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Abstract

Branding is considered as one of the vital intellectual property issues of our time. In the
escalating global competition, an attractive brand is an effective way for a product or service to
reach people's hearts and minds.

In the past decades, Taiwan’s economic strength has been on the IT industry and has
maintained its competitiveness by elevating technology and efficient management. However, facing
a global pricing war and a shrinking market margin, we believe that the next step for any Taiwan
industry is to promote its branding. As the creative industries start booming in recent years,
branding will be one of their solutions to grow and make an idea tangible as well as standing out of
other consuming products along its way of expanding. In this thesis, after reviewing the current
status of branding for the creative industries in Taiwan, visiting and interviewing the companies
with famous global brands, analyzing the differences between branding for creative industries and
the others, we try to discuss and seek a business strategy or a model of a successful global branding
and thereby to provide a specific proposal for Taiwan’s creators and/or companies of the creative
industry, thus they can be encouraged to become globalized.

Douglas B. Holt has brought up three types of branding strategies, which include mind-share
branding, emotional branding, and viral branding. He has also suggested a cultural branding to
combine a brand with a culture and thereby regenerate a new concept for the brand to grow its
value. Some of the top ten global brands such as Coca-cola, Microsoft, McDonald, and Disney
are great examples of creative branding. We can also find some elements of similarities from their
successful experiences; namely, all of these creative brands consist of quality, innovation and
effective strategy. The most important part in the branding strategies for the creative industry is to
have a complete value chain for the brand to be sustainable.

From the interview with Microsoft and Franz, we have discovered several key factors which
have made these two brands so successful. Despite the fact that both companies have strong
technical and management backgrounds and have been experienced of being backed up by some
very big companies,. they, along the way, have developed and cultivated their own brands. When
doing the branding, they not only respect their own culture but also adopt other different cultures. In
one sentence, they add new elements to their own roots for their own brand.

For this paper, we extract from their experiences and make some suggestions on several
aspects for approaching successful branding. The examples include “using cultural and regional
vantage”, “co-branding”, “innovation”, “brand and product attribution”, “brand’s fundamentals”,
“introducing and incubating talented staffs”, “product quality”, “global marketing” and “the
distinguishing characteristics of the leaders”. For the Taiwan’s creative industries, we are hoping
that our paper will be of any help for developing a successful branding strategy and become
globalized.

Key Words: Creative Industry (Industries), Branding, Global Marketing
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3 Holt .D.B. (2004). How is Cultural Branding Different?: A Short Genealogy of Coke. In HOW BRANDS
BECOME ICONS: The Principles of Cultural Branding (pp- 22-27). Boston: Harvard Business
School Press.
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T A S TR AT AR EEEE o (B0 fREE -

Hlisndhgd &aud > g @ v ERF2ERPEPOR AL BEL kY-
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http://brezel.pixnet.net/blog/post/21184911

B o22mp (2007.1024) > p A AIFT 0 AlE N ATR S o 2982 117 13 p o Bp
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2 shimizu K. (2007.06.23). Handbag entrepreneur owes success to quality, celebrities. The Japan Times
Online. % 98 & 11 * 13 p » B p http://search.japantimes.co.jp/cgi-bin/nb20070623al.html
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7-21




AT S L H [ ﬁ@//f,z/@'//@é,* L PR A A 271 )98 Y1 ] e e ;“
57/57@ K i E e

ko Fwegd & (TN K Paris & Nlcky Hilton (# f % 424%) 3] Lindsay Lohan
CHRFEE) Lo (FHB B W) & o F v frd s Rigl P &4 g

B A LA S A Y v H 3B i3 b%FIBJ?f%%" 2 - kAemé & PR - B
Ed éfﬁiﬂ?%% 73 B«f?ﬁ?ﬁéﬁiﬁmgpwﬂfﬁo FUHEL BRSO Ry S
EAp T e p ¥ A B4 0 & F Samantha Thavasa & & >  4uiF 1 B85 % o

HEREPE AT Fo el (T2 L Ee- 2f 507 Lo & g4 i
woAvaen g B A do S e -2 S’K,TJ» H - 383 4, o ' 4 > Maria Sharapova
(i) 19 A W B E P > 4 ¥4 2Tt %ﬁ*)—ﬁﬂwj%?
# + > Samantha Thavasai ¢ 7 ¥ it 7 Hello Kitty {<ij» & ¢h& - &5 B &
FROCF cBEPERFENFANET  EFR MFEER > A E RS

%gﬁT’u¢%L’%ﬁﬁlimﬁﬁ’éiﬁﬁ**ﬁgyﬁﬁﬁﬁmﬂ?
il R AT - A T Aok PP RIS hp b 21y
4_1{%’_‘?;::0

~

/{'

Vo RipE s A AP 2ECLHAPE A 5 A g
FIAEPRD o P F ) PEERIRE G - & 2 Jn 4% Tinsley Motimer -
B??-&a AP A R o B HER N LT Samantha Thavasa ¥4 #7 k% &
BF - TR RGeS A 2R SRS Y > H TR
o B RE LY > - RO FRFNDPERESE D 2 - 228 F
BLRERA L5 A AR R R B RS S L
% > Samantha Thavasa ¢ 3% ¥ e R4 A E R Pw R >4 24 5 - 3

Ay

e B E S - joh b A B pF > Samantha Thavasa » 4 @ * 1 & 44
7
f
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MICRESOFT

Microsoft

Your potential. Our passion.”

Microsoft:

WHERE DO YOU WANT TO GO TODAY?™

e Microsoft

e Windows it% & st& 327 Windows XP > Windows Me > Windows NT >
Windows Vista > Windows 7

o Microsoft Disk Operating System (MS-DOS) i® ¥ x st

o DirectX - Windows # 4 & 2D/3D B 47 # &

o Xbox - ¥%ik %

e Microsoft Office System and Microsoft Works < 2 #ic 48

e Microsoft Windows Server or Windows Server 2003

o MSNTV- #ki=} &7 ik

o Microsoft SLPS — it %8 #5:4# 27 (%3 PR 7%

e Virtual PC - & # T "4z 5\

« Microsoft SQL Server — F LRk st

o Microsoft Exchange Server - Email / # & &R %

e Microsoft Biztalk Server — ¢ 4 #ic 4

e Microsoft Host Integration Server —¥ 4 dic %2

e Microsoft SharePoint — % I #ic %8

e Microsoft Business Solutions — CRM ~ ERP ~ BPM % & i+ & &
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Microsoft Silverlight
Microsoft Agent

Live Mesh

Ak Microsoft Works

Microsoft Office » including:

Core — Excel » Word > Outlook -
PowerPoint

Others — Access » InfoPath »
Publisher - FrontPage > Microsoft
Groove » Visio » Picture Manager >
Microsoft Project > OneNote >
Communicator » Assistant > Student >
Producer

Mac — Entourage & Microsoft Office
2008 for MacMicrosoft Office for Mac
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Office companion servers — Live
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Server > SharePoint Portal Server

W 25% 3 AutoCollage 2008

Microsoft Expression
Microsoft Expression Web
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WERT A2 Microsoft Calculator
Microsoft Paint

Microsoft Notepad
Microsoft Chart

Microsoft Reader
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Windows SteadyState
Microsoft Security Essentials
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Encarta (Discontinued)
Microsoft MapPoint
Windows Media Player
Windows Movie Maker
Microsoft Money
Microsoft Virtual PC
WorldWide Telescope

BE AR

Microsoft Macro Assembler
Microsoft Pascal

Microsoft SLPS (Software Protection and Licensing Services)

BASIC

QuickBASIC
GW-BASIC
Microsoft BASICA
Microsoft BASIC

B TR B

Visual FoxPro (no longer part of
Visual Studio)

Visual SourceSafe

CodeView

Visual Studio

Microsoft Visual Studio

Visual Basic

Visual Basic .NET
Microsoft Visual Studio Debugger
Visual J++

Visual C++

Visual J#

Visual C#

Visual Studio .NET

Visual Studio 2005

Visual Studio 2005 Express
Visual Studio 2008

Visual Studio 2008 Express

=
AN

A
—

COMMAND.COM
cmd.exe
Windows PowerShell

<k

Winternals utilities
Contig

PageDefrag
Process Explorer
RootkitRevealer
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Microsoft Commerce Server
Microsoft Dynamics
Microsoft SQL Server
Microsoft Exchange Server
Microsoft BizTalk Server
Microsoft Virtual Server
Microsoft FRx
Microsoft CRM
Microsoft Forecaster
Microsoft Small Business Financials
Microsoft System Center — family of Management Products> including
DPM > MOM > and SMS
R Age of Empires series
Freelancer
Halo series
Microsoft Flight Simulator series
Midtown Madness series
Rise of Nations
i e LRI NetBEUI
APIPA
S Windows Hardware Engineering
Conference (WIinHEC)
AW/ %R Pocket PC
Microsoft Mouse
Microsoft Natural keyboard
Xbox
Xbox 360
UMPC
SideWinder family
Digital Sound System 80
Microsoft Zune
Microsoft Surface
Hv Bliss (image)

Criticism of Microsoft
Volume license key
NSAKEY
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