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Abstract

When China manufacture is in the low-end value chain, China develops
manufacture by OEM (Original Equipment Manufacturer).OEM can play out
advantage of low labor cost, but it is based on inequalities of the international
division of labor. The developed countries who share more added-value are in the
high-end value chain, and their competitive advantages are raised apparently. On
the contrary, China traditional mode has produced many questions of trade friction,
labor-capital contradiction, environmental protection, etc.

The development of China textile industry is a microcosm of the
development of Chinese manufacturing. The rapid development of China textile
industry is relying on the labor cost advantage, which is one of the labor-intensive
industries. China which is a main textile exporter, from the perspective of global
value chain, is still in the low-end global value chain. China textile has the
advantage of quantity, but has no advantages of technological innovation. There
exits much big gaps in brand and marketing channels compared with developed
nations. To enhance the international competitive ability of China textile industry,
it is necessary to investigate how to control the key links in the value chain by
transformation from OEM to OBM.

This study focuses on how the entrepreneur traits, enterprise innovation
ability, social networks and industrial environment influence the transformation
from OEM to OBM. The paper reveals the influence difference of different factors
to the enterprise upgrade level, evaluates alternative or complementary effect of

different factors. The research can provide theoretical support and policy



suggestions for transformation and upgrading of Chinese enterprises. This study
uses textile industry as empirical research object. By questionnaire survey,
statistical analysis and case study the paper’s findings is as follows:

Traits of entrepreneur have obviously effects on how enterprises construct
their social networks. Innovations of Enterprises need the support of enterprise
business network, because some innovation thoughts usually come from the
communication of people from different areas. As a result, entrepreneurs with
high innovation preference tend to keep tight interaction with upstream enterprises,
downstream enterprises, industry associations, professional institutions by
establishing closer networks. At the same time, entrepreneurs with higher learning
orientation establish a closer cooperation network to learn the innovation
knowledge, and to form the necessary cooperation in the process of innovation.

Traits of entrepreneur have significant influence to the enterprise innovation
ability. Experience and knowledge of high-level management further affect the
innovation direction of the enterprise. In order to do major innovation enterprises
need to use the new knowledge or to break the existing knowledge system.
Entrepreneur preferences of innovation and learning promote entrepreneurs think
of new ways, form new product portfolio. At the same time, the entrepreneur's
innovation tendency has positive influence on enterprise transformation from
OEM to OBM.

The study found that during the process of transformation and upgrading,
enterprises need to build new collaborative networks. Tie strength of enterprise
cooperation network positively affects the successful transformation. Enterprise
innovation ability also positively affects the enterprise transformation from OEM

to OBM. External environment of textile industry exerts regulatory role during



traits of entrepreneur, business network and enterprise innovation ability acting on
transformation.
Keywords: Traits of entrepreneur; enterprise innovation ability; social

network; textile industry; enterprise transformation; value chain
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