Marketing communication strategies for launching products: an empirical study of
Taiwanese high-tech firms

Chung-Chi Shen*
Chien-Wei Chen**
National Chengchi University, Taiwan

Address: 64, Sec. 2, Zhi-nan Rd., Wenshan, Taipei 116, Taiwan
Phone: 886-2-29393091 ext. 81046
Fax: 886-2-29379071
g1351505@nccu.edu.tw

30 March 2005

Keywords: Marketing Communication, New Product Launch,

*Chung-Chi Shen is a doctoral student at the Department of International Trade, National
Chengchi University.

**Chien-Wei Chen (Ph.D., Warwick Business School, University of Warwick), is Assistant
Professor at the Department of International Trade, College of Commerce, National Chengchi
University, Taiwan. His research focuses on new product management, marketing
communications, and international marketing.



Abstract

A study was conducted to understand what and the how of communication

messages to influence the performance of new product launch. Founded upon

hypotheses developed from ELM and theory of communication message and strategy,

the study estimated the relationship among communication message, communication

execution, and new product performance with survey data from the high-tech firms in

Taiwan. The findings reveal that, both transformational message towards product

attributes and relational message associated with parent brand have greatly impacts on

new product performance. The three moderators of communication execution:

message clarity, message uniformity, and the degree of communication integration

also been found having interactions with communication messages. Finally, this

article discusses the implications of these findings for practitioners and for future

research on new product launch.



