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The investment in Mainland China has become more popular to Taiwanese
corporations seeking for foreign markets in recent years. However, the wave of
investment to Mainland China has prevented Taiwanese media corporations due to
severe regulations enacted by Chinese government on foreign ownership of media.
Aiming at the attractive media market, Taiwanese media corporations tried every
possible ways entering China under the name of “strategic” or “informal” partnership

with Chinese media.

After China becomes a member of the World Trade Organization (WTO),
Chinese government has forced to lift bans on some forms of media foreign
ownership. For instance, Chinese government has allowed some satellite televisions
to be received within the Mainland. The affirmative progress encourages not only
Taiwanese media corporations, but also transnational media corporation, to pay more
attention to the imperative media market. Thus, Taiwanese media corporations are
on the right time to select a most advantageous entry mode for themselves, rather than
those informal modes, to penetrate Chinese media market for their own good and, in
the future, to make it a profitable business. In order for Taiwanese media
corporations to practice the best entry mode strategy to Mainland China, this study
conducted for the following purposes: finding an optimum entry mode to Mainland

China for Taiwanese media corporations, demonstrating influential factors of



selecting market entry modes, revealing market plans and strategies of Taiwanese
media corporations, and revising market entry mode theory for further studies on

media.

Keywords. Market Entry Mode, Taiwanese Media Corporation, Chinese Media,

Foreign Ownership, Media Economics
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