HOGESCHOOL @@ @® ZUYD

A

Taiwanese Companies in Europe

What it requires to be successful

leap2market

Investors in global expansion



Copyright:

Hogeschool Zuyd Leap2market Limited
Havikstraat 5 20-22 Bedford Row

6135 ED Sittard WC1R 4JS London

The Netherlands United Kingdom
info@hszuyd.nl info@leap2market.com
+31 800 1257 +886 939 269269 (Taiwan)

+31 43 6090634 (Europe)

No part of this document may be reproduced in any form, by print, photo-print, microfilm,
electronically or any other means without written approval from the publisher.

Ieapzmarket —1— HOGESCHOOL @@ ® ZUYD

Investors in global expansion



Contents

INTRODUCTION ....ccceeeiriiisnsermnsssss s snssssss s rnsssssss s e ssss s s s ensssss s s enssanss s nenssanss s nnsssansnnen 4
EXECUTIVE SUMMARY ....oeeiiiiiiiesermnissssrmssssss s snsssssss s snsssssss s ssssssss s sssssssss s snssssnsssensss 6
CHAPTER 1
THE EUROPEAN CULTURE
1.1 Some historical facts about BUTOpe..........cooovvviiiiiiiiiiic e 10
1.2 Doing business with EUTOpeans............ccocovvviviiiiininininicieccccccccccccc s 14
1.3 Some valuable European sources for Taiwanese businesses planning to do business in
BUTOPC. .. 19
1.4 Trade regulations for the European Union ...........cccceeiiviniiiininiicinnicincccceeeecne 22
1.5 Business support for Asian COMPANIES ..........ccceuevrvrvririeieinieieieeccceccee s 25
1.6 How Taiwanese companies adapt to the European market, and recommendations for
success in the European marketplace............ccocooveviieiiiiiccciccce 28
1.7 “Posterchild” Taiwanese OEM companies in the European market..........c..cccccceueueunee. 33
1.8 Branding companies that have had proven success in Europe..........ccccccevvueinncncncne. 37
CHAPTER 2

DO’S AND DON’TS IN MARKETING FOR TAIWANESE COMPANIES

2.1 The advantages and the disadvantages of Taiwanese goods and services as seen by

BUIOPEANS ...t 44
2.2 Does Taiwan transfer technology and knowledge to Europe? .............cccccoeviiiniinnnne. 46
2.3 Where to enter EUIOPE?........ocuuiiiiiiiiiie e 47
2.4 Logistics and transportation solutions in EUrope ............cccccccviiiiiiiniiiiienn i, 49
2.5 The location of the main distribution centre is a key decision.............cccceevviiiiriinnnnne. 50
2.6 Distribution channels............cccccooiiiiiiiii 51
CHAPTER 3
SWOT-ANALYSIS OF TAIWANESE INDUSTRY IN THE LIGHT OF THE EU
1 N 52
Ieapzmarket _2_ HOGESCHOOL @@ ® ZUYD

Investors in global expansion



CHAPTER 4

T-SPEED ANALYSIS
4.1 Technological environment............ccceviiiiiiiiin i 57
4.2 Social enVIrONMENt........ccuuiiiiiiiiiii i 59
4.3 The political environment .............cccoeiiiiiiiiii i 62
4.4 Ecological and environmental situation in EUrope ...........ccocoooviiiiiiiiiiinci 64
4.5 Economical environment...........cccoecuiriiiiiiiiiin i 65
4.6 Demographic enVIronmMent ...........ccceviiiiiiiiir i 67

CHAPTER 5

PORTER’S FIVE FORCES - THE EUROPEAN PERSPECTIVE ON DOING
BUSINESS IN TAIWAN

5.1 Threat of new entry for the Taiwanese .............cccevceiiiiiiiiiiin 70
5.2 Bargaining power of Taiwanese SUPPLIers ...........ccoeeiiiiiiiiiiiiiii e 72
5.3 Bargaining power of Taiwanese Buyers ..............ccoccooiiiiiiiiiiiiii 74
5.4 Threat of SUbSHULION .......cociiiiiiiiiiiii 76
5.5 Competition in TaiWan ........cccueeeiiiiiiiiiiiii 77

CHAPTER 6

MARKET ENTRY STRATEGY CONSIDERATIONS FOR TAIWANESE

COMPANIES IN EUROPE .......cooiiieeerininse s rnsssss s s nnsssss s s s ssss s s sessssss s senssnnes 78
6.1 Six different market entry strategies explained............ccccoocviiiiiiii 83
6.2  Anoverview table of the different market entry strategies...........c...cccoevinnnnnnn. 90
6.3 Branding companies and EU entry proposal ...........cccccoeeiiiiiiiiiiiiiiic e 91
6.4 More INformation........ccuoiiiiiiiiiiiiiiii 93

CHAPTER 7

FIELD RESEARCH
7.1 The set-up of the field research among Taiwanese suppliers and their customers........ 96
7.2 Key conclusions that can be drawn from the field research ......................coooo 97

CHAPTER 8

CONCLUSIONS AND RECOMMENDATIONS FOR TAIWANESE COMPANIES

WITH EUROPEAN ASPIRATIONS........ccoirimemnnns s snsssssssss s s ssssss s sssesnsans 101

Ieapzmarket _3_ HOGESCHOOL @@ ® ZUYD

Investors in global expansion



INTRODUCTION

The targeting of markets on continents previously unexplored is a tall
order for most companies. In the case of Europe this is particularly
true. Despite the fact that Europe is one market now, the differences
in business culture, and expectations with regards to the way
business partners respond and the lack of homogeneity of the various
markets makes Europe a complex place. If one adds to that the
cultural differences and in some cases the language challenges Asians
have, the enormity of the challenge of winning a portion of the

European market needs no further comment.

Leap2market Limited from London, with an office in Taiwan, has in
previous years worked with several Taiwanese companies in helping
them to become successful in Europe. As results of these projects
some patterns emerged. Following these observations, and in order to
be able to serve Taiwanese companies better going forward,
leap2market approached HSZuyd to conduct a research project into
the aspects that drive success or failure in the market entry of Europe

for Taiwanese companies.

The report focuses especially on two industry sectors because they
are the mainstay of the export economy of Taiwan.

» The first sector that was covered in the work is the
hardware/electronics OEM/ODM field, covering Taiwanese
companies mainly active as subcontractors to European branded
products developers and manufacturers. This in Europe is being
viewed as the "traditional" technology business for Taiwan.

» The second sector the project covered is the Taiwanese branded
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products business. In this case complete solutions are being
sold directly (or via channels) to European end-users. This is an
emerging and fast growing business in Taiwan. The latter

category includes branded software products.

The report is divided in eight sections. The first part of the report
covers research about the important factors that Taiwanese
companies need to consider when doing business in Europe. In this
part the relevant cultural and historical differences of Europe and
Taiwan are highlighted. Furthermore it presents European institutions
and facilities which can provide support for Taiwanese companies in
their plans for entering the European market as well as a list of

companies which are already successful in Europe.

The second part of the report attempts to give the reader some useful
decision making information and tools that can be applied in the

process of determining how to attack the European market.

The third part of this report presents a field research project.
Incumbent Taiwanese companies in The Netherlands (selected here to
represent the larger EU in a compact scale) have been interviewed for
this purpose as well as their European customers. Several very
specific recommendations for developing an entry strategy for

Taiwanese companies are presented here.
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