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III. Market Review 

 

Overall Industry 

The window industry is dominated by low-end aluminum windows 

with energy efficiency as a low priority.  Aluminum is used because it 

is inexpensive, and has good integrity for many years so homeowners 

rarely need to replace them.  Aluminum windows have no energy 

efficiency as aluminum is one of the most conductive elements on the 

planet.  Aluminum window frames do not add to the beauty of a 

home’s interior or exterior and often create damaging moisture, mold, 

and discoloration of interior wood sills.  Many companies simply 

apply a heavy-duty colored coating over the aluminum windows to 

make them look more beautiful and high quality but underneath is still 

a cheap product with no energy-saving qualities. 

The only kind of energy saving feature commonly seen on windows in 

Taiwan is the reflective coating on the glass surface which reflects 

some of the heat away from the home.  The reflective coating is good 

for reflecting the long-wave UV rays from direct sunlight, reducing 

the fading of the interior of the home, and for improving the beauty of 

the home.  There are many companies selling single pane windows 

but there are only a couple companies selling double-pane windows.  

These windows are double-paned but, without a sealed gas chamber, 

are not much better than a single pane window.  Double-pane 
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windows do only a little to slow down the transfer of energy and are 

usually sold on the misled assumption that they are worth the extra 

money.  One pane of glass does very little to slow the transfer of heat 

so two panes do only a little more than twice what one pane does. 

Unfortunately there are no double or triple pane windows available in 

Taiwan with any kind of sealed gas chamber as is quite common in 

the U.S. market.  This is really an untapped market as summers 

temperatures can get quite high and winter temperatures can dip quite 

low.  Most windows in Taiwan act as refrigeration panels in the 

winter and heat panels in the summer making homes significantly 

uncomfortable and reducing productivity in companies. 

Competition and Trends 

One competitor in Taiwan, Crystal Windows, is a U.S. subsidiary 

offering window replacement services and products in Taiwan.  This 

company is focused on windows that are in the low-end segment.  

They have double pane windows with colored glazes, and energy 

reflecting glazes.  They do not have much in the way of energy 

efficiency as they don’t have double or triple pane windows with gas 

chambers.  They have unreinforced vinyl windows that will yellow 

and fade in the sunlight after a few years.  The frame will also warp 

and lose rigidity with the heat and cold.  The lifespan of the windows 

sold by this company is 8-10 years. 
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The rest of the competition is very similar with the manufacturing of 

low-end, low quality, inexpensive products.  The general trend in 

Taiwan is toward reflective glazes and glass tinting.  It appears that 

the Taiwanese window consumer is unaware of what really makes a 

window energy efficient.  Diamond Windows, for these reasons, is a 

first mover in the high-end window market in The Greater China 

region. 

Market Analysis Summary 

Diamond Windows is a company that markets and installs high end 

windows directly to the consumer.  The target market for this kind of 

service and product is households with enough disposable income to 

make the purchase either with cash or on credit.  My target is 

households and since the average age of a bride in Taiwan is 29 years 

old I included the four main consumer lifecycles over this age as the 

target market:  

Young Married: This group consists of households with a child under 

10 and an age clustering around 30-39 years old. 

Married: This group consists of households with a child between 9 

and 20 years old and an age clustering around 40-54 years old. 

Empty Nester: This group clusters around 55-69 years old. 

Old Single: This group consists of those consumers 70 and older.  

This is a secondary target market that will blend into the empty nester 

market making it difficult to distinguish. 
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Target Market Analysis 

Chart 1. Household Age Profile Chart

 
U.S. Census Bureau 

 

Relevant facts about Taiwan: 

7.37 million households in Taiwan. (16) 

Average bride’s age in Taiwan is 29. (6) 

67.8% of Taiwan’s population is urban. (7) 

The population of Taiwan is 23 million.  (5) 

GDP per capita (PPP): $31,900 (2) 

Five million households in urban centers. (16) 

Table 1. Average Disposable Income Taiwan (NTD) 

      Average Disposable Income (New Taiwan Dollars)    

Target Customers 
Growth 
Rate  2010  2011  2012  2013  2014 

Top 20% North 
Taiwan  4.00% 

 
$  1,500,000 

 
$  1,560,000 

 
$   1,622,400  

 
$   1,687,296 

 
$ 1,754,788 

U.S. Census Bureau 
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Table 2 Taiwan’s GDP Growth Rate 

Taiwan's GDP Growth Rate 

Year  GDP w/constant prices 
2000  5.767 
2001  ‐2.171 
2002  4.637 
2003  3.5 
2004  6.153 
2005  4.161 
2006  4.888 
2007  5.696 
2008  3.426 

Avg. Growth  4.006 

  U.S. Census Bureau 

Table 3. Taiwan Population Table (Both Sexes) 

Total, all ages        22,920,946  

0‐4           1,044,117  

5‐9           1,334,683  

10‐14           1,579,107  

15‐19           1,587,173  

20‐24           1,688,985  

25‐29           1,991,763  

30‐34       1,870,290  

35‐39       1,814,262  

40‐44       1,881,375  

45‐49       1,866,806  

50‐54       1,682,156  

55‐59       1,363,460  

60‐64          820,602  

65‐69          760,899  

70‐74               610,957  

75‐79               498,342  

80+               525,969  

sum of 30‐70     12,059,850  

     U.S. Census Bureau 
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The 30-70 year old population of Taiwan is approximately 12 million.  

As the total population of Taiwan is 23 million we can find the 

percentage of 30-70 year old people in Taiwan to be 52% of the 

population.  Since people of this age make up the majority of 

homeowners in Taiwan as well as the main consumers I have deemed 

this group as the total target market for Diamond Windows in Taiwan.  

Because the biggest consumers of Energy Efficient windows are those 

households with the most disposable income the main target of 

Diamond Windows is the Married and Empty Nester groups. 

Taiwan is a nation of just over 23 million people with a majority of 

those people living in urban centers, approximately 67.8% (7) or 15.6 

million people.  Since I am focusing primarily on northern Taiwan I 

must find the population of this area.  Since I am focusing mostly on 

urban areas I will simply add the populations of the principal 

metropolitan areas. 

Taipei: 6,698,319 

Taichung: 2,218,527 

Taoyuan: 1,905,973 

Hsinchu: 706,347 

Total population of all urban areas in northern Taiwan is: 11.5 million. 

Since 52% of Taiwan’s population is between the ages of 30-70, that 

demographic in the urban areas of northern Taiwan is 5.8 million.  
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This is the consumer base Diamond Windows will target in its 

campaign to penetrate the major urban centers of northern Taiwan. 

Now that we know the population demographics we need to determine 

the disposable income levels of the target market. 

The disposable income for an average family in Taiwan for 2007 was 

NT$924,000 or $28,000.  The average income for a family in the top 

20 percent was NT$1,867,000 ($57,000), 5.98 times higher than those 

for a family at the bottom 20 percent, which was NT$312.000.  Since 

Diamond Windows are in the high end segment of the window 

industry the company realistically can only target wealthier consumers.  

Since 50% of families have disposable incomes above NT$924,000 

($28,000), which is enough to be able to afford the products of 

Diamond Windows, this means that Diamond Windows target market 

is the top 50% of the total consumer population.  This number is 3.5 

million people in the major urban areas of northern Taiwan.  Since the 

average household size of Taiwan is 2.33 as of the year 2000 the 

actual target market for Diamond Windows in Northern Taiwan is 1.5 

million households.  This target market figure matches similar 

calculations using number of households in place of population and 

average household size so it appears to be an accurate number for the 

target market. 
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Chart 2. Current Household Income Distribution in Taiwan 

 

(Insights) 

Chart 3. Taiwan Disposable Income Expenditures 

 

    (Insights) 
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Target Customers: 

In Taiwan it is typical for people to get married after finishing 

university studies when they are in their early thirties.   

Income Distribution in Households 

Customer Segmentation 

It is very difficult to segment potential customers in Taiwan as it is in 

the United States for window/home improvement companies.  The 

reason is simple, ability/desire to purchase.  It is very difficult to 

determine which households have the willingness let alone the 

capability to buy a high-end window system for their home.  Some 

people may live in very modest looking homes but enjoy buying those 

high-end specialty products, some people live in upscale homes with 

very little extra capital to spend outside of everyday purchases.  Other 

potential customers at a certain disposable income level may be easily 

influenced to purchase where others are very difficult.  Some people 

willing to buy may have very high credit limits where others also 

willing to buy may have no borrowing capabilities at all.   

For these reasons the best way to reach all potential customers is 

through blanket marketing.  The most effective way to blanket market 

is not to use printed media or advertisements.  This form of marketing 

will mostly be ignored by willing buyers as it would appear too 

complicated and too troublesome to worry about upgrading the 

windows in their homes.  This type of marketing/sales strategy requires 



39 
 

one on one communication with aggressive persuasion techniques.  

When most people think about replacing the windows in their home 

they only think about an arduous, cumbersome, and time-consuming 

process with which they are completely unfamiliar.  It is also difficult 

for a potential customer to search out products on his or her own, 

research the different products, and contract out a company to install 

the entire window system.  Not only is this very difficult for the 

average person but it also offers many pitfalls in the eyes of the 

potential customer such as: 

• Difficult to coordinate between window delivery and installation. 

• Warranty voiding issues as improper installation will void 

manufacturers’ warranties. 

• Length of construction time inside the home. 

• Installer’s care in performing heavy construction inside the home. 

• Proper installation of very expensive windows. 

• Replacement of interior and exterior window trim. 

• Fair price. 

These are the main reasons that detailed customer segmentation will 

not work.  The best strategy is to target residents of neighborhoods in 

the target cities directly in their houses or apartments or at local 

shopping centers such as supermarkets or department stores where 

customers tend to stroll and browse casually.  Using this tactic the 

canvassers can spend a little time qualifying the potential customer as 

well as setting an appointment for a sales representative.  Upon 



40 
 

entrance of the sales representative into the home the elaborate and 

well-practiced sales process begins.  The salesperson will start out with 

a free window/energy efficiency inspection and explain the value of a 

new window system.  Afterwards he will lead the customer directly 

into the benefits of replacing the window followed by the closing 

process. 

Target and Potential Customers Strategy 

The company’s focus is to be in product leadership, specialized in 

customizing and installing the highest quality windows on the market.  

The name Diamond Windows exudes high quality and long lasting 

products so it is important that the company maintains very high 

standards in customer service and guarantees. 

The volume of sales will have a direct effect on the company’s bottom 

line so it is important that sales are driven through aggressive 

marketing and sales campaigns.  As sales grow, revenues increase, 

overall company profit will grow and economies of scale will be 

reached for bulk orders and shipments from the manufacturer.  Another 

possibility is the positioning of a manufacturing facility in Taiwan or 

Mainland China to supply not only growth on the island but in other 

areas of Asia as well. 

 

 




