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Abstract
The IC design industry in Taiwan is constant growing because the computer industry,
the telecommunication industry, and the consumer electronics industry flourish in Taiwan.
The IC design industry lacks for experience about branding in the context of
business-to-business operation. However, the development of brand to enhance the value
becomes an important issue in recent year in Taiwan. This study reviews the relative

literature and interviews experts to explore critical factors of developing industrial brand

DR < B R e i
SRR £ oF-3-F: P b N 3
BLERE ?%ﬁ?WF"wﬁJVQ&
NIRRT FEF S Folop s 18-

-47 -

uli



? 7o Er 3 Vol6,No.2,2010

for Taiwan’s IC design industry and to construct an industrial brand development model
for the IC design industry in Taiwan. The analytic hierarchy process is applied to survey
the managers from two IC design houses with successful brands. After computing the
weights of the critical factors, the in-depth interview is employed to identify the key
problems of industrial development brand for Taiwan’s IC design industry. This study
induces four major dimensions and 25 critical factors of industrial brand development.
According to the results, the dimension “brand awareness” is more important than “brand
loyalty”, “perceived quality”, and “brand association”. “Personal sale”, “market
globalization”, “contract with customers”, ‘“cross-shareholding with customers”,
“technology transfer”, “research joint venture”, “business culture”, and “patents” are the
more critical factors. Based on the results, this research proposes strategic suggestions for

the IC design industry for reference.
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