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Is Branding Relevant in High-Tech ? 

 Misconceptions about branding  
 

 The buyers and the buying process are more 
“rational” in the high-tech realm.  And, 
therefore, price-performance ratio is the key. 

 For high-tech, branding means advertising, 
trade shows, and sales literature. 

 Short life cycles of high-tech products make 
branding efforts more volatile and less 
influential on profitability. 





“Many of the people leading high-tech companies do 
not truly understand what good brand management 
involves and what it can do for their companies.  

Most think of marketing as merely selling, and 
branding as an advertising campaign or a slogan – 
necessary evils that are costly, difficult to assess, and 
antithetical to a business model built on delivering 
the highest performance at the lowest price.”  

 

    - Ward, Light, and Goldstine (1999) 



But in Reality…  

 Branding matters a lot. 
 

 Performance may mean different things to 
different buyers. 

 A brand is a “promise of value,” which must be 
reflected in every aspect of the offering. 

 Branding pays off in the high-tech area. 
 Techtel study shows strong influence on stock return. 

 Evidence on price premium, positive associations, and 
sales growth (e.g., Intel Inside campaign) 

 Successful high-tech firms enjoy brand equity. 



 



 



Source: Business Week and Interbrand (2007. 8. 6) 

Global Brand Scorecard 



When Does Brand Equity Change? 

 Major new products 
 Thinkpad on IBM, Newton on Apple, WinXP on MS 

 Product problems 
 Newton on Apple, Pentium defect on Intel 

 Change in top management 
 Steve Jobs on Apple, Gerstner on IBM 

 Competitor actions 
 Rise of Win95 and the fall of Apple B/E 

 Legal actions 
 Antitrust trial of MS 

 

The brand needs to be managed and protected in a broad 
sense. 



How to Build a Powerful Brand 

 

 Brand Leadership (D. Aaker) 
 Brand architecture: corporate brand – brand - 

subbrands 
 Brand identity/positioning 
 Brand-building programs 
 Organizational structure and processes 

 

 Integrated Marketing Communication 
(Pettis) 

 3Cs of brand communication 
 

  



How to Build a Powerful Brand 

What does “value” mean for the 
typical loyal customer? 

 Brand Pyramid: To build a strong high-tech brand, 
managers need to answer the following questions.  

What benefits to the customer or solutions result  
from the brand’s features? 

What is the essential nature and  
character of the brand? 

What are the tangible, verifiable, objective, measurable characteristics of 
products, services, ingredients, or components that carry this brand name? 

What psychological rewards or emotional benefits  
do customers receive (“feel”) by using this brand? 



The Six Myths of Branding 
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The Six Myths of Branding 

 



“Intel Inside”: The Beginning of Ingredient Branding 
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Communication Tools for High-Tech Products 

 Media advertising 

 Public Relations / Publicity 

 Product Placement (PPL) 

 Trade Shows, Seminars, and Training 

 Catalogs, Literature, and Manuals 

 Telemarketing (outbound/inbound) 

 Personal Selling 

 Direct Marketing 

 The Internet 

 Word-of-mouth marketing 





The Art of the Frame 

 Framing 
 Product definition (categorization) 

 Various cues to manipulate 



Docomo i-mode 사례 

 모바일 인터넷 vs.인포테인먼트 서비스 

 



i-mode 사례(cont.) 

 “인포테인먼트 서비스”라는 것을 어떻게 받아들이게 할 것인가? 

 직접 떠들기 보다는 큐(referential cues)를 제공하라 

 

 Handset Design 

 Technology Protocols (HTML) 

 Email System 

 Keypad Typing (symbols) 

 Always-on Connection 

 Advertising 

 No mention on technology 

 Emotional than utilitarian 

 Content 

 Pricing 

 

 



Preannouncement 

 Preannouncing: a strategic communication 
 Relatively fast, inexpensive, and more believable 

than advertising.  

 Key attributes: timing, specificity, communication 
channel, target audience  

 Timeliness and believability are crucial.  

 Benefits   
 Reduce uncertainty 

 Affect market influencers (e.g, industry experts) 

 Prevent switching to competing brands 

 Enable channel members, buyers to plan, and build 
support for a planned action internally and 
externally 



하나로통신 Preannouncement 사례 

 



It is Not That Easy 

 Examples  
 Microsoft Xbox  

 Palm in 2001 
 

 Pitfalls of Preannouncement 
 Can reveal intentions to competitors, thus cueing 

competitors to initiate a retaliatory response  

 (e.g. accelerate the development of new products) 

 Cannibalizing the current product line 

 Risks to the firm’s reputation if misfired. 

 Can be construed as unfair competitive actions   



Product Placement (PPL) 



브랜드 구축의 두 가지 경로 

광고비 

시간 

Fad형 브랜드 전략 

WOM형 브랜드 전략 



입소문이란 무엇인가? 

입소문은 “코멘트”의 총합이다. 

 

입소문은 특정 시점에, 특정 제품이나 서비스 혹은 
기업에 대한 대인 의사소통(person-to-person 
communication)의 집합이다. 

 

입소문은 “보이지 않는 사회적 네트워크”를 타고 
이동한다. 

 

인터넷의 보급으로 입을 통한 구전 (“word-of-mouth”) 
만큼이나 마우스를 통한 구전(“word-of-mouse”)이 
중요한 마케팅 커뮤니케이션 경로가 되었다: 

 





 “The Momenta team tried to push its computer on 
customers, while the Palm team let the product 
spread almost by itself through the invisible 
networks, allowing people to discover the product, 
get excited about it, and tell their friends” – Rosen 
(2000) 

 

 Humble marketing: 겸손한 마케팅 

      Under-promise and over-deliver! 

 

입소문은 대단한 제품과 우수한 사용경험으로
부터 시작된다. 

Momenta vs. Palm 



Purchasing Decision  

 Each individual buys a product when... 

제품의 품질과 효용 + 로컬 네트워크 효과 > 임계치 

로컬 네트워크 효과 



로컬 클러스터의 힘 

 One morning in December 1998, CNN came to 
Buck’s to film a story about the Palm. When a 
reporter from CNN asked everyone who had a 
Palm device to raise his or her hand (or Palm), 
you could see the power of clustering. “There 
were PalmPilots everywhere,” says Steve 
Jurvetson, a venture capitalist who witnessed the 
scene. (Rosen 2000, p.63) 

 

 Even though a person adopts “early” in terms of 
the overall market, he or she may be late in his 
or her own network. (Rosen 2000, p.23) 



로컬 네트워크를 공략하라 

 MCI’s calling circle: 
Friends and family 
program 

 Tupperware’s party plan 

 Amway’s network 
marketing 

 BMG Music’s referral 
bonus 

 

 

 



바이러스 마케팅 (Viral Marketing) 

 핫메일 이야기: “Get your free email at Hotmail.” 

 인터넷을 통한 구전 즉 “word-of-mouse”는 
훨씬 빠르다. 

 러브 바이러스  

 나쁜 소식이 더 빨리 퍼진다. (부정적 구전)  

 인터넷 = 친구친지 네트워크 + 랜덤 네트워크 

 당신의 제품을 인터넷 상의 의사소통의 일부가 
되게 하라  

 이메일, 온라인 커뮤니티, 메신저, 블로그 



입소문 실전전략 #1: 허브와 함께 일하라 

네트워크 허브(Hub)는 의견선도자 

 

허브의 네가지 유형 

 일반 허브와 메가 허브 

 사회적 허브와 전문가 허브(매니아) 

 

그들을 찾아내고, 표적으로 삼고, 그들에게 말할 
거리를 주어 자극하라. 



 



입소문 실전전략 #2: 적극적인 씨뿌리기 

 베스트셀러는 태어나지 않는다. 만들어 질뿐.  
 얼마나 뿌려야 하나? 

 

 체험마케팅  
 전국투어, 샘플링, 데모를 적극 활용하라 

 

 이벤트/게릴라마케팅  

 



입소문 실전전략 #3: 스토리 텔링 

 “좋은 이야기”는 필수요건 
 주장이 아니라 이야기를 말하라. 

 희소성, 신비감, 기대감, 그리고 영웅이 필요하다. 

 논리적 설득보다 감정적 어필이 더 오래 지속된다. 

 

 “접착요인(stickiness factor)”을 개발하라 

 

 스토리 텔링의 네가지 타입 
 Dreamketing (Louis Vuitton, Nike) 

 Limited edition (Barbie, Swatch, New Beetle) 

 Episode marketing 

 Customer experience 

 



입소문 실전전략 #4: 광고도 도움이 될 수 있다 

 Ad can stimulate buzz. 
 광고는 종종 입소문을 촉발한다. 

 허브는 광고에 민감하다. 

 입소문에 대한 확신을 심어준다. 

 Ad can simulate buzz. 
 증언광고의 활용 

 친구같이 말하라. 

 Ad can kill buzz… 
 “의도”가 보일 때 사람들은 떠난다. 

 정직이 생명이다. 


