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As the margin of gross profit getting lower, how to increase the added
values is the most important purpose for Taiwan business. From global
marketting of HTC, European operation of Asus and successful brand of
Wang Wang food in China indicates brand creation is the key to upgrade
Taiwan business. Especially this course will deeply evaluate the challenge

and chance of ECFA and possible participations of "TPP" AND'RCEP" for
Taiwan business,
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