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Chapter 5 Case Analysis 

This chapter analyzes the information from interviews and forms propositions 

out of it .The first section lists and discuss findings from the interview and how it 

relates to the research framework, section two entails the propositions formed from 

the interview, and section three shows and explains the modified research framework. 

 

5.1 Findings 

 The information gathered from interviews with corporate personnel was 

summarized and used to form propositions from the data. Findings from the 

interviews were itemized and their relationship to this research framework was 

examined. 

 

Branding Decisions: 

1. The Founder’s will and ambition has a profound influence on the 

establishment of the brand. 

Brand Building Management: 

2. Firms tend to begin building the brand for a niche market product. 

3. The R&D department was the first to be established. 

4. Due to the differences between the OEM/ODM business and the branding 

business, firms tend to assign different teams to handle OEM sales.  

5. Marketing information for industrial markets is gathered primarily from 

tradeshows or suppliers. 

6.  Attending trade shows and placing ads in industrial magazines are the most 

common marketing and promotion strategies for industrial markets. 

7.  Firms tend to sell through overseas distributors or agents before establishing 

an overseas subsidiary. 
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8. Firms tend to continue to cooperate with oversea distributors/agents even with 

subsidiaries. 

 9.  Expatriates are gradually replaced with local residents. 

 

Resources: 

10. Brand building companies tend to engage in OEM business when their own 

product brand was not well-known enough to achieve the economies of 

scale. 

11. The economy of scale affects the establishment of the OEM R&D team. 

  

The findings and supporting evidence from the interviews are summarized in 

Table 5-1. 

     Table 5-1 Summary of Findings 

Framework 
Concept 

Findings Company A Company B Company C Company D

Brand 
Decision 

1. The 
Founder’s will 
and ambition 
has a profound 
influence on the 
brand 
establishment. 
 

The founder 
had realized  
that the  
organization  
would not  
profit from  
OEM  
activities.  
Therefore, he  
decided to  
build own  
brands with  
the fan  
business. 

The brand 
was not 
intentional, 
but the initial 
products were 
niche market 
products, and 
no other big 
companies 
carry such 
products, the 
company had 
to sell it under 
its own brand.

First engaged 
in trading 
industrial 
computer, 
then realized 
the market 
potential so 
they began to 
manufacture 
its own 
product. 

The 
company 
started by 
designing 
products for 
others, then 
they 
realized 
manufacturi
ng is more 
profitable 
than 
designing, 
so they 
came up 
with their 
own 
products. 

Brand 
Building 
Management 

2. Firms tend to 
start with a 
niche market 
product 

 The 
company’s 
initial product 
released was 
the first 
product in its 
category ever 

 Companies 
wanted to 
find a 
product that 
would allow 
it to survive. 
The barcode 
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introduced in 
Asia and third 
in the world. 

reader was 
mainly 
imported 
and was 
very 
expensive. 
Thus, they 
started 
making 
barcode 
readers. 

Brand 
Building 
Management 

3. The R&D 
department was 
the first to be 
established 
 

First  
collaborated  
with the  
Industrial  
Technology  
Research  
Institute. After 
the product  
was  
developed, the 
existing sales  
department  
sold it. 

The R&D  
department  
was the  
first  
established.  
Then about  
a year later,  
after the  
product was 
developed, 
sales  
department 
was  
established. 

First 
engaged in 
trading 
business, and 
contracted 
manufacturing 
to other 
companies. 
Then 
established 
R&D 
department 
and finally the 
sales 
department. 

Founders of 
the 

company 
were all 
from R&D. 
They did 
not have 
sales or 
other 
functions. 
So, they 
divided the 
founders up 
into sales, 
manufacturi
ng, 
Software 
and 
hardware. 

Brand 
Building 
Management 

4. Due to the 
difference of 
OEM/ODM 
business and 
brand business, 
firms tend to 
have different 
teams handling 
OEM sales.  
 

Due to the small 
number of 
OEM/ODM 
product, does 
not have a sales 
team dedicated 
to OEM clients.

Has a separate 
team selling 
OEM and 
own brand 
product. 

Has a separate 
team 

Does not 
have a 
separate 
sales team, 
but is 
constantly 
monitoring 
the effect of 
OEM to 
own brand. 
It continues 
to impact 
own brand 
businesses, 
they might 
consider 
have a build 
a separate 
sales and 
R&D team. 

Brand 
Building 
Management 

5.Market 
information for 
industrial 
markets is 
mainly from 
tradeshow or 
suppliers 

The marketing 
department 
conducts market 
research, 
planning and 
analysis. They 
also try to 

The nature  
Of 
The 
Product  
makes it  
difficult to  
conduct  

Because the  
size of the 
market is  
too small,  
the  
suppliers don't 
really provide 

The 
company 

has 
a close 
relationship 
with its 
channel 
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collect 
information 
through trade 
shows. 

market  
research, so  
they mostly  
get market  
information  
from their  
suppliers. 

information. 
They need to 
get the 
information 
from other 
sources such 
as studying 
competitor’s 
product and 
PC products. 

partners  
(especially 
the ones  
Europe) so 
their 

channel  
partners  
would tell  
them how  
the market  
responds to 
its product  
and market 

trends. 
Brand 
Building 
Management 

6. Trade shows 
and placing ads 
on industrial 
magazines are 
the most 
common 
marketing and 
promotion 
strategy for 
industrial 
markets. 

Parts of the 
clients were 
from old 
networks; some 
of them were 
from 
tradeshows. 

Most clients 
were from 
road and trade 
show 

Trade show 
and networks 
from modem 
& trading 
times 
constitute the 
largest part of 
clients. 

Trade & 
road show, 
and 
advertising 
in industrial 
magazines. 

Brand 
Building 
Management 

7. Firms tend to 
sell through 
overseas 
distributors or 
agents before 
establishing 
overseas 
subsidiary. 

US: the first 
overseas market 
entered was the 
US. Products 
were sold 
through 
distributor/agen
ts first. Two 
years later 
established US 
local office as a 
precautionary 
measure. 
 
Europe: 
Created an 
office in Europe 
when enter the 
market. 
Because Europe 
is comprised of 
many different 
countries, 
distributors/age
nts still make up 
a big percentage 
of sales in 
Europe. 

First sold 
through 
distributor/age
nt, but could 
not fully trust 
them, so set 
up branch 
office to 
handle after 
sales and 
marketing. 
 
 
 
 

First sold 
through 
distributor/ 
agent. But 
they often 
cannot keep 
up with 
company’s 
growth. When 
that happens, 
the firm 
would either: 
get a new 
distributor or 
the company 
would take 
over. 
 
 

US: has a 
branch 
office in 
US, but is 
mainly 
responsible 
for after 
sales 
service. 
 
Europe: No 
branch 
office since 
the channel 
partners are 
doing well. 
 

Brand 
Building 
Management 

8. Firms tend to 
continue to 
cooperate with 
oversea 

Subsidiary 
responsible for 
after sales 
services.  

Subsidiary 
responsible 
for marketing 
& after sales 

 
 
 

Subsidiary 
in US 
mainly 
responsible 
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distributors/age
nts even with 
subsidiaries. 
 

 services.  
 
 
 
 

for after 
sales 
service. 
 

Brand 
Building 
Management 

9. Expatriates 
from Taiwan are 
gradually 
replaced with 
local residents 

Company felt 
it did not have 
enough time 
for expatriates 
to adjust, so 
employees in 
the overseas 
branch office 
were hired 
locally from 
the start. 
Expatriates 
from Taiwan 
were only sent 
to the branch 
office to 
Support 
occasionally. 
 

Sent 
expatriates 
from Taiwan 
during the 
start-up 
periods, now 
most 
employees 
were local 
hired. 

Sent 
expatriates 
from Taiwan 
during the 
start-up 
periods, now 
most 
employees 
were local 
hired. 

Sent 
expatriates 
from 
Taiwan 
during the 
start-up 
periods, 
now most 
employees 
were local 
hired. 

Resources 10. Learning is 
another 
objective for 
firms to take 
OEM orders. 

 Secondary 
data indicated 
one of the 
reasons the 
company was 
engaging in 
OEM 
activities was 
to learn from 
their OEM 
clients. 

 Production 
quality 
improved 
enormously 
after 
working for 
Casio and 
Seiko 

Resources 11. The 
economy of 
scales affects 
the 
establishment of 
the OEM R&D 
team. 

Does not have a 
separate R&D 
team for ODM 
and OEM sales. 
However, they 
will have 
dedicated 
personnel from 
the department 
of R&D to 
handle 
OEM/ODM 
businesses 

Has a 
dedicated 
R&D team 

Because the 
OEM orders 
are not large 
enough to 
support an 
dedicated 
R&D team 

Same as 
above. 

 

5.2 Propositions 

1. The Founder’s will and ambition has a profound influence on the brand 

establishment. 
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These founders are the key drives behind those brands the brand would probably 

not be created without them. Company A’s founder sensed that OEM business was 

low in profit long ago and decided to create its own brand. The founders in Company 

D realized the high margin of production and decided to create their own products and 

build their own brands. 

 

2. Firm building brand in the industrial market tends to start brand by serving 

in the niche markets.  

When a small company first starts, survival is often the only thing the founders 

have in mind. Therefore, a niche market gives a company a great place to start. In a 

niche market, because the market size is not large enough for big players in the field 

to be interested, but it is big enough for companies producing niche market products 

to enjoy profits. Company A: The founder of the company detected that the PC 

industry will boost in the near future, and the demand for PC thermal solution product 

will increase. Thus, the founder of Company A decided to start making thermal fans 

for PC. As for Company B: When it first started, not many other competitors were 

making the same product. So, it didn’t have any OEM orders. Therefore, it had to sell 

its product under its brand. 

 

3. Among the departments established in a firm serving in the industrial market 

with its own brand, the R&D department is always the first to be established 

In order to sell, the company must have a product. The R&D department is often 

the first department to be created to produce the product. Once the product is being 

produced, other supporting departments will be established. 

Company A: The Company was initially engaged in manufacturing of other 

computer parts before switching to the fans industry. The firm worked with the 
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Industrial Technology Research Institute to develop fans. Once the product was 

developed, the existing sales department carried out selling. 

Company B: The founders of the company have the technology themselves. 

Therefore, the R&D department was the first department to be established. The sales 

department was founded approximately a year after the company was established, 

when the product was ready to be sold. 

Company C: After the company faced a defeat in the modem business; it switched 

to a company engaging in international trade. It then realized that the Industrial 

Computer (IPC) business was lucrative, but it did not have enough resources to 

produce the product itself. Therefore, it contracted out the production part to other 

companies and sold those products through its own sales department. After a while, 

they made sure that the IPC was a profitable business. They established the R&D 

department to develop its own product. 

 

4. When a company’s brand product could not achieve economies of scales, 

firms tend to take OEM/ODM orders to compensate for the missing volume. 

Economy of scales helps to reduce costs. Thus, when the company’s own brand 

products do not help it to reach economy of scales, companies often take OEM/ODM 

orders to utilize the equipments and capitals that are present. 

The reasons that Company A still engages in OEM/ODM business are the 

following: 

1. Since equipment and parts are already there, the company wishes to utilize it 

fully 

2. To reach economy of scale 

3. Many of the OEM/ODM orders are from long-term clients; company A 

would take their OEM for old time’s sake and maintain the relationship with 
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the old clients 

Company B: The OEM/ODM product would help boost quantity and reach the 

economy of scale. 

The interview of Company A and B shows the tendency for branded firms to use 

OEM/ODM orders to reach economy of scales, which could not be reached solely 

with their own brand products. As for Company C and D, due to the nature of 

Industrial Computers, (small orders and high degree of customization) it is difficult 

for Company C to reach economy of scales. Company D did ODM orders for other 

reasons that will be discussed later. 

 

5. Learning is another objective for firms to take OEM orders. 

There is more to OEM than just boosting production quantity. Some business 

owners know how to design and develop a product, but they lack the management 

skills to management the company. They hope that taking OEM orders will help them 

to learn what they lack. The reason company D agreed to take ODM orders from 

Casio and Seiko was to learn production and quality control from their ODM clients. 

Company D did not do well in production and quality control. According to the 

president of Company D, “We did not much any money for these two ODM orders, we 

were actually losing money. But what we learned was valuable. Our client have 

shown and taught us how to test the quality of the supplier and the final product, 

which was something we never thought of before.” 

On the other hand, Company B, although not mentioned during the interview, 

noted in the press that the company was hoping to improve its product quality through 

manufacturing OEM/ODM orders.  

 

5) Firms tend to have separate teams dedicated for OEM and branded 
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products. 

Literatures have shown that OEM/ODM business is very different from brand 

product business. The managing method can also be different. Therefore, firms 

engaging in OEM and brand business simultaneously will usually have separate teams 

dedicated for each business. 

OEM/ODM orders make up a significant portion of company B and C’s total 

production (30% and 50% respectively). Hence, both Company B and C have a sales 

team dedicated to OEM/ODM. 

On the other hand, Company A and D do not have a sales team dedicated for 

OEM/ODM. The reason for this is that the OEM/ODM orders only made up a small 

percentage of Company A’s total revenue 

 

6) The economies of scale tend to affect the establishment of a dedicated R&D 

team for OEM clients. 

Proposition 3 has shown that the first step to separate OEM activities to own 

brands is the separation of the sales team. However, the separation of the R&D team 

is often determined by the quantity of the OEM/ODM orders. The R&D team 

comprises of one of the company’s most important asset: Intellectual assets. Setting 

up an R&D team requires a lot of capital. Thus, the company will only do it if there is 

enough profit to cover the cost. Among all the companies interviewed, only company 

B has a dedicated R&D team for OEM clients. The other three companies currently 

do not have an R&D team dedicated to OEM clients. 

Company A: Does not have a separate R&D team for OEM/ODM clients. When 

they are working on OEM/ODM orders, they have a group of engineers from their 

R&D group working on the ODM/OEM project specifically. However, that group of 

engineers only lasts until the project is finished. 
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Company C: Because orders for Industrial Computer tend to be small, the clients 

cannot afford to have a dedicated team standby for their orders. However, when 

working on ODM/OEM orders, Company C will form a dedicated R&D team to 

handle OEM/ODM orders. 

Company D: Does not have a dedicated R&D team stand-by. However, the 

management has noticed that the ODM orders are negatively affecting its brand name 

product. For instance, in 2005, the R&D team spent six months working on the ODM 

orders and delayed own brand product. The management is monitoring this and might 

consider dividing the R&D department if necessary. 

 

7) Firms engaging in industrial products tend to gather market information 

from secondary sources. 

The industrial market has a long supply chain that makes it difficult for 

manufacturers to reach end users. Sometimes, it is difficult to determine who the 

end-users are. Therefore, it also makes it difficult to conduct market research. 

Company B: due to the difficulty in collecting market information from end-users, 

Company B gets market information and trends from IC chip suppliers. 

Company C: Because the market scale is too small, suppliers won’t provide 

information to them, Company C has to do their own research. For instance, they 

spend a lot of time researching other PC products and competitor products. 

Company D: Company D has an intimate relationship with its channel partners, 

especially in Europe. Its channel partners provide product feedback and consumer 

needs to the company, helping the company to predict the trend. 

 

8) Firms tend to sell through overseas distributors or agents before establishing 

overseas subsidiary. 
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Because companies are unfamiliar with foreign markets, they need help from local 

distributors/agents to help them sell their products. 

Company A: The first overseas market they entered was the United States. The 

company first worked with a local distributor. However, the company was afraid that 

the distributor would not disclose information to the company. Therefore, they 

established the overseas subsidiary in the states. Because of the lesson learned in the 

states, when Company A entered Europe, it directly created a brand to provide sales 

and after sales assistance. 

Company B: When the company first entered the overseas market, it also worked 

with distributors/agents. However, company B also shared a similar concern with 

company B. It then set up a brand hoping to prevent distributors from hiding 

information from them. 

Company C: Worked with a distributor when they first entered a market. However, 

as time went on, they realized the distributor may not act for the company’s best 

interest. In that case, the company would either merge with the distributor or find a 

new distributor. 

Company D: Europe was the first overseas market the company entered. When it 

first entered, it lacked the resources and thus worked with many distributors. It built a 

strong relationship with its Europe distributors. Therefore, the company believed there 

was no need to create a brand in Europe. As for the United States market, the 

company has a branch there, but its operation is limited to after-sale services only. 

 

9) Firms tend to continue to cooperate with oversea distributors/agents even 

with subsidiaries. 

Numerous reasons will make the firm set up its overseas office. It could be that 

they are more familiar with the market or they are afraid of the distributor/agent. 
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However, after an overseas office is established, the overseas office did not 

completely take over distributor/agent’s role. Many times, the overseas office worked 

together with the distributors/agents. 

Company A: The Europe subsidiary was established at the time Company A 

entered the market. However, due to the complexity of the Europe market (different 

counties and different languages), Company A still mainly relies on distributors and 

agents to sell its product. 

Company B: Subsidiaries and distributor/agents co-exist in most areas. The 

subsidiaries are responsible for marketing and after sales, while agents and 

distributors are responsible for selling. 

Company D: The Company does not have a subsidiary in Europe due to its 

closeness with its distributors/agents. On the other hand, the job for its US 

subsidiaries is mainly responsible for after sales services. 

 

10) Firms tend to start with expatriates in oversea subsidiaries then gradually 

increase the number of local employees. 

Because the companies often lack local networks in the overseas offices, they 

often send expatriates from Taiwan to work in the overseas offices during the start up 

stage. However, as time goes by, they gradually localize their overseas human 

resources. The possible reasons for this are: they’ve become familiarized with the 

local market or the Taiwanese expatriates fail to succeed in the foreign market due to 

their lack of understanding. 

Company A: There was a huge debate within the company about whether to send 

expatriates from Taiwan to the local companies or to hire local people when the US 

brand was starting up. The company believed that it would take Taiwanese expatriates 

too much time to adjust to foreign lifestyles. Thus, they decided to hire employees 
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from the US and occasionally send expatriates from Taiwan to support them. 

Company B: Initially, most employees in the overseas branches were Taiwanese 

expatriates. As time went on, the company began to hire locally. At present, most 

employees were hired locally, even for higher ranked managers. 

Company C: Initially employees were sent from Taiwan. However, the company 

began to hire local people later. Currently, most employees are local residents. 

Company D: In the beginning, all employees were from Taiwan. However, 

Taiwanese employees had difficulty adjusting to the local lifestyle and had problem 

communicating with clients. After suffering from a tremendous financial loss, the US 

subsidiary is finally on track. The head of the US subsidiary is Australian and most 

employees were hired locally. 

 

5.3 Modified Research Framework 

The research framework previously constructed in Chapter 3 can be redrawn as: 
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Figure 5-1 Revised Research Framework 

 

As previously stated in Chapter 3, a brand decision can be influenced by internal 

and external factors. Once a firm decides to build a brand, it enters the brand building 

process. Since the brand building management process is a long and complicated 

process, the firm will need to manage every aspect. Often, the amount of resources the 

company possesses will affect how the firm manages the brand and influence the 

brand performance indirectly. 

 

Internal Factors: The literature identified company performance and 

determinants of strategic options as the possible two internal factors. The interview 

with the companies identified the founder’s will and ambition could be an important 

influence. Therefore, it could be classified as one of the determinants of strategic 

Brand-
Building 
Management 

 
-Brand and OEM 
management 
-Market Research & 
Promotion 
-Channel 
Management 
-HR Management 

Brand 
Decision 
 

Internal Factors 
a) Company 
performance 
b) Determinants 
of strategic 
options 
  -Founder’s 

ambition & 
will 

 

External Factors 
a) Customer 
b) Firm’s 
competitiveness 
c) Industry 
d) Environment 

Company Resources 

Brand 
performance 
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options. 

External Factors: The literature identifies customers, the firm’s competitiveness, 

the industry and the environment as the possible external factors. The research results 

confirm that the firm’s competitiveness and environment could influence firm’s brand 

decision. 

Brand Building Management: Research results show that when a firm is 

engaging in brand building activities, the following aspects should be considered: 

1) R&D, production, sales, marketing, human resources, and channels. 

2) If the firm is engaging in OEM/ODM activities, the OEM/ODM orders will also 

need to be managed. 

Brand Performance: Although interviewees’ feelings about brand performance 

was not asked during the interview, all companies interviewed are continuing to 

operate their brands. This could be a signal that firms are satisfied with their brand 

performance. 

 


