2016 4 Apr. 2016
38 4 CONTEMPORARY ECONOMIC MANAGEMENT Vol.38 No.4
DOI : 10.13253/j.cnki.ddjjgl.2016.04.003
510275)
[ 1 ,
[ 1 ;
[ 1 ¥270 ] 1673-0461(2016)04-0012-09
WTO 1.
(1) o
(export) . ( contractual forms)
s (investment) ( strategy al-
liance) @ 1 o
(2) . @
, - Root (1994)
OEM s el ,
. : D ; @
; @
, o : D
. ; @
o , . Root (1998)
: 2015-12-11
: http://www.cnki.net/kems/detail/13.1356.F.20160414.1113.003.html : 2016-4-14 11:13:28
N Y (15AZDO003).,

(1945-),

5 5

12

>

’ 5



( . )
(Consolidation) . (Merge)
N 2.
P s (1) . 1912
, — — 4 >
. @ 5 5 “ ”  (innovation)
- s . Kotabe (1990)
s 0[9]
, . o Gereffi (1999)
fo’] s
Johanson Vahlne (1975)"
, 9 Poon (2004)
: D ; @ .
. ® L@

° . 20 Kaplinsky (2000)

80 , Cavusgil (1980)1
: D , 2
; @ , , (2005)
s 0[13]
; @ , (2) o
; @ . (1999) . .
; ® , .
(2008 )!1°! o4
( N s
, 2003) ™

Linsu Kim ( 1997)

13



Q[161
DIl7l
’ o Schmitz (2004 )!8I
, (2013)1 \ .
, 1.
(2006) ’
O[20]
? 12
° (2010) ;
’ ; 2.
;12 (2013) 1991
’ 2005 .
’ , 20
o , 2012,
(2014) ’ Lo
’ . 2014
SWOT PEST , 12.54%,
O123J )
| : .7
11 B

14

39.80%,

41

10

[24]
o

1 200

2015

s



o

40 o

LG.

20 90

21 s

>

2009~2011

B

>

2014
8 000
1.4
5 000 o
200
- 1978
WTO,
- 2011
80% (
o €

o

DR

N , 2014 10 650 ,
10 000 . .
. 295% . 24.1% . 8.3% .
5.4% . 5.3% o
LG 10, 3%, 27%
9 10, .
( 2),
300 .
3 ( 2),
349 1>
2
18%
9%
4%
3%
66%
27 , .
b4 4 o ’
( 2).
3. .
3 . 2008 .
. 2008

15



T S LX) o, B T3 i o B B S B fU15%; 20144F 200, Yo4g. e Ss )\E (IX) & ¥

. 2008 . . 26% ; ,
15%; 2010 .
. 26%; 2012 . .
3
2004 2006 2008 2010 2012 2014
/

0.20 0.27 0.18 0.19 0.20 0.16

0.19 0.08 0.09 0.13 0.15 0.14

0.07 0.06 0.05 0.09 0.04 0.07

0.06 0.03 0.04 0.04 0.04 0.03

0.03 0.03 0.04 0.03 0.03 0.03

0.03 0.03 0.03 0.03 0.03 0.03

0.03 0.03 0.03 0.03 0.03 0.03

0.03 0.03 0.03 0.03 0.03 0.03

0.02 0.02 0.02 0.03 0.03 0.02

0.02 0.02 0.02 0.03 0.02 0.02

, 1. . ,

16



s 1995 . 1996

o 1996 s

( 4 ° , .
4 1991 ~1996 ,

1991 1992 1993 1994 1995 1996 1997

( ) 1.2 188 8.1 15.5 28 375 50
( ) 28 47 12 327 70 92 120

, 1996 ,
, () N
(OEM) s . .
’ ( o b
Al ) ” ’ o
o , 2001 6 11 s
- , 20 C ),
, . 2006
. , —DWP ,
s ; 2008 S
5 2008 4 s
2. , B
( 5)o
Amsden (1997 )12 s
s , 2008
, 40885 .
5 2001 ~ 2008 N
2001 2002 2003 2004 2005 2006 2007 2008
( ) 65.87 70.29 100 138.48 182.48 238 380 408.85
( ) 2.72 2.96 3.37 4.20 6.11 6.28 12.87 14.14
(%) 4.12 4.31 3.35 3.03 3.42 2.63 3.37 3.36
3. N s o s

17



[31]
o

, ( 6).
6
. OEM. ODM ;
, , OEM . , OEM
. ®2010 s -
- 2009 , . 2011,
. 2010 , 10 .
200 ,
. . 2013
. s 12%
, 2009 , ,
. @D 1 000 , 2008
, 2010 4% , 2014
, 16.63%;
, . @ s 2995% ( 7o
2009 ~ 2014

2009 2010 2011 2012 2013 2014

) 416.25 608.07 835.17 1 001.11 1 200.30 1413.91

) 28.50 43.03 52.97 80.45 108.13 167.52

(%) 6.84 7 6.43 74 9 119

18



127]
o
> >
o
) >
> o >
>
> s B
o
>
B o
2. s
>
b}
~
OEM . )
>
o s>
> o
b}
H ~ -
~ o
>
o >
) ~
B >
o
3. s
B o
[1] , . : [J1.

,2006(3) :44-48+147.

[2] Hedlund G. The role of foreign subsidiaries in strategic decision -
making in swedish multinational corporations[J]. Strategic Manage-
ment Journal ,1980,1(1):23-36.

[3]Root F, The effect of national culture on choice between li-
censing and direct foreign investment [J]. Strategic Management
Journal , 15(8): 627-642.

[4] Luthans F,Doh J P. International management: culture,strategy,
and behavior[J]. International Management Culture Strategy & Be-
havior, 2009, 11(263):76.

[5] Root F.Entry Strategies for International Markets[M].1998.

°
,
o >
b
o ,
N
«
, >
,
”
° >
> >
,
o
4. s
>
,
o ,
b
’ o N
,
, o
>
>
o
,
o >
, ,
, o
[6] , [J]-

,2008(5) :75-77.

[7] Johanson,J. and J.E. Vahlne: The Internationalization of the Firm-
Four Swedish Cases [J].Journal of Management Studies,1975,12
(3):305-322.

[8] Cavusgil, S. T: On the Internationalization Process of Firms [J].
European Rearsearch,1980,8: 273-281.

[9] Kotabe. M. Corporate Product Policy and Innovation Behavior of
European and Japanese Multinational : An Empiric Investigation[J].
Journal of Marketing, 1990,54 (April).

[10] Gereffi,G. International trade and industrial upgrading in the ap-

parel commodity chain [J]. Journal of International Economics,

19



1999. [19] , . . « »
[11] Poon T S C. Beyond the Global Production Networks: a Case of — [J] ,2013
Further Upgrading of Taiwan’s Information Technology Industry (5).
[J].International Journal of Technology and Globalization ,2004. [20] s . [J].
[12] Kaplinsky , R. Globalization and unequalization : What can be lear- ,2006(5) : 114-120.
ned from value chain analysis?[J].Journal of Development Stud- [21] . B [J].
ies,2000:117-146. ,2010,20:245-247.
[13] . [J1- [22] . [J].
,2005(5). ,2013(5) :44-47.
[14] . [M]. : ,1998. [23] . [D].
[15] , . [J7]. ,2014.
,2003(6). [24] . « » (D],
[16] , , . : ,2003.
—_— SSCI CSSCI(2002—2013 ) [J]. [25] s s . e
,2015. [J]. ,2014:65-72.
[17] . — [26] Amsden,A.H,1989,Asia’s Next Giant:How Korea complete in
[J1. ,2013(8): the world economy[J].Technology Review,92(a).
82-89 [27] s s :
[18] Schmitz H,Local upgrading in global chains: recentfindings[C]. —_— SSCI CSSCI (2002-2015) [J].

Paper Presented at the DRUID Summer Conference ,2004. ,2015(11).

Technological Innovation and Products Substitution:
A Internationalization Process Study of Chinese Enterprises

——A Case Study of Gree

Mao Yunshi, Sun Saisai
(Sun Yat-Sen University, Guangzhou 510275, China)

Abstract: Technological innovation is the key driving force to promote the development and to foster the core competitiveness of enterprises.
Products upgrade, which is promoted by technologies, increases the substitute ability of products, and it also stimulates enterprises to continually
upgrade and expand internationally. This study analyzes the process and strategies of Gree Electric Appliance Inc., which focuses on the R&D of
the core technologies of air conditioners, thus promotes the upgrade of its products, gradually realizing its substitution to the products of
multinational companies in both domestic and international markets. The company , therefore, achieves rapid growth and obtains sustainable and
steady profits. Based on this analysis, the article proposed the following suggestions for Chinese manufacturing enterprises” development: occupying
the high-end of the smile curve, reconstructing the global value chain to achieve the upgrade of the enterprise; Being persistent to the long-term
technology strategy and the way of specialized technological innovation to promote product upgrade; cultivating core technologies and independent
innovation abilities, and actively participating in standards competition to enhance the international discourse rights; enhancing enterprise
initiative and through continuously substituting products of multinational companies to occupy the international market.

Key words: technology innovation; product upgrade; products substitution; internationalization
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