FORBES GLOBAL HIGHLIGHTS TAIWAN’S BENQ BRAND

BenQ CEO K.Y. Lee plots his own course to grow the brand at home and abroad

New York, NY (January 21, 2003)—BenQ, the Taiwan-based electronics firm, is beginning a global push to expand its brand.   As Forbes Global reports in BREAKOUT OF A BRAND (p. 18), BenQ, originally known as Acer Communications and Multimedia (a spinoff from Acer), changed its name in 2001 in order to distinguish itself.  The company already has $3 billion in annual sales, nearly a third of that under the BenQ brand, which is advertised in Asia and Europe.  In order to build the brand, CEO K.Y. Lee is concentrating on faster growing lines and a hipper, more consumer-friendly message.  For now, Lee thinks his best opportunities are in Asia and Europe where there aren’t many strong homegrown electronics brands.  The company will expand beyond its core business, which includes DVD products, into notebook computers and LCD TVs.  By expanding his products and his brand, Lee hopes to lead BenQ to sales of $5 billion by 2008.

OTHER STORIES INCLUDE:

· THE GREENHOUSE EFFECT (p. 30)— DuPont is racing to propel its new technology out of the labs.  The last time DuPont came out with a new household name—Stainmaster fabric protection—was 1986.  And, only 25% of DuPont’s revenue comes from products introduced in the past five years.  Can research restore the luster to the chemical giant—and save CEO Chad Holliday’s job?  

· ENDS AND MEANS (p. 15)—South Korea’s LG Group, founded by two families—the Koos and the Huhs—has traditionally kept a low profile, focusing on humdrum commodities such as chemicals, white goods, and TVs.  Now, the company is looking to refashion itself and emphasize its electronics business.  And, an internal restructuring has many investors asking questions.  Is the restructuring of LG into a Western-style holding company aimed benefiting investors or its family owners?

· PANTRY BY GUCCI (p. 34)—Faced with a meltdown in its home market, German kitchenmaker Bulthaup is hoping to become a brand name in the U.S.  The company recognizes that Americans are fiercely loyal to luxury brands like Gucci.  Bulthaup wants to take advantage of that loyalty and build Bulthaup kitchens into a must-have brand.
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