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少ϱ它 

 ǧ�ǅɿ	次ɤ˛ʚƵȽh ɡ˹�	 ̯��ƪ(ǐ支ʌƵ�β	��ƪ

ʚ�Ï�Ͷ˄ΜG	友Ū˄µ&¨Š失Ů˗	�ɻĕ¦5ʰΜƔȽɇɄ��βĴ

Ɣβǩ二何áβęƀ�	��̥ʸ*цǡęµ&œ¨Š失)）�á尤ƨûĵ失 

β力 œǛËʚƔ̓õȪДœȇ�	ȽȪДƖ去�̚ǥ©˞ęʽΜ	�8二：ϰ

ò住ωĳ失Ú列ž	Ƚ*цǡÿ��ƀȝσµ&¬п̥ƨûĵ	�ɻĕ¦5付ę

ƀ�回úœ±ǜ�ü�Ġkü�β失 PMBAœ�β	ȽWǌą�ĭĭȇ已ɞµ&

年Ƞ)）œ�H	Č9Ɲ¨ŠœȦ�	ĀΞƄͮ�ϼ山ƨû{œ{ɕʽ？�	Ã

βɭɻɐ且Ɣ÷¬ɬ成œ	áȶÍ|ƨûĵĵβ而гŮ˗� 

 Ǉ�	áƵǵË少ϱáœ％光ɇɄ	Òβÿ±ǜ	Ƚ͍�ʚɱ±ǜœ十β不

ÕB	±ǜϧƔȻΚϣĝ˷ŕ失͖ƊąцȡȹœƼƵĳ	ǵËȍȼ±ǜ巧̥��

)Ɣ�βɭ*	)山ʚƔ�̠Ȧ*�±ǜ�ȷȷå力ŞƦęœΡ͘ϣ˷ŕ失áǌ

7ď	Čȶ{Ɯœ已ɞ失ĵβʽ��±ǜϰ̥�Aim high, get high.	ɻi̘�劣

Ϙ˄á)Ѐ���ƀ少ϱƨûĵȇ付ęβÿ±ǜ� 

 Ɂ˄áƵ少ϱáœǗ�	不,á)ͪκCœƃƧ	UFƊáȇȠá尤Ƞœ	

ČΥǧœСCáČʡĒ在Î�ǗǞœɇþ失FƊ	何á¨Ɲ�ǍƸɶœ�� 

á�少ϱȽ#U》œ ;�ƨûĵ付ęœ�β失加¼	��Ǎ切Ƙ不,áœ

在Î失нǽ	ĴƔʡĒ何áǋ百βɭœ�H	ʰΜƔ�̥bĴƔu》�ƀ少ϱ{

ġ*ñǍ切Ƙ[ɞœ�	�Ýɍȇ�Ŕƥ-ʇ¼˄� 

á�少ϱµ&	ϼ山年¬ƀ�)）œ�H	ÃáʐнɻǍ�Ŕȇ，ęÏ�H

�Čb包仿œµ&	�子ɳµ&u》ȇ： � 

 
ń"ȋ 2022¦ 6J 
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̿Ƶ 

 ǀ北考ŏœoʔ	�˹ȷȠ[ŵŔɥȦœõħ	¬ǧƔęȝ另oʔȖò：ȝ

œÍ田	ĴƔęÆ另oʔϿ oa	¬ǧƔʻɠĳœɟųĬÀ》ÇÛoʔ	¬ǧ

ŵŔɥȦƟ¶Сūę�˹œ{£�Ƚ̥bƨûcU已ɞ�˹�ŵŔɥȦǧǀϬ心

 œǄϒ	ț�ͪƵë位ȩ˹΄§	¬ǧƟ¶˸民йǑtœųʲ行Ǹ�ÃƔȝǄ

ϒ¼ϑ˄ȝ上他	ȫ¬ƬǺ(ȇ�考ŏœϤ刊失˗ðœƩã�而гŮ˗� 

 tG各|ħºʻɠ�ɟųĬÀʻɠ�ǺЖ§ʎ˷�ʻɠ΄ΐĳjǍɝΜÄƝ

北�˹ŵŔɥȦǑ�失ʻɠœ已尤ȯ早	Čʡ[�ǍȪД��˹Ɲ½˸ŵŔɥ

Ȧ��˹�ŵŔɥȦǧĵϛСňœǀ�失ϛɅĝœʻɠ��˹ǀ北ŵŔɥȦŘ¨

Ɲ考ŏ北EǧcȠ[œϛ位�Č各ħ�皮Ǎǫ�Mercedes Benz CLA�P&G 

Pampers & Luvs�Gillette Good News�Dropbox�Vidyard�Honda�ASUS Eee PC

˗¸�Ǎǫ7ņ	ČȽ�ƺjǍΜ*，[Ė¬�ŃСūœġД,U̓ЮǍǫœС

Ϲ¨Ɉ�Ǿ	Čʡ[北�˹œ只ɝ孔ɗ� 

 tG已ɞ�˹ϛСňãɰĒ不ƹ乏U<ĳȇͪòƹ乏œɋɛ》在ÎɟųĬÀ

ʻɠĴƔŵŔɥȦœõʻ�ħºʻɠœ͒΍ĳ民йɟųĬÀƔÑ̥Š失+ƃœ¸

ΨʻɠƐ¸�ČQ|ǺЖ§ʎ˷œэıȰ¸已ɞ光�œƶ工失)cŕ¸Ψ'已ɂ

�˹œcȇĳ	Č�Ƽ 位ǁǧ]�΄ΐĳʻɠ	,U市Î�˹Ƽ˷ħº� 

 

 

 

СϹˊ�ŵŔɥȦ�ħºʻɠ�ɟųĬÀʻɠ�ǺЖ§ʎ˷�ʻɠ΄ΐĳ 
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ABSTRACT 
Enterprises often decide to move upmarket or downmarket, when it comes to 

competitive or hostile market. Sometimes they move to pursue higher margin, or move 

to expand market share, sometimes they proliferate product lines for market layout, and 

sometimes it is relevant to survival. According to past research, enterprises face great 

risks that even harm brand equity, while moving upmarket or downmarket.  

In this study, we mainly use four theories: Positioning Strategy, Product 

Proliferation, Disruptive Innovation and Strategic Ambiguity as our foundation for 

discussing the reasons for movement and making strategies. We come up with three 

questions: Why do enterprises move upmarket or downmarket? What to focus on and 

what strategies should enterprises take while moving upmarket or downmarket? How do 

enterprises react to company moving upmarket or downmarket which become 

competitors? We select seven cases to conduct multiple case analysis. We find out the 

propositions with causal relationship from the four theories to explain cases and propose 

the management implications for the enterprises.  

This study finds that enterprises should focus on the slope of technology supply 

track and the performance demand to help with product proliferation or decisions of 

upmarket and downmarket movement. The accuracy of positioning strategy affects 

whether the product line is too long and the subsequent marketing. In addition, use the 

concept of disruptive innovation to discover possibility and add ambiguity in strategy 

making process during major change or repositioning. 

Keywords: Upmarket, Downmarket, Positioning Strategy, Product Proliferation, 

Disruptive Innovation, Strategic Ambiguity 
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ɦ�ʉ ŮĂ 

ɦ�̆ ƨûƱʧ失Ȧξ 

�˹ŵŔɥȦ_Ö�� Upscale失�� Downscale	c Ʋɝ̓Ɲȝ另

Upmarket失Æ另oʔ Downmarket	ȝ另oʔȸ》：ȝœͰǮ	³Æ另oʔcU

ȸ》：�œǰˎ公ĴƔĬŠɟų{ġ內子� 

̥bȷcU西ę OEMX%正Ƶ͒目9ɟųĴȠµ&œųʲ	Ȗò：ȝœÍ

田��ȷƦę�˹ȖòͰǊʡ:	ĭȝ另oʔ已ǚ��ĴƔ�˹Ï�。�ƨ已	

已ǚ：ȝPXœɟųĴƔŁȥ�ÂT�˹失ǰˎŘ�ǧȖò： QÍ田：ȝœɟ

ųĴŁȥ	U<�˹北ĽɟųĴŁȥ^ȇ�œĒ不U<ǰˎŘ北ĽɟųĴŁȥ^

ȇ�œͪò�ǧ��ɥȦ�vȷ)̥��Ãɞ包Č)Ú�¡®	ǵËƔэ̹ęɳ

�ȭkœǍǫ�ț�cU尤̯œ��ɥȦ	�˹¬ǧ��Ɲ^ȇ�œ̥žĒ不Ĵ

ƔʻɠÇÛ�œɝ~	各共��ɥȦ�ek)@βŘ)ЀЭÔŵŔɥȦœǄϒ	

ÃƔ�˹年ƔƊг˗¸˄ŵŔɥȦ	tGõħU®ɀû� 

̂ɟųĴųʲǀ北Ė¬Ϳ孔œoʔǧ	只ɝŘȷ˸Í|ɟųŵŔɥȦ�¬ǧ

ɻˠ守ȦƔv΍ČQ¬ÍĽ�˹�ųʲĴƔɟųœ{£�ÃƔĭĭ�˹�ŵŔɥ

ȦǧǀϬęœ�ϒĳL尤̯*œЦƼ	ŵŔɥȦcȇ˸及ǖųʲ行Ǹ	�Ɲųʲ

行Ǹſ�Ľ 公œ�什�David Aaker, 1997	�ŵŔɥȦ�孔ğ˄ͪƵǀ北)�

œoʔ失ż̋�)�œɟųĴųʲħº�)�œ¸ΨH§Ġ˷œħͰȪД�¬ǧ

ŵŔɥȦ)˧÷¨^	=³年及ǖ�Ǒtœč˹ц	《¡̂Mercedes Benzõħ

��ɥȦɃ[ CLAü�	ś子ƦÂ¨^	Ã=³�Ɲ̔ĆʫŜɞ) 民й�w

ųʲ	Ǒȝ切кż��Ɲ)нŝÆ切ż̋	ĻƇ)Ѐ��《¡ P&G���ɥȦ

Ƀ[ Luvsǧ�Ɲɟųħº失ΨȬ�ʻɠœ向͡	何 Luvs失Ǒ6dü� Pampers

-ƥшǆoʔ	Č何考ŏ北E Huggies¬ŗ˛�ŧČz7oʔ� 
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山³ȝǄϒ�¼ϑ˄ȝ上他	ɻ�ƔƝ/打ʚ史月ϡβǗĴƔ只ɝ ǜ��

ÔŕŵŔɥȦœǄϒ	�˹0˸Ɲ�RȦϿȺŐ̴�Ȗò：ȝœųʲͰǊ失Í

田�Κ列ɟųħº�ĴƔɱ考ŏ̼反ĵ以ƻ	二年ƔФ孔b̲̖ŵŔɥȦ	��

ƝmœТžU<ƱƃǑ�œΗБ	�Ů÷¬�ǔÚ列œɝΜb�ðð％光月ɝ�

包ȥ�œʻɠ�Ɲ®	[Ľ ĤČQÝɍȇ在�˹ʭ@cȇǀ北œ及ǖ	�ǧʡ

Ēʻɠ已尤œH�	tGȶ列ɝ�ǍǍǫ	ʂ̥�ǍɝΜ	ЁȂČɀȎСϹ¨Ɉ

Ǒ�	Č˄ƼĽɟųħº	有®不,)�ͷȁœʻɠ	đ�˹Í|ŵŔɥȦ，ę

½U¨ŠœH�� 

ɦ�̆ ƨûȪД 

�˹œŵŔɥȦ7Ë¼ϑ˄回成失Ȅ成	ʥ̦ǀϬœȾŌ�ĽŜ 1	¬ĎȾ

Ōƴ{œ己成cʂ̥ʎ�"ųʲĴ"ü�》ǰț	"ųʲcU在Î只ɝŘȧ7˷

ɟų失wųʲ	ČÍ|wųʲœųʲ行Ǹb民йǰˎŘ�David Aaker, 1997	�

Ãʎ�˷œųʲƥ̂Ŀˏ	ͪƵŀ΍œħº失：�¸Ψ月ˎ》ſ�˷œ͠ŕ失ż

D̋�ek¬Ď己成ůƔ�ƝħͰĴƔɟųħº�œ向͡³光Ʋ�ț�U�	�

˹�ŵŔɥȦœ¨^失Ñ�ĞęɫЅʽ去�̚戶7Ș�ǰˎɭ̽U<̂ǧ月ϡȾ

Ō民й� 

Ʊʧ民й��˹õʻœ̥ʸ失+ƃœʻɠ	¬сĽŵŔɥȦœǑ�ΗБ	Ǎ

ǫ¨Ɉ�Ǿ�)͊ƥ�	tGȶ�外ʯĽɥȦœǑ�	�bɀȎɥḀ̇ʸ*ĵ付

ęœõʻ	�ǧʣºƄ²¡½ǀ北ŵŔɥȦ	Čʽ�ɝΜɀû只ɝ孔ɗ�tG�

œ�ĽsǺȷɝƄ²ČBЊ�˹ŵŔɥȦœ¨Šʻɠ	Əȶ外ʯĽU�ȪД� 

1. �˹Ɲ½˸ŵŔɥȦ� 

2. �˹�ŵŔɥȦǧĵϛСňœǀ�失ϛɅĝœʻɠ� 

3. �˹ǀ北ŵŔɥȦŘ¨Ɲ考ŏ北EǧcȠ[œϛ位� 
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Ŝ 1 ŵŔɥȦL̞ 

 ��ɥȦ ��ɥȦ 

回成 • ：ȝœħͰŗ˛àʎ七：ȝœ

MÍɛ� 

• ¬ÎĽųʲ¨Š� 

• ĬŠɟų{ġ內子� 

• oʔɲ΄Ͽ � 

• ˗�ͨКÆ� 

• cUŢ先ėWÆ另oʔ正ȩœ���
ŧ� 

Ȅ成 • ǘľϥʶɟų{ġ內子� 

• ˗�ͨКȝ� 

• ��ɥȦƃ	Ǒoʔǘľɱė
W正ȩ�ŧ� 

• ÆħͰŗ˛àMÍÆ	Æ另oʔǘľ

¬ͰǮδ� 

• Þ¨Æ另Þ什	u》尤��ɥȦ位×
Т� 

• |ƿͰ˗�ǧ	ǰˎŘ北ĽųʲǛɢ
žœ少ŕ��ƿ� 

 

ɦ�̆ ƨûƖ去 

 七¨�˹ŵŔɥȦ¡®×ТœǑ�向台ΗБ	tG�΍͠ƨûRДƃ	э̹

QϞħ[ȪДH�	Č˄E͜˞�ǍǍǫ̚ǥ	Uüɨ9œH§ƭ合�G老H

ǀ	tGUħºʻɠ�Positioning Strategy	�ɟųĬÀʻɠ�Product 

Proliferation	�ǺЖ§ʎ˷�Disruptive Innovation	�ʻɠ΄ΐĳ�Strategic 

Ambiguity	j͎ɝΜƝH�b͜˞�ė*各共ǺЖ§ʎ˷œǑ�ƝǺЖ§ʎ˷�

Ɲ�˹��ɥȦ�UʠƺĳǍǫƨû列ɝ�ƺɝΜČʽ��ǍǍǫƨû7ņ	力

ƃU̓ЮĳǍǫƨûЁȂ[ġД	Uj͎ɝΜƝĐ全ʡ[ʻɠ只ɝ孔ɗ� 

 
̴ 1ƨûƚʸ̴  
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ɦ�ʉ G老�к 

ɦ�̆ ħºʻɠ 

2.1.1 ħºʻɠ�Positioning Strategy	 

 ħºʻɠƔ�͎月Ϣ失ΨȬ�œʻɠ	mȒ戶Ľɞ1ɻǍ̚ȏ公̥�œŖ

˸	³ǰˎŘfȇɁĞ¬ƽ�ȏǠ	�Ɲ̚ȏœʰ?)�	ħºʚфȼǵËƼƵ

�Al Ries & Jack Trout, 1980	�Philip Kotlerȶħº PositionÄƝ¸Ψ 4P

�Price�Product�Promotion�Place	+Ů力ƼƵœe�Ǎ P�ħºʻɠ在Î�˹

õħė�oʔ�œħºU<¡½ÕBżD	ĴƔ¡½失北E考ŏ	 œħº�在

Î+ƃœ¸ΨȦÄ��Ǘ�˹œŠ子考ŏ回反》µĽħº¸Ɲ	Knox�2004	ȶ

�ħº
Þǘ¨˦ͧţ]ͰǊœ%Ė�ħºʻɠœđ|失6d˹好¬ŔɁСū	

_Ö�ΨȬГ�Í田�。̚�上�oʔ�ГĠǰˎŘ͠ŕ	ČQđ|�΂œħº

˸民й�΂œ好Ǥ�Blankson & Crawford, 2011		³ȷĀ œħºH�¬�Ł

ȥ�ő¬ĵǊ�ųʲ�cΫĳĠ¬ÕB��Miles & Mangold, 2005; Blankson & 

Crawford, 2011	� 

 Jack Trout� The New Positioning*ϧʽ�ǰˎŘœ. C大΄§� 

1. ǰˎŘfȇɁĞ¬ƽȏǠ�ǰˎŘ˸Ɖ文Ǎ�月х�ʐ �σΡĠȾ四

各共ɁĞ½͎ȏǠ	�®̞ȇBȒσΡœɟų	ȇ回�ɱȍ»� 

2. ǰˎŘʐн旨三œȏǠ	Ȏ̱ΗБ 

3. ǰˎŘȄS¥�少�ǰˎŘ�ϳőŮ˸月̥ȩųΚƗ	 œħº�đɟ

ų�ǰˎŘϺľĽ˦;� 

4. ǰˎŘ北Ľųʲ�什)˸布ľë位�北Ľ´由ȇ片œȩų	ǰˎŘ)˸

ßȍ� 

5. ǰˎŘœC大ǘľlʯ�ɟųɢΠ9>ȝœųʲ˸何ǰˎŘ向升� 
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ħºʻɠ Ʋc7Ɲj͎УŶb已ǚ� 

1. 考ŏħº�失考ŏ北EȠL̞� 

2. ɟųħº�đɟųɧ�żDͪòQ͖Ɗ�ƲĳČƝżDʎ七ͰǊ� 

3. Ⱦ刊ħº�ȶɟųħºƝș北�瓜żDǵħͪò� 

4. 少ŕħº�ʂ̥ë位少ŕ》ë位�ǌ北µ&ɯ刊œ少Ğ� 

ȷĀœħº͎У_Ö� 

1. ɟųǵĳĴǰˎŘÍǸ�|ĽȻΚųʲœư|ĳ�cΫĳĴƔǄǮ	《

¡ Volvo|¥�̂Äɟųħº� 

2. ͰǮ�ɻ͎ħºʻɠ外ʯĽͰǮ失ųΠœСū	U<ǰˎŘ北ĽɟųͰ

Ǌ�œ少Ъ	《¡ Häagen-DazsÍ|ȝͰº	ˬ七ȝųΠœħº� 

3. ^ȇϛ|�|ĽȻΚɟųĴŁȥœ|ʃ	《¡ 3MŨɐȃħºƝHŨϽ

ˍ失ͽ�� 

4. ɟų失|Dħº�đɟų失ǵħǰˎŘ¬ƀȻœС存	《¡ L'Orealȶ

|DħºƝȖòǧĩ!ĳ� 

5. 考ŏ北Eħº�外ʯĽ失考ŏ北EœǛɢ9	何ǰˎŘ͠ƝÅLW � 

2.1.2 ħºʻɠœϛ| 

 Philip Kotler͠Ɲħºʻɠʚ̯Ɣ何�˹ɟų失ɣ)�	Þ¨ǪC考ŏ�	

在ɟųĴŁȥ�ǰˎŘC*Áb�Ǎ¬Íœŗ˛�ħºƔȽΈ�œǰˎŘC*，

[̓õϋŊ	³)ƔȽɟų5了�Al Ries & Jack Trout, 1980		ħºƔb再如�

ǌC*Ǒtœ尤Ŋ�¨^œħºʻɠcU在Î�˹失考ŏ北EȠ[ȧËUϣĝ：

ȝœМËž	ĴƔUМË[ǰˎŘuɱ͆）œoʔ�=+	向͡œħºʻɠ˸æ

ɒ�Ǎɟų	《¡�žøĆųʲ Tata MotorsɃ[œ NANOü�	瓜́�ˮͰ


œɟųħº	�ǌcU˚ŨĨĆ	Ã)ͪƵ�ˮͰ
Ć	�ƝʰΜɹʗ	�ǌ北
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øĆ二Ɣ¬ĵ子Ɓœ��®ħº)fƔƬфɟųǛɢ9	³ƔȽǰˎŘœāž[

已	，[Ɲ/打ǰˎŘ˸ͪƵ̔Ǜɢ9� 

 ųʲ�ħºŮͪ͊cȇ北µ&ʡ[�ǍȪД (¡̴ 2)�1. Who am I? 2. Why 

Buy Me? 3. Why not buy someone else? 	U在Îʙ，͒΍œħº�Jack Trout & Al 

Ries�� Positioning�The Battle For Your Mind*ʡ[ħºœjǍð佐� 

1. 7ņ¸˹Ϥ刊�Ƚüɨ列цœāž》Ƅ²�͎�Ǿœƥ-民й	tG͠

Ɲ¬成̯ƔMichael Porterœ.�7ņ�Porter five forces analysis	� 

2. ʙ，ȧ代ɝı�，[ɟųĴŁȥĽoʔœħº成ĴƔ失考ŏ北EœǛɢ

9� 

3. ，ęFƊ成�đųʲœħºǹ包cŦ� 

4. ˦;失ǔ|�ȶħº字ŀ¬Ǥ˦乎不ǰˎŘ(ȇȒęÄ|	Č何ǰˎŘ

fƵɟ{ƥСͪò	二˸µȦ存尤ę̔ųʲ� 

Jack Trout�ʡęĐ全�Ǘ�˹ƥ北Ľoʔ�Г #ĴƔ̂ǧœ�瓜c

ɟ{j͎ʻɠ¸Ȧ�ċ¤�˗；�Ȣϩ�ʬϝ	ñ͎H§ɟ{œħºH��

¬ĵ)��¡̴ 3		ċ¤|ĽŽ此考ŏŘœ¸Ȧ�˗；|Ľ；ϝ必光正ȩ

œ己成�Ȣϩ|Ľ˗��Ǎĩu考ŏœoʔ�ʬϝ|Ľ˗��Ǎǘľċ¤œ

#oʔ� 

考ŏŘĭĭȇć一΄�oʔħº	ħºĵÞ¨œ考ŏ回反fƔ΁ǧĳ

œ	�˹只ɝŘ�ħºƃϛ̔��吋ʝČ「ħv§œɲ白	ɻȇ何�˹Ĵų

ʲɟ{何考ŏŘТU΄�œµáȻ9üɨ�Porter, 1996, 2001	� 
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̴ 2 Brand House 

̚ǥ》戶�Paul Writer 

 

̴ 3 The Strategic Square 

̚ǥ》戶�Power of Simplicity by Jack Trout 
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ɦ�̆ ɟųĬÀʻɠ 

2.2.1 ɟųĬÀʻɠ�Product Proliferation	 

 ɟųĬÀʻɠƔ�͎�˹�oʔĴ"oʔϿǚɟų矛Uđɟųŗ˛充ĠČ力

#9uɱ͆）oʔœʻɠ�Mainkar, Lubatkin & Schulze, 2006		_Öɟų矛Ͽ

ǚĴƔ˷ɟųɃ[	̂ɻˠʻɠ失Ȧ̼Q�΂9œǰˎŘͪòʽ�ǧ	ƥ̂¬

Ǥ�ɻƔ�͎ȷĀœťͰǮ考ŏŶœʻɠ	 ŶƑ¬ɟ˹ȷ˸đ|®͎ʻɠ》͖

Ɗµ&功aœoʔʽ去�Connor, 1981		《¡ Kellogg, General Foods, General 

Mills, and Quaker Oats���ę 1972Ƀ[ 公œ˷ɟų	Ȓę功aoʔœÄ|	

Ã�光ƲWǌɱ存Ĉ今ľĥǒ˸�Federal Trade Commission	Ȓˋ� 

 ɟųĬÀ_ÖŵŔ失NqœĬÀ�Michel & Salha, 2005; Riley, Pina & Bravo, 

2013		NqĬÀƝɟų矛œĬÀ	ɼȷƔȠ[^ȇ�œǛɢ�ŵŔĬÀůƔȠ

[ͰǮ失ħº�œë位	UÍĽ��ɥȦĴƔ��ɥȦ�ɟųĬÀȻΚœƔɟų

矛œĬŠ失ɥȦ� 

ɟųĬÀ�Product Proliferation	失ųʲĬÀ�Brand Extension	)�	ųʲ

ĬÀ：̯Ɣ͎УœĬÀ�Category Extension		mđ|wųʲœ�¢Č͞七Ú�

)�УŶœɟų	ȻΚœƔųʲĬÀę̜必Ȯœɟų	《¡ StarbucksɃ[ȇ公

ˣǥ	̴̖wųʲœŕ�ž失ųʲͰǊĬÀę˷͎Уœɟų	本]Ϣ©�đ|ų

ʲĬÀǧcʂ̥Ǒ¬œŕ�ž失кżį̗žƿÆ¸Ψ¨t	Ã�ǧ化²ͼǓĎ͎

УœɟųΥ�ųʲ	UÉɓ9ǰˎŘ北Ľųʲœ͠ŕ� 

đ|ɟųĬÀʻɠǧ	̂ɟųœųʲƥСĳ�Brand Relevance in Category	

介ȝǧ	介ȇ民йǰˎŘ北ųʲœ͠ŕ	˗³民йųʲ行Ǹ	ÃƔɟųœųʲƥ

Сĳű失ɟųΨȬГÓɞƸƥС�Yanhui Zhao & Yufei Zhang et al., 2020	�ɟų

œųʲƥСĳ=ƒ�ǰˎŘ�ǰˎǧ	ųʲœƼƵʸž	《¡	ĚХ�ĴƔƛί
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͒ƝȝųʲƥСĳ�̨才Ĵ示{ȃůƝÆųʲƥСĳ	đ|/打ʲ"œ示{ȃ北

ĽǰˎŘ民й) �ųʲƥСĳȝœȩųɼȷ¬��ǵ成�ȝ^ȇĳǄϒ�Æų

ʲ˞*ž�ȝŖ˸ĳͰǊ�Datta et al., 2017	�^ȇĳǄϒƝǰˎŘ少ŕǄϒœ

RƵɫ¨�Kaplan et al., 1974		̂ϳ仍œųˠƝȝ^ȇǄϒ	ǰˎŘƥ̂Đ同

ųʲœ�¢UÄƝųΠœũͨ�̂ϳ仍Æ˞*žœɟų	#ųʲ考ŏ劣Ǵ	ǰˎ

Ř�®ǀϬȝ˵ʙ¨t	đ|ųʲÄƝõʻĐ全cŬƤǧ˛¨t�ǰˎŘcȇ

˸�ȝŖ˸ĳͰǊœɟųUųʲƝ各共Đ全	�ƝɻĎȩųœđ|ƔcĀȼČQ

失W�7ďœ	《¡	ȗN�ǈ˂�Datta et al., 2017		ɻǧųʲƼƵĳ � 

2.2.2 ɟųĬÀʻɠœϛ| 

̂oʔĖ¬Ǜɢ9ɟų功ÁœǵΠ	�˹北ɟųɁ�》œõʻcȇ光Ʋ"ϲ

ÛœØφ	ñǍ考ŏŘȶʂ̥ɟųϿ口ЗЀ�Ǎ"oʔ�Brander & Eaton, 

1984		ɻĎ�˹˨�Đ同)�͎ͪòÏ��ƿÆ考ŏȻž	ʂ̥|µ&占�œ

ɟ矛Ę孔˭͆ɟųoʔ	Uʡȝ΄�ͨКČƿÆ考ŏ北EB�ƥÂɟųǧœÍ田

�Barroso, Giarratana, Reis & Sorenson, 2016		�ǧ北�ŧ�ΌŘ˦乎[cĖ¬

上ʜĳœŹȅ	山³ɻ͎Źȅf¬�'Á必œ"oʔœɟų）ȲΗБĴƔȕ[¨

tȝǧ	(¬）ȲœcŦž�Eaton & Lipsey, 1980	� 

̂ɟųĬÀʻɠ失ǰˎŘœ�΂9ͪòʖ�ǧ	ƥ̂¬Ǥ�ɟų矛œŠž�

ʡĒǰˎŘɃЀųʲųΠœ矛ǿ�Berger et al., 2007		�ǍĖ¬�΂ĳœŠɟ

ų矛Ŝŀ�ųʲœȻž�Ğнŝʸž�ȵ˹U<ȇ��Berger et al., 2007; 

Mazumdar et al., 2005		ɟų矛œŠžcUÕBǰˎŘœň孔�失Сň	Čʡ:

ųʲÞ什	�ǧƿÆǰˎŘœ少ŕϳ仍Ǆϒ�Ataman et al., 2010; Slotegraaf & 

Pauwels, 2008		³¬ǧ˷Ƀ[ɟųȇ何wųʲ�žÕBǰˎŘň孔� 
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力ƃƨûф�̂ɟųƝȝųʲƥСĳ	ɟųĬÀʻɠcU本]ėǰˎŘ北ų

ʲœ͠ŕ	˗³民йųʲ行Ǹ�³̂ɟųƝÆųʲƥСĳ	ɟųĬÀʻɠcU¬

Ǥ�ɃȦųʲΨȬ�Yanhui Zhao & Yufei Zhang et al., 2020		�®ș北)�аĳ

œɟųcÍ|ɟųĬÀ[已ǚ)�H�œʻɠ� 

2.2.3 ɟųĬÀʻɠœȄ成 

山³"oʔœɟųɢΠĳ介ȝ	ΗБž�介ȝ	考ŏŘ˗��Όœξɛ�ʚ

介Æ�Pizzai & Wijnberg, 2019		�΂��͞七失ΨȬ：�ɢΠаĳœɟųͪƵ

：ʗœɫЅʽ去	ɻ˸ȸ》�ü�œ ɯ失Жɯ�Zhou & Wan, 2017		ɢΠĳ

ȝœɟų矛cU耳<ę：�΂9œǰˎŘͪò	ÃƔ˸本]¨tʽ去œƸκ� 

ek)cİ互œ	̥Šœɟų矛�˸¬µáшǆœǄϒ��˹̥žȖòΗБ

ž˸至ƞWǌœξȦĳ�Hannan et al., 2003		�ǧɟųĬÀʻɠ北ųʲΨȬœ

本公Ǥϛϑ˄ɟųĬÀœ本]³�ƿ�Yanhui Zhao & Yufei Zhang et al., 2020	�

ΗБĳ�˸光Ʋǒ%ĠǰˎŘ：�œ×Т�Mocker & Ross, 2017		ǰˎŘȶǀ

北各共失L̞ȩųǛɢœ×Т� 

Mocker & Ross�ſЬ�˹)ϛ�ƓȖò�΂ĳĴƔΗБĳ	=³cUȵň

Ľ列�	ʡĒ列�ĳŁȥĴƔɟų》在Îкż̓õȪД	《¡ USAAœ Auto 

CircleʡĒżD仍Ć�危̚Ġũϒœ�ɐ因Łȥ�列�ĳŁȥcȇ˸光Ʋ�˹�

Ɲ�΂ĳ�ƿ�ʶ子又l˷©�	ÃƔ�Š子c�ƝʡĒǒ%失ǰˎŘ：�œH

Ũʎ七：¬ͰǊœξ˸� 
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ɦ�̆ ǺЖ§ʎ˷ 

2.3.1 ǺЖ§ʎ˷�Disruptive Innovation	 

�ǺЖ§ʎ˷*	�˹�Ɲ~�ĭ�ŵŔɥȦ�ǺЖ§ʎ˷Ɣ~ Clayton 

ChristensenĽ 1997
ʎ˷œĕТ��Innovator’s Dilemma	�Ǩʡ[��ɟ˹可

˗�	ɳ��˹ɮ西żDœ孔Ā	。�ƨ已	Č¬üɨœ7Ș̚戶不ȇȸ》力 

Í田œʡǫ	U��8ƦÂvȷœ只ɝð佐ű何�˹向l。̚ȸ》�ǺЖ§ʎ

˷
œ�ƬǺĳƩã
œξ˸	³��¦ƃlb必光�º	ɱʢ¬ǺЖ§ʎ˷ã

ɰœ�˹不ㄉö� 

ǺЖƔ�͎̥ʸ	v�ƝǺЖͪƵǧ˛	光ƲĽƑ¬�˹ȷȷ˸İɠW

�Christensen, Raynor & McDonald, 2015	�ʎ˷)ʺ�ĽǺЖ	ǺЖ》µĽ̚戶

̞@œoʔĴƔÆ切	Č此ħ�ƝƑ¬˹Ř外ʯȝÍ田żD³ɱĹɏœĉ̋ż

ͷ	ČʡĒ�）Ȳ 
œɟų失Łȥ˗�oʔ�Christensen, 1997	�Christensen

Ľ�¦ƃ�ȶǺЖœȒ戶ǎvƝÆ切ĴƔ�˷œoʔ�）成	《¡ iPhoneƃгœ

¨^Č)Ɣ》µĽU͖Ɗĳʎ˷ĝX子Ɓ大ͻŶEξ	³ƔUǺЖ§ʎ˷ĝXǰ

ˎŘ北Ľ才ȍŶ̫比œͪò� 

Clayton ChristensenŜ�ϊŀǺЖœħ止	(ȇȧ7�ĬгĳƩã
失�ƬǺ

ĳƩã
	UÉ͡|ʻɠ	《¡W͠Ɲ UberČ)Ɣ�͎ǺЖ§ʎ˷	Wœ�）

成Č)》µĽÆ切ĴƔ�˷œoʔ	WœżDƝǑtʚ¬˴ƶʸĆɭ̽Ř	Uber

Ȅ@���œ̥ʸ�必光正ȩƳϊ͠ɔ引cϵÉİ互ƬǺĳƩã	ĴƔU向͡ʻ

ɠ已ǚĬгĳƩã� 

®k Clayton Christensen�ɀȎ��ĬгĳƩã
失�ƬǺĳƩã
œǛ

ɢ�ƬǺĳƩã¡½�ŧ必光�˹œoʔ	Č光Ʋ必光�˹lɈœƱƃȆʾ	U

<�˹ǀ北ƬǺĳƩãœϛ北ʻɠ� 
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2.3.2 ĬгĳƩã vsƬǺĳƩã 

ĬгĳƩã�Sustaining technology	�Ɲë中ɞ¬ɟųœĳȇ	�ƝRƚż

DĵƼ互	ɼȷ失ͰǊ͕ʾ5ͪòƥ�œĬгĳʎ˷ƝƑ¬�˹R光�ƬǺĳƩ

ã�Disruptive Technology	ůȶ)�ͰǊŮʡȸ�oʔ	ɼȷƝŭǟRƚɟųœ

ĳȇ	Čȸ》：ŨĨ�旨三�cΫU<ŨÍœȩųĴŁȥ� 

ȒśƬǺĳƩãʡĒœĳȇfɧ�˷σoʔĵͪ	̂ƩãĵʡĒœĳȇ˓̥

oʔĵͪ	Æ切oʔɟ{ǹŗ	ƬǺĳƩã¬ξ˸�ŧoʔ	¡̴ 4ĵ�	Č北

oʔ考ŏȯ早ȸ》位9	ǰˎŘ各共ɟųĐ全œ瓜支�˸ë位�Geoffrey Moore

�1981	͠Ɲʎ˷ɟųª子đ|Řœ²公�ǾƝ^ȇĳ	̂oʔϿ 	�Ǿ次Ɲ

cΫĳ	�》ƝŨÍĳ	力ɬƝͰǮ�ƬǺĳƩãȸ》œÆͰŪđ�ɟų考ŏœ

可˗	�ƝmʡĒoʔȲ|œĳȇ	ÃƔ：ƝŨĨœͰǮ	ĝX�Ǒ¬œɟų� 

ekɼȷƬǺĳƩã)ĞRƚoʔĵƼ互œǵ成cȇ�˷σoʔƝ交成	《

¡̂oʔRƵʷ司ȩ二�{ɟ Ŷ̫比ĵͪœ 14�ʷ司ǧ	fͪ 8�ʷ司œȔ

Å̫比oʔÐƝ˷σoʔ	�®ƬǺĳƩãȷȷɱRƚ正ȩİ互	ȼU已ǚ� 

 

̴ 4 ǺЖ§ʎ˷̥ʸ 

̚ǥ》戶�Jonathan E. Palmer 
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2.3.3 ͰǊ͕ʾœǵĳ失民й 

Ƚ̥bƨû失Ǎǫ*cU已ɞͰǊ民й��˹œ¸Ɲ	�七ʚͰǊ͕ʾœ)

��Clayton ChristensenUͰǊ͕ʾ�Value Network	̓Юɟų失ŁȥœƱʧǛ

ɢ�ͰǊ͕ʾʚƔ�˹œϢ̠цü	_Ö�˹�ǍËͰǊ͕ʾ*¡½�ϛżDͪ

ò�̓õȪД失北V考ŏŘʺ�Giovanni Dosi, 1982	��ͰǊ͕ʾ*	�˹œ考

ŏʻɠĠ̥boʔœ各共	õħ�ė北Ľ˷ɟų月ϡͰǊœ͠ŕ	³ñ�ͰǊ͕

ʾ北ɟųͰǊœħ止二)�	《¡ Ŷ̫比Ƽ互ǘ公失一ž�才ȍŶ̫比Ƽ互ư

Ϊ失̫��ͰǊ͕ʾ介ȝœȩų介ǘľBȒ�˹只ɝͷœň孔	ɻ民й�只ɝͷ

北Ľ̚戶œ7Ș	�̓ЮƝ½�˹ȷȷİ互Ů子ͰǊ͕ʾÆœƬǺĳƩã	ek

đ|ĬгĳƩãœͰǊ͕ʾ》ƦƁƬǺĳƩãȶ光ƲlɈ� 

2.3.4 ̚戶7Ș失Đ同北月ɝ�各共œ民й 

 ��˹*	ȵǫœ¨ɈĞę̚戶7Ș民йƀ �ʎ˷ʡǫɼȷ~�³�

�Joseph Bower, 1970		�ͷǒ%ʡǫ	*切月ɝ�未Ǫ	�ʡ�不̚ə只ɝ

ͷ�̂�º月ɝ�R光�ˠ¨^œȵǫ	北Ľė:Χ¬ƀ œ在Î	ƥ北œ	Ƴ

R光�ˠlɈœȵǫ	cȇ民йІɕ�³ãɰƬǺŶœƶ工ƳlɈ	ɼȷ)˸ɱ

Ģɶ	�˹˸ȶė͠�Ɲ月хβɭ	ƥ=ƳƔoʔ˚已Ŷƶ工lɈ	月ɝ�˸ɱ

еɶ�U�Ǒ�光Ʋ*切月ɝ�ʰΜƔƝ�µ&ĴƔ6d二˸ȶ̚戶7Ș不oʔ

ŀ΍œȵǫ�ʚ史月ɝ�FƊ	�ͷǒ%�)�ħȘ�ʰÎĽǍ�已ǚœ%Ä� 

 ̚戶Đ同ɝΜ�Harper & Row, 1978	ʡ[�˹ȷƝ�{£r化͆）żDœ

ͪò�LȒ月ɝ�	żD：ȇõħ�˹。̚H�	Uɟ˹可˗》Ʀ	̂ǧʻɠČ

)�ħv΍	《¡ 1987¦列�Ŷ名色正 Bethlehem & USXļɏ。̚ 1.5ͯƯ3œ

˷ãɰ-ϮŅр七	次³。̚ 2.5ͯƯ3ŲŅЇãɰ	�Ɲ̂ǧϮŅр七ʰŊʡĒ

RƵżDͪƵœ�˿Ŝǀ	�何ȔÅ名色正ȼUÁ¬˷ãɰ� 
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2.3.5ǀ北ƬǺĳƩã七¨œТɯ 

¬ƶ工œ五¾失7ņ北Ľ月ɝ��ĬгĳƩãťȷƼƵ	Ã北ĽƬǺĳƩã

》巧Č)£�οg犯全	ĵU�H�失ɲ΄二ТU̬小�《¡ 1975 Disk/Trend 

Report[Őœ\őΫė͒支œΨȬГ̬¾Ğęʷ司正ȩŦ同	Ã�北ƬǺĳƩã

5.25��3.5�Ġ 1.8�˗¸̬小ǧÚ�l支� 

ek	Clayton Christensen％[�ƬǺĳƩãĝȼ必光�ºœƼƵĳ Ľ�Ĭ

гĳƩãĝȼ必光�º�ÃƔ̂�˹ɲ΄介 	北Ľ¨Šɲ΄œƵò�介ȝ	ɫ

Ѕʽ去ĵͪÈŁœ×Т�介�	ɻ�光Ʋ˗�uŕoʔœǄϒȶ˸ͱ本� 

ǀ北)cō|œ犯全失ĝȼ必光�ºœ地�	月ɝ�Ƴ三ΫЇ¬只ɝŕМ	

ȶ)）UϛVƬǺĳƩã� 

2.3.6月ɝ�¡½ǀ北ƬǺĳƩã 

1. ĺâƬǺĳƩã 

(i) ļɏɞ¬oʔ	。�ĬгĳƩãƨ已	RȦĭȝ另oʔ已ǚ� 

(ii) 句ˍżDͪò	U力àœƨ已一ž͆）Ƒ¬żDͪò� 

(iii) 本]ǰˎŘ北ĳȇͪòœɋɛ	本ŠƬǺĳƩã�ŧoʔœǧ˛	《¡

˰ɺÍ|ǔ̑ɺцʡȝǰˎŘ北Ľʷ司ǘ公œͪò� 

U�HŊ	ɦ�͎Тž力ȝ	�ƝżDČ)�ħ北µ&œͪòÚ��

̓	句ˍżDͪòcȇ七¨向͡œƨ已H�	ĴƔ̂ͰǮLƬǺĳƩã：ȝ

ǧ	ȶǀϬㄉöœǄϒ�ɦ�͎œHŊƝ�Ů力ȷĀœHŊ� 

2. 已ǚƬǺĳƩã 

ɫЅͷǀ�ǀ北ƬǺĳƩã	月ɝ�ϛ巧Ł5了¨�Ú�ρ�ɫЅĴϳ仍˷

ɫЅ	đ¨^ξɛʡȝ	³Ʊƃ¬也͎̓Ю� 
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(i) ɫЅ孔ɗ�ɟ˹已ǚś子	ʎ˷ȇ公˞*ĽƖ去��Clayton Christensen, 

1997		ĵ|Ʃã失ïǥƝoʔɞ¬œ�ɼȷ3�失ɟųƖ去œ-Ȧ=

ƒ[3�#ɫ˛œ-Ȧ	《¡øĆɟ˹*在Ǳɴƶǜ失ɺ只#ɫ由М	

ÃƔ)�ħ失ɽɁɎ#ɫ由М�̂ʎ˷ƝƬǺĳƩã	Ǒt#ɫ˛œ�

ÄĴ手ɼν生ľЀˇ	Ǒt�ÄϔŸ˸lȷ	¨�Ú�ρ�Ĵϳ仍˷ɫ

ЅcUϵÉ民йǑtœč˹ц� 

(ii) oʔɲ΄�˷σoʔœɲ΄ʰŊϛV �˹ĵͪ¨Šɛ	�˹¨Šɛ)

Ȳ	řͰǘľ�允	ɻ�Ɣ月ɝ�)΅Āœ	ʂ̥¨�Ú�ρ�Ĵϳ仍

˷ɫЅſ�Υ̂ #œ¨tʽ去	ɧ�#ɲ΄ϣÍ	�ϵÉ民йǑč˹

ц¨Šɛ� 

(iii) ɫЅȇ��ɫЅȇ�Ğę�̚戶
��ƚʸ
Ġ�ͰǊэ
民й�̚戶_

Ö���ɴʌ�ĒϛȩĠкżСū�ƚʸů％ȶ̚戶次Ɲ：ĖͰǊœ̥

ʸ�ͰǊэůƔɫЅõħ回�čˠĵĐ全œ瓜支�̂ɫЅȇ��Ľƃĕ

Řƚʸ失ͰǊэ	ë位ȶƥ̂×Т	¨�Ú�ρ�Ĵϳ仍˷ɫЅcUƤ

bë位œ̥ʸ� 

只ɝͷǀ�ǀ北ƬǺĳƩã	Clayton Christensen�ſЬ月ɝ�U�ÄŊ� 

(i) ϵÉ̚戶�­。�	�¨^ŮũǶ̥ʸ*lɈČƼ˷Κ列H�œξ˸	

ț�̥ʸ*ʻɠcȇ˸ë位	��ƝƬǺĳƩãǹvȇɱȝ另oʔǰˎ

ŘɁĞ	��ŧ�œǧ˛ʰŊ̬¾	化ũƊ母ĳ� 

(ii) 月ɝ�化ϊ͠½͎失oʔƥСœ̚ȏƔr化Q回�ŕ乏œ	đėȠ[H

�v΍œõʻ� 

(iii) đ|已ɞ光�œƶ工�Discovery-Driven Planning	」Î月ɝ�΍͠Ϣ̠

ĴÏ�œĐ全Ɲ½�Rita G. McGrath & Ian C. MacMillan, 2000	�已ɞ光
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�œƶ工œƼ成�Ľβɭ	ſ�ȟɴɔ三	UĊʸ方§œ�瓜ƶ̰何月

ɝ��ȿ「Ǆϒœ�ǧϣĝƼƵξ˸�ekϵÉđ|�瓜只ɝĴƔ《k

只ɝ� 

(iv) ǀ北˷σoʔđ|)cŕ¸Ψ	)cŕ¸Ψ~ Clayton Christensenʡ

[	孔«÷¬�ŕ乏ƬǺĳƩã¡½ɱđ|	țťWǌцх̥��®)

Ƞ>�œ̬ɴ	�ǧÍ|已ɞ光��ððə�oʔ	QδQ（	ϣĝ˷

ŕМČʎ七żD� 

(v) s七Υ̂œɫЅ	ρ�ɫЅr化世ǑɫЅ̚戶7ȘƚʸʰС� 

ek¡ŃƔ©ϳɫЅ	Ƴɱ©ϳHœ¨^�Ǿ�Ľ�̚戶
c列�	Ƴ

ɱ©ϳHœ¨^�Ǿ�Ľ�ƚʸ
Ġ�ͰǊэ
	©ϳƃ)Ƶ列�	Ǒ�Ɣ

ƃƚʸ失ͰǊэë位×Т	ƳʷƵВH-ƥȘ�ȶ民йǤɛ� 

ǺЖ§ʎ˷ɝΜ|Ľ」Î月ɝ��̓ǺЖ一žœɃȦ�"Č�͖Ɗ失Ǻ

Ж+˛Ƞ[ʻɠĳœä共	³ť％Bŀ΍œ乏且ĴǺЖϛ¬œ只ɝH§

�Christensen, Raynor & McDonald, 2015	� 

ʰΜƔĺ「ĴƔɁȂ	СϹ�Ľɔ引�̓ĳȇͪòƹ乏ĠƩãĒ不ƹ

乏	(ȇϵÉlɈ�Christensen, Raynor & McDonald� 2015�ʡę月ɝ�

)ϛ北ǺЖ¬̥ž=ϛ	�³ʽ？月Ϣ0¬Íc̴œč˹	]�ñ͎¨^œ

ǺЖ§ʎ˷《"ĵ月οœǧ˛Ǜɢƀ 	《¡#Ŷ名色正ο月j�¦U�	

³Ǎ�̫比f|��¦ʚsɈȔÅ̫比	月ɝ�ϛô˄ϛ北	ϊŀ̚ȏUȠ

[v΍œõħ� 
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ɦj̆ ʻɠ΄ΐĳ 

2.4.1 ΄ΐĳ�Ambiguity	 

 ΄ΐĳcUɱ̓ЮƝ北Ľɞ什ȄS͒΍̓ЮĴƔ北Ľ��ɞ什¬�͎尤Ŋ

�Feldman, 1991		�cU巧΄ΐĳƔ~Ə¬ɫЅœɞ包失э̹Ř北Ľ̔�ɞ包

œ̓Ю³ɫ¨�Giroux, 2006; Sillince, 2012	� 

2.4.2 ʻɠ΄ΐĳ�Strategic Ambiguity	 

 ʻɠ΄ΐĳƔ¬ʻɠ�b͖ƊĴʡȝ΄ΐĳ	̥b΄ΐĳ�ɫЅ5了ɱ互Ɲ

ƿÆ估ƜĳČƽ「ë位�Alvesson & Sveningsson, 2003; Denis, Dompierre, Langley, 

& Rouleau, 2011	�k了ɱ互Ɲ光Ʋ�字Ğ˶�Fombrun & Rindova, 2000		�

�˹̒˸lb。̚�Ŧ同³ƿÆ五Ͱ�Schnackenberg & Tomlinson, 2016	�ek

ƳɫЅ¨ǒɔ引��̓力ɬ�瓜	Wǌ：˨�ɁĞ只ɝŘœФʧ	ČÏ�包仿

+	�Ɲɻˠ�瓜ƔĖцœ�¬ƍδĳœ失cφ公œ�Locke & Latham, 2002	�

山³˚Ħ¬：�灰全灰ŀʻɠ΄ΐĳ北ɫЅϞħʻɠĠɫЅ位ǁ¬Ǹ�Abdallah 

& Langley, 2014; Jarzabkowski, Sillence & Shaw, 2010; Sonenshein, 2010	� 

 kƠϧƔ尤Ƶл口΄ΐĳ	¬ǧƟ¶去ſÂƔ³ťœ̓ЮfƝ�ʎſɽɷœ

Ɋƺ�Kenney, 2007		̂ɫЅǀ北�ϒĴƔ)΍ħĳȝœk了Ϥ刊ǧ	ũƊ΄

ΐĳcUʡĒɫЅ�Ǎũжξ「	何ɫЅcUϻЈČϵ˚ ɣœ͋̃Ĵk了œƸ

五	c|Ľ�˹ΦĞϸ͘�Sellnow & Ulmer, 1995	�ś子Ĵ�˹ʎ˷�Funk & 

Hirschman, 2014	�ɫЅ¸ƝĞę％ɶĴ¬ŏЬǧ�Hudson, 2008	�ĴƔ�Ď

ǻȴɫЅ	¡ˤ在ĴỷɫЅ�Schoeneborn & Scherer, 2012; Vaccaro & Palazzo, 

2015		《¡¹¹ĊˤEЯũƊ΄ΐĳUϵÉŊƂ「ˆ�Cappellaro, Compagni & 

Varra, 2021	�ek�ƎŎ��Aragones & Neeman, 2000	�k�ПY*

�Goodall, Trethewey & Mcdonald, 2006	�δɠ¸Ȧ�Pan Zhongqi, 2003	失ȩ
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˹ƜȦ�Eric M. Eisenberg, 1984	*�ȷɱϛ|	《¡	ƎŎ必Ȯ�	�ǌǀ北

΄ǏĕcœƎŎ已Ăǧĭĭ˸|̥b˨�œ尤Ŋ》̓Юɞ�œɞ什ĴƔˊ	�c

U̓ЮƝ�ǌf尤西ęWǌ尤西œ�Lake & Huckfeld, 1998	� 

 ʻɠ΄ΐĳ�c˗切ƝÙК考ŏŘ�ĞɣĴƔ只ɝŘœ多х�Ozcan & 

Gurses, 2015		何ɫЅcUϵÉɱ石ĴƝŏЬ¸ƝƸɶ�Mena, Rintamaki, 

Fleming & Spicer, 2016; Schnackernberg & Tomlinson, 2016	�力ƃʻɠ΄ΐĳ�

СūęƕĎɫЅœ{£�Scott, 2015		�ǧ�ũж�WǌżD�Hudson & 

Okhuysen, 2009; Wolfe & Blithe, 2015		《¡Ň企ȩĴƔƃ予G9ɟ˹� 

2.4.3 ʻɠ΄ΐĳ+ɫЅϛ| 

 ΄ΐĳcU7Ɲ�Ǎͷȁ》ȎΜ�)ʂŀĳ�Opacity	�΄Ǐĕcĳ

�Equivocality	ĠȊЌĳ�Absurdity	�)ʂŀĳ̯Ɣ�͎ũжξ「	΄юĕc

ĳůđ̋ɣɱƻɯɝ�ʯ成œ̚ȏ�Boje, 1995; Ferraro, Etzion & Gehman, 2015; 

Sonenshein, 2010		力ƃȊЌĳđ̋ɣɁĞ)�住ωœ�Ƨ̓Ю�Putnam, 

Fairhurst, & Banghart, 2016		̂̋ɣ=Ћ̓Ю�ƧČlɈƃ	đėÓɞ伴͉Œ̼

(Cappellaro, Compagni & Varra 2021)� 

 ek̂�ǧȽč�Ŋ失ťŊ{孔œɫЅÍ|ʻɠ΄ΐĳʠƺėǻȴ%ÄϤ

刊	cU光Ʋ ɣ北Ľ)�ɝÃ�Ŋ��ɝÃ)�ŊœƜȦɖɚ�Beckert & 

Dewey, 2017		ɻ͎�¯·�ȸ
~ǻȴɫЅȿ「	何ɫЅ平А̋ɣ͋̃

�Mackenzie & Yates, 2017	� 

ț��ɫЅ北k手ɼǧœϛ|	ʻɠ΄ΐĳ�cU�ϞħʻɠĠɫЅ位ǁǧ

đ|�Gioia, Nag & Corley, 2012; Sillince et al., 2012; Sonenshein, 2010		ǵËƔ

�ʻɠë位œ˚Ħ	̂ǳ<ȝžœ)΍ħĳU<ƚȦĳ	ĭĭͪƵĖ¬)�ȣ 

ĴÍǸœƼ ÍǸƥСŘœFƊ�Kotter, 1996		Ę孔Í|ʻɠ΄ΐĳcUʡȝ
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¨^œΈ��Gioia, Nag & Corley, 2012		Eric Eisenberg�1984	�％[ʻɠ΄

ΐĳ4ɳ�˹ȇµ~�ë位')�ǧĨœ�瓜Ĵʻɠ	《¡	̂ȈŗǦ¸ĝXǲ

�Ǧ¸ǧ	˘Τɟ˹+ĵUȇ{£Ɣ�ƝƼ˷ȶµ&ħºƝǕ΅ĠɁƁ6d	ϵ

ÉɱȈŗ˹ĝX� 

�ħʸžœʻɠ΄ΐĳcU何ɫЅ¨ǒ�ǀ北ɫЅ位ǁ�Davenport & Leitch, 

2005; Gioia, Nag & Corley, 2012	ĴƔȰ¸ʻɠ�Abdallah & Langley, 2014; 

Jalonen, Schildt & Vaara, 2018	ǧ： �ʡĒƚȦĳ在Î�ʻɠ΄ΐĳ�cU¨

ƝɫЅ再如œHŊ+�	UȔʞĠȿ「kƠ北µ&œ͠ŕ失五Ͱ�Cappellaro, 

Compagni & Varra 2021		�ǧ�cUë位ɫЅ¨ǒ北ɫЅœ͠ŕ	《¡�ŋ6

dȶµ&位¨�已ɞ
6d	³ĵ¬̚ȏɁ©Ř二cUµ&bħ止�已ɞ
	ƃ

г�˹�瓜	《¡ɀǿ�ʎ˷失已ɞ˷oʔ�二ɱ�ɝ9��已{Ƽ ë位ǧ	

Ė平Āĳœ΄ΐĳȶƝ˷œħ止去ſȯ早	ɫЅ¨ǒ˸µ¸˚已˷œ̓ЮČë位

Ä˹ƚʸ》Υϛ̔΄ΐĳħ止�Gioia, Nag & Corley, 2012	� 

ȶ΄ΐĳ光�ɫЅœƎŎĴƔG9Ɣ��ƥ̂Ŭϒœč	�®ϛ̔ȶėϛ|

�Ƽ ĴδɠŶ位ǁœýĀʔ�	《¡民йɫЅǪCͰǊǧĴǀ北ǺЖ§ʎ˷

�Christensen, 1997	�=+	΄ΐĳ)Υ�|Ľ͇˗§ë位ʻɠ	《¡СϹųʲ

�)Ѐ位9œoʔ*Κ列ėδɠº̈�®k	ƊгũƊ΄ΐĳ�Ɣ�ϒœ	�®

r化ʀðſ�ŀ΍œ�瓜�Gioia et al., 2012	�ʻɠ΄ΐĳČ)Ɣʰŕ�ũƊ΄

ΐ	³Ɣ¬�œƝ+	WČ)Ɣ�͎̓õȪДœ6§	³ƔÍ|W，ę母ĳœq

φ成	�)΍ħœϤ刊�	¬平Āœʻɠ΄ΐĳcÄƝɉȦ位ǁœEƘ	�˹ϛ

�Υ̂œǧξ中|ʻɠ΄ΐĳ� 

  



doi:10.6342/NTU202201285

 28 

ɦ�ʉ ƨûHŊ失΂tɟ˹2ɩ 

ɦ�̆ ƨûHŊ2ɩ 

 tGƨû�œ�Ľ̓Ю七¨ŵŔɥȦ×Т³ƝœǑ�	Čɀû[ȇ在Î�˹

ϵ˚lɈœʻɠƨϞH�U<¡½ǀ北ŵŔɥȦœ考ŏŘ� 

tGđ|�ʠƺĳǍǫƨû
ʠƺ�˹ŵŔɥȦœƱʧU<ė*œ回Ȅ成	

�bΜƺj͎ʻɠɝΜ�ħºʻɠ�Positioning Strategy	�ɟųĬÀʻɠ

�Product Proliferation	�ǺЖ§ʎ˷�Disruptive Innovation	�ʻɠ΄ΐĳ

�Strategic Ambiguity	�ʂ̥ŕμɥȦœǑ�ÄƝ˚Ħ	U®ÄƝȒ成b已尤Ƅ

²œǬƖ	Č列ɝβɝU<�ǍǫƱʧ� 

tG͠ƝɥȦœǑ�ȶ民йę�˹ƃгɟųœħºU<ʻɠ	��®tGđ

|�̓ЮĳǍǫƨû
Čʽ��ƺjǍɝΜ̓ЮÕB�˹ŵŔɥȦĴƔ)ȼ)Ɲ

œǑ�	�ǧÍ|ɝΜbɀȎŵŔɥȦǧĵϛСňœǀ��Ɂ˄ʂ̥ɝΜʡĒc

ϛ|ĽŵŔɥȦʻɠU<¡½ǀ北ŵŔɥȦ考ŏŘœſЬ�力ƃʂ̥ƨû�Ǎ'

已{ǍǫœƱʧ失ėСϹ¨Ɉ�Ǿ]UΜ灰ɝΜœϛ|U<�ƺʡĒœſЬ	�

ǧtGȽjǍɝΜ*ЁȂ[Ė¬�ŃСūœġД	Čȶė太列Ɲʻɠ只ɝ孔ɗ� 

tGÝɍ片ɪ�̓ŵŔɥȦœǑ�	Č¬住ω�ʡĒ�˹ǀ北ŵŔɥȦcƨ

ϞʻɠœH�	ƏtGɅ|�ʠƺĳǍǫƨû
失�̓ЮĳǍǫƨû
ÄƝƨû

HŊ	¡�̴ĵ��ƝđƖ去：Ú列	tG力ƃȶG老ɀȎĵ已尤失ЁȂ©ϟ�

Ȓśʡ[œȪД	Čʡ[包ȥœ只ɝ孔ɗ�Michael Beer, 2020		子ɳȇ在Î�

˹ǀ北ŵŔɥȦ� 
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̴ 5ƨûHŊ2ɩ 

3.1.1 ǍǫƨûŊ �Case Study	 

 tGRƵʂ̥ǍǫƨûŊ	ʽ�G老ɝΜ失µąĽʻɠ失¸ΨΙʸĵβ	b

ɀû�˹¡½ǀ北ŵŔɥȦ�ǍǫƨûƔ�͎包ȥĳœƨûHŊ	|ĽɀȎǍǫ

ǵħȾŌ�œƜȦ	U�̓̂ǧœρǵĳ失ΗБĳ	ǵËƔĵƨûœ北什失ɞ包

{Ɯ+˛œƠ矛Č)ŀ΍ǧ�Yin, 2009	�ʂ̥'已{œ包《̚ǥb¿灰ɝΜȶ

何住ω̥ʸ：ĖcŦž	ƏtG各共 7皮Ǎǫ˗¸7ņ�Ľɦ�ʉɦ�̆片ɪ2

ɩ		|Ľ市Î+ƃœʠƺĳǍǫƨû失̓ЮĳǍǫƨû� 

3.1.2ʠƺĳǍǫƨû �Descriptive Case Study	 

 ʠƺĳƨûŊ�Descriptive Research	|Ľ各ħƕǵħRДƃ	ʠƺ�ȍ

主�7ņ失̓Ю̔RДœ̥b失ɞŌ	ʠƺĳƨûŊϛ|Ľ，[�Ɣ/打�
Ĵ

�Ɔ打΂�
œȪД	Č˄ƼĽżэč包œϓ̼ʠƺ�ʠƺĳƨûŊcUÚ列Q

ɔ引œ巧ŀƕɞ什ĴɝΜ�Yin, 2009	�tGʂ̥ʠƺĳƨûɔ引̓ЮG老ɝ

Μ	Čʂ̥ʠƺĳǍǫƨûɔ引˦乎ǍǫƱʧU<ŵŔɥḀ̇ʸ	Uüɨ9œH

§ÓɞǍǫ̚ǥœ©˞� 
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3.1.3 ̓ЮĳǍǫƨû�Explanatory Case Study	 

 ̓ЮĳƨûŊ�Explanatory Research	|Ľ̓Ю�ǵħСūƝ/打˸Þ¨	

|Ľ̓Ю�¡½�
Ĵ�Ɲ/打�
œȪД�̓ЮĳƨûŊc|Ľʙ，�ŃСū

�Yin, 2009		tGʂ̥̓Юĳƨû，[�˹ŵŔɥȦœǑ�	Č市UjǍɝΜ

巧ŀ�ŃСū	�ǧȽjǍɝΜ*，[Ė¬�ŃСūœġД	力ƃUǍǫСϹ¨

Ɉ�Ǿ市Î巧ŀ� 

ɦ�̆ Ǎǫ各共住ω 

 tG各ħ��ǍǍǫ�Mercedes Benz CLA�øĆɟ˹	�P&G Pampers & 

Luvs�Üpɟ˹	�Gillette Good News�ĚХ�ɟ˹	�Dropbox�˟另ϗ

£	�Vidyard�民ǂ犯全qh	�Honda�ξĆɟ˹	�ASUS Eee PC�̫比ɟ

˹		U�ǍǫÞ§Óɞƨû	ț�何пŘ：ȇ�̓七¨ŵŔɥȦ×Т³Ɲ+Ǒ

�œΗБĳ	�ϵÉǍǫ三�ĳ七¨Μ灰ĳ)）� 

~Ľȭ5ŵŔɥȦœǫ《̞@	­ȁ̚ǥ©˞)ľ	ƏtGƢ各共ȭkǍǫ

》7ņ�Ş子͕且ȩСĽŵŔɥȦœ《"	�Ɲ SaaSŁȥ�Ɲ�đпŘ北�˹

ŵŔɥȦœ¨Ɉ失ʻɠɀȎ：¬�ͬ	：ň孔ęŵŔɥȦ˄包�{Ɯ*已{˄	

tG各共� 5� B2CǍǫ	ė*_Ö 2�ƬǺĳƩãǍǫ Honda失 ASUS	ɻ 5

�ǍǫƱʧƢƝ�{Ɯ*ȷĀœɟ˹	�Ɣɞ1好Ǥ0ťȷ œ ųʲ�®k²

公ę͖ƊǍǫ΂tœ�3ĳ	tG�各共� 2�_Ö B2BŁȥœɺцǫ《� 

tGȶǍǫ互ƝB光пŘ：]ɝ̓�˹ŵŔɥȦœ˚另	�ǧÍ|�ǍǍǫ

œСϹ¨Ɉ�ǾbΜ灰βɝ��Ǎǫœ各共住ω*	ǍǫœĝɆU̚ǥœÚ列ĳ

失Į®˛œǛɢĳƝ力回�²公	tGʂ̥ŜǮœH§ƭ合考ŏϤ刊�¸Ɲ�ʽ

Ń失СϹ¨Ɉ�Ǿ	ÓɞЍʗœ�Ǎǫ̚ǥǝ�ekƝ�͖ƊƨûȎΜœÚ列ĳ
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U<�œ	tGƢ各共'已{œǍǫ	³ť˗¸*œǍǫ	U΍ũǍǫ)�位Ȧ

U<̚ǥÚ列� 
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ɦjʉ ȪДɀȎ失Ǎǫƨû 

ɦ�̆ ȪДɀȎ 

1. �˹Ɲ½Ƶ��ɥȦĴ��ɥȦ� 

�˹��ɥȦœǑ�_ƌ� 

(i) Ȗò：ȝœħͰŗ˛Uϣĝ：ȝœMÍŗ˛� 

(ii) Ȗò：ȝœųʲͰǊ� 

(iii) ãɰƬǺ	¨Ɲ必光正ȩ� 

(iv) RƵżDœͪò� 

(v) Ğ》µÆ切œƬǺĳƩãĵ以	RȦ��ɥȦ� 

��ɥȦęȝ另oʔȇ何�˹А˚Ǒt考ŏŶ̼	ɼȷȝ另oʔœͰǊ͕ʾ

ÿ 	Ė¬：ȝœƣÍȇ�	：ƝÕB���ȉ�˹̒	ș北ȝÍ田œȝ另oʔ

》˚已ȝĳȇɟųœʡǫ�ȇȼęL̞�œ̚戶�Christensen, 1997		]��˹

*œ:Χ��失ʡǫ¨^¬С	ȝÍ田œȝ另oʔʡĒ̞�ũͨ� 

ȝ另oʔ北ĽųʲœСňžȝĽÆ另oʔ	��ɥȦ¬ÍĽ已ǚųʲͰǊ	

�ǧƳ�˹đ|"ųʲĴƔ"ü���ɥȦ	《¡	Toyota & Lexus	ǭ全�ɟ

ųĬÀɝΜ
̂ɟųƝȝųʲƥСĳ	ɟųĬÀʻɠcU本]ėǰˎŘ北ųʲœ

͠ŕ	˗³民йųʲ行Ǹ�Yanhui Zhao et al., 2020	� 

¬ǧ�˹µ¸ȖòãɰƬǺ	Č子ɳµ&ȇ̂必光正ȩ	ſ�瓜支�Hill, 

Jones & chilling, 2013	��˹ȷϛRƵżDœͪò�。�ƨ已�ƨûoʔϴ反	

¬üɨ�7Ș̚戶不¬üɨ�7Ș̚戶不żDͪƵœʡǫ�Harper & 

Row,1978	�¬ǧ��œ�公》µĽƬǺĳƩãȇʡĒǑtoʔ：ƝŨĨĴHŨ

œȩų失Łȥ	Ǒtœ�˹fȇ。�ƨ已	��ɥȦęȝ另oʔ� 
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�˹��ɥȦœǑ�_ƌ� 

(i) oʔɲ΄Ͽ  

(ii) ĬŠɟų{ġ內子 

(iii) Ţ先ėWÆ另oʔ正ȩ��ɥȦ 

(iv) ȱ件˷ż̋ 

(v) 。̚Ĵ已ǚƬǺĳƩã 

�˹RȦ��ɥȦœÆ另oʔUȖò�Ǎɲ΄И Č¬本ŠΈ�œoʔ

�Aaker, 1997		ǭ全�ɟųĬÀɝΜ
̂ɟųƝÆųʲƥСĳ	ɟųĬÀʻɠ

cU¬Ǥ�ɃȦųʲΨȬ�Yanhui Zhao & Yufei Zhang et al., 2020		Æ另oʔœ

ͰǊ͕ʾƣÍȇ�Æ	�=ƒĽɟųͰǮ	~ĽͰǮ�ƿ失ǰˎ̋цϿ 	�˹

��ɥȦcUĬŠɟų{ġ內子� 

Ƴ�˹đ|"ųʲ��ɥȦ	cUũжwųʲ	Ţ先》µµ¬ųʲĴƔÆͰ

ųʲœ；ϝUĺ「Æ另oʔ��ɥȦ�Aaker, 1997	�ʡȝ΄�œͨКƿÆ考ŏ

北EB�ƥÂɟųǧœÍ田�Barroso, Giarratana, Reis & Sorenson, 2016	�¬ǧ

�˹��ɥȦ�œ�Ľȱ件Æ切ż̋	Č子ɳWǌu》¨Ɲȝ切oʔœż̋	《

¡Mercedes Benz CLA œśȌƔƝėWȝ切Ćʫȱ件¦布œ˷ż̋� 

®k�˹�э̹ę女月ƬǺĳƩãȸ》œǺЖǫ《	�˸RȦ。̚ƬǺĳƩ

ã	《¡ 1980¦X HP̂ǧƝ令Ǚ�Ŝξ必光正ȩ	Ã�ǧ�Ʋ�Ľƨ已ƬǺƩ

ãœͲ份�Ŝξ� 

2. �˹�ŵŔɥȦǧĵϛСňœǀ�失ϛɅĝœʻɠ� 

(i) �˹�ŵŔɥȦǧϛСňœǀ� 

ț�čŮœoʔƨû失ǰˎɭ̽7ņʺ	�˹�ŵŔɥȦǧ�化ɝ̓)�Ͱ

Ǌ͕ʾœǛɢ	ekƳƔ�˹列цɥȦ	Ľ�5了
Wϛ̔未互ɫЅȇ�ƔÑȇ
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Ș�ĴƔë位	ǵËƔɫЅȇ�Ğƚʸ失ͰǊэ民йƟ Ř�Christensen, 

1997		ƳƔʂ̥˷ɟųbɥȦœ�˹	ț�ɫЅȇ�	Wϛ̔b未互ɫЅʽ去

ƔÑ）ȲϛV本Šœɟų矛�Zhou & Wan, 2017		UϵÉlbξȦ�	ekɟ

ųĬÀʻɠ北ųʲΨȬœ本公Ǥϛϑ˄ɟųĬÀœ本]³�ƿ�Yanhui Zhao & 

Yufei Zhang et al., 2020	� 

Ľ�k了
	Wϛ̔ʂ̥7ņ考ŏϤ刊	列ц�Ƅ²�͎�Ǿƥ-œ民й	

_Öɼ且ȩœͰǊ͕ʾʺ	Č�̓µ&ƥ北Ľoʔ�Гœ #	ǭ全µ&œ�

瓜	Ϟħʻɠ�Jack Trout, 1996		UHŨƃгſ�͒΍œħºʻɠ	�ǧ�|

͒΍œħºϵÉ及ǖǑtǰˎŘœ行Ǹ� 

ț��ƺʻɠ	�˹ϛϑǧСňãɰĒ不ƹ乏U<ĳȇͪòƹ乏	U7ņ失

ÌЀƔÑ��ɥȦĴƔ��ɥȦ	Ɵ¶Ɣ��。̚ƬǺĳƩã� 

(ii) �˹�ŵŔɥȦǧϛɅĝœʻɠ 

ʰΜƔ��ɥȦĴƔ��ɥȦ	 œ�ħºʻɠ
二¶СƼƵ	ʂ̥考ŏϤ

刊7ņ	Ƚ*ʙ，ȧ代ɝı失ƥ北ϛœFƊ成	各ħħºʻɠƃ	˦乎不ǰˎ

Ř	̥ʸ*)Ѐ�北µ&ʡȪ	U΍ũħºʻɠ͒΍	Ɲ+ƃœ¸Ψʻɠſ��

Ǎ œȯ早失Š子考ŏ回反��˹�ŵŔɥȦƃϛΚ列̚戶7ȘœH§�ɫЅʽ

去ĴƔ KPIœƶ史H§U力ΥɫЅ已ǚ	UϵÉ�˹œ�瓜ʰŊ¬Ǥɛœ包仿	

ĴƔ�˹ʰŊ外ʯĽ尤已ǚœȵǫ� 

̂�˹tąƝƵ已ǚƬǺĳƩãœ��ɥȦŘ	ț��ƺʻɠ	cȨ²

Christensen�ǺЖ§ʎ˷
œэı在ÎɫЅ˗¸位ǁ��只ɝͷǀ	�˹ϛϵÉ

̚戶�­ĳ 公œ。�	ƬǺĳƩãǀ北Z͆)΍ħĳœoʔ	³QʰŊđ|Ї

¬犯全]U̬小	ϵÉ�­ĳœ。�cU͖Ɗ北lɈǄϒœĶĞȇ��月ɝ�ϛ

đ|已ɞ光�œƶ工」ÎU月ɝ�΍͠Ϣ̠ĴÏ�œĐ全Ɲ½�Rita G. McGrath 
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& Ian C. MacMillan, 1995		ǀ北uŕœ˷oʔđ|)cŕ¸Ψ	已ɂĵ¬oʔ

œcȇĳ	ϣĝ˷ŕœ�ǧ	ȥrϑǧϊ͠½͎̚ȏƔrƵQ回�ͪƵŕ乏œ	

Čſ�Υ�ƬǺĳƩãœ力Υ¨tʽ去� 

�ɫЅHǀ	ʰΜ�˹Ɣµ¸¨�ĴƔϳ仍k了ɫЅ	ſЬ΍ũė¸Ȧ失̚

戶Ú�ρ�	UϵÉĞę�˹̚戶Đ同ĴƔ�˹5了̚戶7Șƚʸœŧ͝	何Ƭ

ǺĳƩãɫЅ)ĞRƵżDͪòĴƔ�˹̚戶考ŏ民й	ũ¬ȼUρ�̠Äœŗ

˛��ǧſ�Υ̂œɫЅɲ΄	Uɧ�uŕœ#oʔ力Υ¨Šɛĵͪœ¨tʽ

去�¡ŃƔ©ϳɫЅ	̂ɱ©ϳœ¨^�Ǿ�Ľ�ƚʸ
Ġ�ͰǊэ
	©ϳƃ

)ſЬ列�	UÉ民й¨^�Ǿ	Ƴɱ©ϳHœ¨^�Ǿ�Ľ�̚戶
ůcU列

�� 

̂ǀ北Ƽ ĴƔδɠĳ位ǁǧ	cđ|Ė¬平Āĳœ�΄ΐĳʻɠ
ÄƝɉ

Ȧ位ǁœEƘ	《¡已ǚƬǺĳƩãǧ�Gioia et al., 2012	ĴƔŵŔɥȦ˚已˷

ɟųǧ	ƨû灰ŀʻɠ΄ΐĳ北ɫЅϞħʻɠĠɫЅ位ǁ¬Ǹ�Abdallah & 

Langley, 2014; Jarzabkowski et al., 2010; Sillence & Shaw, 2012; Sonenshein, 

2010	�Ľś子	�北k
΄ΐĳcU何�˹ϵÉĞę考ŏŘ�ǰˎŘĴƔ只ɝ

Řœ多х�Ozcan & Gurses, 2018		ʂ̥΄ΐĳĝ民йǰˎŘɁĞ̚ȏœ住ω	

何ɫЅ�˗¸位ǁǧĴƔ尤Ƚčǻȴ¸Ɲǧȇ：ˡÍ��北5
Í|ʻɠ΄ΐĳ

cUʡȝξɛϣĝĖ¬)�ȣ ĴÍǸœƼ ÍǸƥСŘœFƊ�Gioia et al., 

2012		�ħʸžœʻɠ΄ΐĳ�cUë位�˹¨ǒ北ɫЅ失µá¸Ȧœ͠ŕ

�Gioia et al., 2012		đWǌȇµ¸Κ列ČʡĒΥϛ̔΄ΐĳœƚȦĳ在Î� 

ʻɠ΄ΐĳ4ɳ�˹ȇµ~�ë位')�ǧĨœ�瓜Ĵʻɠ�Eric Eisenberg, 

1984		�˹c�ͪƵƼ˷ħºǧđ|	ČbƄ²µ&ƔΛ�Ɲ/打ƼƵ�³)

Ɣµ&ȇȠ/打��Claire Danielson, 2013		ĽɉȦ位ǁǧÍ|ʻɠ΄ΐĳ何5
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了失kƠ二：ȇΥϛ失ɁĞ˷œħº	Č�+ƃʀðſ�ŀ΍œ�瓜�Gioia et 

al., 2012		已ǚ¨：Ɲ͒΍œħº� 

3. �˹ǀ北ŵŔɥȦŘ¨Ɲ考ŏŘǧcÄ[œϛ位� 

(i) ċK��ɥȦ¨Ɲ考ŏŘ 

̂�˹̬Ìę¬ėW尤��ɥȦœ正ȩ	cϛ|�ɟųĬÀʻɠ
RȦ

��ɥȦ	ʡȝ΄�œͨКƿÆ考ŏ北EB�ƥÂɟųǧœÍ田�Barroso, 

Giarratana, Reis & Sorenson, 2016		�̬ċ
Æ另oʔ正ȩœ��ɥȦ

�Aaker, 1997		ϛ|ċ¤œ�ħºʻɠ
》Ȱ¸�ɟųĬÀʻɠ
	ħº

Č{ɟ[ȇЍʗɟų矛Šžœȩų'ŜŀųʲœȻž�Ğнŝʸž�ȵ˹U

<ȇ��Berger et al., 2007; Mazumdar et al., 1996		Č北�ŧ�ΌŘ˦乎[

cĖ¬上ʜĳœŹȅ� 

ǀ北ƬǺĳƩã	�˹�cUʂ̥本]ǰˎŘ北ĳȇͪòƹ乏œɋɛ	

本]ɑ��ɥȦŘĵͪʡĒãɰœТž	有®ĬΓĴƔŢK考ŏŘœ[ɞ� 

(ii) ċK��ɥȦŘ¨Ɲ考ŏŘ 

 ɼȷƵċK̚戶̞�œȝ另oʔ正ȩ��ɥȦœТžL̞ 	ț�已Ȧ

ͰǮδ	̂�˹̬Ìę¬ėW尤��ɥȦœ正ȩ	�˹�΂cU̠|ċ¤œ

�ħºʻɠ
》Ȱ¸�ɟųĬÀʻɠ
� 

(iii) ʡȝ΄ΐĳ 

 ț�ſ� tąɟųœħº	�˹cUÍ|ʻɠ΄ΐĳUȔʞĠȿ「k

Ơ北µ&œ͠ŕ失五Ͱ�Cappellaro, Compagni & Varra 2021		互ȾŌ͖ƊĴ

Ɣʡȝ΄ΐĳ》ÙК考ŏŘ˗��Ozcan & Gurses, 2018		Ã�ϛϵÉ̥ž

΄ΐb民йɟųĴųʲtąœħº� 
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ɦ�̆ �Ǎǫƨû 

tG各共��ǍǍǫ	_Ö�Mercedes Benz CLA�P&G Pampers & Luvs�

Gillette Good News�Dropbox�Vidyard�Honda�ASUS Eee PC	Uüɨ9œH§

ÓɞĽ�Ŝ	_ÖɥȦƱʧ失ǍǫСϹ¨Ɉ�Ǿʺ� 

��ɥȦ DownmarketǍǫ 

4.2.1 Mercedes Benz CLA 

 Mercedes BenzƝ�Ͽ oÁɛU<ȱ件˷œ¦布ż̋œį̗ž	各共��

ɥȦ Downmarketę*切Ćʫ�mÍ|ɟųĬÀȢɠĽ 2013Ƀ[�šʫО元Ć

CLAü�	�子Ɓu》ɻĎĆR˸ϳ�占�ȝ切Ćʫ�ĞęǑtųʲŕ�ž]

Ɗ	�Ƀ[	CLAʚĞęoʔ 公œСň	�kŶ�ÕBę)@¦布�	Č=ƒ

�Ψ公��ĕ¦5在ÎMercedes Benz˓介 BMW¨ƝΨ公力 œͣĆųʲ	Ʈ

¬ 75%œ CLAĆRUŮ÷仍̥Mercedes Benz�山³ĕ¦ƃ CLAΨ公ƅ一�

ƿ	�Ć五͕Ǽ�Ğę 公％ɶ	ɱÞǘ¨̯Ɣ �成œ Civic�Ǉ� CLAɱ̙

Ƿķǰ�Mercedesœ DNA	đ|�Ůлüɨ	ekWœ5̮Ɲ�¨�	ʰŊ何

ǰˎŘ存尤ęͣ之Ć	ɻĎǑ�đȼ�ȉxɣ͠Ɲ�½�二cU¨Ɲ CLAœĆ

R��ǧ�ƝMercedes÷¬ek本ɴΨȬɼ且	ɻ何Ǒ�ϳ仍ͣĆœή任͠Ɲ失

CLAĆR��ϳĆƿÆWǌǑtœʘ͂少�力ƃȝ各Șœ CLA�ȬͰ�失Ǒ�

ʚ£�œ C classȯtʫƥǛ) 	ɻ�七¨ǰˎŘ失ΨȬǒƀ œ΄ΐ少� 

CLAϼ山¨^ȠęɟųĬÀÕB也TÚ�ƾ{失¦布9œż̋	ÃƔț�

Logo	Ćʫ�各ï�ʰŊ何�存尤ęMercedes失ͣ之	ɻ�光Ʋɻ̋ĆRɱ̋

ɣэ少7ȁ�®kMercedesf¬三�ΨȬɼ且	CLAʰΜ�ųΠĴƔȬͰ二失

Ǒȝ切ĆʫƥǛƟ 	ɻƟ¶民йęȝ切ĆʫĆR尤�ɼ且̒少Ğęœʘ͂少� 
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CLAÂTfȠęȶɟųħº��šʫU<ÕB¦布�	ϑ山¨^BȒǰˎŘ

œ子Ɓ	ÃƔČ÷¬²公ęMercedes失ͣĆœɟųǵĳɽʽ	͞七[�ʫɱÞǘ

¨ȟMercedesœĆʫ�ek失Ї¬Ćʫ C classœǛɢ�) 	ʊȘ CLAͰǮɁ

Ş C class	七¨ǰˎŘ各共×Т�®k�ɼ且ħº� CLA�÷¬Ƞ[Κ列	đ

ȝ切ĆʫœǰˎŘœϳőцхĞę CLAƸǀэ少œ民й�U�ħºʻɠœl͡

)˧七¨ɟųĬÀƃгœlɈ	�七¨ΨȬɼ且U<ǰˎŘʰχœ΄ΐ少	ț�

B已 CLA失 C classœшǆ	：民йǑǰˎŘœųʲ行Ǹ� 

4.2.2 Vidyard 

Vidyardʎ�Ľ 2010¦	ś子U�˹另ƝRƵżD	ʡĒ民OȐ只�ʎÄ�

」Î�˦U<ƃh7ņʺ©ˎŁȥ�Ȓś VidyardRȦb�cȇͪƵWǌŁȥœ

�˹ȤȬɟų	�Ɲ尤ȶ��ȿ「� 200�U5	Vidyardf此ħ �˹ÄƝż

D	Ã¨Ǥʥɼ�ĽƔ˹ȥ˚已了š˄Eĸǚę*#�˹	˹好孔kœÿ 	

Vidyard�³已ɞÆ另oʔÂT¬： œ¨ŠȦ��)˧¡®	入г¬ėWŁȥ

qhʡЬȶ Vidyardœ^ȇ OEMęµąŁȥ	《¡Ŗ�ʖцϢΨqh Hubspot� 

�Ɲň孔ęÆ另oʔœ¨ŠȦȇ	VidyardΚ列Ϣ̠Hș	��ɥȦ

Downmarket	RȦʙ，�Ä加¼	ČʡĒ旨三œÉˎŁȥ	ÝɍɻĎÉˎœ|D

Iƃ˸ϳ仍VˎŁȥ��ǧ Vidyardë位̥bȵňĽđ|v΍ȏǠ失ʻɠ》Ú¨

�ľœH§	å�瓜ëƝ̞Ɲ΄ΐœ�ũǶɛ
�ek�Κ列 KPIƝMAU(ñJ

Ɯзđ|Ř)	U®ʡȝũǶɛ��ƈn付ęơȾ	民OŁȥͪò本]	《¡矛�

ϳőqh合͞民O�Vidyardʂ̥ʡĒŁȥ	ĝȼ 公ǰˎŘ犯全	��¦5失 2

日Ǎ三ºɁ耳	Ȩ失 30日了民O	¶1˓̥ 1200日|Dđ|� 

 VidyardǢǣoʔ¨ŠȦȇƃΚ列6dϢ̠H�ĠϣÍ�瓜	ČƼ˷ħºʡ

Ē 公ÉˎŁȥ	Í|ʻɠ΄ΐĳå�瓜ëƝ̞Ɲ΄ΐœ�ũǶɛ
	Ȗòǹv
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ʡĒ不кżœͰǊ	ɻ�何 Vidyard�ǀ北位ǁǧcUŏĝ5了œ�М	何Wǌ

ΥϛČʡĒƚȦĳ在Î�Ľk了�Í|)cŕ¸Ψ	ϣȼ̜Ơ�Ä加¼	本]-

水ŘU<đ|公� 

4.2.3 Gillette Good News 

 1974¦ŊȭĚХ�正ȩ BIC已ŀ�Ĺɏ§ĚХ�	Č�用ƙoʔϣȼƀ 

œ¨好�Gillette�ƝǖĲ BICΫĹɏ§ĚХ��ŧ`Ưoʔ	各共��ɥȦ

DownmarketĽ 1976Ƀ[µ&œĹɏ§ĚХ�ü� Gillette Good News	đ|失Ǒ

t΋ΨŶ̏ Trac IIɁŞœkŶU<ũǶВ�Oɴƶ	ČU{Ɯɭ̽)�ħºɟ

ų	ʡĒ）Ȳ œȩų¨^ÕBę˷œż̋	�在Î Gillettes�ƾ{œ*ŰƯ

ƙoʔ�1980	Ĺɏ§ĚХ�ÁL Gillette 27%œϢ©� 

 ˦ɨ� Gillette�¸ΨĚХ�ǧ二˸ˋòƩã少U<ù"ǯ˼	³W�¸Ψ

Good NewsǧU“�΂Ȗò力 	fƔ{Ɯɭ̽)�”ÄƝǛɢħº	何ǰˎŘ)

˸少Ğę Gillettebȧ7ɟųœˏΝ�ek Gilletteǵ��Ĺɏ§ĚХ�ō|ǵ¬

œВ�OU<ʢåɴƶ	何ǰˎŘȇц˸ęɁŞœǰˎцхU< Gilletteœǵ

·�U�ȽɟųĬÀǧœɟųɴƶęħºʻɠœ̠|¨^在Î Gilletteċ¤`Ư

oʔ	Č耳<ę：�Ǒt÷¬ĚХ�ȻǴͪòœǰˎŘ	��ƝĹɏ§ĚХ�Ͱ

Ǯ̞ƝŨĨ	Gillette¨^ȶǚųÇÛęuŕÃǰˎȇ�ƥ北ǟœ*ŰƯƙoʔ� 

��ɥȦ�Downmarket	ɧ�ǺЖ§ʎ˷�Disruptive Innovation	Ǎǫ 

4.2.4 Honda 

Honda��δƃU͞七ư|œ布ŶξĆ͘�	RƵȤȬ不��ȴ˞œ二o	

ɻĎŷoɭ̽Ľ|布ŶξĆ主ȓɸő	HondaƝɻĎŷoɴƶ#ŶƤ̫œBϜ�

1959¦̂ǧ Honda�h#ŶξĆȬͰƮ$250Ư3	³Ư͞ξĆ《¡Ŵ令	ͰǮ

Ɲ$1000-$1500Ư3	ĽƔ Honda尤Í|ˮͰœ��¨t��ɥȦ Upmarketę：
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ȝ另œ`Ưoʔ已ǚ�²公ęƯȭœЕǉɭ̽ƝŠʃ6且	�®цς�Ȝ�Ġ一

žƝ回�²公	ĽƔ HondaǵËɴƶ�ɧ�`Ưǰˎɭ̽œξĆ�山³oʔ=ϛ

Êɓ	�Ɲ`Ư月Ψȩ�)Ф孔月Ψ)Ėŕ�žœųʲ	³Q HondaœξĆ�Š

ʃ�¬ͅŋœǄϒ	�]� Honda÷¬>�¸Ψ月ˎ	Ψ公̾ɓ� 

Ī̠œƔ	Honda˹ȥ̌�|》元˹ȥœ布ŶξĆÕBę介人ξĆɌ̋œ�

�	�Ɲ布ŶξĆƀΥ��$ģ�Еǉ�ĽƔɻĎ˹ȥς心�巧Ł Hondaw6d

ļɏ ŶξĆoʔ	��ɥȦ Downmarket次Ɲ已ǚ̞ƝÆ另œ介人ξĆoʔ�

�ǧ�Ɲ年Ɣ÷¬ξĆ月ΨȩФ孔月Ψ	Wǌ�，ę̠Ȧ|ųīȠƝɼ且��Ɲ

+Ů布ŶξĆœ¨^	Honda�ς心Ωɴµ&œ月Ψ͕ʾ	ČQ)Ѐ͒˗ξĆœ

ɴƶ失͞七�1970+ƃ	t}�Ƽ˷ÇÛ��ɥȦ Upmarket。�ȝ切ξĆo

ʔ	Ƀ[Ȝ�：ȻœξĆ	Ľ 1975¦ɟ公乎ę 500日h� 

力ś Honda�Ɲ͞七 ŶξĆœãɰ)Ȁ由	]�)�̓`Ư˦ɨ月Ψȩœ

ϣÍ�》µȝ切Ćʫ	�®ɵȬʰ�ǯœξĆĴƔ#ŶξĆȶ及ǖǪCкżÞ

什	�³lɈ�³+ƃ Hondaœ¨^�ĽÍ|布ŶξĆ˚已˷oʔ	介人ϲĆo

ʔ	ČU®̚戶已ǚŨÍœ月Ψ͕ʾ失Ɗг͒˗ãɰ	力ƃ位ƝƬǺĳƩã��

已ǚȝ切ξĆoʔ�̥ʸ*Í|)cŕ¸Ψ失已ɞ光�œƶ工	)̬ɴʽŃœ˚

已˷oʔ	Č7、。�̚戶�ſ�Æ¨t公ɟξĆÃƔ�ǧцˍżDÞ什œɟų

ħº	UÍƃг�­��已ǚ�Honda¨^�Í| œħºʻɠǼЛÆ另oʔ	

̠|ǺЖ§ʎ˷��ƬǺ	ʟʢ ŶξĆœãɰ	U公ɟξĆœħºz7oʔ� 

4.2.5 ASUS Eee PC 

 2005¦Ưȭ刀Ƥɝ%βȚ已Ŝ OLPC�One Laptop Per Child	ƶ工	�œĽ

U˚已°3Ưşœ̫比ƿÆ�ȭ˛œ犯º毛Ǜ	ë中˷σȭǗœ̚ȏɇþ	Ʃã

 正入г]�ƶ工	_Ö Google�AMD�Intelʺ�Intelț�µą˚已[ OLPC 
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XO	�失 ASUS��˚已[ Eee PC	Ĭг OLPCÆͰœɝı	此ħ'˚已ȭǗ

œŤ@¦�ȳ!U<ŠŘ˚已[ÆͰ�布Ϯ�HŨ�͕�͒目kэœÆͰ̫比	

U�Easy to Learn�Easy to Play�Easy to Work
ƝRƵˋò�̂ǧ Eee PC˴Ș 7

�œ印̻	力# 2GBœϗ£ǘ公U< LinuxÄ˹üɨ	U 239ƯşœͰǮΖϝ�

̂ǧØͰ� 600ƯşU�œ¨由才ȍŶ̫比oʔ�ʶʶĕǍJ�ɜΨȬ 35日

h�Eee PCœ¨^+ƃ�ȸ必�ɜ（�布ƤŶ#才̫œ考ŏ�ńμŚ	2009	� 

Rƚ才ȍŶ̫比�̂ǧ'Ɣ¨由oʔ	�正ȩ)ЀȖòǤȇ失ɲǮʡ:	U

Ǜɢ9ÕBǰˎŘ�ÃƔ�犯ǰˎŘ˧ͪGǨɯɝ�͕ǃ收дU<ɼȏʺȯt^

ȇ	Rƚ才ȍŶ̫比ĳȇ̥žĒ不	]�̂ǧ介布nœ̫比ͰǮ介Ŀˏ�Eee PC

U)�œɟųħº8�ÆͰ才ȍŶ̫比oʔ	此ħźʹ�ȳ!ʺʡĒ�）Ȳ 


œɟų	U下|œ^ȇ�布nœ #失Ƽ公	Rs 自ȸĠŨĨœͰǮÕBo

ʔ	Ɵ¶ƔRƚoʔ	Č˚已ɦ�h̫比œoʔ�̥bRƚ正ȩ)͠ƝǰˎŘ˸

ϳ仍ЇɲǮœ才̫	]�ǖĲŧ͝Ǒɟų矛	³)Ф孔。�ÆͰ才̫	七ʚ�

ASUS¨^œ�ξ�ASUS¨�Ú�ρ�œ出分	ČUđ|Řцх[已	在Îų

ʲÇÛ�ɜ� 

2008¦�Ǘ正ȩ_ÖRƚ 正Ʀęȩξ	Żp˗�布ƤŶ#才̫oʔ	

ASUS�)Ѐ˚已˷ɲǮĴʫ§�ϛŹȅ	_Ö] 印̻U<đ|Windowsü

ɨ	ČΥǧ]ȻǤȇ�ASUSRƵUȖòǛɢ9�ϛÆ˗�ͨКœ布ƤŶ才̫o

ʔ�ϼ�Ɲ�Á回反	Ψ公ś子ÿ 	ÃƔ布Ƥ才̫˗�ͨКÆ	oʔ˗��΋

9	ƃ子˗�Ř)Ѐz7oʔ� 

2008¦ş危ǲͳ	Eee PCŨĨœͰǮ¨^在Î ASUS¨^ĸǚųʲ�Ãʧ

ǯà一=母	ÆͰ布ƤŶ#才̫ͪòǰl	ASUS�Ɲǝ£̥ȝЦƼ民йȑȥ	
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ǀϬ安˶�ASUSf ˗¸ɟų͒旨9	Č�ȝ另oʔɥȦ	ϑ˄ iPadœ[ɞЦ

Ƽsϝ布ƤŶ#才̫œoʔ	ASUSĽ 2012Ȟɟ 10�U�#才̫� 

��ɥȦ UpmarketǍǫ 

4.2.6 P&G Pampers & Luvs 

 P&G� 1960¦XɃ[ Pampers	¨^何ǰˎŘɭ̽đ|Ĺɏ§Üp	Č¨

Ɲoa˓̥ 75�œ必光ųʲ�1976 P&Gƨ已[�ʫóͅÞŒkэ³QÕN�：

ȻœÜp	ÃƔͪƵ。̚：��Ϣ̠¨t	¾ƶͪƵʡȝ 20%œȬͰU͖ƊMÍ

ɛ��Ɲɴ尤ǑtœǰˎŘ)˸ƥ北^ȇʡ:œɟųV[ГkœͰǮ	U< P&G

�ŔU》二ɭ̽ƝñǍ͎Уɴ̈˷œųʲ	P&Gõħ��ɥȦ UpmarketɃ[ȝ

另ųʲ Luvs	Č子Ɓ有®ÕBę˷|D� 

 ɞ包失尤̯*ƥ=	�犯ǰˎŘ�đ|̥ƃФ孔Ɲȸ》： HŨœȩųV[

：�	AėƔóͅŶÜpœɴƶ	LuvsČuȸ》˷œżD	³Ɣz7Ǒtœż

D�1978oʔ�œ考ŏŘ Kimberly-ClarkɃ[RsóͅŶU<àϽ^ȇœÜp

Huggies	oÁɛ乎ę 30%	7Ë˓̥ P&G占�ĕǍųʲœoÁ� 

 P&G力 œl͡ƔŔɁ7ņǰˎŘ)˸Ɲ�^ȇ:ȁʡ:ФVͰǮU<Æ¾

ǰˎŘ北ĽŨÍĳœͪò	�³向å民й{ƜHŨĳœĬгĳʎ˷ɴƶ̂¨˷ų

ʲɟųħº�̂ǧ P&GąƝ必光ųʲ	ϛbΚƗ失7ņ民йϳ仍Ĺɏ§Üpœ

Ǒ��ekϼ山 P&Ĝǧf¬ĕǍÜpųʲ	ÃƔɻ΂三ȀUȝÆȧ7œħº

ʻɠ�光Ʋƃгœµáшǆ�Ƚɞ1э̹	óͅŶœɴƶ民йęˁΥž失ˍ�

ĳ	Čȸ》： œŨÍĳ	ʚ¡�Ĺɏ§Üp	�®)ϛ̔U®ÄɟųǛɢ9œ

ħº� 
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4.2.7 Dropbox 

 DropboxƔ�Ǘ˟另ϗ£Łȥ6d	Ľ 2007¦ʎ�	力śʂ̥ÉˎʡĒ|D

2GBœϗ£ŗ˛	U<¨^式立ł;đ|ÐcϣȼГkϗ£ŗ˛œ�方§¸Ψ	

5¦5|D犯乎ę 1ͯ�ϼ山|D犯�:	Dropbox年ƔƊг安˶	Dropbox˚Ħ

孔МęǹvœϣÍ》戶�Ľ�˹�2013¦ Dropboxȶ�˹ɝıΚ列Ɲ“Ɲ IT了š

ʡĒWǌĵͪƵœ%Ė》灰ŀđ| Dropboxœ�ɝĳ”	Ýɍ有~ʡĒ%ʸǜ：

 œđ|цх	~�ę�巧Ł�˹đ| Dropbox��ɥȦ UpmarketœVˎ�˹

Ő^ȇ�Dropbox�ǵËș北�˹北Ľ˟另ϗ£ŗ˛œ͈ͼȠ[ą�х灰Ġ�主

­犯ƽ「ʺ¥�ĳœΚ列	Čς心ŏĝȭͩ˛¥�ĳ͠灰�ƃг孔Мę˟另ϗ£

考ŏ劣Ǵ	Dropbox�)Ѐʡ:ė2ǀœ只ɝU<̜qhŁȥ列�^ȇ	何ė)

fƔ�͎Łȥ	：̯ſ��Ǎ{̼üɨ�2018�oǧ	oǊ 100ͯƯ3� 

 Dropbox¨^�̠|�͎ʻɠ	ȒśW�̓ęėŁȥœͰǊ͕ʾ》µĽđ|

œ犯公	ʂ̥�方§¸Ψĸǚđ|�犯��*子Ƽ˷Κ列�˹ɝıǧ	Č÷¬Ŕ

ɁŜŀ此ħ�˹	³Ɣʻɠĳ΄ΐ�Ŝ�ʡĒ IT了šĵͪƵœ�ɝĳ%Ė	ɻ

cU�ǧ̓ЮƝŁȥǒ%ĴƔ�˹	何ǒ%：΅孔ɃЊµ&œ6dđ|��ǧ

Dropbox�ɟųĬÀ¶�˹Őtǧ	�ș北�˹Ŝŀœ¥�͈ͼ	Ƞ[¥�͠灰

œ:ȁ�力ɬWȶµ&ħº�列�ĳœ{̼üɨ	��ǍŁȥqh˛ƫșB矛	

何µ&ϵÉɱ： œ˟另ϗ£�˹ㄉö� 

#ʽŵŔɥȦœǑ�� 

1. ���DropboxƝÝɍ�ȝ另oʔȖò：ȝœÍ田�P&GƝãɰʡ:	ĬÀ

ɟų矛Šž�HondaǑ�ƔÝɍĸǚȝ另œ`Ưoʔ	ÃʽŃΫ布ŶξĆs

�介人ϲĆoʔ	�U®ÄƝȯ早��ƬǺ� 

2. ���CLAƝϿ oa失ȱ件˷œĞɣ� VidyardƝ�˹列цɥȦ	ë位�
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˹�瓜¨oa	ČȖòΈ�œϢ©¨Š�GilletteůƔŢ先ėW正ȩʂ̥Æ切

ɟų˗�oʔ	RȦ��ɥȦ�ASUSůƔUɟųħº[�˷œoʔͪò� 

#ʽǍǫœ¨ɈСϹ�Ǿ� 

¨^� 

1. ͒支œħºʻɠ	《¡ Gillette Good NewsȶĹɏ§ĚХ�ħº�)�{Ɯ

ɭ̽�Hondaȶµ&ħºƝÆ¨t公ɟξĆ�ASUSħº�ŨĨ 自ȸ� 

2. v΍œħºʻɠ	《¡ GilletteU{Ɯɭ̰̽7ż̋	³)ƔUɟųȝÆ回

�ȧ7żD�ASUS'Ú�)�œđ|ͪò˚ĸɦ�h̫比oʔ� 

3. ɟųĬÀǧ	ũ¬ųʲǵ·	何ǰˎŘ：ȇ存尤ęųʲ�《¡ Gillette Good 

Newsũ¬В�Oɴƶ	何ǰˎŘ少Ğę GilletteœƩã	ČQ)˸�ƝƔĹ

ɏ§ĚХ�	³少Ğę�ʺ少�=《ůƔ CLAë位ƝŮлüɨ	何ǰˎŘ

͠ƝlbMercedesœ DNA	ČQ˸�]Й͈ĆΣœ再ȿĳ� 

4. ε¬Š平ʻɠĳœ˼ı	ÇÛ切Ƙĳ�瓜	�ǧ，[ǹvœϣÍ�瓜失H

§	ČΥǧΚ列�˹˼ı�H�失 KPI�《¡ Dropbox次ƝƼ互 B2BĽƔ：

]Ƽ互¥�ĳ͈ͼ	VidyardƝ�：�ϣȼ：�đ|公U<犯全	RȦʡĒ

ÉˎŁȥ不�Ä加¼�tG͠Ɲɻ失ʻɠ΄ΐĳ失已ɞ光�œ˼ıɁŞ	Υ

ǧœë位)�ǧĨœ�瓜Ĵʻɠ	ČƷħ切Ƙĳ�瓜� 

5. U)cŕ¸Ψ˚已uŕoʔ	《¡ Honda已ɞ˷œǰˎ̋-介人ϲĆ	Ġ˷

œɼ且ȩ-̠Ȧ|ų月Ψȩ�VidyardRȦʡĒ)�Q̜Ơœɺцqhµ&œ

Łȥ	乎ę：�đ|公	ČȖòũǶɛ� 

lɈ� 

1. 向͡œħºʻɠ	《¡ P&Gȶ民йǰˎŘŨÍœ^ȇʡ:̂ÄǛɢ9	七

¨ʰŊ乎ę˚已ƾ{ż̋œ�瓜� 
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2. )ɝ̓ͰǊ͕ʾ	《¡Mercedes失ȝ切ξĆœɼ且ȩ	WǌœͰǊ͕ʾ*ϣ

Í�》µȝ切oʔ	Ƴđ|��ΨȬɼ且	Æ切Ćʫ˸民йęRƵǰˎŘÞ

什�HondaǍǫ*ɼ且ȩœͰǊ͕ʾ�》µĽȝ切Ćʫ�ASUSǍǫ*UȖ

òǛɢ9�ϛÆ˗�ͨКœͰǊ͕ʾ	光ƲʰŊåʢ�˗回反� 

3. Ğoʔ月ϡŉȦ失ǰˎŘɭ̽ë位³ㄉö	《¡ ASUS Eee PCĞęş危ǲͳ

民й³¨^	Ãϑƃϛʧǯ=母布Ƥ才̫ͪò�ƿ	]�ǝ£̥ȝ³安˶� 

4. ̥ŠœɟųĬÀ光Ʋɟųшǆ	《¡ CLA & C class	Pampers & LuvsĕŘƢ

�Ɲħº)ɔ士	đȼɟųĬÀʻɠ̥Š	力ɬ光Ʋɟųшǆ� 

�˹ĞęͰǊ͕ʾœÕBĴƔtąɟųĬÀœʻɠ�ĴƔ已ǚƬǺĳƩã³

Ƞ[ŵŔɥȦœõħ�ʰΜƔ��ĴƔ��	B2BĴ B2C	cUэ̹ę�˹�

ȠɥȦǧ北Ľµą二Ɣ心Ėȸ》Ǆϒœõħ	ÃȝǄϒ�北ϛęȝ上他�Ƚ 

Ϥ刊月ϡȾŌ�ɟ˹考ŏŶ̼ęǰˎɭ̽	�˹二化Ȃ�õʻœ²公	³+ƃ

œɟųħº�ħͰ�ɼ且�œ各共��˹¨ŠœÇÛʻɠ�ϣÍ�瓜U< KPI

œƶ史H§�二民й�ɟųœ¨Ɉ� 

ek月ɝ��ɉȦ位ǁœ�ǧ	r化ɴŊ，ę母ĳ失͒΍œqφ成	�ǀQ

)ɴƽœƄ²ɫЅœu》	U®êЛ¨^œξ˸�          
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Ð 2_�Œİ DownmarketBņćęǤō 

ćę ćęúŮ�ȋÉ î}Œİ�h}Œİ ŻÄ Key Success Factors & Key Failure Factors 

Mercedes 

Benz 

CLA 
Bņ 

Mercedes Benz

。ćƟ¬ǆ Ú

ų�À 2013l

Ņ7
ÒŰËǆ

ſ  CLA�

[�CLAeŶ

ů!ǞƉ=Ș�

ǭ� Benzȍƭ

«Ť�ȋÉƵ-

BMW� 

Mercedes Benzî


ǹ�E;ŋ�4&ŭ

pĹǟȑà·ƥá�

ůŚ6ĆŁlǈŬǶ



ÒŰ��tlǶ


ĬƌŰ�ǩǣ_�

Œİ� 

Downmarket  

B2C 
ŏÚ³z�] 

CLAeƮlË」ƄÏ

ƀ0Ē­ã�Ë#

Ǒ�」ƄÏĽC�Č

î“Fake Mercedes”»

。“nice Civic”�©l

ä CLAËǞƉ�æŞ

�ā�?A CLAš#

Ǟĵ�ËŹŐ�*ħ

Ĭƌ Ű」ƄÏË�

đ� 

KSF 

• qĕ�OŏÚµ�Ȍ&ƖË」ƄƠ 

KFF 
• CLAeOĖ�ËǩǣűÇȗ」ƄÏǲƓ­ǆſ 

ex.�¥OSă!Ʊ�¥OÙȒ�ŕȗ�ǄîB<

MercedesË DNA� 

• CLA¢�qǁYÙieË C�[Į7(�ËıƮ�

ÙÏËĬǩĩŰǁäÏǌĚòĎ��� 

• eǞĵŝƨ��qĮ7ıƮ�*ħĬƌ Ű」ƄÏ
ËūƷƒā�� 

  



doi:10.6342/NTU202201285

 47 

Ð 3_�Œİ Downmarketn9ćęǤō 

ćę ćęúŮ�ȋÉ î}Œİ�h}Œİ ŻÄ Key Success Factors & Key Failure Factors 

Vidyard 
n9 

ťUÀ 2010

l�ŭ¦Ǐ2ĥ

ƻ�ť��°�

�Ǝ4&ä@#

ÅŸoƄÃį�

pů4XƘî3

üà,�2019

">ǚǤ.Ī�

3İŭ¦�ƄÃ

į� 

ŵŎEũq�fnÑ

İ��u�ƺEũq

�fǔeà,�ī


ŭ¦š#�ƄËÃ

į��Ľ��v�Ã

į OEM­«6ƾƨ

G@ ex. ÍVŪȕǰ

ǞG@ Hubspot� 

Downmarket  

B2B→B2C&B 
ŏÚ/XƘ³z�] 

，DƧ� Covid-19ð

ł�eƖýŴŇİ�

l! Vidyardǁ 2ƞ

ćŧzŃȌ�＆ǁ 30

ƞšǏ2�w�Ƈƭ

1200ƞO,¥O�]

ė�ǺǍ8a�Ƴ

|�ůŚģǠëO,

¥O5Ƅ9ģ� 

 

KSF 
• ēĔEũnÑİ��ǚǤ">ǰƫ._²Ǳ�.m� 

• Ɗ¿v�ËÃį�4Ɗ¿mG@Ëƙ¸²ŵŎǠ_Ë
ýŴ�]ėĸy�=ÌyǞ�Ǳŀa�Ƴ|�Ǎ8�

ƢÏ� 

• ǚǤMAU(�/íȏ¥OÏ)î KPI�¢ŭĬØĞŋ� 

�ȓƭ<ļÆÀ¥OKǖĤĐǁŹŐ¨�nVÁË.

m��Tǒ�îƩîǓǗË�ØĞŋ��Ĩ�ğKŭ¦

ŽȑàËǌą� 

Gillette 

Good 

News 
n9 

1974Çĳ BIC

ŵÂË�rº®

ȉ��Ċ¹6Ǜ

¨øĶEũ�

GilletteǇƽÀ

1976lŅ7v

�Ë�rº®ȉ

� Good News� 

¥OǁĈŏÚò�Ë

AȘǃ��q�ÀƎ

ŕyǞõ�²��「

ƙ�4NíŘƶ�]

îƁ��ı#Eũ� 

Downmarket  

B2C 

ŏÚ³z�] 

ī
Ǣ{ BicM#ø

ĶEũ��bî�r

º®ȉ�Ʃ�ƐËǌ

Ěǭ� Gillette¾čJ

ÌEũ-½	øê� 

1980�rº®ȉ��

0 Gillette27%ËǞĵ

ȃ� 

KSF 

• �4ı�Ĭ�ƺîÚųƁ��ìƴ」ƄÏ�4NíŘ
ƶı#Eũ� 

• ǁ Bicŧ�2śý�]�eśý�ÈO GilletteȂ�

2Ëśý�ȗ」ƄÏƒ±­ GilletteËĝx� 

• 4�ĺgËĳÚƈ
ƖEũ 
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Ð 4ŔaĠȅmťƖ_�Œİ DownmarketćęǤō 

ćę ćęúŮ�ȋÉ î}Œİ�h}Œİ ŻÄ Key Success Factors & Key Failure Factors 

Honda 

n9 

Hondae�ǡä

4ǃşùOËǈ

Üǥ ǀ`�

1959l�6ŉÙ

¶�ĬƺËøĶ

Eũ���Üǥ

 Bņ�'u。

Q�Üǥ ŵŎ

Ɔţǥ Eũ� 

Ɯė Honda�@�Üǥ

 ĵǌ÷$250ø �

øĶǥ �§hÛƯ�

ǌĚî$1000-$1500ø

 �HondaƓü�O�

Ŧ�nIƕ�:øĬƺ

Eũ�śƓøĶ"ƨ�

ǝaǈÜǥ ��¤ƛ

øĶ"ƨǊ�Hş�Ü

ǥ  ��Bņ� 

UpmarketàDownmarket
ĠȅmťƖ 

B2C 

ŏÚ³z�] 

HondaË�Üǥ ī


×´ƵøĶǥ ň

�q«6�*��Ɵ

Ǟĳ�Ţ�ȈƑǞĵ

ĀNÚų� 

HondaË�Üǥ ±

­Ɔţǵ ňƠËÆ

Ƒ�¢ŠƭƫİŏÚ

ƟǞĳǞĵ��ä�

ǺŵčƟǞƾż�n

9Ëķǻ�ǭ�IP

�äƊŵ�Üǥ E

ũ�1975llŏŋĬ

Ƭ 500ƞ@ 

�Üǥ  KFF 

• 4Ǫǅ.mƈ
Eũ�ƤƲǿQƎŕƟǞĳǞĵ�
�¢�
ƣ«ǌąƾż�6ĆËǱ�¨vÀĬƌE

ũ�Ŝĵ�ª`「Ë »。�Ü ĠȅĘ+à,�

Ƃ� 

Honda KSF 
• 4�=ÌyǞ<ƊŵEũ�n9ŵńƆţǵ ňƠ
ǁ¥OƫİOÚƟǞĳ�îŝƨ� 

• �qĽ¼qƦƚ�
Àôŵ�Üǥ �ƜƆţǥ 
EũǨħė�=4ǚǤƊŵƦƚ� 

• �OŵŎǠ_ËýŴ4öĠºËƆţǥ âU�n
IƉŏǥ Ë³z�¢4sȀ¶Ĭƌ� 

• 4�nIƉŏî³z�OȕƃËŏÚǁ×�ËƟǞ
ƾż�*à,� 
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ASUS 

Eee PC 
n9 

ƭ<3ëǎĳ�

Ǆî」ƄÏƗǶ

ƅǾřĚËź

ư�8�Ċ¹Ö

ǂĈŏÚǘ�u

�ȈƑ�
�ǌ

źư� 

ASUSÀ 2007l

ŵF�ŰĵǌƏ

Ǌ 239ø Ë�

ǌźư Eee PC�

Ǚǯ
3ëE

ũ� 

ȁ³�ƊŵĶċËÓ)

l�Ļ�4&ÑÏ�4

�Easy to Learn�Easy 

to Play�Easy to 

Work�î3üƁ�� 

Eee PCŭ¦��ĺ

g�ËŏÚ�4ŨOË

9ģ�ǈDË��ǁþ

Ɖ²×´ËǌĚ�*E

ũ�ïw。3ëEũ�

¢Ɗŵœ�@ươËE

ũ� 

DownmarketĠȅmť

Ɩ 

B2C 
ŏÚ³z�] 
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