摘要

    自從1985年第一台筆記型電腦問世後，開啟了電腦產業革命的關鍵，從此，各大個人電腦品牌商莫不爭先恐後進入筆記型電腦的市場。
在代工產業部份，早期台灣的代工廠要和日本、韓國及新加坡等國共同競爭國際品牌商的訂單，但在競爭力不如台灣下，先後退出代工的行列，到2007年時，台灣筆記型電腦全球佔有率更是高達九成以上，發展至此，台灣筆記型電腦代工產業可說是一枝獨秀。    

看好筆記型電腦需求量逐年增加的潛力，個案公司在2008年採用購併的方式，進入筆記型電腦代工的產業。在爭取客戶訂單方面，個案公司發動價格戰爭，市場上也因此掀起幾番搶單大戰，價格競爭的結果使得代工毛利率持續探底。
除了毛利下滑的威脅外，從2009年起，筆記型電腦的需求開始趨緩。在毛利持續探底加上需求不振的雙重危機下，個案公司開始進行策略轉折，從客戶策略、組織重整、新產業佈局到最後退出筆記型電腦ODM代工的領域。
本研究主要是藉由對產業環境的外部分析導出台灣筆記型電腦代工產業之競爭優勢與進入障礙；再輔以W個案公司的內部資源分析探討其產業進入與退出策略。
Abstract

In 1985, the world’s first laptop computer was introduced and caused a revolution in computer industry. All the major PC producers since then rushed into the market of laptop computers.
In early years, competition among the original equipment manufacturers of Taiwan, Japan, Korea, and Singapore was intense. Holding the competitive edge, Taiwanese manufacturers then stood out and the other opponents one by one exited the market. By 2007 Taiwan’s original equipment manufacturers took over global market share up to 90%, overwhelmingly outshining all the competitors.
Sniffing out the rush on laptop computers globally year by year, the W company in this case study entered the given OEM market of laptop through takeover, and launched price wars to win out. As a result of several rounds of drastic price wars over market share, profit margins for original equipment manufacturers kept showing a considerable drop-off.
Other than the threat of downward profit margins in the air, the demand for laptop also slowed down. Under such difficult circumstances, W company started to try every strategic shift such as customer engagement and corporate restructuring, along with its planning out the further access to new industrial sectors. But in the end W company chose to exit the market.
Through the external analyses of industrial environments, this study explains the competitive advantages and barriers to entry for Taiwan’s laptop OEM industry, also with W company’s internal resources analyses to examine this industry’s strategies to entry and exit.
