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論文摘要： 

併購活動的活絡，許多併購相關議題的研究也越來多，不過從品牌併購的觀點進

行研究的，仍然不多。由台灣過去 OEM的產業型態，逐漸走上品牌這條路，透過

併購取得品牌、市場或資源也不失一個最快速的方法。但是主併公司在進行品牌

併購時，哪些因素會影響公司併購後品牌策略的選擇，及品牌策略選定後，公司

需要進行哪些整合活動，進而最後得到併購後之績效，在這方面的討並不多，故

本研究擬以此做為探討之目標，希望給予台灣企業在進行品牌併購時的參考。 

本研究以台灣企業為研究對象，採個案研究方法，分析六個台灣企業進行品牌併

購個案的分析，來瞭解企業所採用之併購後品牌策略受哪些因素影響，及在選定

品牌策略後，所進行之品牌重新調整、內外部溝通、行銷與組織之整合情形，及

在併購後之品牌策略與整合活動之配置下，併購後之績效情形如何。最後，針對

研究分析結果提出命題及結論與建議。 
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Abstract： 

Because M & A activities are vibrant, many of the merger-related issues are also 

increasingly studied. But the view of brand acquisitions is still little. Industry type of 

Taiwan’s OEM gradually embarked on brand. It’s the fastest way to acquire brand , 

markets or resources through M & A. But when acquiring firm to use M & A, what 

factors will affect the company's choice of brand strategy after the M & A. After brand 

strategy is chosen, company needed which integration activities to finally get the 

performance after the M & A. Because the discussion in this regard does not more, 

this study was to use this as explore the goal to give Taiwan enterprises reference in 

brand acquisitions. In this study, we use Taiwanese enterprises as the object of study 

and use case study methods to analysis six brand M & A cases in Taiwan. From this 

study, we try to understand the brand strategy by which factors the enterprises of M & 

A, and after the brand strategy is selected, the situation of brand realignment, internal 

and external communication, integrated marketing and organizational. We try to 

understand the performance after M & A configuration of the brand strategy and 

integration activities. Finally, the study analyzed the results to Propose propositions, 

conclusions and recommendations. 
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