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Abstract Faced with the recent global economic recession, academics looked to the industrial B2B and B2C markets
as potential new growth engines. In the B2B market, focusing on the relationship with customers, the relationship
benefits are important, and institutional factors will affect the relationship and relationship values with customers. In
this study, the relationship values between South Korea and Taiwan are compared by considering their national
characteristics.

By applying a mixed research method based on sequential exploratory design, 6 relationship values (supplier knowhow,
service support, time to market, delivery performance, personal interaction, and product quality) are extracted. In
particular, South Korea and Taiwan give priority to supplier knowhow and service support, respectively. Our research
findings have both theoretical and practical implications for other emerging countries, as well as developed countries.

Keywords : Relationship values, Korean B2B, Taiwan B2B, Service support, Supplier knowhow
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to Quantitative Step

* Quartization of
qualitative data

+ Qualitative Data
Analysis

« Data collection from
multiple sources

« Verification of theory
or theoretical models

« Extraction of
concepts, categories

= Generation of theory
or theoretical models

Fig. 1. Sequential design of mixed research method
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Table 1. Company and institutional profile comparison
between Korea company A and Taiwan

company B
Profiles Korea Company A [Taiwan Company B
Consumer .
. Semiconductor
Industry electronics,
. foundry
semiconductor
Business model B2B, B2C B2B
C Employers 326,000 37,149
ompany Headquarters South Korea Taiwan
profile
Founded 1969 1987
Revene ¥#206.205 trillion | NT$597 billion
(2014) (2013)
Profits W23.082 trillion | NT$209 billion
(2014) (2013)
Main ownership Public Public
form
Main controlling Family Public
owner
Institutional | Internal (liccmon Top-down Top-down
profile making
Noteworthy network Chaebol Personal AthS
(guanxi)
Main squrcc of Banks, non-bank Banks
capital
(Source : Witt and Redding (2013), Wikipedia)
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- Company A and customers managed conflict
causing from program delay, quality issue etc.
Company A communicates with customers
promptly and transparently for any quality issues
during development or production.

Product quality | 3

Company A and customers communicate for
technical as well as business issues through daily

Personal . .
) . 3 interaction, regular F2F or conference call.
interaction .
- Company A and customers make commitment
and build up trust.
Delivery P Schedules were co-managed with customers
performance during new product development.
- Company A takes two router strategy as
technology leadership ; early time to market and
Time to market| 7 full scaling benefits.

Company A's focus on AP chip market during
technology planning.

- Company A and customers changed organization
for better collaboration.

Company A spent 3 years for development and
Company A invests best resource and put high
priority on customers project.

Service support| 8

Company A's development experience, skill,
knowledge combined with customer's product
information and experience of other suppliers.
Company A's 65/45nm development learning
reflects on 28nm development.

Supplier know
how

Total 39

Table 3. Qualitative data analysis of relationship values
and events from Taiwan Company B

Relationship

Count
values

Description of example events

- Company B regularly reviews the quality,
delivery, cost and service performance of its
manufacturing partners. A periodic audit ensures
that Company B can maintain the highest quality
in its products.

Sophisticated IT solutions are implemented to

Product quality | 5

optimize  equipment, process and yield
performance.
- Company B conducts annual customer
satisfaction survey with all customers, either by
Personal . .
. . 7 web or interview survey. All customer feedbacks
interaction

are reviewed and developed into improvement
plan to enhance customer satisfaction and trust.




A Eesl=EA) ATE A4E, 2016

- Company B procures manufacturing supplies
from multiple sources to ensure adequate
supplies for volume manufacturing and to
appropriately manage supply risk.

Company B leads advanced technology
development and build up enough capacity for
customers by aggressive investment.

Delivery
performance

Company B collaborated with leading Fabless
customers putting engineering resources together
for fast project development.

Company B put its efforts to reinforce
exploratory development work on new transistors
and technologies with manufacturing partners,
and accomplished timely development of
advanced technologies

Time to market

Company ~ B's  technology  development
experience, skill, and knowledge are combined
with customer's product & design information.
Company B and manufacturing partners leads
technology innovation from scaling innovation
(to 130um-gen.) through material innovation
(90nm to 20nm-gen.) to structure innovation
(14nm-gen).

Supplier know
how

- Company B and design partners provides
dedicated design service for customers at
customer sites.

- Company B protects customer's [P by avoiding
conflicts of business area and focusing on
pure-foundry business.

Service support| 20

Total
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Table 4. 'Quantitized' qualitative data analysis of

relationship values from Korea Company A

Ratio
8%
8%
18%
18%

21%

28%

100%

Count
3

Relationship values

Product quality

Personal interaction

Delivery performance
Time to market

[cRIEN N IEN R V)

Service support
Supplier know how
Total

—_
—_
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Table 5. 'Quantitized' qualitative data analysis of

relationship values from Taiwan Company B

Relationship values Count Ratio
Product quality 5 7%
Personal interaction 7 10%
Delivery performance 12 17%
Time to market 13 18%
Service support 14 20%
Supplier know how 20 28%
Total 71 100%
Suppler know how —
Service support —
Time to market —
Delivery performance —
Personal interaction — ®Korea Company A
Procuct qualty _ ) Taiwan ’CumparwB’

30%

Fig. 2. Priority comparison of relationship values between
Korea company A and Taiwan company B

Product quality
30%

25%
20%
15%

Personal
interaction

Supplier know
how

Delivery
performance

-
———

Service support &

Korea Company A

====-Taiwan Company B
Time to market

Fig. 3. Relative comparison of relationship values between
Korea company A and Taiwan company B
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