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Abstract

Andrew H. Gold, Arvind Malhotrad & Albert H. Segars (2015) Illustrated that a hall-
mark of the new economy is the ability of organizations to realize economic value
from their collection of knowledge assets as well as their assets of information, pro-
duction distribution, and affiliation. With the rapid change in the global economic
situation, enterprises need to constantly improve their competitive strategies to react
the impact of competitors in the industry; rapidly update their productivity, quality
and service; and increase their opportunities of survival and growth with flexible de-
cisions.

Simultaneously, That become to be international enterprise groups, enterprises also
need to change their organizational structure to strengthen business strategies, to
stimulate industrial creativity through functional management, and to create leading
brands with entrepreneurial strategies. Through studying and analyzing individual
cases in this paper, we illustrate how enterprises change strategies and organizational
structure adapting knowledge management to overcome difficulties to become leaders
in the industry under crisis conditions.

Keywords: leading brand, differentiation, organizational structure, organizational cul-
ture, function management, knowledge management, competitive advantage

eration of enterprises. In a competitive

Purpose and Motivation market, a strong brand strategy means
constantly producing new challenges
Business Philosophy and responding to competitors based
on enterprise management. Kotler Kel-
The cognition of business man- ler said competitive accrues to compa-
agement has been conceptualized in nies that possess distinctive capabili-
the enterprise structure and system ties or excellence in broader business
flow. The core of business manage- processes. Kevin Lane Keller &
ment is to promote the sustainable op- Vanitha Swaminathan (2020): Noted
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to provide appropriate concepts, theo-
ries, models, and other tools to make
better branding decision.

Organizations of internal market-
ing centers of enterprises need to co-
operate to promote their functions, the
internal communication of the organi-
zation must be smooth, and the mem-
bers of the organization must put in the
time to operate and create a good or-
ganizational climate. Dr. Hsin Hsin
Chang said that is considering differ-
ent industrial environments and market
niches. Enterprise will try to use dif-
ferent internationalization models to
reduce the risks of global operations
and consolidate any existing competi-
tive advantages. The concept of suc-
cessful business management is to
generate a profit. Therefore, different
levels and the organization of enter-
prise management can be identified
from enterprise structures and system
processes.

Business management is derived
from the traditional regional market. It
1s necessary to consider the unique
business strategy of a competitive
market. Liu (2020): Noted that the ac-
tion plan of enterprise operation is
there to enhance the activity efficiency
of business organizations through the
life cycle of products and services and
the planning of integrated enterprise
development. To obtain business per-
formance, in an enterprise alliance or
partnership. Kotler Keller (2012)
Noted competitive advantage ulti-
mately derives from how well the
company has fitted its core competen-
cies and distinctive capabilities into
tightly interlocking “activity system”.
It is very important that needs have
mutual commitment and trust, which
will, a promote cooperation and reduce
the need for behavior supervision. That

considering the exchange of interests,
trustworthiness should be developed
on the basis of interests. Creating new
technologies and increasing productiv-
ity in a complex competitive environ-
ment involves different roles, ways of
operation and distribution, and differ-
entiation in brand competition.

That enterprises choose and ex-
plore the differences in establishing
brand roles to gain a competitive supe-
rior in knowledge familiarity, to do
different positioning as product image
of consumer favorite to obtain the
maximum benefit,. Successful busi-
ness requires capabilities as creating,
understanding, delivering, capturing
and sustaining customer value.

Enterprise Culture

Organizational culture is the
driving force of enterprise success. Dr
Jin Feng Uen said that Liu Ying-Yen
Studio (Academic Research, Business
Consultant) Studio Principal organiza-
tional culture includes each organiza-
tion’s tradition, belief, emotion and
value, which can make it distinct from
other organizations and inject different
vitality into the organization. He also
said that the combination of values,
beliefs, emotions, attitude and behav-
ior of the members of an organization
has a great impact on its employees. A
good corporate culture is extremely
important so that enterprises can main-
tain a sustainable competitive advan-
tage. Regarding the coordination and
integration of an organization, a cul-
ture of openness, coordination and
willingness to communicate should be
established.

Stephen Helba (2003): Elabo-
rated on this and stated that top man-
agement is defined as the person or
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group of people who direct and control
an organization. Organizational leaders
need the assistance of key elements in
building a business organization and
laying organizational culture; which is
the concept of the internal manage-
ment team and the strengthening of
employees’ ability.

The important structure of an in-
dustry is the competitive strategy for-
mulated for its functional management.
Dr Dah-Hsian Seetoo mentioned that
functional management refers to the
administration and decision-making in
functional areas such as marketing
management, production management,
human resource, financial management,
R&D management and information
management which determines the en-
terprise’s positioning and to effectively
enhances competitiveness to gather the
strength to develop strategic priorities.

Research Purpose

The objectives of this study are
as follows:

To establish a strong brand, an
enterprise must pay attention to the
importance of brand planning and
soundness of knowledge management,
and assist the enterprise to smoothly
resolve the corporate crisis in organi-
zation. That management and opera-
tion gain a competitive advantage in
the target market, and achieve ex-
pected performance growth and sus-
tainable operation.

Although Chairman Wu worked
hard on his business philosophy, he
used knowledge management and
marketing strategies to establish an
international chain of catering business.
This case study is provide as a refer-
ence for corporate practice and aca-
demic institutions.

Literature

What is a brand? Abram & La
Plante (2008): Stated Brand identity is
a set of characteristics that allow con-
sumers to recognize the company as a
separate and unique entity. It is the
most valuable intangible asset in an
organization, and the executor in mar-
keting, to properly manage their value.
According to the definition of brand by
American Marketing Association
(AMA): “A brand is a name, symbol,
mark, or design of a product, or a
combination of the above, that a brand
can use to identify a product or a group
of products and services, to distinguish
it from the competitors’ products and
services. Kotler said: Build a strong
brand is both an art and a science. A
strong brand commands intense con-
sumer loyalty at its heart is a great
product and service. Consumers my
evaluate the identical product
differently on how it is branded.

The importance of brand plan-
ning is to establish the basic concept of
business philosophy. Idris Motee
(2009) explained that the standpoint of
a brand leader is to establish the brand
value, transform it into customer loy-
alty and market power, and monitor its
progress by using measurement stan-
dards to achieve the goal of creating
brand equity. The planning life cycle is
constantly produced in the world, the
sustainable operation of an industry is
the integration and extension of diver-
sified operation and management,
which depends on knowledge man-
agement. The APQC (American Pro-
ductivity & Quality Center): Indicated
that knowledge management is a proc-
ess to confirm and obtain leverage
knowledge to help organizations main-
tain their competitive advantage. The
Gartner Group (1997): Addressed

127

The International Journal of Organizational Innovation
Volume 15 Number 1, July 2022



2022-1259 1JO1
https://www.ijoi-online.org/index.php

knowledge management is infrastruc-
ture of enterprises in the organizational
and technological which promotes the
sharing and use of knowledge.

Knowledge Competitive

In the period of a knowledge
economy, business management fo-
cuses on the innovation of intangible
assets of knowledge management and
the protection of intellectual capital;
while enterprise assets emphasize in-
tangible intellectual assets. Enterprise
value comes from the innovative prod-
ucts and the service of comprehensive
solutions. That the value of products
generation must be accompanied by
intellectual services and products.
More importantly, it creates value and
characteristics for the product to en-
hance the competitiveness of the en-
terprise. In the cause, the organization
and the individual will have stronger
competitive power and make better
decisions. Liu (2019): Illustrated that
the ability of a corporate organization
depends on the integration mechanism
that collects the knowledge of individ-
ual behavior to enhance the organiza-
tion’s competitive advantage. Maryan
Alavi and Dorothy E. Leidner (2001):
Explained that the objective of the
knowledge management system is to
support creation, transfer, and applica-
tion of knowledge in organizations.
The customers, the general public and
shareholders can understand the situa-
tion of the enterprises operation in the
environment faced by business organi-
zation that are sources of sufficient
information and various mobile re-
sources.

The organizations and the envi-
ronment, and internal units of enter-
prises are interconnected and mutual
function. Organization management

deals resolve the problems from the
overall perspective, whereas organiza-
tional and environmental activities are
in ongoing change, the organization
management should not be a rigid
model but rather flexible to the revi-
sion of the actual situation. Scholar
Expert Wen Jinfeng (2009): Noted that
it is necessary to make comprehensive
consideration according to the self-
contained environment, facing stake-
holders and internal organization char-
acteristics so that you make compre-
hensive consideration in organization
management.

A competitive enterprise must
consider both effect and efficiency in
its decision-making. Through internal
discussions and analysis, enterprises
can master and analyze important in-
formation to find issues and arrange
than generate more related sub-issues,
which can be developed internally or
with external resources through
evaluation; to find professionals, to
accomplish a consensus, to establish
direction, to integrate policies, and
take actions after making decisions to
achieve the objectives of business
units.

Research Methods

This study mainly expounds the
establishment of the brand "85°C
Cafe". After many business successes
and failures, 85°C adopts the operation
principle of "value for moment" and
"noble but not expensive" to hire the
talents with high salary to establish the
catering business, bring consumers
high-quality service, and meet the con-
sumers' needs. The enterprise does not
accumulate the resources, but innova-
tively manage to establish a leading
brand of catering business.
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In this study, appropriate meas-
urement items have been found in the
literature, and relevant dimensions and
evaluation criteria have been selected
based on the professional literacy and
rich experience of experts, and ques-
tionnaire interviews have been con-
ducted according to the hierarchical
analysis method. This study is a refer-
ence for business practitioners and
academic institutions.

This study adopts the case study
and questionnaire investigation
method. Firstly, the study uses the case
study method to collect qualitative
data, then investigates the current ap-
plication situation of the tourism in-
dustry by analyzing the backgrounds
of the study subjects, in order to un-
derstand the requirement and expecta-
tion of the managers for customers in
the tourism industry.

Next, the study uses question-
naires to perform a quantitative inves-
tigation by referring to relevant foreign
and domestic literature and studies,
and integration to content of the corre-
lated cases. Furthermore, the study
performs a questionnaires investiga-
tion by random sampling, and further
analyzes and confirm the marketing
management method by tourism indus-

try.

Finally, the study analyzes re-
lated data and the questionnaires in-
vestigation of the correlated case to
understand how marketing manage-
ment modes influences brand position
to determine, the study’s results and
provide effective suggestion for brand
position.

Case Study:
Comestibles Master Co., Ltd.

Early Entrepreneurship

85°C was established in 2003 by
Mr. Wu, Cheng-Hsueh, and then
chairman of the board, who captured
the business opportunity during the
spread of the SARS virus and when
Taiwan’s catering industry was experi-
encing severe impacts. He adhered to
the strategy of “destructive innova-
tion”” while combining products with
low prices but high quality to penetrate
the general consumer market with the
market positioning of “affordable lux-
ury” and creating his business empire.

Chairman Wu grew up in a poor
family when he was a child and often
moved with his parents and transferred
to different schools. However, he was
not discouraged by his plight and
planned his future earnestly; he firmly
believed that only by creating his own
business could he realize his dream.
Starting with only $110000, he became
personally involved in business first in
the beauty industry to opening a shoe
factory to build contacts and accumu-
late management experience while be-
ing able to purchase a house and a car.
But this was not always easy, many
labor-based processing plants have set
up factories in China due to the
changes in the economic structure in
Taiwan, and Chairman Wu was also
forced to move the shoe factory to
China. However, the market was over-
supplied in the following two years
and the price was impacted accord-
ingly, which made him think that it
was hard to survive in this industry
and chose the opportunity to sell his
stock equity and moved back to Tai-
wan.

He temporarily assisted the fam-
ily in marble laying after returning to
Taiwan and became a contractor lo-
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cated in the Taichung area a few years
later, until he finally had a construc-
tion team. Chairman Wu found that it
was difficult to make a breakthrough
in the business management due to the
lack of his own construction stones
and so he thought about whether to

continue the business or plan for others.

At that time, the real estate industry
was flourishing and he saw the pros-
pect of a “franchise chain” and he
happened to know that his old friend,
Mr. Guo Wenhe, had set up a bubble
black tea shop at a dinner party, by
whom he was introduced into the field
of bubble black tea and founded his
own “Easy Way” that was run in the
form of franchise. Then, Chairman Wu
gave the marble business to his
younger brother and formally entered
the catering industry.

At that time, the franchise rules
of “Easy Way” needed to be strength-
ened with urgency, many franchise
stores jointly wanted to turn to other
brands instead of renewing their con-
tracts to protect their rights and inter-
ests. Chairman Wu thought that the
reason was due to the lack of man-
agement technology and professional
knowledge, even though they included
most of the franchisees or the largest
provincial franchisee, it couldn’t be
changed at will, so he finally solved
this crisis with his personal experience
and sensitivity to the market, which
was known as the event of “Deceiving
A’ Cai”, after which Mr. Guo Wenhe
and Mr. Fu Xinqin had more trust and
respect for Chairman Wu and decided
to work together to operate the “Easy
Way”. In addition to the evaluation,
Chairman Wu studied the franchise
system and rules of McDonald’s and
7-11, and finally decided to join the
management team to build the organ-
izational structure and strengthen the

business organization. During the
course of business, Chairman Wu con-
sidered that the control of the franchi-
sees was very important to the opera-
tion and profit of the headquarters and
found that it was hard to control the
franchisees with an incomplete fran-
chise system, and the franchisees could
not get support from the headquarters,
so there was a lack of cohesion with
the franchisees.

Consequently, he decided to
strengthen the control of franchisees to
increase over 400 direct-sale stores
and franchisees. Afterward, with the
opening of the Chinese market, in-
vestment partners and Wu hoped to
seize the opportunity of the Chinese
market opening and successively went
to China and Hong Kong to invest but
the result was not as expected, and the
cooperation ended because of dissimi-
lar ideas and individual persistence.
When Chairman Wu ran Easy Way, he
also ran the “Hot to Home” pizzeria,
which broke the tradition of providing
pizza for one person at a cheaper price,
and attracted many customers, as well
as a lot of investors. Then he opened
the “Hot to Home” pizza chain store in
2003 when the market share did not
increase particularly, and the excite-
ment of pizza faded. He then wit-
nessed a long line of people rushing to
a five-star hotel to buy Bento and he
thought about a coffee shop in a for-
eign country, although it was not big,
it had good business, which encour-
aged his idea to open a special coffee
and egg cake shop with the cake baker
from the five-star hotel. Chairman Wu
once said, “I was lucky to start my
own business, I have met a lot of right
people but they had to be found by
me”. Drucker (1985): A master of
management, said that “change is to
provide people with the opportunity to
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create new and distinctive things.
When change comes, business startups
will use it to create new added value”.

The establishment of the com-
pany Chairman Wu, Cheng-Hsueh es-
tablished 85°C, the first coffee and
cake bakng store in Taipei, with an
investment of NT$15 million in 2003.
There are more than 50 kinds of cakes
in the store, which have won the hearts
of the general public because of their
high quality and low prices. The crea-
tive and exclusive store was estab-
lished based on the quality of five-star
coffee beans and mainly focuses on
cake baking and coffee, where the ele-
gant and bright environment enables
customers to enjoy the pleasure of cof-
fee and delicious desserts in an open
and tidy space. Chairman Wu devotes
himself to the quality of products and
services, pays attention to professional
skills and response to customers in
terms of personnel training, and regu-
larly launches new products to attract
customers. It is through such excellent
equipment and strict management that
85°C has superior competitiveness.

At the beginning of the start-up,
the store with street corners was a nec-
essary condition because the signboard
can be seen throughout the street, no
matter where you are traveling from
and where classic cakes with excellent
quality and reasonable prices are dis-
played in a bright window to attract
customers. In less than two years,
85°C opened 90 branches in the prov-
ince, including 16 direct- sale stores
and 74 flagship stores, with the aver-
age monthly revenue of each store
reaching approximately NT$1.2 mil-
lion to NT$ 1.3 million and approxi-
mately NT$2.5 million in the direct-
sale stores, among which the highest
performance was a monthly average of

NT$6.7 million. Soon after, 85°C’s
chain business rapidly expanded in
Taiwan, with the annual revenue ex-
ceeding $850 million and the cumula-
tive annual retail and catering industry
turnover of 2005 reaching NT$1 tril-
lion and NT$466. 7 billion, becoming
one of the top 10 industries in the
country.

The name of 85°C comes from
the concept that “the coffee at 85°C is
the best to drink”. The most suitable
temperature for drinking is 85°C, at
which the balanced strong flavor can
be tasted. The flavor and aroma of the
coffee, as well as its bitterness, acidity,
sweetness, and consistency are differ-
ent, which also means that 85°C not
only presents the best products to cus-
tomers but also provides customers
with a kind of relaxed and sweet en-
joyment. Coffee was introduced in
Taiwan from western countries; drink-
ing coffee and enjoying dessert is no
longer the exclusive right of Western-
ers since the mini-industry of coffee
shops has made infinite achievements
in the past decades. With innovative
thinking and following the transforma-
tion of the times and the needs of cus-
tomers, 85°C focuses on R&D and
strengthens brand opening to increase
the market share and constantly re-
news to build its reputation and im-
prove to participate with the interna-
tional competition to become an inter-
national enterprise.

Strategy Of Business Management

Scholar Alberto Carneiro stated
how knowledge development is related
to personal characteristics and personal
development and also said that the en-
terprise provides useful insights on the
links between innovation and competi-
tive- ness. The competitive advantage
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of a business strategy sustainability
operation, 85°C has the following key
factors:

The span of the product project.

It refers to the extension or sim-
plification of production lines, the in-
crease of R&D products, the retention
or elimination of old products through
the evaluation of sales rate, and the
adjustment and creation of “product
features.” Enterprises must have dif-
ferent strategic plans for the sales
situation of external environment
products and the market competition
that it faces. Scholar Philip Crosby be-
lieved that quality is let customers feel
that they have received more than ex-
pected value. They should carefully
consider the decision-making and
marketing strategy in terms of product
innovation and substitution, to im-
prove the industrial style. Michael Por-
ter said: “The competitive advantage
of products depends on putting for-
ward a unique value position and per-
forming it through a tailor-made value
chain, and to differentiate apart from
other competitors.” In the aspect of
product research and development of
85°C, the specially employed interna-
tional bakers guarantee the efficiency
and quality of products and services
and regularly push out new products to
attract the favor of customers. Liu
(2021): Noted the primary goal of en-
terprises is to achieve sustainable
business relationships by providing
quality commodities and satisfying
customer demands.

Target market.

This refers to the selection by the
enterprise from the segmented market.
Decide to enter the market segment is

the most benefitcial market component.

Due to the changes in consumers’ hab-
its or the location of the population,

some- time target market must be re-
classified or reselected for companies.
Marketing scholar McKinsey said:
“Consumers should be regarded as a
specific group called the consumer
market.” When an enterprise expands
its scope or suffers from profit impact,
it should change its strategy by choos-
ing another target market.

The products of 85°C enter the
market directly and enterprise has the
business philosophy of “innovation
and development value” to meet the
different needs of consumers, and im-
prove the business performance.
Stephen Helba (2003): Said that the
ASQC (American Society for Quality
Control) survey on the end-user per-
ception of important factors that influ-
enced purchases are performance, fea-
ture, service, warranty, price, and
reputation.

The stable supply chain of raw
materials.

The expansion or downsizing
of the operation scale of an enter-
prise is to stabilize the supply of key
products and to have more power to
control the in- put resources to provide
a degree of vertical integration. Anne
T. Cuoghlan, Erin Anderson, Louis W.
Stern and Adel I. Ansary (2006): Be-
lieved each channel member is seek-
ing its own profit. For example, Mi-
chael Porter supply chain manage-
ment, Wiki encyclopedia revealed un-
der the previous topic that the goals of
supply chain management con-
ducts comprehensively manage all
various material of the whole supply
chain in satisfied consumer demands
from purchase, material management,
production, distribution, marketing to
the goods logistics, information flow
and capital flow of the whole supply
chain for consumers, and it can sup-
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port the growth of the core business
then reduce minimizing logistics
and inventory. The supply chain man-
agement is only to plan, coordinate,
operate, control and optimize the ac-
tivities of the whole supply system.
Anne T. Cuoghlan, Erin Anderson,
Louis W. Stern and Adel I. Ansary
(2006): Explained there are tangible,
supportive operating that demonstrate
a supplier’s desire to maintain its in-
termediary channels. The raw materi-
als for 85°C are purchased based on
the inventory according to the opera-
tion status of the day, check the inven
tory of various raw material by calcu-
lating the appropriate purchase quan-
tity and via warehouse staff delivered
to their central factory for production
in the next day; and finally to consum-
ers.

When it mentioned the produc-
tion process, that recommended ERP
technology at 85° C will not only en-
sure standardization and stable quality
but also help the central factory to re-
duce product consumption rate and
cost losses. Stephen Helba (2003):
Said that understanding the customer’s
expectations and needs is essential to
winning new business products and
keeping exciting business.

Scale economy benefits.

The overall development of the
enterprise are generated through the
expansion of the development scale or
the growth of the enterprise. Dornier et
al, (1998): Believed that SCM is just
like an ERP information system in a
single enterprise. Its purpose is to
manage the combination of production
resources across functional depart-
ments in the enterprise, and optimize
the allocation of enterprise resources.
Anne T. Cuoghlan, Erin Anderson,
Louis W. Stern and Adel I. Ansary

(2006): Noted economic satisfaction
plays a fundamental role in building
and maintaining the trust that is neces-
sary for committed relationship. The
scale economy refers to the average
production cost of the manufacture
which decreases with the expansion of
production scale and the long-term to-
tal average production cost that in-
creases with the production scale, and
thereby the fixed cost is gradually
shared and reduced, thus improving
the economic benefits. Anne T.
Cuoghlan, Erin Anderson, Louis W.
Stern and Adel 1. Ansary (2006): Be-
lieved economic satisfaction is a posi-
tive affective response to the economic
rewards generated by a channel rela-
tionship.

Scholar Lin Zujia (2011): De-
scribes the source of economies of
scale as an enterprise with large fixed
costs that can support large-scale out-
put. When the output increases, the
fixed input can be shared to each unit,
and the average fixed cost of each unit
becomes smaller and smaller. As an
international catering group, 85°C has
scale economy due to its huge fixed
investment, which is the result of low
pricing, progressive labor division and
specialized chain enterprises in large
scale marketing.

Regional strategy.

When the industry is gradually
mature, the scale economy tends to be
nationalized. Although the enterprises
have achieved national operation, the
regional strategy is to focus on those
areas with higher profit margins. Anne
T. Cuoghlan, Erin Anderson, Louis W.
Stern and Adel I. Ansary (2006): Said
according to economic theory, return
on investment is a paramount criterion.
Even if profits in a certain area are
poor, the well-known profit areas can
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make the whole operation stable, in-
crease the supply base of materials,
improve the production efficiency and
ensure a smooth distribution system.
Richard B. Robinson (2011): Stated
that the stable relationship between the
company and its suppliers. Regularyly,
company depend on suppliers support
to provide sercive, raw materials and
financial equipment about the long-
term survival and growth of the enter-
prise. The scale economy of 85°C not
only extends across the country but
also develops into international chain

groups.

The support of logistics adminis-
trative staff and various resources is
not only localized but also provide to
produce with appropriate raw materials
through quick information; this will
reduce the costs and adapt to local
conditions for shop development.

Competitive advantage.

That an enterprise organization
can gain higher profits than its com-
petitors more efficiently. In terms of
“competitive advantage,” the devel-
opment of business strategy will rely
on relationships as the factor of com-
petitive advantage, and the structural
strengthening ability of enterprise or-
ganization, to pursue the benefits of
comprehensive performance. Enter-
prises provide products that are invin-
cible compared with other competitors.
Enterprises have product features and
advantages and the difference makes it
difficult for other competitor to model.
Enterprise constantly innovate and de-
velop new products to attract the atten-
tion of customers and meet their de-
mands, in order to increase market
share and obtain higher profits.
High-quality brands owned market
share must adapt to change in the mar-
ket, and they must have advanced cul-

ture, conception, management, and
immediate production capacity. It shall
create a diversified brand which makes
it hard for competitors to follow up.
And the most sustainable competitive
strategy for enterprises is to devote
product innovation, create product
uniqueness and obtain brand status.
Idris Moodee (2009): Believed estab-
lish leading brand-building must not
only create brand equity but also suc-
cessful condition for overall organiza-
tion. Dornier et al, (1998): Showed
that SCM is no longer just a pure pro-
duction, marketing, supply and enter-
prise alliance, but a further improve-
ment of cooperative relations. It makes
SCM cooperation procedures more
rational and flexible to obtain a com-
petitive advantage that cannot be sub-
stituted in the industrial environment
fluctuation.

To build a “grandeur and not ex-
pensive” product brand and gain the
leading brand position in the catering
industry means that 85°C must firmly
believe in the product quality and ser-
vice; to gain the confidence and loy-
alty of consumers is the most sustain-
able competitive strategy for an enter-
prise. Michael Porter said: The com-
pany’s basic policies and approach for
achieving long-term vision have to
build a company that can grow in a
sustainably way and establish an ex-
cellent global brand.

Conclusion

This management concept is the
foundation of management style, based
on the spirit and aspirations of the es-
tablishment to master core strategy
through innovative research, knowl-
edge management, and competitive
advantage glob- ally. Kotler said, “a
successful cause-related marketing
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plan will improve social welfare, cre-
ate the brand position of differentiation,
establish a strong customer cohesive
force, intensify the enterprise’s public
image, create reputation accumulation,
advocate internal morality, motivate
employees, as well as drive the sales
volumes and increase the marketing
value. The customer can form a strong
and unique cohesive force with the
company and such a force can surpass
general market transaction.”

The leading brand measurement
and analysis of 85°C is to become a
leader in the industry. It is a difficult
and continuous task to win the loyalty
of consumers, and only by understand-
ing their needs can a brand affect them.
Enterprises accumulate more strength
to generate creative industries on the
core value of society and to gain the
trust of consumers to increase market
share, achieve sales performance and
create leading brands that will create
leader brand while an international
chain enterprise. The core competen-
cies and value chain activities of the
enterprise are used to evaluate and se-
lect the strategy of enterprise. 85°C
adopts the low-cost and differentiated
strategies to achieve the long-term
success in the environment. The brand
significance of 85°C makes its opera-
tion principle obvious, and clears its
business objective. Henry Mintzberg
said: where do you want to go? And
how do you want to get there?
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