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Research on R&D requirement planning support strategies to
foster arms exports: focused on researching the evaluation
model of marketability of weapon systems

Bong-Yoon Han - Jun—-Ho Won

Abstract : Defense technology planning identifies medium-and long—term core technologies
to accomplish future defense goals and suggests strategies for future R&D. In order to
promote the export-oriented defense industry, planning paradigms should be shifted from
technology—oriented planning that focuses on weapon systems to market- oriented R&D
planning.

This study aims to strategically support ‘preliminary technology planning’ the Defense
Agency for Technology and Quality is pushing ahead with. Through market-orientation
analysis models of weapon systems based on defense R&D planning, data research on
previous market-oriented research, and the analyses and examples of global defence
markets, it evaluates market attractiveness to UAVs and drew methods for exploring
markets and enhancing competitiveness of military equipment. The market-oriented
analysis model of weapon systems is considered to be a helpful reference as a relevant
factor for decision making on establishing and verifying requirement planning. In
particular, if a market-oriented defense R&D planning process 1s established
institutionally, it will enable us to make export strategies tailored to different equipment

from the planning phase and to support marketing strategically.

Key Words : Defense Technical Planning, market-oriented R&D, market attractiveness
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