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Abstract The concept of license sales and its business model, which was introduced by Dolby 40 years ago, was
implemented by Intel in the form of their promotional strategy "Intel Inside" and became the basis for Sharp's
Plasmacluster. This strategy proved to be useful in securing stable profitability and competitiveness in the market,
as it is designed to (i) license technology, which is an intangible asset, and (ii) combine various communication
activities and management strategies to create a brand for the licensed technology. Although the concept and theory
of "Technology Brand Marketing" are not fully understood, we know that they exist and are fully functional. Many
corporations have branded their technology, though their intention may not be as clear as that of Dolby or Intel.
This paper introduces the technology brands of advanced Japanese corporations in different sectors that have striven

to earn credibility through "Technology Brand Marketing" and the possibilities this has opened up for them.
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Table 1. Cases of Brand Image Build up Strategy per

Type
Type Company Il?lﬂ(ej Core success factor
World Wide Ist. Brand marketing
Inie Intel of Industrial Material
Technology P
S| sow | o | Bimd 0N
Image gt Ty p
Optimized brand image creation
Samsung Anycall for Korean domestic market.
Bring up most people affordable
Image) Swaich Swatch | brand  image with  high
Technology technology.
Phlhp Malboro Bring up the image of Strong
Morris Man
Harley Harley Bu1ld. up Enthusmspc loyal
. . following customer with owner
Davidson Davidson
Image club HOG.
only Amore Juvis Shift brand positioning  with
Pacific customer analysis.
Cheong . . .
Dae Jun Emphasize Environment friendly
Sang Woﬁ brand identity

*Hwang Tejin, Research of Build up Company competitiveness
with strategic brand management p.74
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Table 2. Advanced Research of the Technical Brand

Author(year) Research Contents

The Method to Build a Value Brand
Equity, Samsung Economy Research
Institute,

Sin Hyeon am
(1999)

David A. Aaker

2000) Strategic management of brand Equity

Correlation between Intellectual
property value and business value,

Byeon Jong seok
(2003)

Hwang Tae jin
(2002)

Study on enterprise competitiveness
through strategic brand management

Takai

Miyazaki (2009) Technology Brand Strategy
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Visualization of Technology

Core Technology | Technology collect

Intensive investment
in the core
technology

Technology Map

New Busmess ’

Revenue recovery

New Business ‘
Model

Ut\hzmg key
technologies
business
development
T

Edge technology
depolyment
<

Ccre
tethno\ng\es of
the customer
pemepn on

Core
technologies in
the market
pertept\ on

Technology
Brand

Technology
Brand

New core
technical support,
Coagent,

Pig. 1. Chart of Building a brand technology
(Technology Brand strategy.2009)
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Table 3. Technology brand building per process

Process Management Status

1. Arrangement of

technology management by technology file

2. Systematization of

technology Detailing technology file

3. Detailed method of
TRM

Core technology set up by internal
resources analysis

Try technical standards in the

4. Branded technology external environment 'GOA'
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Table 4. Technology brand building per process

Process Management Status

1. Arrangement of building

technology

Bathroom, kitchen, tile,
material organized by technology

2, Systematization
of technology

Establish technology standards related
to water

3. Detailed method
of TRM

Development of a material with a
hydrophilic

Branded by applying a hydrophilic

4. B technol
randed technology material technology "Hydro Tech '
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Table 5. Technology brand building per process

Process

Management Status

1. Arrangement of
technology

Professional small parts
manufacturing technology

2, Systematization of
technology

Possesed technology of Extreme
miniaturization Sustainable
investment

3. Detailed method of TRM

Sharing vision between management
and staffs to challenge technology

4. Branded technology

Results on the challenge and
ceaseless investment in micro,
recognized on the market in their
respective fields.
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Table 6. Technology brand building per process

Process Management Status

1. Arrangement of

focus on technology to secure
technology £y

2 izati f
> Systematization o applied extension of core technology

technology
3. Detailed method of understanding ~ market needs in
TRM advance

preemption  effect which  provide

4. Branded technology service for free to customer by doing

figure out market needs
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