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Abstract

In the process of industrial evolution, entrepreneurs face the transition of
the industry lifecycle as well as the challenge from the operating environment.
The crucial attribute to affecting the performance of Small and Medium sized
Enterprises (SMEs) is being able to identify the change of the entrepreneurial
opportunities to successfully facilitate the strategy transition from the
production orientation to market orientation by further restructuring network
resources and adjusting marketing concept. This research integrates three related
literature of entrepreneurship, networking, and marketing concepts to study how
the SMEs, with limited resources and capabilities, combine and adjust external
network resources to gradually accumulate capabilities and develop the
market-oriented business model in the entrepreneurial process.

Employing a single case study method, this research deeply investigates the
co-evolution process of the entrepreneurship, network resources, and marketing
concept in the case company. The results show that the case company insists to
stay in Taiwan and adapts to the trend of the industry evolution while many

competitors choose to move abroad for low cost production. By adjusting its
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network structure to establish and learn the complementary capabilities through
cooperative relationships, the case company has successfully transformed from
an OEM mode of mass production oriented business model to an ODM mode of
more varieties and customer-oriented business model. Furthermore, local market
demand information is received through the cooperation with the foreign
network, the case company builds up a solid capability foundation upon which it
transforms from customer-oriented to an OBM mode market-oriented business.
In what follows, this study presents theoretical insights, managerial implications

and suggestions for future studies.

Keywords: Entrepreneurship, Business Model, Network Resources, Marketing
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