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Part I: Essay (EF5R)

1. ZEEREA{EME(Personality) HUELAEZEBIAI(5%)? FHanBHREREE (Attitudes) HYEEATE 2R (5%)?
R TEmEEdb Satlsfachon) HELARTEZ B (5%) 7 Fama it = E B2 FRIRRR
il TS %(Job Performance) 9 BE{A(10%)

0. TR GRSE TR E T - B TASEEE TIEPEEIEE , - REEIE TYIRE:
(1) S5 I BEUEN Motivation) LA TE JRAI(5%)? (QFEmAT " TIFRFIEEEEL, (Job
Characteristics Model) FUEAREAEA(10%)? (3) FhaniirE " TIERIHIEAEL ; (Job
Characteristics Model)@%ﬁﬁﬂiﬁﬁﬁfé:%E@IVE@%‘I‘@DH?Z%EIE@%@7‘] Ko TAESIEE (10%)?

Part II: Case Analysis (B HH 2L EHT)

1. Real Case Analysis I: #EfE Asus & Garmin ZEERUISFHEHH IS 2R R Smartphone Alliance
Development (Sub-total 25%)
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2. Real Case Analysis II: Internet Competitions in China (Sub-total 25%)

Yahoo was the first major American Internet company to enter the market, introducing a Chinese-
language version of its site and opening up an office in Beijing in 1999. Yahoo executives quickly
learned how difficult China was to penetrate — and how baffling the country's cultural barriers can be
for Americans. Chinese businesspeople, for example, rarely rely on e-mail, because they find the idea
of leaving messages to be socially awkward. They prefer live exchanges, which mean they gravitate to
mobile phones and short text messages instead. (They avoid voicemail for the same reason.) The most
popular feature of the Internet for Chinese users — much more so than in the United States — is the
online discussion board, where long, rollicking arguments and flame wars spill on for thousands of
comments. Baidu, a Chinese search engine that was introduced in 2001 as an early competitor to
Yahoo, capitalized on the national fervor for chat and invented a tool that allows people to create
instant discussion groups based on popular search queries. Baidu's chat rooms receive as many as five

million posts a day.

Yahoo also was slow to tap into another powerful force in Chinese life: rampant piracy. In most parts
of the West, after the Napster wars, movie and music piracy is increasingly understood as an illicit
activity; it thrives, certainly, but there is now a stigma against taking too much intellectual content
without paying for it. In China, downloading illegal copies of music, movies and software is as normal
and accepted as checking the weather online. Baidu's executives discovered early on that many young
users were using the Internet to hunt for pirated MP3's, so the company developed an easy-to-use
interface specifically for this p'urpose. Almost one-fifth of Baidu's traffic comes from searching for
unlicensed MP3's that would be illegal in the United States.

On the other hand, in 2010, Google said it had stopped censoring its Chinese Web site and shifted
search services from the mainland to an unfiltered Hong Kong site, an act criticized as "totally wrong"
by China. Google said it was no longer willing to censor content on its Chinese site after being
targeted by cyber attacks from within China. Hackers obtained proprietary information and e-mail data
of some human-rights activists in a "highly sophisticated attack," the company said at the time.

The standoff provoked global debate about how Internet businesses should operate in a country with a
questionable record of protecting the online privacy and freedom of expression of its citizens. "A lot
of businesses around the world are now realizing they have to think through and figure out how to
respond to these kinds of controls—not just in China but in other parts of the world," says Ed Black,
CEO of the Computer & Communications Industry Association. "What Google has done is made them
realize they may be facing a fork in the road that they better start planning for." Secretary of State
Hillary Clinton called on Beijing to investigate the hacking attacks that affected Google. "Countries or
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individuals that engage in cyber attacks should face consequences and international condemnation,"
The bill is supported by Google. The question now is whether other companies can get behind getting
tough on China.

= Question: According to the above case, please apply the following theories
and instructions to analyze the problems and discuss the managerial
implications:

1. According to Geert Hofstede’s national culture dimensions, what shall
the American multinationals like Yahoo and Google to respond to
China’s market by adjusting from the American home-country culture?
(15%)

2. Because social responsibility and managerial ethics are getting even
important in global competitions today, whether or not should American
multinationals like Yahoo and Google to respond to China’s market and
government under the ethnic dilemmas of protecting the intellectual
property right and personal privacy? (10%)



