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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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& MK EERAERRA AL BARRGBILAN  TARBIFFHINER
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AR AT LA R AR AT RS B P R fTREF R - Fy ey
BhZ A AT B E - —REEWNRIMRFEL R BN MATH > Knox (2004) #%

"RAL WA RAR R A F A TR o R A RS AR R LN 5] KR A

S
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2. HREFEHMEMNL R
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WHY NOT BUY
SOMEONE ELSE?

DIFFERENTIATORS

This is the one attribute which
differentiates the brand from the other

firms.

VALUE ADDERS - CUSTOMER BENEFITS

WHY BUY
ME?

These are benefits that your clients appreciate and which not everyone in the

industry offers.
These would be the answer 1o the “Why buy me?" question.

TABLE STAKES

Derived from a gambling term, it means the basic offering/customer benefits
required to play in that industry.

WHOAM 1?7

SATISFICERS
Elements which are indispensable and without which you cannot attract clients.

2 Brand House

B R R ¢ Paul Writer

FOURTYPES OF MARKETING WARFARE

The Strategic Square

DEFENSIVE WARFARE

STRATEGY FOR MARKET LEADERS

« Cannibalize themselves with new
ideas

« Block competitive moves

~

OFFENSIVE WARFARE
STRATEGY FOR NO 2 ORNO 3

= Avoiding the strengths of a
leader’s position

« Attacking the leader's weakness

FLANKING WARFARE

STRATEGY FOR NEW PLAYERS

+ Move into an uncontested
area

+ Create the element of surprise

GUERILLA WARFARE

STRATEGY FOR SMALL PLAYERS

+ Find a market small enough to
defend

« Bepreparedtoexitata
moment’s notice

3 The Strategic Square

& # RR ¢ Power of Simplicity by Jack Trout

15
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o8 AR
2.2.1 & sh3e4 ke (Product Proliferation )
B b3 Rk — A FE AT R F IR R A bR OME & b R R e 3
/MR A - 3564 R e (Mainkar, Lubatkin & Schulze, 2006) ° &4 & & 49
B RAMESEL > FREARBHAGHELSHRIYHEHXFTREST HEA

Lo TA AW R IFBRF R R 0 RABA 2 ¥ ¥ oA bR R R 4

Xr

#FATE LeyTHEH (Connor, 1981)  ##de Kellogg, General Foods, General
Mills, and Quaker Oats 477 77 2| 1972 i h K Z 69 ¥ & o > A F LT8R >
feb, BBtk 5 # € 5 & B & (Federal Trade Commission ) #2¥f °

B 4 F H K e (Michel & Salha, 2005; Riley, Pina & Bravo,
2013) » KPaEAR B E SR A EAM  BFRMBE ARG ER S T HEAP R ZM
HARAS B L a8 DA LB E R T HEE o £ S IR E S
B REHY -

& sb34¥ (Product Proliferation) #1shi#4E4 (Brand Extension) R [F] » 3k h#
WEAh F R R AR 2 (Category Extension) * EE A H LMY L FE R 74
REVRA G & &b > R bR AL 1P B 5 AR IR G & &b > 4w Starbucks 1 H A E
Bk RE B LR e Ao G SRR R AP B AR A 5 0 WA B o E A Jh
R SE AP BF ] 3 38R A kot LR R B R TR IRAT & A A 12 B BF B4 JE R i 4
FA0E BB R R B H N SRR 40

16 F & ShIEp RegBE > % & ShuY su kg 48 B (Brand Relevance in Category )

EREH EEH RN R EMPBE LM S 0 (22 E By B4

ek
:m

A B AR
BlMEar L & b4y 48 23 A A8 B ( Yanhui Zhao & Yufei Zhang et al., 2020) ° Z &
B eu MM RA T HEE LRGN > RN ERRE  Hlhe > BB T RARE
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A By o on REAR BME 5 & ST AR 4K R A AR Sh R AR B 0 4B R B AR T 84 4 A AKE
WHBEEBERKR - hEAAME SN B EE T A T2 - SRR - Kb
MEPE s ZReH/EME (Dattaetal,2017) ° FHHeMEER A H & # B fo el B gy
X Zak (Kaplanetal, 1974) > £ E QLB A SRR > 7§ &E48EKHE
BN LT TORE - THEMETEOES  NEEFFHI - HE
F B b BEE B F R A 0 AR LR A R RARTE T LB B R R R A o OH BT A
TESAEGTHBENE B ASIE AEFRE > BATLEHLNER LT AALE
BABAD F ) 0 4o > JBK ~ A (Dattactal, 2017) » EEFGMEERMEK -
222 & ShIEAY Rkt JE A

EMGEARERLESRTAORE  CEHESETRORARTREIRTE
By 6438 0 BB F 8 E SR BT — 8 F 3 (Brander & Eaton,
1984) > BELEMAQRBARBEE RS NEERFRE > BBAETHETH
EHRBHEGE ST » IR SR [E5 3 (FAKH 5 5 F 5] AABUE 5 B 69 F17H
( Barroso, Giarratana, Reis & Sorenson, 2016) ° B ¥ AfZi B 1 R:E LT AA
MM RE > KRB E DA TR T T 35560 & ob R 548 3 KT R E R
A& E o A K E#ey 15 B (Eaton & Lipsey, 1980) ©

GEBIENRBIHRENSHICEREEH  BEAR - ARG REL
RN B H BT LR S E 694k % (Bergeretal,2007) » —EEAH SRR E
SR ERAT SAENRE ~ SRR E - FEURAEH (Berger et al., 2007;
Mazumdar et al., 2005) * & Sb&k &) R T AR5 8 & H 0L B A BME - RS
LR % 0 ) B IRKON B o9 R 4o 8% H AR (Ataman et al., 2010; Slotegraaf &

Pauwels, 2008) » A BF# s & b Ae R BB ERIIHELEE -
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REFTRETE A b A SR M > & ShIEb Re& T LA o L & & H b
MR o EMBELIEES  MEERARS AN EREMRET A
b ®) g4 & (Yanhui Zhao & Yufei Zhang et al., 2020) - E b4t ¥R F B 14
by & 56 5T I E S IE A B R R R E Y SRk o
223 & ShIEAP Rkl bR 2

R higa)EaREMAS  AEELRT  RFFENBEORIELR
AR (Pizzai & Wijnberg, 2019) » FI#f b E HEMHE R S AT RHMHAER TR
BEHAMSHE > TR — A FIMFRIBER (Zhou & Wan, 2017) > £ H M
B E R TUBMAE LS AL HEH TR R GH R A& B -

AIRTERE  BRYESRELTH ARERWEA R - DX BEEREH
B e b e 4% 8t (Hannan et al., 2003) B B & 528 44 SR us 4 5L 4% & 04
WE MM E & I 938 o T % (Yanhui Zhao & Yufei Zhang et al., 2020) ©
HEMLETRE I ESE S 9B (Mocker & Ross, 2017) » HEH K @
HiEERLEH L LR GEE -

Mocker & Ross 433/ ¥ R E— kB R S AR L HHM > R TUAFE

S

PR A MERRFS R A S AR H BhER B AR R AR 0 f5]4w USAA &9 Auto
Circle IRt Z P B & ~ BEAAIRRE) —EFEIRFS - BAMBRB TR EERLER
BEKRMTHRAEPEANUIAN EXERNTERARBEIRFELT L6

AL R FEEHKE -
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F=8 BORXAIHM
2.3.1 #3E KX A|# (Disruptive Innovation )

EHFRAFF  CELAHETHELEARSS - 3R XA # 4 & Clayton
Christensen 7 1997 (£ #7 a9 #) (Innovator’s Dilemma) —Z#H o f£ £ ¥ /%
BT A OERBREPHERL  HARE > LA AL EERGRETREKR
AEBRE > A E— B MIEF QO EIL SRR D EHERL AT TR T B XA
Mooy URAMA ) kG MAE S FRREAAT A WIRAH AR XA
iy b £ F H AR -

IR — AR ERAHIRE RGN SRNBRALETE A%

( Christensen, Raynor & McDonald, 2015) © A1#7 R & B A 3E > BUER B R B R
B E T I R 0 BT R AHRAE EEREZFEE P MR E GAHE
& o R4 T RAEF ) 6 E S RFF AT 3 (Christensen, 1997) ° Christensen
W % 1% U R 09 A RAS B A AR TS 2T 2 M 8) T 3 3L R B 5] 4w iPhone 14 45 &9
AR AR B LR R A B A T4 0 M & DOBORE AT B A
EHEHNERAEHITER

Clayton Christensen &~ #ABIE E & > A& T2 G A, & T R
MR 0 RRA R 0 Bl tbR A Uber 378 & — AR X A1 # » #uy 3L 2
BEIE KRR BAMAIE A ST B P BB ARA HHR2ELFIE4 > Uber
O T Lyl o AE BB S YRF R T & LB R RBMEF - RAUEBRR
w8 A R IE SR M AT

$4h Clayton Christensen £t 7 T 2£ &g FH4 | 1 T R fH4L | &9 £
B BB B o TARABAELCE T EETRBTOEERBOFEIRE > %

BRAE @M B e R Rk o
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2.3.2 FEEMFL vs BALME AL

s (Sustaining technology ) % A ER A A beylife » ZAHENE
PRRER  BERBEAENERERHEERAFMARALEETT - Rt f
4% (Disruptive Technology ) RI#% R EMEEATHR P AT 37 » 8 F A K 55 £ R E b8
PERE > BAREBEE ~ HE - TRUAREA G SRR -

A R MEF R GRS R M BTG E » SHRRAT R MR
TG E ARG EERE  REMMARAREANRTI » B 4/ 0 L8
TG F R T R HEHEEE DRBEOZELEG Y © Geoffrey Moore

(1981) RARMESLTHERFOF ERF AN TTHER BEHRA
TEM BRAGAN > REHEE o BT ROIKEET EoRFH
HiE - RATCRETIZHA ML 2T AEENER  BRRTRAGES °

A I E REMARE R ER TG ERNFEETRRAN BT 354 &2 0

Yo TG X RARER AR A A RAVE R AT E B 14 P ARAR R 0 RE 8 v ARER g

PR E BT PP A R P 3 0 B SL RALME R F T E U B 0 AR -

A & X
) \‘e((\
& | Higher & -
£ | profitability . 'o\.\((,\ Technology
o \OQ}<' performance gap
g = ©
] SO
e \_0(' tech\‘\o\og\l
N ¢ new
Q' nd fo
0‘0‘0 stomer dem?
o’\"& C
\ zs) .
.\Q'é' (_\o(\, of >
% o
: \,e"(\(\
s
) s‘°Q'
Lower o
profitability ’

v

Time

4 B XA H B2

H k&R ¢ Jonathan E. Palmer
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233 [BlAMKIS I E

VAT

@K R TURRABEDETOENTA  LERBAELYR

3

[ ° Clayton Christensen BA{& 8 494 (Value Network ) A#5% & S $LARFF 69 & £

£ BEALRALENEENRA SE¥EAMIBEAL P TREEPL E
K~ A RRAEHAAHFEE (Giovanni Dosi, 1982) ° AEEML& T - ¥ 0¥
F R A AT I EE > AT T HHNMESLEHBE R M —EEH

BHESBEOTRATE Ao KATHERTERRE £ EHER

\

BEHEN - BEEAKRSYHLAEHIREETERYET  EPETEER
HNE R B LRBRAMEE T F 2AUAT B A @& R A 0 A9k
16 IE G AR B B AW RE AR A TR -

234 AR BECEIRBHEE AEZNTE

ELETF RRORMSZHERNEDGERK - I REAFTE TME

b

(Joseph Bower, 1970) * TR EBIRE > YHEHAEN > BARIALEFREH
o % —MBEAXE-—BRNGER > HNEABARRGT ) > A
FE-BAMMOEE THREPVERE - mBMTRAR T EE RN BER K
Z2E LECHARNNARRSE  MREATGMERTERN > BFATHK
BROUNLRRAERFTHEEEARGAATBCRANNFGTHRE Ry BRLETH
AN E R MESEAXN > TR AT LR —EEA BBIWE ARG TAE -
BRI (Harper & Row, 1978) RS EFTA T AFLBAHLEF &)
FROWRBIEA BPIRACLDERBE IS UAEFERE » §RFRRIT
R — % EHE > f5l4m 1987 24 A A48 Bk Bethlehem & USX K £ 4% & 1.5 & £ Thy
M- HiReEE  BMARE 25 REAARRE AT > R AT EREE SR

EREPFRORFRE > LREIRMBBAT AME R R o
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2.3.5 \ ¥ RALME AL R B9 ER

A B EA T HNEEALLEMARIEFTEE > BHNEREAK
RRIERAGFANE EHAR > PR OAFE Ty &) SEIRAE AR $E LA TR R o 4w 1975 Disk/Trend
Report # k&9 Fl 4 5t A5 E eh 45 E BTG < BBt B 1248 > 1B H Ba AL
525 9F ~ 3.5 v¢f0 1.8 v fATTRARIBF R 2K E -

7 %h > Clayton Christensen 45 H £& % 8% M FH U HRAFAR B30 6 & B0 KON 5E
BMARBITATA - BT EERBERR > HNREAENEREAD > @
BREHETE VRO AL S BT BN K& 50 BRI 538

P RTEROBIFABIFAA TGRS BRIEALEFTEA 503
R R A AT R R -

2.3.6 B IT Ao 4] i ¥ RA M
1. &I RABEFH

() RERATH > BALGHEFARAE > EHEMTHER -

(i) FREPER  URROAERESIERAZPLER -

(i) il EHHMET ROME > HRRBEBERBEAR TSGR > fldo

WA A ER KBRS A EHFHNREEZHER -
REFE FREERLH AARPIEIR—EHATHERTS
AR RREEP BRTAERMBOTE T @ > RAEBEEILRBEMEHARES
B M mERA R R o B I IRABATRT LG &
2. B RARMEF
MR E @ RA A 0 ST ATESUAR PSR AR S R A48 I a4k SR E

mEk o AR ERS > MARA KB -
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() @&\ ES: AEER0E - AMEEE Y7 EHMHL (Clayton Christensen,
1997) > AR AR EH K AT HRA W - BFECLHRESRBOLHR
B AR N R 0 BB o ko AR AR K P R R AR S B ) B
8RR — R HEHAT N ARG - FRII A RAMERE » R @&
ERBBIGRHEH > RASERE e R IL TS SL R B A
BTUABREDERANFELMN -

(i) THAM BTGB R ERAREENERKE  2ERKER
0 BREBAEHTHR SELAGEARLLY  FHRITDHILRIEE
MBI B E R DO RAEHE > FEIRABEEN > LBEATERFE

(i) a8kAe @B 22 "ER TR TEAER, BE - BRE
BANT ~ HM - BEH A B G c RGN EREA BB EE
2o BAEBRA A ASAETELFTRARIEGZE - FaMENENEH
HRRIBEBR AGHFRERE > R TSI E AT RE
F I HyiBAE o

%328 & ¢ @ BA A > Clayton Christensen 4.2 3 4838 A LU 4R 3% o

(i) BRER-REZAN > ARDARGEETRBEEN AL T @k e
RTBEYRETREGRY > LRARBEMMARE LK ST N E
HHX o m LA BT 0 BRI

(i) &IZABPRATIEA T IR 6 B AL LA BE sy EHME 7
) BB R R

(iii) A %R T e eyt £ (Discovery-Driven Planning ) 1 8/ 48 32 A £ 308 3&

K5 N B9k 3E A1 (Rita G. McGrath & Ian C. MacMillan, 2000 ) %35, 3%
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GETENEHANEE > AIBRFE > AELRAK B BFIRL
HALEHRIRGF B ERERZKE - 7 oM B LA B AR B A SN
BIE o
(iv) @I E TG4 A R T 404744 > R 7T 424744 & Clayton Christensen 4%
4o & FRA AriE BB F TR ER 0 BRI PIRE RS o B R
MRS eTAR > RINARER TS —FFRATE > BREA » B
g PRI EE P -
(v) fri@geasd > BHuradsBARRAGETREALEN
7 e R AN RS BRUET IR BEEN TER) TES &
W EES R EAN TR A TEER, > WEBRREES RRA
BRREBERNE RS sREE T I RESFEBERE -
IR XA IS A A B IR A T AR R 693 8y B F 30 A 4 45 LAk
B2 R RS HIE 0 MIEIE T A B BRI A BT X
( Christensen, Raynor & McDonald, 2015) -
BRI R AT > MEAENFR T AT Ko fH R &3
i 0 F A28 %, % 8L ° Christensen, Raynor & McDonald 7 2015 .32 3] 4832 A
FEHBIERABERIE > BMEREEMAFATEOF Y  wLBERERAY
B3R R AN o) T 2 B 0 B R £ AR K 0 l4e RV R S+ £ E
MmAE AER R R+ = FAT BRI B > @I AL Z B $19 F 3R

HERE ) BT
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R ResAs

2.4.1 ##HE (Ambiguity )

FEARPE ] DAL AR B HN B R R Z A MR R A HNE — R A SRk

(Feldman, 1991) 7T SUREEMME dh$F BeRT R\ B X HN A — AT

&Y i FE M 48 %, ( Giroux, 2006; Sillince, 2012) °
2.4.2 RegAHM (Strategic Ambiguity )

REEALMITE R A R E I E M AT SN - BN R N IR B
AR E &M 3 MR H 2L4% (Alvesson & Sveningsson, 2003; Denis, Dompierre, Langley,
& Rouleau, 2011 ) £ /M3 4%AR 2 B3 % # %48 (Fombrun & Rindova, 2000) ° f&
DEE G R EZE AZEMEEITE (Schnackenberg & Tomlinson, 2016) ° % #b
FHBR B AR THRREER  MNEMRaEXETELNRT  EENEE
Z RAAZEBAZLLMEN - FHEBMEETHEL (Locke & Latham, 2002) -
R B A B % B RS B g Rk ¥ A % (Abdallah
& Langley, 2014; Jarzabkowski, Sillence & Shaw, 2010; Sonenshein, 2010 ) °

SN AR AR AR EEEMEMIFNARREA B TAZEERY
#it (Kenney, 2007) & 488 @ S A RFEE M3 69 SP3RBITET - ARFFH
M ST LR AL 4B 8k — B PR E MR ] 0 SR 4 R T LA TS 3R 8 B R R 8 B SR AN R B
o TRARS¥E LA (Sellnow & Ulmer, 1995) ~ ##A & ¥ 41 (Funk &
Hirschman, 2014) ~ 48847 %% 2|45 & & A F3&5 (Hudson, 2008) ~ s — 4k
BB AR o o B H LI a4 (Schoeneborn & Scherer, 2012; Vaccaro & Palazzo,
2015) - 4o v o8 B 2 F & AR A DUBE 05 #1138 (Cappellaro, Compagni &
Varra, 2021) ° % 9rE#6 £ (Aragones & Neeman, 2000) ~ 9F X #4 +

(Goodall, Trethewey & Mcdonald, 2006) ~ ##47%) (Pan Zhonggi, 2003 ) $17
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%75 % (Eric M. Eisenberg, 1984) ¥ FAEMA » 4o > BUEAER L » A @ ¥
BAEWTHEGHE T EA TR BXMa N BERBERAENT LA » £7T
LUERAE B AP R R R B4 28 5 Y (Lake & Huckfeld, 1998 ) -
RGBT R B GRFH - XA RAFTEH 9B (Ozean &
Gurses, 2015) > R KT AL 54 B R A F5H/T4H & & (Mena, Rintamaki,
Fleming & Spicer, 2016; Schnackernberg & Tomlinson, 2016) ° 3% R %S4
P4 2] X b sk ey £ 47 (Scott, 2015) R4 4Re& T441% 7 (Hudson &
Okhuysen, 2009; Wolfe & Blithe, 2015) > 4w X % 3 kAL AT AL E ¥ ©
2.4.3 RegABIMEZ a8 E R
BARME T A B =8 & B R 3tem - REAM (Opacity) ~ B R T H
(Equivocality ) #2535 35 1 (Absurdity) ° 7Ri% BAMARL & —FEAREMH] > BAERT
MBI B A% 28 R P2 % & 2h ey B3 (Boje, 1995; Ferraro, Etzion & Gehman, 2015;
Sonenshein, 2010) » {4 7 B 1A B F < R4 #4097 /& % (Putnam,
Fairhurst, & Banghart, 2016) > 2 AR ZAET B L KMk > EH ZRBRAKE
(Cappellaro, Compagni & Varra 2021) °
A Bl FATE IR A e B A A R A T1R3R
B TREBRRKFHNREEELEE - GFEREELGEEHRLA (Beckert &
Dewey, 2017) &4 " R &b | o B adkiEs RakBZ s IiEg
( Mackenzie & Yates, 2017 )
PR T AR EINEBT R 0 RS TT DA B R R s Ao 4B R 4 B
1# A (Gioia, Nag & Corley, 2012; Sillince et al., 2012; Sonenshein, 2010) 45 %] %
e RGEEGY > EHRBEAORETLARRE®E - EEFEZEA REGRLT

KA Z0E RPN BABRE ) 3 (Kotter, 1996) » % E A A R s A MM T A 5
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7% (Gioia, Nag & Corley, 2012) > Eric Eisenberg (1984 ) .35 i R =g 4%
MR ERE A BB CARESFEE BARRR% > flde 0 & HZIRATERARE
ERATER > HEE EXATUAEAT AR AENK B TR ARG BN G 0 &
RAALZE F A

— AL ROBAAN T LR AR B £ m A% % (Davenport & Leitch,
2005; Gioia, Nag & Corley, 2012) & #4T k% (Abdallah & Langley, 2014;
Jalonen, Schildt & Vaara, 2018 ) B§ £ 4F3b 4R 4R S 5 Bh o RGBT & 7T 2L AR

BB ARat e ik — 0 SR Ao EFIIN R B TayR & #3FE (Cappellaro,

BT ER TBR, N8 MAAERBRFLTRATEER "BR, &
FE¥EBAR BlhdRE o~ A EE R TG LRSI - LA T REEET
BiE R e MM is A R ey R AR R > R B @ B AT e AR B
Y ¥ A Rl A B E & (Gioia, Nag & Corley, 2012) ©

R EAN AR BUS RAEIEE— A8 E BeeyF 0 BB L ER
EEFRRBEAEGEGF LGS o F @800 5 18 05 @ AR XA H
(Christensen, 1997) ; RZ > BT 84 A 75 X 2% R > 5]4 B 4 50 i
AERET AL TIG P AL B E - o FERFEME L CR > Bk
5B %R I AR BAZ (Gioiaetal., 2012) ° REAEBITE L R L & fo bR 4544
Mo mAABOMAZ  IERLT—HERMAYG AKX > MmAF A MIRE]FEEL-T
Mgk ERERHRIET > AR REEMBETEARS G LN F& b¥ERE

F 8 E RS A R AR

27
doi:10.6342/NTU202201285



$=F ARIEABRIEENR
£— ARG ENS

AXHRBEENBBEREAHGREMAHYRE > TREHET DO E
B kB RS R R A R e fT M E A B S FE -

AXER "HEMBEEART  BECEFTEBHOT TUARL T oyF 6225
BEwiil v Reg 323 o T4 k#% (Positioning Strategy ) ~ & o5 2EA¥ R w
(Product Proliferation) ~ #%3% X £]# (Disruptive Innovation) ~ RE&ALHME
( Strategic Ambiguity ) © & iBiouef5 By ey R B AE A B4 - SAsbAF AAe 2 4R 8
FOIER  BHEELEURSEETF -

AXARHBER K ZER D EBREE BT UAR RS » L AL
A TREREERE ) TS LI EEGRERIDCEETABHIARF RS
MER - REAAEGE RS EARGEARMEN GG - £33 B RFRHET
FRANEASGH REUAR T EOHEAS IR FENER -  RALZBMA AL
BABEGT FELMERNE o HEE R ER AR LR ER 0 R
B AR S e B EE e b SR e B B R B R e AR 0 SRR A Res IR

AXFEHm TREARGHRE > THBRCRECEBHEARLSTH
BRSO ® 0 BAXERA TR EAR BT RREREERAR AR
ik TEAR o BEREE T RN URIR T AT 18 9157 4y i s
AT E R BREF e EEEE (Michael Beer, 2020) - #AFF ¥ )b

YaHEaARY -
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BRELSSH * v {8 32 33 it

f f

P LY LT E
+ (A L) {Q
~N v $
/ﬂ\
RABMAREHR ﬁ
| |
BEEEBHER vo B 72 3% B 2 W 14

B SR EN&
3.1.1 BEM %% (Case Study)
AXELEBEEARE > SHEXBRIERBA N RGBATHERAL > X

RKALCE o TEHEALY - BEALRE —REHEOART E > ARKFEER
HFRBENLTHES > AT RGROEFEEARNE > FHZAATOELERET
AEZ R R E LR AR (Yin, 2009) © #3384 4£ R ] Bk 2812000
RBHBRETATRE  BAXEEFTREBAERTIN (NEZFTH_HFaN
2) > ANMBIZ 12 6B BA R LR EE ET R o
3.1.2 ¥t £ % (Descriptive Case Study )

W LM 78 % (Descriptive Research ) A7 & ¥ 4% & £R81% > 3l ~ &2
B o EEIER ERO B XA WM RERANRE TR ? ) &
TERBAR? MMM X ENFRFTOFEHNL AR RETUARER
FRORALR L RIEH (Yin, 2009) © AU @48 QR K F 5 AR FE SRR 2E
W BEBHREARBEARLFEBEEAETF AR EFALE:ERE > LA sty )

N EZRBE DI E -
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3.1.3 ffEME L% (Explanatory Case Study )

#EFEM B % (Explanatory Research) F 7 58 — 45 & B4 & H B €96 &
FINRRE Tt ? ) & " AHE? | 9 - ERMARETRNFZHRE R4
(Yin, 2009) * AX B BRBEHEARELECEEEHHORR > LA EER
WA RRM A > R w B A BA B R MG 0 &k DB K B &2
BB B RA o

¥ BMEEFEE

AXEE T /B8 % * Mercedes Benz CLA (A& & %) ~ P&G Pampers &
Luvs (/i £ %) -~ Gillette Good News (#]% 771 2% ) - Dropbox ( EfE
7#) ~Vidyard (%% #4F4) ~Honda (# %% %) ~ ASUS Eee PC (&
¥) UEEERNKEZRAR  BRTEALZ LA THREREEABHRAEMAZR
AN LB R ERE M RREERR

HABRNEARGOEFRY > RBETHUETR S > RAXBEFRIMIE
Rt o AEAER BN EABEHOH T » % A SaaS RF5 - A THRJHH X
TEBHURMARRIFA L AL B LERRNETERHETALTFHALSE
AXEETSHBCHEE > X+ a6 24 EaA4418 % Honda $2 ASUS » & 5
HEEFFEALELETTFRNEE  CRRSGHNIFFIFHRDIE o s F
B HFEEERAN S M AXXEET 24 a2 B2BRHFGRBES -

AXHBERAT EHE E BRSO ET A M > FEFAHA S EEE
MRS E R XmE P o AEENEFEE T > EROIRB AT H T EMR
PRLEH G ZBMAREAS B AXLBEARY T ALERFRIE - TAH &

RAKSERKEF > ZRYETHEZBEETHE - AIATHIFA LA w2 M
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UEBH)  AXEEBCREANBEE > mIFRTFHEE  UEREERTREES

UERBERTE -
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¥w¥E MAFNAEERAR
¥ — FAREH
1. 2E¥AMEQLBH RS THE?

¥ EAE R RO

(i) BREZHEBEEXMUAERE SHey LA 2R -

(i) &R ZHeyHpIEME -

(iii) g RAk - A AAR TR

(iv) EZEPHER -

(V) RBIREH RAEEAILATE > X8 m L5 -

W LR EHum gk O ERMARARF AL > BF Hm T EEAEE
R4F> BARAEZHWBHEN > LARIIA - —HKLEE > HHZFAHYZHT 5
R B A A LR R AT E L8 £ 69 IR (Christensen, 1997) » fu k&%
Ty B S MR ERDA M 0 SAB G ST G RBR S IRE -

B3 T 3 N Sh 6 R S MEsR T 0 LA B A AR SR
FIR 4 S ¥ER Faa A F 4 3@ L5 > e > Toyota & Lexus * #R4% " &

AP | G E S A S SRR B o & ShAEAY SRS FT LA e HOH B K b R 8y
Who o EMPE LM S (Yanhui Zhao et al., 2020)

ALY AT KRBT Rak > BHAF A TRe AR TR > AR E (Hill,
Jones & chilling, 2013) - ¥ FREZ R P 9FE R ~ BAFHE ~ AR T HMEE
AR EEREHE AR BRERGCE, FHHIRE (Harper &
Row,1978) ° HE@ Ly ER BN R ERBRATIHZE AR T RFE

BT RS 0 RAM D E RREBRAME > G LB ST -
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SERTAEERE G

() THABER

(i) 2&& & b4 4B A

(i) FRAE HACAKR T 3 R & L A5 )

(iv) %R BB

(V) RFE RER R R

SEEEHA THEH AR TIHUE R —BERERRLA KB G T 5
(Aaker, 1997) > #R¥E " & BEAVIER | & & S ARKDIEA ML > & DIEA RS
T A i ) L he45 & (Yanhui Zhao & Yufei Zhang et al., 2020) - f&3% 7 35784
BEMAEBFIREN K LR E S > ERTHRIEYERHRER ©F
0 T 4% 8 7T LUE R A ob 4 48 B

ELEER Fouhgm T4 TUfRE D > (AR 8 B £ bk ST IRME
bR 84 SEE DA IR RR R T35 ) B 8 (Aaker, 1997) © 3% B 807 04 ek AR5 5
$#F 3 A48 E S8y F1H (Barroso, Giarratana, Reis & Sorenson, 2016) ° # B
¥ @ T A5 B Y ENIT RS BB > BEFATR R RS T3040 BB B
4o Mercedes Benz CLA #9471 & 4 R Ab & % £ 338 K F R M E#F -

AR AR B REEMBRTROBIEEY > g E2HRE RAMEH
B flde 1980 K HP & 05 4 F 4 Ep R AR SRy » 12 B B B 7R RA A
BE R R
2. DEATEBHGATENEN @G REHRRY RE -

(i) CE¥AEARGTRUIEN R

RTEANTSAEEAEEEINE > CEAEERSYFLAERT R

BB ER AL RDERRERES N TR EZERAKRIEN T TR
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BLA XA HHAABENTHALABEAELE R KH (Christensen,
1997) » s REBWESREZHEHNLE R TEKREN  HEZEBRABEHE
AT R A Kt & sk (Zhou & Wan, 2017) > R#BR R E#E N > B E
Su AP SRuE ¥ SRR 4 £ 0938 BB S ¥ A ShAE AV 693 M T % (Yanhui Zhao &
Yufei Zhang et al., 2020 )
W TINER o W RE By R F R RN EAEBR FRLINBY
BB MBEAMALE L THAECHHENTIHMEBANKR ] RIFEETHE
¥ o € Rwg (Jack Trout, 1996 ) » A A% 14 45 22 stk sk ol 4w Kok > [ B
RN T MB R G ERAREEEOR S
T L ReE > ¥ REFIHERM OB ARMREE RPE > Ao
FlET A Em LB H R AR THEY > RELGTHRE RBEMEF -
(i) & ¥4 F A ERIRE R
RamARLBHRAGTHE ey T RMR% ) HEMER > GBRFR
ok MY FREMRELSIEAE B 52 BT RMRBE  FELHE
F 0 @R T RETHE B TARE] > USRS RBAFE 0 AZIEATH R E 3L —
EsF ey Rt L R AR F RS -  CELEFARREALT RO X ~ AR E
R A KPL BT AR R BEABER > RB L O LW BB ETARFHTE
RACERLRENRBROETE -
TREERGAHARTBRRREMMARNGTHEH > BT EHE RS > THFE
Christensen " #3E R A3 | 09 AT pha B8 3 - ARG D ERBE S
BR—RERZHEN > REMEFARDH LS RETEY TG > mBLEXERE
B EIF A A TFAR] 0 B — RPEBGIRATT AL R BUR R B AR HE N o RIEAJE

1 AR E 6 093 £ W Bh AR IR AFE I 2 & R /1 094R3E A1 (Rita G. McGrath
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& Tan C. MacMillan, 1995) @ ¥ K ko uy #3548 A R T 04744 > AT A T35
BT REME - BT A0 8y B B 0 B L MR AR R A L B AR A T R hoib al o
3b 5 318 A RAME AR 6 Bl A R A -

EaB @ B ERATRILRABRE AR BRAERETHES

<

BRASMI > RBEXIEEERRERASENFETRYBEIMZNRE > HER

I

HMMBEABETXEZEP FRIAACETRRFVE  RAFRE L EFY 2
fil o BIBFRE L E 6 M BIRBL > DUF B Ran e TR B R KR T E O RAL
Mo o RANMEA% > FHBEO R R FEN TRk A TEER, o Wik
FHEFES > RABERABE > SHACHRT R B F AR T HR BT R
Ao

TEHHERRABRBHEE RN THEAEAR RS TSRS | FA
~~~~~~~ GEGFR Bl R REEAE (Gioiaetal, 2012) % E &4 B B 47

S B 0 BFRE I R AL Mk R R R £ A & (Abdallah &
Langley, 2014; Jarzabkowski et al., 2010; Sillence & Shaw, 2012; Sonenshein,
2010) - #And 0 TH ) BHBT OGRS EB AR BRI C HEERATHE
#Hy B (Ozcan & Gurses, 2018) » @B MIMEERZ HH &4 < B a8
RABAEBITHENRABRERETAFRIIEH - "HA, AR RSB
T AR Ak R IR B R B R4 kA 50 E AA B4R R 00 4% (Gioiaet al,
2012) » —RAREE RBEAME LT A E S E R B HAaRME RITH R4
(Gioiaetal., 2012) > 4EAAFIAE B AT B IR E XM R BN I H B) ©

RBBEAMEAT O LI E B Y T RS T B4R % k% (Eric Eisenberg,
1984) » ¥TAFRZENMAMFER > EEBLACTRE?AHEER? MR

7~ B TR E ? (Claire Danielson, 2013) > #BLE) 4 F 05 F) B RegAE M PEE N
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SR IN AR B ACE JE IR HT e AL 0 2R % P A B4R (Gioia et

al., 2012) R R E AAEFE 6 AL o

3. PEXBHEEBHLARARF AT THFEGRE -

(i) Bk ERERARFH

TOETRAB AR B LA REE > TERA " 208 R | £

T A8 0 1 A B R RO F 1 F 5l A48 LR SHEF a9 F1E (Barroso,
Giarratana, Reis & Sorenson, 2016) * " fAFy | 1&3% T 35 B 69 ¥ L 45 8
(Aaker, 1997) > R Ty " AR | RIUT " & bIEMP RoE, - K

TAZHREYETELGEEENHLOCRALIMYIEE ~ SHGREE - 10

B}

R #e /1 (Berger et al., 2007; Mazumdar et al., 1996 ) > 3t # A3 #b4F 1% 3 4
TRA AR -
B RAMEA I S ECT BB il GHHMEET RE 4%
¥ ek ey B A5 B TR R BT IR 0 ML R R PR F A R
(i) k@ T8 E R AR FH
W R EEIRB S 0 B m TR ) T AS By e BB BR > R T R B
B TLXAHEA LGRS TR BB > &K FIART REM T8
DAL R RPUT TE AP R
(ili) 4% M
PR TR ARG E ey AL 0 A E T SUA] R RS R B3k e d ] 41
R 8 TeyRewiFE (Cappellaro, Compagni & Varra 2021 ) » AL H JL4EHF &,
ARSI SE 5 FF A (Ozcan & Gurses, 2018 ) * {24, & 8¢ %, 18

B EBEE B RBERG G EAL o

36
doi:10.6342/NTU202201285



=t S3EEAL
AXEET EEZE > €4 : Mercedes Benz CLA ~ P&G Pampers & Luvs ~
Gillette Good News ~ Dropbox * Vidyard ~ Honda ~ ASUS Eee PC * X & #4877 X,
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