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Exploring Key Successful Factors of B2B Brand
Management from the Perspective of Brand Equity
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Abstract
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Since 1980, the IT industry in Taiwan has been rapidly growing. This gives Taiwan an influential position in the
era of globalization. However, most of the business models used by the IT industry in Taiwan are B2B
(Business-to-Business )  ones focusing on manufacturing instead of brand management. Recently, due to low gross
profits and extremely competitive manufacturing costs, branding has been widely discussed as a way to enhance the
added value of the industry. After reviewing the literature and interviewing experts in the industry, government, and
academic institutions, we list the key factors for successfully using B2B brand management in the IT industry in
Taiwan, using the Analytic Hierarchy Process (AHP) method to prioritize the factors. The research was based on
four dimensions of brand equity — brand loyalty, brand awareness, perceived quality, and brand association — to rank a
total of 25 assessment features in the hierarchy of an AHP survey. The targets of the questionnaires were marketing,
sales, and top management personnel of three successful B2B brand companies in the IT industry in Taiwan. The
results show perceived quality is the most important factor, and brand loyalty is second. Brand awareness and brand
association rank third and forth. Total quality management, core competency, and relationship marketing are the top
three factors in the third hierarchy. The four significant criteria at the bottom of the hierarchy are quality risk reduction,
R&D collaboration, claim disposition, and external relationship management. The results were implemented as a
standard principle to apply to a case study for drawing suggestions concerning a company’s branding strategy.
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BERITEXRAURSURT AL - X+ £ R A MBI F # 0yOEM ( Original
Equipment Manufacturer ) 4f X T4 5 - 18 1% & N\ B %% 3% 51 3 3 1% 89ODM ( Original Design
Manufacturer) # = > WER G WEEE XL HH THEEL  THEXWEDRE - MK
FRERAE -BESHENEL BRI R L6 ERBMERE 2R -BRARNEAT -
MM EREREERS NFENRE > MHRAEES N SHES

FEEBMABARKRESE  FENRINEER  YRE THEROEEFMHEHE
B0 R AR T L B B B AR B VS R B e AT T — o AR 28 S HODM
# OBM ( Original Brand Manufacturer ) &7 4 8 77 18] % /1 » BUF 7 T 3 82008 —
FUREHTHE HT B "HREME I AGEEENR CEHEZHFARAWE
BT

EEXEESET  RELETR AT EHENGES  EAHEERAMERANE
% REIR o 68 R EAEB2C (Business-to-Customer) @K &R £ TRAE &~ A
W IERFRG  FEIRBERAERESEURRER ST ERE L TEBET S
EoAMEEED R ER AR —BRE - AT EB2BREMEAF AZTERGEES LR
WITEX > ARk~ Bz CWEHEEBRTH TS0 E > B BEEL -

AR — BB EHA  B2BREEESWEBZHEELIF—MREERR > WET
BHEBOTE RBABURRREEZEREE - 6 EWITEXEEHRNB2BEEE N
T HEBHEEARRA - FRE BREAHFEY > RXTHRBENFR > KAR
JEsE R A RN — T MERM AL EHWEELERZHITE T L 5 354 WB2B

(Business-to-Business ) % 3t £ X ¢ 8 U KBS & REF O FR » L mB(EEFTE
RIEAEF L OER P WS TAN - REAE UK BIEERRH OF -

WER > B RRRENFETBRRE > AEHRCERANSREEREEXE R
AT EY 32Ut e CBRAROE ~ BE)IE B > 1998~ 1999; t)E & ~ & & > 1999 ; Krishnan > 1996; Aaker
& Joachimsthaler » 2000; Kotler » 2000; Chernatony > 2002) » {82 41 /> 4 st #2 % it $B2B
WA - §EF ZB2BRMBE CRABE LM WBREY - RAMMWEE - LA
R BlEREES MEBRRKRLETE  EERATHELHE - A AGELHHNEE
ITE XN EB2BI R LA HA N EEXHF ESEER LWB2BRMEENAES -

AA RN RETTF  BREZXT > FAEBBREE R THEEHERNER
WRIFERREE  BUMMTERRFE (AHP) RH GEITE X HEELE 5 LRI IE
Fpd EATHE AT AT T HENMEE N BT > & 4R Al - 4T
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g B Aaker (1991) A% @ R EGTEHR LM - &% - FHFW—EEEMN
AR ES  TREMLITRREZERIRBHATAREEEWEE - B &mE L ER
MR HATEEWN T ER AT RA S - FESRAGETHFEA LM ERE - &k
LEREEE - BEBE - PHEMEERRNEES -

El A1 5 A2 22 0 18 & 7 SR 4 2 BB SR B E i — 12 (Cobb-Walgren & Donthu » 1995;
Krishnan > 1996 )~ & » )\ 5] i4 7% T ) i FEAE % & 7 & # 1914 & ( Cobb-Walgren & Donthu >
1995) - 1t 1980 FARE MR B - A3 B TEHRAEERNEEHIEEHENER
(Farquhar > 1990 ) 38 » BE T W) dn ¥ AE S AN B Ml - BB LR EB W27 %
XH B AT EE ST ST BEE 4T A E ( Cobb-Walgren & Donthu » 1995 ) - Aaker ( 1991)
WA BEe TadE, BT AE . RERASEEZNERZTRESR  £4
HEEEWRIE - k0T -

(—) d g E (Brand Loyalty )

B ot i B T S R B WM E B UEAMBER  BEMEHFEER

mE R HEMEENES  FAFTBEEMFURAERARFERBRES  HLHEH

B it BB RGO RT G R T PR R T D AT SR AR » (2 i SRR L R SR B A B B E P
Eo

(=) %M s0 % % (Brand Awareness )

BHRERER HEEHE BB RER - B s ENE BTN RS
CTRIINEETEN MU > MEH— T LR EERBEARDERHETETHER -

(=) &% HE (Perceived Quality )
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RATSH > RfebEATERRANH G  BBEEERNFHELRIOBGE - DEK
RABEHBEENEE LRS- #ERBCEBEERNREG > AUAEE LA ERE - #
A WEAEHETHNEBWEE - REW HHERSREIRIGENRG  4EF
GHEEMAFRERER > FAHELAERNEET - B Berry (1983) #1 KA T ¥ 47 84
R FAGRITH AR BRITHERELFRETH R ELM AR ANES > T B 5
FEMEER AT RN ESA
(—) MBRITHER

RATHTRENEERRERE - FHEBAENITHE R  (Jackson, 1985) < Gronroos
(1990) RAMGITHEATEIL -®FEMMBREBEREI MY FEOBGE ERHEE T
WEAZ TUREEMREMETBAERER - MY ALE (1995) HBFAFA LTl ~ @
AL R 0 SRR E SRR E B RR A A R AT 8H W R e o ZXBH 3 S
JEEE (2002) B E5& LAME G H & & AEH > BREEZHNEEHFN T ARG R ERAN
REBEENATHAAAEANEE  SHELEREFERRETAEENRYLERE > 48
BWBEEERE  HEKRAFEE-

(=) BMBRATSHWA 2=

MARATHTIEABEHBEER > BHERMBEEEASH  BEAK 2T L
o MU BEE UEMNEBEEEANHEEEE  REXEERFNANEERE R
B RRAR RN EBTH TN LEEZN 22 - HAZ AT :
1.¥% %2 % (Morgan & Hunt » 1994)

REBEEHRHNTWERE  BIUBEEREFEE REFZLHENER T ROTHAR
TAE: BATERASH RO RKRERNEE L BAUE BALEG 07 816 SHBBR -
QBB RATH T E/F 2 A % (Morgan & Hunt > 1994)
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AR T 75 Ve R 5 3 O B AT E AL BRI YR S RO
A S BE R R BT BLR 0 AT 5 B R O S B9 i G SR E (Morgan &
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= KmEY

"k ws T % (Strategic Alliance) & XA BATEHEFEA ML H > RAOEABETE
GBI~ AR BRI UURRBARE R BT BB AN WA EEAN - RAT
HASHENER > WRAMBFSZ N BrAaFESLEN TWHEAIGMOEASHESL
WATE (LU ~ St ~ B4 % 5 1999) - Lynch (1989) 3% 24 s us i ZFE A %2 0L E
Frm i A (F1T 4 > Btk 2 F AT R ~ i ~ AR RHE - DUE R R s 1 E AR © Yuan
and Wang (1995) 3% % SKug T Bl 77 i W (B 2 Z (A& 3 ~ Bk my A Bl FTAL AR » B ~
REKEE B AR W P AR I A g AT R B AT B AL L B 5 /7 - Barney (1997)
QR A R e T B FE A - LB S H & RURES L6 1F > LA BE R EAH M 425 - Das and
Teng (2000) X i Kus T BRI NS M BRI A1E  ARBHOHRFES -

FHLE —MEAHRKRBAZIER > BERE 2 AEELEAKTRERE (545
#ho>2001) > AR T
(=) ZEKEBHE

HETHBRENETSS LAEHER - £AEREE EAMKRERG  REHTLE
FHMEZEAEABBMRATWNBA T BHEMEZTRZERERZATFLE  ARK L
MEBRFREERE -
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Fl—EXEEGFEETRKTFHEEERNERE BTSN FERSEM EEAH R
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SEHEAZEZH BB ARG BREESEY E-THBRANEASHFRG 540
FHBARGHRET  THERAHEALBEERBE N SR LRERET - A RE K E
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W~ ATHE R A A

Kolter (2000) 3% % - 1744 & # 4 & (Marketing Communication Mix ) # # & £ 3t &

WHN Al T

(—) &% (Advertising )
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(=) A &34} (Personal Selling)
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(F) H#AT4#4 (Direct Marketing )

FIREE B - EFE - ETHHRAFEATEENT AL AFRSTHEHEA -
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Porter and Fuller (1986) # A ¥ st g & 'SEAE—BHRXZHIFHEREAL
A MERZHFEHET R LA - Bartlett and Ghoshal (1990) Bl 4 & 5k {b i 55t 3 5K
ABHDIE R - L BIKEE - BIIE R KB B R R

(—) 24 %K (Global Strategy )
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HH R

BFEH BR2HKE (Global Efficiency) -

BT A -

¥ %1 : Honda ~ Nissan °

(=) % B %#® (Multinational Strategy )

R AEELZBEFILITAG > Rk EEET -
BBy St A BT £ B HOT [F R RE -
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(M) #% B 7 % e& (Transnational Strategy )

& ARBNEE  RRAMBBERARFESWRETR > BEAN YN
FRRFAURE 2IREH -

BBy R 2R EREN

BEES  AHAGSRLAE BRLERBREREEEY -

MARE T R B

A% F | . Verifone, Inc °

B X H A 2 H LT 55 (Global Marketing Strategy ) B > #7437 2 3 5 # f4
— BB ES ~ B HERE—KWATHITKR (Gillespie - et al., 2006) » HHH B 7t 5
BAERE LR - SRR ERUANRE S E2EERT

A2 EmEEHE

2T d &% (Total Quality Management > TQM) =2 W1t ~ HHEAFWEH T £
TEHRABAEY  BEAER REFE—ZRUBNBFHNSE - A EWMREREAK
A EXm (Juran > 1992) - 2R A EHAMAANEEEE TN > RUBEAHE® -
BB ERAMET & REHBHAHAR  LRHAHRE (Goetsch & Stanely » 1994) -

EBBWEERAT > FAXRINCHREEE B RE - ERHHLHE %
R EMREREES - BUEARET > TSR EHERKLEREEENANEERT -

+ ~ QTR A
MG RE A e — ML AE (Skills) KAt (Technologies) HY# & > JZAK v T{F+#E

EHWTRER BBUBHIFIEG > 1 H A RAE 4 315 5 0 20F (Hamel
& Prahalad > 1990 ) -
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AEFRAEBANEM T PEFIRER LI AR R MELE RS
(Barney » 1997; 43, > 2001) > TR &5 FES - B2B WA T+ > A EaFHHEk
JEH B X Fnak Al (Sawheny & Kaplan > 1999 )0 VLUK f# Fi A [7] #7 £ %47 % (Benjamine -
et al, 1990) F#MeE 7 - MER KM FRAGKBHA T - REAHL L FHHER
W R RERTHBHENR -

W H] &R 0 B R TR R 3 ik~ BT 0 B FRITREAARE o LKA
Fir o SE 0 dt B BB » AT R BB QBN N L R ANEZERTF -

N\~ R R

T R R R EH O H T o Haldm 2 E (Keller » 1993) - Engel (1993) #ll #
o b R T G AL R S UE B A R R T A8 69 — AT & ) - Faircloth, Capella
and Alford (2001) A4 ) —1{E M 7 67 B AR A > SRUA B SR 8 o D) R S JE R > o
R EREENEZBREY L TR EREESR -

REULEEPWRAEER > A ABRS BT EENEREHEANEEET -
o~ BETHEH

BIHHE— A AE S M ESERE - — 20 F M ¥R (Business-to-Business ) ; — & >
% %14 % # 18 A (Business-to-Customer ) - {~ ¥ B M X EF R H 2 A A A B A
B A B P e Z T £ 75 % > 40 E-FF £+ X 3% EDI (Electronic Data Interchange ) » 35
i) Bk 2] & (Quick Response » QR) A4~ BT REXREEFPRBHEFEF (R TH »1999) -
SCEMNETHHES AT RERL FRENAERE AL > EH Internet FriT £ 1
ETHHALE AL RN - RAA - BEMUREARSHE  LEAB RS $E
ARBESEWNEEREEAENER -

ETHHHBRRESHOXATH KE FHREE -ZE NEEXERFAHNER
Fre®  SHRFLMEM - RFTRWEXTGXATRGEHE  AXEATEHIL—HBH
LAKFTEE  MBUREERAGERBR T A LA REN I EEE - b EWE
WTENE T EF ~ 0TS R CB R S BT S AR ~ 0 T [ IR 35 R OR G B
o B A ORAR BB AR AR B AR~ DR A T A S o 3R XS T ST AR A DB B
FHEEH L XEEEN (RTH > 1999) -

SEEREPF K BB ETHHZMEMA ~ LR REFLE OB ETH
BEGRERY ZRABKE - AAN BB ETHHANGEH A2 EERT -
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— ~ A M %A F % (Analytic Hierarchy Process » AHP)
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¥ (pairwise comparison ) » ¥ DL E L% &L B ~ ¥ B % (pairwise comparison matrix )
WKW & 2 4B & (eigenvector) » TR FB M EFAEREERMEELIR
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1 EREES WLBTENARELARNSEZE N
3 HEE BREABHMENEGE—T X
5 W E KR ERI AN EsE—T%E
7 1 FRETFFHRAFENESE T X
9 BHEE ARABHEAREHEGE —TX
2,4,6,8 AR EZ + M fE #E R

AHP AR B U Hy B A5 AT A5 21 B9 & R > FESL R B LB 8 (pairwise comparison
matrix ) > EEERTEE —BRAWEARMOEE - RELHEREZRIRFOT
() UFIBzEEZREN - #% G+ 1) BhHzEFT e e > e, 0 B TER B
¥ b n RETHEBTEH BUEGEEFTUL;EMER AELC (0, 2) X
ZRAELH EALHEENALLHERERARE LT 28 -
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/‘\aij: i/Wj%& e # S ZAEHLE
*Hai=1/apa;=1> 4 E A={q; i>j=1>...-n)% IF | {f 4 [ ( positive reciprocal

matrix ) » | FfoR -

1 ay..... a, 1 a,..... a, | [w/ww /Wy /w,
Al % L.... Wy | Va, L.... a, | | W/ Wy w,
a, ap..... 1| |Va, Va, 1| |w/ww/w....w/w,

EEA s anempr > gl T Yk g A s
B b A T 2 IE 6 (4B 8 > Ak ST AL WS 7 AL BB R aij AR AT F A -

HAX=Y,X=(x......, x )Y =, Y )

BB > W ORIAEFE A DURGRIE S n 2 a & - EFRETRELHEE > o FEEE
BAETA  BEAZILE (wi/wW) ZHERE£E > # AW=nW THRIL > i AHP

e BT AR R T ik o
(=) F Moo A B A ZREE E AX=MX BF

a.=1i=1 ... N, H'JZ/Iizno

& AW=nW i > Blfxn o R BUE S AT SUE—BEEEZIFRT > n

BY 2 HE 18 A Z Sr KIS BME » BT =
(=) EREEEER A Z a; AFHRE “’@J AR BET FHRELY -

R ERTH > W Hn c Foali=1 A A T A—FMER - 2 aii 2D ELHEF max
Mhn Hékz BEEMAAE -
BHLE > AXKAZEEBHETNE AW=A W > T FF % (LA (normalized solution)
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RH - ba= i Wy D) w AR W S ) w =1 S A 2
BMEEW T B TAKE -
lim A%, r L X .
— =CW,e=(1,...... 1) "CHFHOBEREAZKRFHZABRAERE
k— oo e A%
A TR o B AR ETA T MR KA DR L
Eik—REELEE - RTHATA TS F LR B 4% 1 &

(—) ANC (Average of Normalized Columns )

#EMATUFEL BHEIFLRZEZIATE A KREFHETHF

W, (ANC)—— y

Jj=1
Zak/

(= ) NRA (Normalization of Row Average )

BaATEmER BTUELTAW, (NRA=) %
Jj=1 Z(J
i,j=1

(=) NGM (Normalization of the Geometric Mean of the Rows )

RBMEI T EZHAFHE > BT ULE RS
TE—HMEEZFEAT AR LA =BFEHRRE2ZELEOEEMHE > BT —F%2
ST LLANC Bz 8 REUEFE o 5x K4 E Anax BT F| Al Perron —Frobenius & 3 3k /7

AW =2 W 3 _ max min (Ax)i_ min max (Ax), .

max . i - . XZO"
x=20 1<i<mn «x x=20 1<i<n x

B & xmaxjﬁﬂ“\%iiﬁ**fé AT AT Al s fd 2 - B b e (A) H3k
BzExmE (W) HE B—FHEW > BEFTHEZF-—TZHERIUENEZS
—Jt% » Fr %z%(%kitﬁfh%i’]%wl? Max ©

1 7 a,, |
1 112 al W, w,
1 iee eee 2”
| o [ LARLA
L L]
aln a2n n

PR > iR EZ BB ENn (FIRE L BB > Bhe BnZ W EZRE W R F—RK AR
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Bz &R - —E MR (Consistency Index » C.I) By &KW T » &
1.CL=0» R7FFILF AR BT E 2L —3 ik
2.CI>0» Rrath A A BT EE » FERHBEETLAERAFE -
3.CI=0.1 KA — SR LET ST MmEE -
A CHUER - B &K — Bkt & (Consistency Ratio » C.R.) AU & 48 [ 1y — L&

TEI—FHKE - TCREFWEEHMEARBENWERET > —KEHZEEREE

(Random Index » RI.) MWL E - FCR.=0.1 > AR AEH—FBRELSARE °
TEEATREFELL S EXHATFEHEEZHTREEZE e X% e ELMNE

B FIGEARRBRBRERDN HHEEGENIZNREHEN AT o0 ERE2EX

JEF 2 &R o Saaty i it K45 B EAmax SEin2 B 1y £ ZHE(L & — ST - LAARTE—
U EE FRETEXLHERNSE - HBEAHC. L= (Amax) / (n-1)-

Bl ok o A FE A o IE 5 (B A2 5 0 — B0k 46 1R 7R 4 A% 15 72 (Random Index > R. 1.)- Saaty
(1980) K i S I HAH # e 0y MR SR R I k2

K2 n RRIEEEERGEBEFEEL

N |1 2 3 4 (5 (6 (7 |8 |9 (10 |11 |12
R.1.{0.00{0.00]0.58(0.90(1.12(1.24{1.32{1.41{1.45|1.49|1.51|1.53

AR bRz —SEHRRERER ETRBHEFEZ —HKMELE > FCR=C.L
/R.1 - Saaty (1980) %% » —Z ML £ 7 0.1 AT 268y > F 8 kkE - J Saaty 7%
AT UEHGCEFE AR S-SR -

B R

ABAEH R RERZBA LS UREB2M - BRITH K &
FHBEMB R URET > BERERGH 1E S BEMNL A XE BB mBge
bz BRI E R BT R ERA - A H AT 1T NS ZEXERLUE R

MERAERA L LR EEMRR I EZ L BRI SRBULERH A —EEGEIT
JE ¥ P8R B2B i 2 KON 5] AT R s SLANAE -

SR S CES LA F
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Hin Tk 3

# 3 B2B 23fbm L g 2 AHP B R R

% — B e PE: %1
o 12 BMEREE EHET 74 5 R
NHEER SR
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I my%ﬁ%ﬁai
2w o B R EE
e E
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e LY T
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/~W\;; \—m'% /5-\
%% T8 A T
Bk 4 ARG
W 2L
2L & 2L
SHLERE A

99



G N - S

Asia-Pacific Economic and Management Review

& 3:B2B 2afb e 2 AHP B R EHMHE (FLH)

&g Py $=F % g
H 1z BEEREE EZREH T4 3 8
A B AR
N TiL e EHAHE
W%ﬁ% gmm
% £ o %T
;;ﬁi B i B 4% A 5 37 4
BB & S0 B B AR S ] 5 A1
5] » >
el 42 Rk T nngif#}
EES TR & T
hl%]_ ii;}g %‘7’”
" e
. B2B & 77 474
wTne B2B BT 1A

E2 -« BEERNEIR

— - MEAEAR

AAREZHMNARAEGEITEL2Z BB G MEERYER > HEAHATEUEGE
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