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	摘要(中)	本論文旨在提供全球在地化的概念，特別是如何將全球在地化的觀念應用在國際行


銷通路上。本論文藉由大量的文獻探討，發現過去的文獻缺乏全球在地化觀念應用在


行銷通路上的研究。另外，關於「如何」實施全球在地化行銷通路的策略也是非常的


有限。因此，本論文試圖探索全球在地化的行銷通路，找出全球在地化應用的一般通


則。


正因為全球在地化在行銷領域概念的理解是非常有限的，本論文採用單一嵌入的個


案研究方法，透過與企業高階管理人員進行深入訪談，以了解在全球在地化行銷通路


的應用情形。


本論文研究結果顯示，在行銷通路的策略上，企業傾向採用全球在地化策略。本論


文整理出了兩種特定類型的行銷通路全球在地化策略：「相互決策模式」和「內部決


策模式」，並發現企業通常選擇兩者的結合。本論文研究結果還指出，企業的全球在


地化行銷通路策略是根據企業的全球佈局以及一些地方個別市場的條件而定。因此，


本研究得出結論認為：企業並沒有遵循一套統一的公式追求全球在地化的行銷通路策


略。企業可以選擇「相互決策模式」或「內部決策模式」，抑或兩者兼有之來執行全


球在地化的行銷通路策略。然而，這一決策也應取決於仔細評估該企業的全球理念、


行銷通路涉入決策的程度、以及每個市場的實際狀況而定。


本論文試圖補強過去文獻對於「全球化面向」的全球在地化策略理解不足的差距。


即使過去學者一致認為，全球在地化是一個全球和地方的結合，然而現存全球在地化


的文獻仍只偏重於全球在地化策略「地方」的部分，而完全忽略全球在地化策略「全


球」的部分。本論文同時著重全球在地化策略的全球面向與地方面向。此外，本論文


可能是率先確定不同類型的全球在地化策略，進而對全球在地化的概念提供相關的見


解。最後，本論文研究指出，如何應用全球在地化的觀念於國際行銷通路策略。雖然


目前對全球在地化觀念的認知有限，本論文的結論強化了學術界及實務界對如何應用


全球在地化的了解。



	摘要(英)	This PhD thesis aims to provide insights into the concept of glocalization in general and in


the domain of international channels of distribution in particular. An intensive review of


literature identified that none of the previous researches focus on the glocalization of


channels of distribution. Also, the understanding about the ‘how’ of implementation of glocal


strategy is very limited. Thus, this study seeks to explore the glocalization of channels of


distribution and seeks to identify the key principles and patterns of glocalization in general.


As the understanding of the concept of glocalization in marketing is very limited, the


study utilizes the single embedded case study approach to study glocalization in international


channels of distribution by conducting in-depth interviews with the firm’s senior executives.


Results reveal that the firm employs glocal channels of distribution strategies. The study


specifically identifies two types of glocalization: inter-decision and intra-decision, and it is


found that the firm follows a combination of both. The findings also suggest that the decision


on how to glocalize channel strategies is based upon the firm’s global practices as well as


several local conditions specific to individual markets. The study concludes that there is no


uniform formula to pursue glocalization. Firms may choose to pursue inter-decision or intradecision


glocalization, or a combination of both. However, the decision should be based upon


a careful assessment of the firm’s global philosophy, the channel decision involved, and


ground realities in each market.


This thesis fills the gap in prior literature by throwing light on the lesser understood


viii


‘global dimension’ of a glocal strategy. Even though scholars agree that glocalization is a


combination of both global and local, still the extant glocal literature just focuses on the


‘local’ part of the glocal strategy and completely ignores the ‘global’ part of the glocal


strategy. This thesis focuses on both the global and the local dimensions of glocal strategy.


Also, this thesis may be the first to identify different types of glocal strategies and thus offers


relevant insights into the concept of glocalization. The study shows how glocalization can be


applied to international channel strategies. It also adds to the limited knowledge on


practicable application of glocalization among both academics and practitioners.
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