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Chapter 6 Conclusion and Recommendation  

6.1 Conclusion 

Chapter 1 lists two research questions that this research hopes to determine. They 

are: 

1) Can we find a systematic process to building an industrial brand? 

2) What are the do’s and don’ts for building an industrial brand? 

The research findings only provide a partial answer to those questions. Based on 

the findings, all of the companies started with an R&D department to produce a 

product first, and the sales department followed. Subsequently, the company must 

have people to handle marketing and promotion activities, thus the sales department 

was created. If the company decides to establish an overseas office, most companies 

send expatriates to run the overseas office. Most of the companies wanted to export 

their product to overseas because the domestic market was not large enough. When 

they are selling products overseas, companies usually seek cooperation from foreign 

distributors and/or agents to sell their product for them because they lack 

understanding of the particular market they are entering. The relationship between the 

company and their channel partners often determines the establishment of the firm’s 

overseas office in that market.  

However, the successful rate for expatriates is uncertain. Regardless of the 

outcome, the company usually wants to localize its human resources in its overseas 

offices and begin hiring local residents as employees. 

 If the company engages in OEM/ODM business, most firms have a dedicated 

sales team for OEM/ODM business. The establishment of a dedicated R&D 

department depends on whether the profit from OEM/ODM is large enough to support 

a dedicated team.  

As for the Do’s and don’ts for building an industrial brand were deduced from 
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the research findings.  

Do’s: 

• Begin with a niche market product. 

• Manage OEM/ODM activities. 

• Work with a distributor/agent first when entering an overseas market. 

Don’ts: 

• Don’t eliminate the position of a distributor/agent even if an overseas 

subsidiary is established. 

 As the research findings revealed, companies beginning with a niche market 

product tend to have a better rate of success. If the firm engages in OEM/ODM 

activities, they should carefully manage the OEM/ODM activities, and the potential 

impact on the performance of the firms’ brand. If the firm has adequate resources, 

assignment of a dedicated team to OEM/ODM orders should be considered in order to 

minimize the impact on branded products. When the firm enters a foreign market, 

teaming with a distributor/agent is recommended. Because the distributor/agent has a 

better understanding of the market, the increased likelihood of selling the product 

would improve the success rate in a foreign market. As the firm gradually familiarizes 

themselves with the market, and if the market is large enough, the firm will want to 

establish its own subsidiary. However, when that occurs, some firms discontinue 

working with the distributor/agent and allow the subsidiary to take over. However, the 

research findings indicated that the distributor/agent plays a vital role in the overseas 

marketing strategies of the firm, and that a good distributor/agent can be a great asset 

to the firm. Therefore, when the firm assumes the role of the distributor/agent, it 

should not readily terminate the working relationship with the distributor/agent.  

 

6.2 Recommendations 
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1. Start with a niche market product 

The research findings showed that a niche market product would face less 

competition in the market due to the lack of competitors. Therefore, if a firm wishes 

to build its own brand, starting with a niche market product to accumulate resources 

would probably a good way to go. Once it has enough resources and is not content 

with the niche market, it could enter the mainstream market and compete with big 

players in the industry. 

 

2. OEM/ODM orders could provide valuable resources to the firm 

OEM/ODM business works as a double blade, if used correctly, it could boost the 

business. If not, it could cause the firm to shut its door forever. Research findings 

show if the volume of the firm’s own brand product alone could not achieve economy 

of sales, OEM/ODM could make up the short quantity. Taking OEM/ODM orders 

also has the following advantages: teaching firms valuable lessons and could help the 

firm to reach a customer base it could not reach before. However, OEM/ODM order 

activities need to be managed to prevent them from making a negative impact on the 

firm’s own brand products. 

 

3. When entering a foreign market, firms could use their local partner’s 

knowledge. 

When a firm first enters a foreign market, it might lack knowledge of the market. 

Therefore, a local partner (i.e., channel partner) could be a great help to the firm.  

 

6.2 Suggestions for future research 

 

This research did not consider additional factors that might influence the brand 
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building process. For instance, During the past few years, the government has 

encouraged firms to build their own brands (for instance, the establishment of the 

Award of Excellence), a factor that was not explored in this research. Future research 

could explore the effect of the government on building industrial brands.  

Moreover, this research deploys the qualitative research method. Therefore, the 

sample size is limited. A quantitative method can be used in the future to make the 

sample more diverse. Moreover, all the firms interviewed in this research were 

high-tech firms; future research could explore firms with own their brands in other 

industries. 

 

6.3 Research Limitations 

1. Subjectivity 

The data from the interviews were subject to the subjectivity of the interviewees’ 

knowledge on the subject and his/her point of view. The researcher’s interpretation on 

the interview information could also be subjective. 

 

2. The past may not able to represent the future 

The information and findings are events that occurred in the past and may not be 

applicable in the present and/or the future. 

 

3. The findings cannot be inferred to all industries 

Since all the companies interviewed are high-tech companies, some incidents and 

findings might be specific to the high-tech industries and cannot be used in other 

industries. 

 


