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Abstract
The purpose of this empirical study was to investigate the effects of the power of de-
cision-making in strategic cost management on corporate competitiveness. The re-
search focused on Taiwanese enterprises with overseas subsidiaries. The subjects of
this study were the bicycle industry and machinery and equipment manufacturing in-
dustry mainly and other industries.
The instrument used for data collection in this study was a questionnaire. All statistics
were computed by the correlation analysis and variables analysis was utilized to
evaluate how the power of decision-making in strategic cost management by the
headquarters itself, the overseas subsidiary alone, or either of the units individually,
effects corporate competitiveness.
The corporate competitiveness of a company was better than its competitors when the

strategic cost management policies were executed directly by the decision-making
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unit. The correlation among the corporation competitiveness variables all reached the

significant level.

Keywords: Management, Strategic Cost Management; the power of Decision-making;

Competitive Strategy; Strategic Analysis; Corporation Competitiveness

Introduction

In the face of rapid economic
changes and challenges, how can an
enterprise make quick decisions and
achieve its strategic goals? This can be
done if an enterprise can develop its
strategies for competitions, quickly
clarify its objectives, adjust its strate-
gies with resources at hand, realize its
obstacles and remove them, and iden-
tify its profit models and its corporate

positioning.

Due to rising demand for tax
revenue, a dramatic increase in land
and labor costs in most countries, and
globalization, enterprises have to re-
locate their production bases to other
countries. In addition, the transfer
pricing regulations valued by the
OECD and G20 also pose a great
challenge to Taiwanese enterprises.
As most Taiwanese companies focus
on OEM and ODM business and most

critical technology is controlled by

foreign business, their existence value
can be replaced easily. To stay com-
petitive, they have to respond to more
demanding requests by their customers,
including more product innovation,
better supply chain management and

fast delivery time, and logistics.

Whether the tough demand can
be met is a test on the managerial ca-
pability and wisdom of the Taiwanese
companies. It’s even more vital for
them to build sustainable competitive
advantages in today’s competitive age.
To coordinate the requirements by its
suppliers and customers, companies
have to build a complete supply chain.
Their main focus has shifted from im-
proving operation efficiency in com-
panies to upgrading the overall effec-
tiveness both within their companies
and among their business partners.
Competitive advantages most compa-
nies used to depend on might no
longer exist due to internal and exter-

nal changes in the business environ-
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ment after years. Consequently, man-
agers start to wonder whether their
strategies went wrong. However, the
book titled “Execution: The Discipline
of Getting Things Done” indicates that
“Strategies most often fail because
they aren’t executed well.” (Boddisy,
and Charan 2002).

The real challenge to the man-
agement of a company is always lead-
ership, and the empowerment of the
strategic planning and decision- mak-
ing. If a company has great leadership,
empowerment, and good business
models, it can execute its strategies

successfully and stay sustainable.

The purpose of this study was to
investigate the effects of deci-
sion-making in strategic cost man-
agement on corporate competitiveness.
The subjects of this study were Tai-
wanese companies with overseas sub-
sidiaries. A correlation analysis be-
tween corporate effectiveness and the
decision-making units, including the
headquarters, the overseas subsidiary
alone or either unit respectively, was
adopted. Based on the findings, the
study also intended to investigate

whether a company can adjust the ra-

tio of the elements of competiveness
in the future and show an excellent
performance compared to its competi-
tors.

Literature Review

There are three components of
strategic cost management and they
are value chain analysis, cost driver
analysis, and strategic positioning
analysis (Shank, and Dajaran 1993).
An industry value chain is composed
of upstream suppliers and downstream

distributors.

After a strategic positioning
analysis, a company can understand
more about its competitors and create
its own competitiveness by separating
its value chain activities and under-
standing its core capabilities. By ap-
plying the result of a value chain
analysis, firstly, a company can inte-
grate its current conditions, examine
its strengths and weaknesses, focus on
the value chain in the whole industry
and ensure its own strategic goals.
Next, it can analyze its strategic posi-
tioning, control its cost drivers, have a
better positioning than its competitors,

create its own corporate advantages
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and inimitable business models, and

generate long-run profitability.

If an enterprise can improve its
various cost drivers simultaneously, it
can lower its costs effectively after the
improvement is done. A typical exam-
ple is that economies of scale can in-
crease learning effectiveness. The in-
crease in the integration level can ex-
pand economies of scale. A product
mix can influence the size of econom-
ics of scale to some extent. The im-
provement in geographical locations
represents the changes to structural

requirements.

If a resistance or an offset exists
among cost drivers and an enterprise
attempts to improve the cost drivers of
a product, the following will happen to
make things worse:

1. Expand economics of scale in a
large scale will lead to insufficient
unitization of production capability.

2. High vertical integration will in-
fluence the policy-making of an enter-
prise.

3. The expansion of economies of
scale might be influenced by institu-
tional variables and be interfered by

the Anti-Monopoly Law.

An enterprise should choose fa-
vorable cost drivers that can mutually
reinforce each other over the negative
variables, analyze their influences on
the total costs and ensure its strategic
positioning. To sum up, there are
many reasons and approaches to cost
driver control. The cost driver of the
value chain vary from industry to in-
dustry. In the process of strategic cost
analysis, the key is to analyze each
cost driver of an activity based on the
result of the value chain, integrate the
strengths of the enterprise and propose

measures to control the cost drivers.

Strategic cost management is a
modern cost management approach. It
can upgrade the overall management
level of an enterprise by constant cost
optimization. An enterprise should
fully understand the concepts, charac-
teristics and applications of strategic
cost management first, and involve all
the people in the enterprise in the vi-
sionary financial management. To
make an enterprise stay sustainably
and profitable, it is essential to en-
hance its cost management by broad-
ening the sources of income and cut-
ting costs, build strict procedures for

financial auditing, and constantly
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optimize its approaches to corporate

strategic cost management.

Strategic positioning analysis
comes down to which competitive
strategy will be adopted by a company
to gain competitive advantages. Is it
cost-oriented or differentiation- ori-
ented? Is it based on the existing value
chain or off the value chain? Is it a
better idea to just modify and allocate
the cost drivers in the existing value
chain and create better advantages
over its competitors to obtain long-run

profitability and sustainability?

How can an enterprise realize its
specific strategic goals? What goals
should a leader expect to realize in the
process? To successfully implement
the strategies, the first task for an en-
terprise is to clearly describe the direc-
tions and goals, pay attention to the
implementation status all the time, and
constantly and effectively monitor
whether the strategies are executed in
the right direction. A good strategy can
only be implemented successfully with
an outstanding management and con-

trol process.

How to implement a strategy is
important. Without implementation, a
strategy remains empty talk. Enter-
prise resources can come outside or
inside the organization. How to inte-
grate outside companies in the supply
chain can be influential for the growth
and transformation of the small and
medium manufacturing industry.

In decision-making, what are the
strengths and weaknesses when a de-
cision is made by a corporate head-
quarters or by an overseas subsidiary?
There are three variables to consider
and they are “special scenarios”, “par-

ticipants” and “leader”.

Competitiveness is derived from
economics. There is not a universal
definition of competitiveness. Pass
and Lowes (1994) proposed two defi-
nitions. One is the market structure
and it indicates the market type by the
number of the companies in the supply
market. The other refers to the process
where different companies strive to get
customers to purchase their products
by price and product differentiation.
Porter (1985) indicated that a com-
pany with long-term uniqueness on the
market can obtain a superior competi-

tive position. Barton (1992) pointed
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out that the core competitiveness of a
company relies on its identity and

body of knowledge

Commonwealth magazine in
Taiwan adopted the same 10 indica-
tors used in 1999 to select Taiwan’s
top 10 Most Admired Companies in
2013 in its survey. As the 10 indica-
tors are in line with the definition and
indicators of corporate core competi-
tiveness recognized by researchers and
they also correspond to the measure-
ment indicators of this study, the 10
indicators were adopted to be the
measurement indicators of this study
to evaluate the competitiveness of a
company. The 10 indicators are “vi-

99 ¢

sionary capability”, “innovatory abil-

99 ¢

ity”, “customer-oriented products and

29 &6

services”, “operational performances
and organizational capability”, “capa-
bility to attract talents and cultivate
personnel”, “financial capability”,
“capability to utilize technology and
information to increase competitive-
ness”, “long-term investment value”,
“cross-border operational capability”,
and “corporate social responsibility”.
Stuart Crainer & Des Dearlove (2014)

there is not a one-size-fits-all model of

success for any corporations in the

world. Which strategy can bring suc-
cess to an enterprise depends on the
economic environment where the en-
terprise is at that time. The radical
level of a strategy should consider
with the variant level of the environ-

ment

Profitability and core competi-
tiveness are both requisite for an en-
terprise to survive and stay sustainable
in a competitive and variant environ-
ment. Besides, more than one com-
petitive advantage and smart business
model behind smart strategic models
are also necessary. Similarity, in the
book of “Thinkers 50 Strategy” C. K.
Prahalad & Gary Hamel(2014) also
reflected on strategies from resource-
based perspectives, such as strategic
positioning and external environment
theories. However, the strategies pro-
posed by future-oriented strategists are
far more variant, and close the dis-

tance between the two strategies.

In the book of “Thinkers 50
Strategy”, Gary Hamel (2014) sug-
gested that an enterprise should think
in different ways. Instead of being
limited to one individual enterprise, an

enterprise should think about how to
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integrate different capabilities in the
world as a whole and make way for
future strategic positioning and im-

plementation.

C. K. Prahalad (2008) indicated
that all ideals come down to a golden
line and this invisible line is referred
to as business popularity. In the book
of “Thinkers 50 Strategy”, C.K. Pra-
halad (2014) was asked again about
competitiveness. He pointed out that
core competitiveness should be re-
garded as a concept. Corporate core
competiveness is not from its manage-
rial levels but its intellectual capital
formed by its ordinary employees and
technical community. Basically, intel-
lectual capital is very important to the

success of a company.

The importance of general people
and their added value should not be
underestimated. The SAS Institute Inc
concept that corporate core com-
petiveness is not derived from its
managerial levels has been widely ac-
cepted. Its key is to work together and
solve problems collectively, not indi-

vidually.

Nowadays, the aim of an enter-

prise is to construct a happy enterprise.
To make this happen and create a
win-win situation, an enterprise has to
construct the sense of happiness and
integrate it with its social responsibil-
ity. Innovation is the key to success.
For SAS Institute Inc, innovation
comes from the creativity and knowl-
edge of its employees. In the highly
competitive software industry, the
turnover rate usually exceeds 20 per-
cent. However, the turnover rate in
SAS Institute Inc is lower than three
percent. The main reason is that offers
complete care to its employees, in-
cluding child’s education, health, en-
tertainment and retirement. SAS Insti-
tute Inc, business grows each year be-
cause its policies make its employees
feel happy, motivate them to work

harder and perform better.

Rumelt (2011) suggested that
only one competitive advantage alone
can’t ensure an enterprise to be prof-
itable or rich. In fact, there is a fluid
connection between competitive ad-
vantage and fortune. Fortune grows
when competitive edge increases or
when the fundamental resources re-
quired for enhancing competitive edge

increase. When the value of a strategy
7
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grows, fortune also grows, especially
when the company can deepen and
expand its competitive advantages,
create more superior products and ser-
vices on the market, identify its seg-
mentation, and possess resources
which its competitors cannot copy or

duplicate easily.

The purpose of this study was to
investigate the effects of decision-
making in strategic cost management
on corporate competitiveness because
previous research on strategic cost
management was mainly case studies
and interviews were used for individ-
ual enterprises, not for a whole indus-
try. In addition, none of the instru-
ments of the previous studies was a
questionnaire. They also did not ad-
dress on the power and empowerment
of decision-making in strategic cost
management or the correlation be-
tween the decision-making and corpo-

rate competitiveness.

The subjects of this study were
the bicycle industry, and machinery
and equipment manufacturing industry
mainly, and other industries. The
study investigated how those enter-

prises made their decisions on strate-

gic cost management. It also evaluated
how the power of decision-marking in
strategic cost management by the
headquarters itself, the overseas sub-
sidiary alone, or either unit individu-
ally, affects corporate competitiveness.
The variables and framework of this

study can be shown in Figure 1.

Three tools were used for strate-
gic cost management analysis in past
studies and they were closely related.
First, the cost value chain structure
and the positioning of the enterprise in
its industry value chain was investi-
gated and then a comparison analysis
about the strengths and weaknesses in
the value chain with its competitors
was made. After that, any possible
cost drivers that might affect the en-
terprise value chain were analyzed,
including structural and executive cost
drivers. With the combination results
of the two analyses, competitive
strategies for positioning, either
cost-oriented or differentiation- ori-
ented, would be determined.
However, the same order above does
not apply to modern strategic cost
management because the development
of the Internet technology has made

the world a network without borders
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Figure 1. Research Framework

Operational Decision-making
Headquarters power in value
chain analysis

Decision-making
power in cost
driver analysis

Overseas
subsidiary

— and cultivate personnel

Either Decision-making
power in strategic
positioning analysis

and has changed the approaches to en-
terprise management with its growth.
As the literature suggested, during the
starting period of a Taiwanese enter-
prise, its boss makes decisions based
on his/her instincts. The advantage is
that the decisions can be changed at
any time while the disadvantages are
that there is not a rule to follow and
there is no continuity. Consequently,
the scale of an enterprise is determined

by the intelligence of the boss.

After an enterprise grows, the

| Corporate Competitiveness

1. Visionary capability

2. Innovative capability

3. Customer-oriented products and
services

4, Operational performance and
organizational capability

5. Capability to attractive talents

6. Financial capability

7. Capability to utilize
information and technology to
increase competitiveness

8. Cross-border operational
capability

9, Long-term investment value

10. Corporate social

continuity and consistency of a policy
execution becomes important. There-
fore, a comprehensive management
system is imperative for a large com-
pany. An enterprise creates its value
by a series of activities. Its internal
organization develops its organiza-
tional ability from its management
system. Whether its organizational
ability can pass the tests and generate
performances replies on how well its
policies are executed in a competitive

environment.
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The purpose of this study was to

investigate the decision-making unit of

an enterprise, the headquarters itself,
the overseas subsidiary alone, or either
unit respectively, in strategic cost
management, and how this affected
corporate competitiveness. This is
closely related to how the strategic
cost management is implemented and
how implementation affects corporate
competitiveness. Based on the litera-
ture review and the analysis proposed
by abovementioned researchers, the
hypotheses of this study were ad-

dressed below:

H1: A positive correlation will exist in
corporate competitiveness when
the strategic cost management
decision is made by the head-

quarters of a company.

H2: A positive correlation will exist in
corporate competitiveness when
the decision is made by its over-

seas subsidiary of the company

H3: A positive correlation will exist
between in corporate competi-
tiveness when the decision can is
made by either its headquarters or

overseas subsidiary of the com-

pany respectively.

Method

Methodology and Data Analyses

The instrument used for data col-
lection in this study was a question-
naire. The subjects were the manage-
rial staff in the headquarters of the
Taiwanese enterprises with overseas
subsidiaries and their overseas sub-

sidiaries.

Accounting for 60.4 percent,
most Taiwanese companies have been
in operation for 25 years. While the
least number of companies are those
which have lasted for less than 10
years, there is an average distribution
in the companies which have lasted for
10 to 15, 16 to 20 and 21 to 25 years
periods. Most overseas subsidiaries
have lasted 25 years, which takes up

90 percent of the total.

All statistics were computed by
the SPSS. The reliability was assessed
by Cronbach’s alpha coefficient and
the reliability coefficient was 0.925.
The correlation analysis among cor-

porate competitive variables was ana-
10
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lyzed by Person Product-moment cor-

relation coefficient.

Results

H1: A positive correlation will exist in
corporate competitiveness when
the strategic cost management
decision is made by the head-

quarters of a company.

As shown in Table 1, among the
10 variables for corporate competi-
tiveness, a positive correlation existed

99 ¢

in “financial capability”, “cross-border
operational capability” and “long-term
investment value”. As described in the

introduction of this study, the main

reason why there was not a

Table 1. Correlation Analysis Of Competitiveness When Decision On Strategic Cost
Management Made By Headquarters

Variable Corporate Competitiveness L 2 3 h] 6 7 3 9 10
1. Visionary capability 1.00
2, Innovative capability 054 % 1.00
. Customer-oriented products and
' services 048* 023 1.00
s Operational performance and
" organizational capability 049= 012 0.70 **
5 Capability to attract talents and
- cultivate personnel 036 * 022 055 % (71 ** 1.00
6. Financial capability 0.56*F  046** 055* 065* 053* 100
Capability to utilize
7. communication and technology
to increase competitiveness 041* 009 034* 062% 071* 032* 100
q Cross-border operational
© capability 048*  039* 060** 072% 076* 061** 064* 100
9,  Long-term investment value 0.68*% 042% 0647%* 066** 064%* 070* 050* 071* 100
10.  Social responsibility 0.25 039* 024 040 %  040* 047* 040% 051 * 045* 100
¥P< 5
# P (]
significance in other variables is that ity”, “customer-oriented products and
most Taiwanese companies focus on services”, “operational performance”,

OEM and ODM business and most

critical technology is controlled by

foreign business. Consequently, a sig-

nificance did not exist in other vari-

ables, including “innovative capabil-

“ability to attract talents and cultivate
personnel”, and “capability to utilize
communication and technology to in-

crease competitiveness”.

11
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In my 20 years of work experi-
ence in a Taiwanese accounting firm
serving medium and small size com-
panies in central Taiwan, for the ma-
jority of Taiwanese companies with
overseas subsidiaries, the decision-
making in strategic cost management
was awarded to their overseas subsidi-
aries. However, some decisions re-
garding their finance, cross-border op-
erational capability and projects with
long-term investment value were still
made by their headquarters. As the
characteristic of the Chinese are not
visionary and innovative, the result
also showed that no positive correla-
tion existed in “visionary capability”

and “innovative capability”.

Not surprisingly, there was no
significance in “taking corporate social
responsibility”. It’s main focus for en-
terprises to create a win-win situation
by pursuing happiness and social re-
sponsibility. However, most Taiwanese
or Chinese enterprises have long
deemed it its intimate goal to seek
profitability for their shareholders, in-
stead. Luckily, few Taiwanese enter-
prises have been aware of this.

H2: A positive correlation will exist in

corporate competitiveness when the

strategic cost management decision is
made by its overseas subsidiary of the

company.

As shown in Table 2, among the
10 variables for corporate competi-
tiveness, a positive correlation existed

99 ¢

in “visionary capability”, “innovative

29 &6

capability”, “operational performance
and organizational capability”, “capa-
bility to utilize communication and
technology to increase competitive-
ness”, “cross-border operational capa-
bility”, “long-term investment value”
and “corporate social responsibility”.
No positive correlation existed in
“customer-oriented products and ser-
vices”, “capability to attract talents and
cultivate personnel” and “financial ca-

pability”.

In the experience of the author,
among the Taiwanese enterprises
whose decision-making power in stra-
tegic cost management goes to their
overseas subsidiaries, most of their
foreign customers are usually ap-
proached by the headquarters or trusted
top-level managers stationed in their
overseas subsidiaries. Therefore, it
makes sense that no positive correla-

tion existed in “customer-oriented
12
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products and services”. Besides that,

the headquarters also control product

development and personnel training,

and finance is usually handled by the

insiders of the companies due to Chi-

nese characteristics. As a result, the

result that no positive correlation ex-

isted in either of the two variables also

supported the hypothesis.

Table 2. Correlation Analysis of Competitiveness When Decision on Strategic Cost
Management Made by Overseas Subsidiaries

Vianagble  Corporate Competitiveness L 7 3 4 5 6 7 g 0 i
1. Visionary capability .
2, Tnnovative capability 081 * 100
2 Customer-oriented products and
T services 076 # 086 *# 100
4 Operational performance and - .
" organizational capability 075 # 066 *# 060 ** 100
¢ Capability to aftract talents and .
~ cultivate personnel 064 * 048 * 038 087 #= 100
6. Financial capability 0.67 #* 059 * (43 084 #* 087 # 100
Capabilify to utilize communication
1. and technology to increase
competitivensss 070 *= 065 * 052 % 070 ** 066 ** 067 ** 100
B,  Cross-border operational capability (61 ** (.67 ** (47 * 061 ** 071 * 063 * 083 *= 100
0 Long-term investment value 0.74 = 074 # 065 = 074 * 065 #* 078 * 065 * 070 * 100
10, Social responsibility 058 * 080 * 050 * 058 * 048 * 058 ** 069 ** 075 * 068 * 100
*Pe 5
# Pe (1]

H3: A positive correlation will exist in

corporate competitiveness when
the strategic cost management de-
cision is made by either its over-
seas subsidiary or headquarters of

the company.

As shown in Table 3, among the
10 variables for corporate com-
petitiveness, a positive correlation
existed in “cross-border opera-

9% ¢

tional capability”, “long-term in-

vestment value”, and “corporate
social responsibility”. The main
reason why no positive correlation
existed in some of the variables in
this hypothesis is that there was
not a significant difference shown
in the result when all policies
were made by either the head-
quarters or its subsidiaries of the
companies individually. This also
results from the characteristics of

Taiwanese companies that finance,

13
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Table 3. Correlation Analysis of Competitiveness When Decision on Strategic Cost
Management Made by Either Headquarters or Overseas Subsidiaries

Variahle Corporate Competitiveness 1 3- } 4 ) b § g 10
|, Vistonary capability 100
), lonovative capabilty 092 * 100
5, Costomer-oriented products and services 067 * 080 * 100
; Operatonal prformance and organizational
C capability 079 % 070 * 074 * 100
j Capabilfy fo afiract falenfs and cultiate
" persomel 047 041 03 Mt L0
6. Fmancial capabibty 03 03 038 o4 0oLl
, Capabilty to uitlize communcafion and
. fechnology to increase competitivensss 069 # 061 * 041 051 % Q73 = 082 * 100
8 Cross-border operationa capablity 039 # 031+ Q40+ 035+ (2= 031+ 0+ L0
0, Longdem vestwent value 078 * 088 ** 03 * 066* 078 * 068* 077* 000* 10
10, Soctal esponsibihty 063 * 082* (3™ 066* (09* 03%6* 055* 02* 085 * 10
*Pe
#P I

customer management, research and
development, personnel training are all
controlled by the headquarters. The
result also supported the hypothesis of

this research.

Even if the results of the three
decision-making modes supported the
hypotheses and positive correlations
existed in some variables for corporate
competitiveness, the levels of the three
correlations differed. The significance
of the 10 variables suggested that
some variables played a significant

role in a particular industry even when

the strategic cost management deci-
sion was made by the same entity un-
der the same hypothesis. In other
words, the result can facilitate enter-
prises to make a better decision by
observing the significance of each

variable.

Although this study didn’t assign
a weight to each indicator, this result
can be further applied to solving
problems. For example, while a pro-
duction-oriented enterprise usually
values its production capability more

and a service-oriented enterprise

14
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places more importance on its cus-
tomer management levels, the weights
of “production capability” and “cus-
tomer-oriented products and services”
can be added respectively. However,
how to assign the weight and weight
value to each indicator can be deter-
mined by the strategic cost manage-
ment decision-maker of each company
based on the result of the study.

Not enough existing literature has
supported the result of this study.
More interviews and field research
should be done in the future to support
this study. However, in the years of
work experience of the author in an
accounting firm with major customers
in the bicycle industry, how they make
their decisions in strategic cost man-
agement correspond to the result of

this study.

In a talk about “employee devo-
tion and recognition” among Stuart
Crainer and Des Dearlove, the writers
of Thinker 50 Management: Cut-
ting-Edge Thinking to Engage and
Motivate Your Employees for Suc-
cess(2014), and the co-author of
Competing for the Future with C. K.
Prahald, Gary Hamel exuded his pas-

sion about change. He pointed out

some rules of obtaining devotion and
recognition from employees as fol-

lows.

More things should be improved
before employee devotion can grow.
First, significantly lower the fear in-
side an organization. Secondly, re-
move politiicized policies. Instead of a
result of political struggles, a decision
should be deemed a collection of crea-
tivity by the employees. To build a
democratic and transparent environ-
ment, no messages should be con-
cealed or used as a political weapon.
In addition, an enterprise should make
efforts to inspire true potential of its
employees and reduce hierarchical

power operation.

In current economic conditions,
competition should not be like fighting
for a pie. What should be done is to
enlarge the pie and make an enterprise

sustainable.

Conclusion

As stated in the introduction of
this study, as most Taiwanese compa-
nies focus on OEM and ODM busi-

ness and most critical technology is
15
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controlled by foreign business, their
existence value can be replaced easily
in a industrial value chain. To stay
competition, they have to excel their
supply chain management capability,
and respond to more demanding re-
quests by their customers, including
better production, better supply chain
management and fast delivery time,
and logistics. As “innovative capabil-
ity” is dominated by customers, no
positive correlation existed in this
element among the 10 indicators of
corporate competitiveness. In addition,
due to the characteristics of the Chi-
nese, including recognition, mentality,
social competence, political power,
and anthropology, a positive correla-
tion existed in none of the variables,
including “customer-oriented products
and services “and “financial capabil-
ity”, “innovative capability”, “opera-
tional and organizational capability”,
“capability to attractive talents”, “ca-
pability to unitize technology and
communication”, “visionary capabil-

ity 7, and “corporate social responsi-

bility”.

Why did the result support all the
three hypotheses? The majority of the

subjects of this study were the bicycle

industry. Consequently, those enter-
prises have the best competitiveness,
followed by those enterprises whose
decisions are made by either the
headquarters or their subsidiaries, and
those enterprises whose decision are
made by their headquarters alone.
Taiwanese bicycle manufacturers have
successfully demonstrated their re-
search and development capability and
received high acclaim for their intro-
ductions to their new products in
world-wide exhibitions. Taiwan has
become home to professional manu-
facturers and suppliers of bicycle and
bicycle parts. The products launched
in exhibitions yearly made the partici-
pants realize that even a small bicycle
part can enhance the effectiveness and
become the key to winning champi-

onship in a competition.

In the face of price wars, the con-
tingency plan of the bicycle industry
in Taiwan is to develop their own
brands and form a strategic alliance to
maintain their own corporate sustain-
ability and competitiveness. For the
machinery and equipment manufac-
turing industry, its future will be in-
fluenced mainly by economic devel-

opment and trend.
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Findings

Firstly, unlike a case study seen
in most literature review, this study
was a breakthrough that the subjects of
this study was the whole industries. In
this study, a questionnaire was used
for data collection to analyze the rela-
tionship between the power of deci-
sion-making in strategic management
and corporate competitiveness and a
framework was proposed accordingly
for the reference of Taiwanese enter-

prises.

Secondly, unlike incomplete dis-
cussion in most literature review re-
garding the effects of the power of de-
cision-making in strategic manage-
ment on corporate competitiveness, a
questionnaire was used for this study
to collect preliminary result from the
bicycle industry, machinery industry
and high-level managers in other in-
dustries. Mainly focusing on the two
industries, the result of this study can
provide some insight for professionals
in the management, academic and
pragmatic fields and pave way for

future studies.

Finally, as it is different to man-

age a small and medium enterprise
from other large enterprise, and small
and medium enterprises have made a
contribution to Taiwan’s economy,
there is a need to have a study on
small and medium enterprises. Al-
though this study did not cover all
Taiwanese small and medium enter-
prises, the subjects were mainly small
and medium enterprises in central
Taiwan, the result still can provide
some insight into how to make strate-
gic cost management policies for all
the Taiwanese small and medium en-
terprises. Hopefully, to help bring
Taiwanese small and medium enter-
prises to another level, more future
studies on the strategic cost manage-
ment models of Taiwanese small and
medium enterprises can be carried out
and more understanding and emphasis
on this field can be obtained from the

academic and industries.
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