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Chapter 4 Case Description 

4.1 Company A 

Company A was established in 1977, at the initial stage, its product was a DC 

Audio Plug, Cable and Car converter. In 1989, it introduced the first brushless micro 

motor and miniature cooling fan under its brand name. Since that time, Company A 

has developed a comprehensive line of products in the thermal management field and 

has become a leader in the thermal management field. Company A’s product was 

mainly used in PC products. Its clients include: HP, Compaq, ACER, SONY, IBM, 

and Microsoft. 

Currently, it has one overseas branch in the United States that is responsible for 

marketing and sales management. Selling activities in other areas (Korea, Singapore, 

and Europe) are responsibilities of distributors/agents. 

 

Brand Decision 

Before making fans, Company A’s main business activity was manufacturing DC 

Audio Plug, Cable and Car converter for its OEM clients. After a few years in the 

OEM business, the low margin and the huge amount of resources devoted to OEM 

made the founder realize that the company could not solely rely on OEM orders. Thus, 

the idea of building the company’s own brand began to emerge. It worked with the 

Industrial Research Institution to develop fans for PCs. In 1988, it introduced the 

world’s first brushless micro motor and miniature cooling fan and sold it under its 

own brand. 

 

Brand Building Management 

The R&D department was first divided into R&D and Engineering. R&D 

focused on developing future products, and Engineering worked on current products 
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and concepts.  The sales department was established, and they founded a marketing 

division inside the sales department to collect market information, conduct market 

research and product development. Other departments, such as Intellectual Properties 

and Legal Affairs, were established at a later stage. 

 

OEM activities & Management 

The combined OEM/ODM activity is less than 5% of the total revenue. Most of 

our revenue and profit came from our own brand products. We are still taking orders 

for OEM/ODM because we do not want our equipment to be idle. The plants and 

equipments are there, so we like to fully utilize it. Moreover, many of the ODM/OEM 

orders came from our long-time clients, so we took the orders as a measure to 

maintain our relationship. 

Because OEM/ODM orders only take up a small percentage of our total revenue, 

we didn’t separate it from brand products. However, whenever we have an 

OEM/ODM order, we have some of the employees from R&D to work on the specific 

OEM/ODM project until the project is finished. 

 

4.2 Company B 

Company B is an industry leader in digital multimedia products. It was 

established in January 1990 with an initial capital of 12 million NTD. In August of the 

same year, it was released the first VGA-AVER card in Taiwan and the third in the 

world. Currently, its product line includes: TV Tuners, Video Capture, Document 

Camera, PC-to-TV converters, and Digital Video Surveillance products. 

One year after it was founded, company B established its first overseas branch in 

California, US. Currently it has offices in the US, UK, Germany, Spain and China. 

Company B has received awards and recognitions from media and various agencies. 
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In 2005, it was named the one of the 500 fast growth companies in Asia and 32nd in 

Taiwan by Deloitte & Touche. 

 

Brand Building 

 “When the company first started, the products it produced were niche market 

products. Few companies make these products. It wasn’t our choice to sell the 

company under our name. Because there weren’t any OEM/ODM customers making 

them, we had to sell it ourselves.” 

 

Brand Building Management 

 “At first, we didn’t have any product to sell. Therefore, we needed to have a 

product first. The R&D department was established first, comprised of our founders. 

About a year later, the product came out and the sales department was established.” 

“At first, we only knew to participate in tradeshows and hoped to inform 

potential customers about us. Then, we learned that advertising on trade and industrial 

magazines was also a good way to inform other people about us. Then, we learned 

that we could hire local PR companies to do articles and advertisements for us.” 

 “Due to the unique nature of industrial products (you don’t know who the end 

users are), it is quite difficult for us to conduct market research. What we do is try to 

get market trend and predictions from our supplier and cooperate with market data 

firms to form our predictions.” 

As for overseas market, Europe: “We have branches in Spain, France and 

Germany. We first worked with distributors and agents. However, after a few years of 

working with them, we found that they could not keep up with the company’s growth 

because they are also selling competing products. Moreover, we were afraid they 

might be hiding some important market information from us. Therefore, we 
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established an overseas office as a precautionary measure to prevent channels from 

hiding market information. Our overseas office is responsible for marketing and 

after-sale services. Our channel partners are still responsible for selling the product. 

The reason why we created the overseas office is just to divide market information 

from them.” 

The US market: “For the US market, in contrast, we created an office from the 

start because we knew the US market is complicated, and we need to be in control and 

get close to the market. The US office was established a year after the company was 

founded. (1991)” 

We also have other channel partners. For instance, system integrators and sales 

representatives (commission based) depend on the region and their specialties. 

 “Initially, employees in the overseas brand were sent from Taiwan. However, 

we gradually adapted a localized human resource strategy. Currently, most of our 

overseas employees are residents of the host country, even higher rank managers.” 

 

OEM activities/Management 

“After we expanded our product lines and began to produce major specification 

products, we began to have OEM/ODM orders (mostly ODM). The OEM/ODM 

business makes up 30% of our total revenue.” 

“Yes. We have a dedicated sales and R&D team for our OEM/ODM clients. The 

reason why we do this is that managing OEM and brand activities are two very 

different things. Therefore, we have a dedicated R&D and a dedicated sales team to 

handle OEM orders and communicate with OEM clients.” 
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4.3 Company C 

Company C was founded in 1993. It was dedicated to the manufacturing and 

selling of modems. However, the business didn’t do well. Therefore, it became a 

trading company in industrial computer hardware, and it did well. Then Company C 

began to manufacture and sell its own industrial computer hardware. 

Company C has overseas offices in China, Japan, UK and US. Its revenue in 

2005 reached 1.911 billion TWD, signaling Company C as a successful industrial 

computer company. 

 

Brand Decision 

“We first started manufacturing fax modems. However, it did not do well, and 

the company was forced to abandon the modem business and become an international 

trading company selling components overseas. During trading times, the products 

were sold under its brand names. The company sensed the opportunities in industrial 

computers and started selling Industrial Computers.” 

 

Brand Building Management 

Because of previous failure experience in the modem business, when we first 

switched to the IPC industry, we contracted out production because we weren’t sure 

how far the business would go. When the business started to pick up, R&D 

department was established first to develop new products. However, production was 

still contracted out. It was not until later that we started to produce our own products.” 

“Our network from trading and modem times helped us. We also go to major 

tradeshows to inform people about our products and us.” 

“Due to the small scale of the IPC industry, chip suppliers will not provide you 

with any information. You need to do the research yourselves. For instance, we need 
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to study the trends in the PC market, competitors’ and consumers’ products to predict 

their next move. The reason our company was able to succeed was that we were able 

to make correct predictions and release the right product before everyone else.” 

“We know there are demands for IPCs in Europe and the US from our trading 

experiences. Therefore, when we started selling IPCs, we went straight to those 

markets. 

We now have oversea offices in China, US and Japan. All of the markets were 

first sold through distributors. We even let them use our name. However, after a few 

years working with the distributors, we began to feel that the distributors sometimes 

could not meet the company’s requests and expectations. In this situation, we’d either 

try to get a different distributor or do it ourselves. For instance, we tried to set up a 

subsidiary with our distributor in the US market. After three years, we realized that it 

could not work. Therefore, we bought shares from our distributor and become a sole 

proprietor of our US subsidiaries.” 

“We would fly over to the overseas country to screen our channel partner 

candidates. We would evaluate them based on their business proposal, commitment, 

etc. In the beginning, we had a mutually exclusive agreement with our channel 

partners, which prohibited them from selling competitor products. We don’t do this 

anymore because we’ve realized that our partners need to survive and sometimes they 

can’t just sell our products.” 

“Initially, subsidiary employees were sent from Taiwan. Now, most employees 

are local residents. A good percentage of high ranked managers were hired locally as 

well.” 

 

OEM activities/Management 

“In the IPC industry, there is a fine line between OEM and brand products. The 
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degree of customization is high in this industry. The OEM/ODM comprises about 

50% of the total product produced.” 

“We have a separate sales division to handle OEM/ODM and brand product. 

That’s about it. Because the orders are typically small, and require a high degree of 

customization, it would be too costly to set up an R&D department solely for OEM 

clients. Therefore, we’ve only divided the sales department. However, every time we 

handle an OEM case, we will have a dedicated team to handle that specific case. 

Therefore, from the client’s point of view, they have a dedicated R&D team.” 

 

4.4 Company D 

Company D was founded in 1988. The company built the first real time Real 

Time Feedback System for the Taiwan Stock Exchange in the same year. Now, the 

company designs, manufactures, and markets AIDC (Automatic Identification and 

Data Capture) products and systems and is listed on the Taiwan OTC market. 

The company has subsidiaries in the US and partners in many countries. The 

company’s sales revenue has grown rapidly over the lat ten years and is expecting the 

trend to continue. 

 

Brand Decision 

“We first established as a design house, designing concepts contracted out from 

clients’ companies. Later, we had orders asking us to build a device for the Taiwan 

Stock Exchange. The device sold well and we realized out the profits of producing are 

far better than designing. Therefore, we decided to make our own products. 

It was no coincidence that we got into the auto ID industry; we’ve been doing 

freelance work since college. We actually created the first barcode reader in Taiwan. 

Because we didn’t have much money or resources when we were starting, we chose to 
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make this niche market product to avoid competition.” 

 

Brand Building Management 

“The founders of the company were friends in college and majored in Nuclear 

Science. Therefore, we all possess the skills to produce the product, and that’s what 

we did best. However, a company needs other functions as well, so we divided and 

assigned one person to be in charge of each of R&D, production, sales, software and 

hardware.” 

“We would go to trade shows and join professional associations to get some of 

our potential buyer’s names. Because product quality and stability and after sales 

service is vital in industrial markets, the first few years we were just telling people 

that we were in the field and that we will be here for a long time. It takes a lot time for 

people to release their orders.” 

“It was actually simple in the beginning. We could just observe market leaders’ 

products to know the market trends. However, merely knowing the market trend 

would not help you to sell your product, and the market leaders’ target market may 

not be your target market. Therefore, identifying your market is the most important 

thing. Where can I get this information? From my channel partners. However, they 

would not tell you this unless you have developed a close relationship with them. If 

you are close enough, your channel partners tell you about whether our new products 

would sell in the market or not.” 

“Europe is currently our largest market. It is also the first market we entered. We 

entered Europe instead of North America first because we had limited resources and 

the North America market wants large quantity and low cost, and didn’t care much 

about quality, while Europe is comprised of many countries and values quality over 

quantity.” 
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“We would first do a credit check on our potential partners. When we first started 

doing business, we demanded payment in advance. After awhile, if they are doing 

well and we believe he/she is trustworthy, we would give them some terms. 

We have an overseas office in the US, which is mainly responsible for after sales 

services, and hopefully the ratio of direct sales will increase in the future. They are 

currently no office in Europe because our channel partners are doing a good job. We 

are planning to set up a service center in Europe later this year, to do this,  we need 

to communicate to our channels first to explain the role of this service center. 

Otherwise, they might think they are taking back the selling part from them.” 

“Right now, we only have one overseas office. Initially, most of the employees 

were sent from Taiwan, but their lack of understanding of the market made the 

company lose a lot of money. Currently, the head of the US subsidiary is 

Australian—the brother of our sales vice president. Now, it is finally working. I will 

never send someone who is not familiar with the local culture overseas again.” 

 

OEM activities/Management 

“Yes. We’ve done three ODM orders so far. When the company first started, we 

didn’t know much besides R&D. Therefore, the reason we took the first two ODM 

orders was to learn production and operation management from our clients. 

Our first ODM order was from Casio. Casio demands high quality for their 

products; they sent QC personnel all the way from Japan to check on our plant and 

machinery. If any of it did not meet their expectation, they would help us to improve it. 

We didn’t make any money out of this deal, but we learned many things that we never 

knew before, and we improved our weakest area: production. The second ODM order 

was from Seiko, and we took the order because of the same reason. 

The third ODM order was different from the previous two. It was from our direct 
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competitor. The reason why we accepted this order was because we had a different 

customer base, and this order could take our product to a client base that the company 

hadn’t reached before.” 

“No. The focus of this company is our own brand products. So far, we don’t have 

a separate team for OEM. However we keep a close eye on them because we know 

they are making a huge impact on our company. For instance, our R&D team spent 

half a year designing products for our ODM partners last year, and this delayed our 

own products. This is a serious problem. Therefore, if we are planning to take 

OEM/ODM orders in the future, we should separate them from our own brands.” 

 
 


