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A Contemporary Condition and Assignment of Corporate Brand Research

By Sung Min SEO

The market conditions, in which Japanese companies operate, have changed in many differ-
ent ways. For example, market conditions are maturing ; the life cycle of products is getting
shorter due to progress in IT, keener price competition is stimulating competition, the basis of
management is moving towards combined management and product differentiation is becom-
ing more difficult due to the equalizing effect of technology, and so on. Furthermore, global
competition is becoming more intense. In these market conditions, corporations are paying
close attention to their intangible strategic assets. For the continued development of corporate
brands, each company must do this. In other words, if companies do not manage and control
their strategic assets, they will be unable to grow to their potential.

This study reexamines the importance of corporative cross-functional management of cor-
porate brands based on specialized management, and corporate brand’s stance in brand
research. Also, it reviews the strategic characteristics of corporate brands. By reconsidering
previous research in terms of importance of corporate brand in Japan, and the contemporary
condition of Japanese origin of corporate brand management, this thesis suggests methods
how Japanese companies may improve and maintain their strategic corporate brand manage-
ment.
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