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Abstract

How do Taiwanese firms build brand marketing capabilities in international
market? Previous literatures and studies pay little attention on this topic. This research
based on organization learning and knowledge management perspectives to explore
the brand marketing capabilities building process of three Taiwanese IT firms (ASUS,
BenQ, and D-Link). Employing case studies research method (Yin, 1984), we
collected data from multiple data sources, and analyzed these Taiwanese firms how to
learn their brand marketing capabilities. We find that international marketing
knowledge acquisitions, sharing, applications and storing of the three Taiwanese IT
firms contribute to their branding marketing capabilities in the international market.

Keywords: International Marketing, Branding, Capabilities Building, Organizational
Learning, Knowledge Management
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ASUS BenQ D-Link
1990 4 2 1984 4 1986 3
2004 7036(2004/4/21, ) 3849(2004/3/23, ) 149(2004/4/31, )
1400 (2004/4/31,
)
2004 255.29 (2005/5/16) 231.55 (2005/5/16) 54.87 (2005/5/16)
2004Interbrand 278 91.23 73.03
2004 2570 1649.5 300
2004 ( 1800 ( 610.32 100%
) )
2004
2004
2004 1 1 1
21% (SOHO/SMB)
2. 32%
29% 18% 2.
2.
3. 3.
3. 2004 4. (WLAN)
4.
(Digital Lifestyle
Devices)
"Enjoyment Matters'

Bring
Enjoyment N' Quality to
life.
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2006 5 21

2006 4 16 17

2006 4 16 17
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