages for industrial computer solutions. The desire 
to learn from IEI about manufacturing processes and technology was also a 
motivating factor. 
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Partner Selection  
Originally, Russian firms who were seeking to distribute IEI products in Russia 

approached the company during a trade show. This is how the initial contacts were 
made with Nienschanz-Automatica and ICOS. IEI evaluated the Russian companies 
based on their marketing, sales and technical skills, as well as their perceived loyalty 
to IEI products. The process of evaluation hasn’t required a lot of time. IEI’s most 
important consideration was sales capability, while loyalty was a desirable attribute, 
although not strictly necessary. 

 
Partnership Design 

IEI contributes to each partnership by providing the best products and the 
customization options required to win projects locally, as well as competitive pricing. 
Russian partners provide their marketing and distribution networks, with coverage of 
the entire CIS region, market-specific insight, and strong technical backgrounds. 

 
Partnership Management  

IEI does not simply supply products to its Russian distribution partners; the 
company also organizes seminars and conferences where the products are introduced 
and very detailed technical questions and discussed. The company representative 
stresses the importance of technical seminars: 

 
“Because project-based work requires an accumulative knowledge of the 

products, we need people who understand our products very well”. 
 
Working in the Russian market with its distribution partners does not present 

any major problems at present; although there is one challenge that the company 
needs to overcome. That is the lack of government projects. Channels conflicts are 
also a recurring reality. There is no universal solution; the key is to support that 
partner who has invested more resources to win a particular project. 

 
Overall, IEI is satisfied with the achievements of its Russian partnerships; it 

wished only that the Russian firms could purchase more of their products. IEI has 
learned a great deal from its Russian partners about Russia and its culture. The 
company representative reflects that for the industrial PC market it is very important 
to find good partners, especially those with government connections and therefore 
many projects. He suggests to other Taiwanese companies planning to enter the 
Russian market, to clearly understand the above-mentioned factor for success, and 
also hopes Taiwanese companies will study the Russian market more intensively 
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before entry. “Building trust and being professional” will help Taiwanese firms to 
succeed in Russia. 
 
 

4.9. Advantech Case 
 

Advantech Co., Ltd (研華科技, TSE: 2395) is a leading global provider of 
embedded and applied computing platforms and industrial automation solutions for 
various vertical markets, including environment and facility monitoring, network 
communications, Internet security, POS/POI, e-factory/automation, medical and home 
automation. In addition to its standard products, the company provides flexible 
designs and tailor-made manufacturing services to its customers across the globe. The 
company has established four regional service centers in Taiwan, China, North 
America and Europe to serve its worldwide customers. It also has two modern 
manufacturing facilities, one each in Kunshan, China and in Taiwan. Advantech’s 
CEO, Mr. K.C. Liu, a leader with a clear vision and mission of “Empowering 
People’s Life” leads Advantech toward becoming a leading ePlatform provider in the 
coming era of a connected ‘eWorld’. 2004 company revenues totaled $ 320 million 
compared to $275 million in 2003 and 236 in 2002, with the majority generated in the 
North American, European and Chinese markets. Profit is generated primarily through 
sales of industrial computers, embedded PCs and industrial automation solutions. 

 
Established in 1983, with headquarters in Taipei, Advantech has more than 

2,000 employees worldwide, and an extensive global reach with teams grouped into 
seven geographic regions: North America, Europe, China, Taiwan, Japan, Asia 
Pacific and numerous emerging markets including Eastern Europe and South America. 
A special team within the company, the Channels & Marketing Development 
Organization (CMDO), bears the responsibility for business development in the 
emerging markets, including the Middle East and Suth Africa, Russia and the CIS, 
and Latin America. 

 
Market Assessment 

Mr. Chaney Ho, a vice-president of Advantech, offers this view: 
 
“Russian market in general has big potential, the country is very rich with 

natural resources and high-educated people. Before 1991 we couldn’t think about 
Russian market because we perceived the country as our enemy, after the collapse of 



 
 

65

Soviet Union, the business between newly founded Russia and other former Soviet 
republics, one hand and our country, on the other hand, became possible. For our 
company that is engaged in industrial PCs products, we think the market is big and 
full of opportunities”. 

 
Advantech didn’t conduct any preliminary analysis prior to entry. 
 

Current operations 
The firm’s products are sold in Russia through its distribution partners, the most 

important being Prosoft Co., Ltd (Прософт). Prosoft is a leading distributor of 
industrial automation in Russia, the CIS and Baltic states. It markets products 
manufactured by major companies in the IPC field, including, Advantech, Siemens, 
and WAGO. Prosoft was founded in 1991, and has developed extensive marketing 
networks throughout Russia and the CIS.  

 
Advantech partnered with Prosoft more than 10 year ago. Through their local 

marketing activities (including participation in major industry-specific local 
exhibitions, translation and customization of the Advantech product catalogs, 
advertising in industrial automation magazines) Prosoft has promoted the Advantech 
brand heavily in Russia. It is probably the best-selling brand of IPC in Russia today. 
Prosoft undertakes customs clearance, product certification, marketing, sales, and 
after-sales service in Russia for Advantech products. In the Taipei headquarters, 
Advantech’s dedicated sales specialists provide required support in the areas of 
product documentation, product application, and technical training and support. Four 
Advantech employees work closely with Russian partners, and two of them can speak 
the Russian language, one of whom is a Russian national. The company utilizes their 
skills to accumulate a base of knowledge about the Russian market, its intricacies, 
outlook and trends. 

 
Revenues generated in Russia accounted for less that 3 percent of Advantech’s 

global revenues in 2004. Although it is a small contribution in terms of percentage, it 
is increasing over years along with growth in total sales. The table below provides 
some insight regarding Advantech revenues growth in Russia. 
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Table 4-8. Advantech Revenues in Russia, 2002-2005* 
 

  Revenues, $1,000 Growth, % 
2002 4,000 N/A 
2003 6,500 55 
2004 9,000 43 
2005* 12,000 35 

 
* The figure for 2005 revenues is estimation 
 

Strategic Planning 
Advantech seeks aggressive growth in the Russian market, and has set a sales 

revenue target of $12 million for 2005, which would amount to approximately 30 
percent annual growth. The company is also considering setting up an assembly line 
in Russia. 
 
Partners Motivation 

Advantech chose Prosoft as its major partner in Russia to help the Taiwanese 
company promote the Advantech brand. Mr. Chaney believes that Prosoft’s primary 
motivations for this partnership were to expand its business and to benefit from 
technology transfer. 
 
Partner Selection  

The parties first met during trade shows. It took only one month for both parties 
to become acquainted and to initiate a business relationship. When evaluating its 
Russian partner, Advantech considered the following criteria: ability of the company 
to expand, its organizational structure, its technical and marketing capabilities and 
financial health, and its mission. When first choosing a Russian partner, Advantech 
had not yet identified its own complementary needs and capabilities. Now, however, 
Advantech has a more focused approach; it seeks companies with market connections, 
who can provide experienced insight regarding the market and required products.  

 
Partnership Design  

Advantech sees its major contribution to the partnership as providing 
competitive products. The Russian partner, Prosoft, is utilizing its government 
connections to win big projects and distributing Advantech products through its 
extended dealers network. 
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Partnership Management 
Responsible Advantech and Prosoft managers meet on a regular basis during 

conferences, trade shows, and seminars. The CEOs and other top executives of both 
companies meet at least once a year during major international industry-related events 
and at the Worldwide Partners Conference, organized annually by Advantech. 

 
Because its Russian partner holds different ideas about sales growth for the 

company’s products in Russia, Advantech has faced the challenge of channel 
management difficulties. These conflicts ultimately are resolved through discussion 
and protection of premier channel partners. Other difficulties when dealing with the 
firm’s Russian partners include geographical and cultural distance. Mr. Ho says: 

 
“I think that Russian businessmen are more like Westerners, so we sometimes 

do not understand each other though we speak the same language, English.” 
 
Advantech has learned about cultural social aspects of life in Russia, and 

business practices. The Taiwanese company also notices that its Russian partner is 
unlikely to share with its Taiwanese counterpart the details about the projects, it migh 
be explained by language barrier and cultural conservatisms. Advantech suggest to 
other Taiwanese companies to enter this market with great potentials. 
 
 

4.10. AOpen Case 
 
AOpen (建碁, TSE: 3046), a subsidiary of Acer Inc. (宏碁集團) manufactures 

computer components. Established in 1976, Acer Inc. employs 6,590 people 
supporting dealers and distributors in more than 100 countries. Revenues in 2004 
totaled US$7 billion.  

 
AOpen is a global provider of PC components and peripherals, with total  

revenues of NT$ 15.3 billion  ($493.3 million16) in 2004, NT$ 17.6 billion ($567 
million) in 2003 and NT$ 17.4 billion ($561 million) in 2002. The company develops 
and manufactures PC components. Its major products vary from bare systems, 
motherboards, CD-ROM/CD-RW/DVD drives, and monitors, to multimedia, add-on 
cards, and communication solutions. Headquartered in Taipei, Taiwan, AOpen has 

 
 
16 US dollars figures are calculated at the exchange rate of  31 NTD per 1 USD. 
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regional headquarters in the US, the Netherlands, Germany, Japan, and China, and 
two manufacturing sites, one each in Taiwan and Hongkong. 

 
AOpen’s global business model deems that its worldwide channel partners 

distribute AOpen products locally; therefore, AOpen has an extended network of 
retailers/ dealers, distributors, e-tailers, and system integrators across the globe. The 
firm’s global web-site has links to web-sites in German, English, Russian, Italian, 
Spanish, Chinese and Japanese. In Russia its partners include dealers Virus 
Computers (ООО «Эридан» - Компьютерный салон «Вирус»), distributors like 
Acer Russia (Acer CIS Inc.) and OCS Distribution Group (Дистрибуторская 
компания OCS). 

 
Market Assessment 

AOpen management believes that Russian market is one of important places to 
establish strong presence and invest. 

 
Current operations 

AOpen entered the Russian market due to the potential of the domestic market, 
as well as its geographical proximity to other markets of the CIS. It has a 
representative office in Moscow. Its local partners in Russia, including Acer Russia 
(Moscow), Virus Computers (Chelyabinsk) and OCS distribution group (St-
Petersburg) are certified sellers of the following AOpen products: CD-RW drives, 
DVD-Rewriter drives, motherboards, VGA cards, and occasionally PCs produced by 
AOpen. 

 
OCS distribution group is one of the major computer-related distribution 

companies in Russia, with sales turnover of $323 million in 2004. OCS boasts wide 
geographical coverage with two offices in central Russia, and eight regional offices in 
the Urals, Siberia, the south and the Volga River regions. All ten locations have office 
facilities, as well as warehouses and service centers. In 2003, OCS along with Landata 
(Ландата), Aguarius (Aквариус), Systematica (Компания «Систематика») and the 
AND Project (АНД Проджект) joined the “National Computer Corporation” Holding 
Company ("Национальная компьютерная корпорация" (НКК), the largest player in 
the Russian information technology market with a turnover of  $604.5 million in 2004, 
and $469.3 million in 2003.  
 

Acer CIS Inc. a wholly owned subsidiary of Acer Inc., was established in 
Moscow in 1994. Acer CIS Inc. sales totaled Euro 15.2 million in 2003, a 41.5 
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percent increase over 2002. Acer CIS Inc. devoted particular time and effort into the 
development of local dealers and distribution networks.  

 
Virus Computers is located in the Urals area in the city of Chelyabinsk.. The 

firm markets the PCs and components of major PC-makers to the regional population. 
 
Strategic Planning 

AOpen’s top representative, who is in charge of the firm’s Russian market 
operations, states that the company’s long-term strategy in Geo-Russia is: 

“To serve Russian & CIS markets by reducing communication/ language/ 
cultural issues”. 
 
Partnership Motivation 

AOpen is working to establish brand name recognition in the Russian market, 
and needs support from local companies with retailing and distribution capabilities. 
On the other hand, AOpen representative believes that its Russian partner was 
motivated to partner with AOpen in order to represent one of the best-selling brands 
in the local market. 
 
Partner Selection  

When selecting local partners in Russia, AOpen would evaluate Russian 
companies’ business potential, paying special attention to the following factors: 
products of which suppliers does the potential Russian partner carry now; financial 
strength; geographical coverage of the market; and logistical and operational strengths. 

 
AOpen was seeking partnerships with local distributors, and currently maintains 

three partnerships with distributors/ dealers in Russia: Acer Russia, Virus Computers 
and OCS distribution group. 

 
Partnership Management 

AOpen and its local channel partners work in unison to establish the ‘AOpen’ 
brand name in the Russian market. As the company representative states: 

 
“ AOpen has established a good presence and brand name position, it has 

successfully penetrated into the Russian market”. 
 
The Taiwanese company and its Russia partners have both learned much about 

cultural differences: 
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“There were no major conflicts in our partnership with Russian firms, we 

satisfied with the achievement of our partnership. The only difficulty I d’ like to 
highlight is a cultural gap, sometimes we have different understanding of the same 
topic we discuss”. 

 

4.11. Genius Case 
 
Genius is a brand name under which KYE Systems Corp. (昆盈, TSE:2365), 

established in 1983, sells its keyboards, mouses, speakers, and cameras worldwide. 
The company total revenue increased from 231 million (or NT$ 7.4 billion) in 2002 to 
314 million (or NT$ 9.7 billion) in 2003, and reached 328 million (or NT$ 9.8 billion) 
in 2004. Established in 1983 with headquarters in Taipei, KYE now has five sales 
offices in the U.S.A, Germany, the U.K., and Hongkong with total staff over 2000 
employees. 

  

The story of Genius in the Russian market is a case of successful partnering 
with Bureaucrat (Бюрократ), a company that has grown from 7 employees in 1994 to 
1,000 employees ten years later, and has evolved from a minor distributor of 
computer accessories to the largest operator in the sector.   

 
Market assessment 

There is a very favorable perception of Russian market potential within the 
company. High oil prices, and economic and political stability will help to increase 
the average purchasing power of Russian citizens, making the Russian market an 
attractive target for Genius when it decided to enter the territory in 1994. The 
company didn’t conduct any preliminary analysis of the Russian market; rather, it 
entered the partnership after Bureaucrat approached them during a trade show.  

 
Current Operations 

Currently, according to a company employee, “in Russia, the Genius brand 
occupies a 50% market share for mouses, 70% for speakers, and 40-45% for 
keyboards”, which make Genius first in the Russian market for these three product 
categories. Genius successfully targets middle class consumers. For example, in the 
mouse market, the firm leaves its main competitors, Logitech and Microsoft, far 
behind, vying with each other for only the high-end segment. The Russian market 
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generated about 27% of company revenues accounted for own branded manufacturing 
(OBM) in 2004.  

 
Genius products are sold in the Russian market through distribution network of 

comprising distributors, wholesalers, sub distributors (Bureaucrat’s dealers), and 
retailers (hypermarkets, like Metro; chain stores, like Eldorado, Tact, Polaris and 
OLDI).  Genius’s most important partner is the Bureaucrat, a leading distributor for 
computer products in Russia. They have an extended network of retailers covering all 
regions of Russia. Genius has not invested in production to date, but it is very serious 
about the Russian market, and may hire a consulting firm to conduct marketing 
studies. 

 
Table 4-9. Genius Revenues in Russia, 2002-2004 
 

Year  Revenues, $1,000 Growth, % 
2002 29,760 N/A 
2003 37,200 20 
2004 46,500 20 

 
Strategic Planning 

Genius is considering whether to establish a branch office in Russia in the near 
future. The company had one Russian-speaking Taiwanese employee until a year ago, 
and Genius is seeking to hire an employee with native language ability to be sent to 
Russia, to act as a bridge between its Russian distributors and Taiwanese headquarters. 
At present, one of the Project Managers for the OBM Sales Division, serves this 
function. The long-term objectives of the company for the Russian market are to 
further expand through promotion of its new product lines, including PC-based and 
digital cameras, and audio devices for home theatres; and to achieve annual revenue 
growth of 20% from the Russian market. 

 
Partnership Motivation 

Having recognized the potential of the Russian market, Genius partnered with 
the Bureaucrat Company, the first Russian firm that approached it. Fortunately for 
Genius, Bureaucrat employs smart, customer-oriented professionals, who led the 
promotion effort for Genius products in Russia. Within three years, Bureaucrat had 
become an important client, and Genius awarded it with exclusive rights for 
networking equipment, assembly sets, audio cards, and CD-ROMs. In return, 
Bureaucrat has consistently fulfilled its sales quota obligation. Genius doesn’t limit its 



 
 

72

distributors’ product portfolios at present. However, the company requires its 
distributors to meet given sales quotas; otherwise, the right to sell specific products 
can be taken away. 

The company representative believes that its Russian partner decided to ally 
with Genius after having visited their hi-tech manufacturing facilities. The R&D and 
design capabilities of their eventual Taiwanese counterpart impressed them. Most 
important, Genius possessed a valued brand name, which was perceived by the 
Russian partner as an important selling point in the local market. It also meant healthy 
profit margins for both manufacturer and distributor. 
 
Partner Selection 

For the establishment of distribution partnerships with Russian companies, 
Genius has learned that it takes about one to two months from the moment of the 
initial inquiry to the time of the first shipment, with communication being maintained 
by e-mail and phone. It takes about two years for a serious partnership to evolve. 

  
When making the decision to partner with Bureaucrat, and later on with other 

Russian distributors, Genius has used an array of criteria to evaluate its potential 
partners. The first is financial status. In case the company can’t provide a financial 
statement, Genius asks for annual revenue figures, and whether the Russian company 
has any previous experience working with Taiwanese firms, so Genius can cross-
check the information it obtains. The next factor is product portfolio, that the 
company representative believes reflects the marketing capabilities of the firm, she 
thinks that if the potential candidate has sold motherboards in the past, they might be 
very experienced and therefore a superior candidate for selling more easily marketed 
products, including keyboards and mouses. Channel structure is also an important 
factor for Genius in choosing a partner. 

 
Genius searches for partners who meet or exceed sales targets, and follow 

Genius strategy by focusing on different product lines that the company introduces 
from time to time. Partners should exhibit mutual trust, and support each other in 
times of crisis. In reality, Genius observes strictly the abovementioned guidelines, and 
simply don’t initiate (or terminate) relationships with those partners who don’t adhere 
to the same principles on partnership. 
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Partnership Design 
Genius believes it contribute various assets to the partnership, including good 

quality products, competitive pricing, fashionable products that are developed with an 
eye to the latest market trends, and customer demand. All products are branded, and 
are brought to the market quickly. 

 
Partnership management 

One of the Project Managers is in charge of daily communications with the 
company’s Russian partners. She replies to each email within 30 minutes, or if she 
cannot immediately respond to a query, she will answer as soon as she can. She 
provides her Russian partners with new or corrected product information, as well as 
quarterly price up-dates. Genius representatives fly to Moscow twice a year, while the 
Bureaucrat management team visits Taiwan 3 times a year. In addition, executives 
from both companies sometimes meet during trade shows in third countries. 

 
Because Genius executes a clear distribution policy in the CIS region, i.e., 

Russian distributors cover the Russian market, while distributors in Ukraine cover 
Ukrainian markets, the company doesn’t encounter channel conflicts. There have been 
cases of Russian partners complaining about the smuggling into Russia of Genius 
products by its Ukrainian competitor. In these situations, Genius will warn the 
Ukrainian partner, and will try various methods to assuage its Russian partner. 

The company representative believes that risk management is an important area 
when one is dealing with Russian partners. Careful management of credit lines helps, 
on one hand, to increase sales, and on the other hand, to keep Genius’ books healthy. 
Generally, Russian distributors will have problems paying cash for goods delivered; 
they want to pay after the goods are received or even after they have been sold. 
Genius’ Financial and Shipping Departments are charged with maintaining the 
balance between high sales turnover and healthy accounts. 

 
Although language isn’t generally a problem when dealing with Russian 

partners as they speak English well, the lack of someone fluent in the spoken and 
written Russian language is a disadvantage for the company.  Genius doesn’t have 
direct access to market information, and depends heavily on its Russian partner in this 
dimension. 

 
Overall, Genius is very satisfied with its achievements in partnering with 

Russian firms. There are certain things the company has learned from its partners: 
how Russians think and do business, how to effectively control costs by using 



 
 

74

different means of transportation via land, sea or air. Genius believes that its Russian 
partner also has learned a lot from them: sales and marketing skills, the Chinese way 
of doing business, and all the business difficulties Taiwanese companies face. 

 
So, based on her extensive experience working with Russian partners, the 

company representative makes the following suggestions to other Taiwanese 
companies who are entering the Russian market; offer the right products, choose the 
right partners, understand the Russian market and learn the local language, and 
conduct substantial research on this market, which has developed considerably over 
the past 10 years. 

 
 

4.12. Asus Case 
 

Asus (華碩電腦 , TSE: 2357) is one of the top 4 global suppliers of 
motherboards, and other computer-related products. 2004 revenues for Asus totaled $ 
7.7 billion, for an annual increase of 28%. With headquarters in Taipei, Taiwan, Asus 
has branches in the U.S., Germany, the Netherlands, and China, and global 
employment totals 45,000. Two engineers from Acer established Asus in 1986. 

 
Market Assessment 

After the collapse of the Soviet Union in 1991, Asus initiated the process of 
studying the markets of Russia and other CIS countries, evaluating the potential 
opportunities and threats of entrance into markets that had long been closed to 
international competition. CETRA (now TAITRA) played an important role for Asus 
in promoting and introducing business opportunities in these emerging markets, 
acting as a critical source of information about distant geographies, cultures, 
languages and market-related topics. The Asus representative thinks: 

 
“Many companies in Taiwan think that Russia is a very big potential market 

due to its geographical size, and superpower position (the U.S.A. v.s. the former 
U.S.S.R.), but they lack specific information about the market.” 

 
Asus didn’t conduct serious in-house research on market or consumer 

preferences. Rather, they utilized information garnered from CETRA’s seminars and 
publications, as well as from trade shows, primarily Computex in Taipei, Taiwan, and 
CEBIT in Hanover, Germany. 
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Current Operations 
Asus first entered the Russian market about 8 years ago, selling its products 

through distributors, and was very successful in terms of revenues generated. Even 
with a late start in Europe (the management refers to Russia as a part of Europe), in 
Russian the company is first in MS for motherboards and VGA cards.  

 
The organizational structure of Asus in Russia is very simple. The 

representative office was establshed in Moscow is under European headquarters 
supervision. Its primary functions are PR, joint marketing, customer service, and 
distribution management; starting in 2005 a service center will also be attached to the 
representative office. The staff consists of 10 people, 5 of whom are local. The other 
five are from Taiwan. This hiring strategy for Russia is in keeping with the general 
procedure for staffing in the company’s other foreign operations worldwide; they try 
to maintain a balance of local people and Taiwanese expatriates. The marketing 
director is a Russian national. The European regional manager, in cooperation with an 
Asus VP in the company’s Taiwan headquarters, is in charge of strategy. The 
Moscow representative office and Taiwan sales person who is fluent in Russian, and 
speaks English only when overtired, are in charge of daily operations and providing 
technical and marketing support to distributors in Russia. At the moment, Asus has 
product-defined distributors for motherboards, notebooks, and PDAs, none of whom 
have exclusive distribution rights to any products (i.e, the product distinctions among 
them reflect primarily the focus of each partner’s business). 

 
Although a specific revenue breakdown for Russia’s contribution was not 

available, the Asus representative said that the European market is of particular 
importance to Asus, and Russia is its major focus. 

 
Asus hasn’t invested in Russian production facilities to date, but the firm’s 

significant investment in marketing activities include magazine and other print 
advertising, outdoor advertisements, and local trade shows. 

 
Strategic Planning 

Asus’ long-term objectives with regard to the Russian market are in accord with 
their global strategy, to position itself as not only a motherboard manufacturer, but 
also a 3C provider, with a focus on consumer electronics, including notebooks and 
PDAs, and connection devices, including cell phones. The company wants to grow, 
and following its motherboard strategy, focus on the high- and medium-end markets. 
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This strategy is dependent on ensuring high product quality, a core value of all Asus 
employees. 

 
Partnership Motivation 

When asked about motivation for entry into the Russian market and the 
importance of local partners, the Asus company representative said that the major 
motivation was the market’s obvious potential. The company entered the market after 
it started to brand its own products in 1997.  

 
Partner Selection 

Asus wasn’t especially pro-active in searching for potential partners. 
Companies approached them during trade shows, and after these initial contacts were 
made, it would take between 6 and 24 months for the two companies to establish a 
business relationship, depending on the commitment of the counterparts to partner 
with Asus, and the level and development of mutual understanding. The criteria Asus 
uses to evaluate its potential partners include the companies’ financial condition, their 
partners’ networks (Asus will pay particular attention to cases where the partner has 
been engaged in a business relationship with other trusted companies), the number of 
employees, infrastructure (office facilities, information systems management), level 
of understanding of Asus business philosophy and degree of agreement with its 
principles. Asus puts special emphasis on cultivating long-term partnerships, and the 
objectives they can achieve in collaboration with Russian companies. 

 
Before meeting for negotiations, Asus will conduct an internal analysis of 

complementary needs and capabilities; operational managers will make proposals 
based on this analysis, but the final decision is left to the directors. Asus has a clear 
idea of what constitutes a suitable partner; the company always starts the search 
looking for the ideal candidate, and the under qualified are eliminated by due process. 

 
Partnership Design 

The Russian partner will usually provide the distribution channels, market 
information and specific CRM solutions, while Asus provides high-quality products. 
This is important, as Asus’ CEO, puts little faith in the value of marketing. He 
believes that people will buy his products because they are of superior quality. With 
the company’s recent focus on 3C products, he is modifying his position, although the 
value proposition of differentiating itself as a provider of high-quality products is still 
paramount/in place. 
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Partnership Management 
When managing relationships with its partners, Asus maintains its distributors 

interest because of its business growth model and its expertise in product development. 
The dependability of communication is very high, and the individuals involved in 
maintaining this partnership treat each other as friends. They are in touch on a daily 
basis via emails and phone, and meet at least twice a year, at exhibitions and during 
monthly activities in Russia. 

 
There have been no serious conflicts between the company and any of its 

partners, as management understands the importance of communicating clearly its 
message, and all areas of possible conflict are open for discussion. From Asus’ point 
of view it’s not difficult to work with Russian partners, and although payment terms 
are sometimes an issue, the company has learned how to overcome this obstacle. 

 
From its Russian partners Asus has learned a lot about the culture, customs, 

business practices, and difficulties that one faces doing business in Russia (for 
example, customs clearance), and obtained information about the markets. Asus 
believes that its Russian partners are impressed by its Taiwanese partners’ devotion to 
the company and their hard work, long hours at work to make sure that all emails are 
answered and all customers get the replies to their questions. 

 
Asus believes that the key factor to its success in Russia has been the quality of 

its products, and for those companies who are planning to enter the Russian market, 
the Asus representative will recommend a deeper understanding of the country, its 
laws, assessment of the political situation in terms of stability, and the articulation of a 
clear strategy. 


