Fﬁ/ﬁ',gy
@@%?‘f

A Study on the Marketing Strategy of Customized
Sealing Component -An Example of S Company Sealing
Solution Center

GRS T
R AR #2

0!

P X R 105 # 06 *



usaa%ﬁiﬁﬁﬁﬂﬁﬂwéw

A Study on the Mareting Strategy of Customized Sealing
Component -An Example of S Company Sealing Solution Center

IR R g S .
EFFRABHEY I RMLARMES
L=

A Thesis
Submitted to
Department of Business Administration
National Kaohsiung University of Applied Sciences
In Partial Fulfillment of Requirements
For the Degree of Master of Business Administration

July 2016
Kaohsiung, Taiwan, Republic of China

v E K 105& 6 ¥



B LR PRA L 5 & RS LR S R 2 s
AE P HHECLRHP ALY oS 2P A HE AL P 42E 25

E-y

-h_‘\

|

P ARASUERG L HH R EFRATRLS o A T E KT
Boe AR R A R RIEAL R o B R R ] o Bl
AP LSNP 201l ESliE B R Aland W mAt A 2 B R

)

S
oo et R RATEARM A S OERFHRR 2 S RIEEF o bbb
KA FL ) r m e S et BB e A EFET o wivip B E
s FH A S LR EY L -

Fpt o kU S AP SEA ST 560 HHT 2011 # o R R IR
HAdz FHRGTLABFETHY > TP HENPF ERngE A >
SWOT #1782 5 (R e F 74 Kol 3 0 HS 27 S A 27 %
HARL FHRGRNER - PP LEE R T EP NS 2P L 2P
oz Hww s EpRAE USRS 4
M4Ex ¢ Rt S SWOT A4 5 F4H5 5 74 Ko

»

o



A Study on the Mareketing Strategy of Customerized
Sealing Component -An Example of S Company Sealing
Solution Center

Student: Kuo Jui Lan Advisor: Dr. Pei Hung Chu

Department of Business Administration
National Kaohsiung University of Applied Sciences

ABSTRACT

Sealing components are widely used for rotary and reciprocating applications.
S company has set up branches in Taiwan for more than 25 years, and contributes
significantly to Taiwan's industrial development. However, within these recent
years, the market is changing dramatically that results in a fierce competition.
To be competitive, the company introduces Austria machined seal and funds a
sealing solution center to enhance the marketing effectiveness and increase the
service scopes. With the huge investiment in Taiwan, developing effective
marketing strategis to expand the business scope and promote sales is the main
topic for S company.

This study aims to conduct a case study on the Taiwan branch of S company.
The major objective of this study is to analyze the current situation and propose a
framework to the center to develop its marketing strategy. The data collecting
and analytic tools incluing interviews, SWOT, and business modeling. In so
doing, the study expects to make recommendations on marketing strategies for the
sealing solution center of S company Taiwan Branch . The results of this study
can be applied to S Company Taiwan Branch sealing solution center and also to
other industrial companis in Taiwan.
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