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Abstract

Many Taiwan firms have focused on the Chinese market and have had good results. However, foreign
manufacturing firms have been depending on China retailers to help them distribute goods in China. Foreign
firms should have enough capital and human resources to distribute in China. The Foxconn Group failed twice
before 2005 and chairman of the Foxconn Group made a plan to strengthen the channel structure and change the
channel strategy in China. The group cooperated with METRO (the No. 3 retailer in the world) and the Taiwan
retailer- Ruentex Group to enter the Chinese electronic market. The Foxconn Group hopes to combine R&D,
manufacturing, marketing and after-sales service. This research explores the state of the channel of the Chinese
expense electronic industry and the relative competitive environment. In addition, this research applies
resource-based theory, dynamic capabilities perspective and foreign entry-model to discuss the operating strategy
of entering the Chinese market. This research uses case study method to describe and analyze the China channel

structure and offer foreign firms references for entering the China market.
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