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Initiating World’s Biggest Joint
Marketing Project

HASKOEE=HB<—7 717 ZiULE LTS

1V T7IViNE+t

EROMAEZLITS!

2021 78, ERAUV/EYIDOBEART1,824 8D LED S 1 Maig#iLic1>F
WORO—VHRELNT+—IVAET, FO&FIE—EEBThiz, LHL.
Mission! | rocor 7 IVoRERIZINYIVEEZENRLDLDDS B2BEIRZ] T
—ROEEEICIDEDTSY MHRIIEN T ED o, B, BADAFEEIFH®
BEELTTLEOaR—v b EEEZHMBL TV AR AFREEFHIERD BT,
e NEROEEIMEICANBEYRTBEVIXATATBAA—IbHY, BF
BEAMORBIZBES Thh ofe, BFREATCIEREIMEEHH T ERICES
T DN EEBEEICAT IS5 FBRETRIEEV DD DA EEEE CHoT

€@ Vocabulary —Bottom-up Activity CChecklink (T DL02 @) CD102

RDEGEICE D BAEEZRURLS TEABEL,

1. marketer ( ) (A) fES %

2. semiconductor ( ) B)~x—Fr74 7 %2ETHAN
3. general consumer ( ) (C) A4t

4. lay off ( ) (D) —fziH &

5. resistance ( ) (E) Bk Bt

6. reliability ( ) (F) 155t

7. headquarters ( ) (G) Fik
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@ Listening — Scanning Activity FoLos @coros
BEZEVTERZEDHEEL,

It has been argued that the “Intel Inside” program has become the most

successful cooperative marketing strategy in the world since its !

in 1991. However, it is not very well known that this strategy began in Japan in
1989. The CEO of Intel Japan and an outstanding marketer from Dentsu Inc.
made things happen by attempting to improve the brand image of Intel in Japan.

Although Intel had 2 its position as a leading semiconductor

company in many countries around the world, it was not well known by general
consumers in Japan. Intel was mainly involved in B2B sales, with their operations
centered on computer manufacturers. As a result, the company did not have to
advertise on TV or through other mediums. Unfortunately though, this

unfamiliarity with the Intel brand among N consumers affected

Intel Japan’s recruiting activities negatively. That is to say, talented Japanese

university students 4 to pursue jobs at large well-known

companies.

NoTEs .................................................................................................................... .

cooperative £FM  marketing strategy <—47 7 7 #E  outstanding FEiro7:
make things happen E4i#£c3  B2B ¥ETOHS| (Business to Business DEg)

manufacturer 2iE#E, X—5H—  medium &  That is to say D%V
FEEBVNCRLBYRERRZZETG T, CChecklink  (F) DL04 @) CD1=04

1. Who was instrumental in helping improve Intel Japan’s image?
(A) ATV advertising representative
(B) A salesman from Dentsu
(C) An Internet authority

(D) The CEO of a major computer manufacturing company

2. Why did Intel suffer from brand recognition problems in Japan?
(A) Because they did not advertise effectively.
(B) Because they were not popular with university students.
(C) Because they did not recruit aggressively enough.
(D) Because the company had a bad reputation.

Case 1 Initiating World’s Biggest Joint Marketing Project
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(® Reading

WUTFDEN =5 BEDEZ L L TROEYGERKRZRUVE I,

- Improving Brand Recognition CChecklink  ¢F DL05  -@)CDI1=05 -

Denda, who was a manager at Intel Japan, tried to recruit promising new
university graduates in order to expand the business, but the parents of
prospective new recruits, particularly mothers, preferred their children to work
at famous Japanese companies that advertised on TV frequently. Also, Japanese

5 parents had a negative image toward foreign capital companies that typically do
not think twice when it comes to laying off employees that have become
redundant or ineffective. Accordingly, Japanese students influenced by their
parents’ opinions tended not to give much consideration to working at Intel.
Denda needed to change the bad impressions that many Japanese had about the

10 company, but going about this was not an easy task since their main customers
were computer manufacturers and there was no need for Intel to advertise their

products on TV.

Eventually when Intel Japan decided to consult with a major advertising

agency, Dentsu Inc., only a few of their marketers could appreciate the value of

15 computer engineering. As a result, the company assigned the project to Kamo
because of his experience in working on Microsoft’s initial advertising campaign.
When Kamo met to discuss his idea with Denda, Denda realized that the project’s
potential was great, but the main problem was how to bring recognition to a
product that functioned out of sight of the consumer. That is, the significant

20 roles that Intel CPUs (Central Processing Unit) play inside of computers needed
to be recognized by end-consumers. After much contemplation Kamo realized
that Dolby noise reduction systems installed in music players operate on
principles similar to Intel’s. People cannot see Dolby’s proprietary technology,
but they can see Dolby’s trademark symbol on many high-quality audio products.

25 Accordingly, he came up with the idea to put
Intel stickers on computers to let consumers
notice that its CPU was inside. When the clients
agreed to join this campaign, Intel agreed to
compensate them according to the number of

30 stickers they utilized. This project was named DO LBY

“Intel in it.”
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1. Why did Intel Japan struggle to recruit new university graduates?
(A) Because marketers could not understand the value of computer
engineering.
(B) Because Intel CPUs did not perform significantly.
(C) Because Intel did not actively recruit at Japanese universities.

(D) Because parents feared foreign companies.

2. How did Intel Japan solve their image problem?
(A) They hired Denda.
(B) They advertised on TV.
(C) They imitated Microsoft’s initial advertising campaign.
(D) They advertised on computers.

“Intel in it” CChecklink (FyDL06  -@)CD1=06 -

When Kamo proposed the project idea to Denda, he was immediately
convinced of its potential success. Unfortunately, the idea faced some initial
resistance from companies that were against double branding. Large Japanese
computer manufactures, such as Fujitsu and NEC, had already established a
strong brand image and they did not feel that they needed the support of s
suppliers, like Intel, to better guarantee product reliability. Moreover, the top
executives of these companies did not want to see another company’s logo on
their products. At that time though, Toshiba was attempting to develop the first
notebook-type computer in the world, and they needed a new and smaller CPU
that would produce less heat. Intel could develop a CPU with their advanced 10
technology to meet Toshiba’s specifications, but the price was going to be higher
than what Toshiba was willing to pay.

Denda negotiated with Mizoguchi who was the PC division director at
Toshiba. He promised Mizoguchi that if the company agreed to join the “Intel in
it” campaign, he would persuade Intel headquarters to develop the CPU that 15
Toshiba needed at a reasonable price, so that Toshiba could continue to keep
their products priced to sell in large quantities. After pondering the offer the
director said yes without even getting the go-ahead from the top executives of
Toshiba because he believed they would resist the proposal of double branding.
After getting the go-ahead from Mizoguchi, Denda successfully convinced Intel 20
headquarters to produce a special CPU for Toshiba by explaining the great
potential of the notebook computer market. In 1989, Toshiba launched their first

Case 1 Initiating World's Biggest Joint Marketing Project ~ 17
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notebook computer called “Dynabook” and on all of the laptops were official
stickers that said “Intel in it.” The result of this double branding created
unprecedented success for both companies. Shortly afterwards Intel headquarters
realized the value of the campaign and expanded the campaign worldwide in
1991 with a new sticker, “Intel Inside.” This global joint marketing strategy went
on to propel Intel’s brand value to third in the world.

More recently, by using their cutting-edge technology, Intel has launched
Intel Shooting Star Drone, which was created for entertainment light shows
since 2016. Moreover, it was used at the opening ceremony of the 2020 Tokyo

Olympic Games and improved their brand recognition significantly.

3. How did Mizoguchi get approval from top executives for double branding?
(A) He simply explained the merits of the plan.
(B) He got Intel to develop a new CPU.
(C) He explained the potential of laptop computers to the board.
(D) He didn’t get approval.

4. What slogan made Intel famous the world over?
(A) Dynabook
(B) Intel Inside
(C) Intel in it
(D) Intel

NoTEs .................................................................................................................... .

foreign capital company #H&EZXREP%E¥  think twice #E 7%

when it comes to... =D &IcEbE redundant RF%x

give consideration to... ~%ZZEJ%  go about... lcEUHDB

out of sight of... - DREZ%&EW\ETZAT  CPU (Central Processing Unit) FRitEEIIEEE
end-consumer (EHEEETHEATZ) RiKEESE  proprietary technology EE# 1
supplier #IA%%E  specification {t#k (XXv7)  get the go-ahead &%
unprecedented FiflD7%GLY  propel #L EIF%  cutting-edge RiiHD
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e cooperative marketing XEA=G@I—-s5>r5
TERTHRHUTCLESEBREZTDICE. BEHVDTSY REf@TULZD. HED
ANRY SPOF+ INR=VZETDEDTBDBEBREITTTREIND.

¢ B2B (Business to Business) f®%R[R1T 03|
BSEEERENRMB PR ERTI DEIRADI E. TEHRRE T HES ICEER
559 B2C (Business to Consumer) EERERD. MEEGEDRDMNEE LR,

e double branding 7)WL J75Y R
EZEAYFTIVE. HBOBAZED T L EDHR
B - MR EICLSZEEIRICT Y FILDO0IY—
IOPELZEANDE. BARBICHULSEBRD—E
ZYR—EUZe CNICKDT. BRTHVEZED
I\ DYV ERTI DREREERIETDHEDICHR
Bo

.
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(o)‘ Tasks for Global Leadership

Discuss the Points oL -@conor
K —ADRA Y MMBET HRDRFEZBNT. ZRZEDHEEL,

Mai: In this case, the main problem for Intel was how to bring recognition to
the name of Intel because their product functioned out of sight of the
consumer.

Bob: Based on that fact, Intel Japan requested an advertising agency come up
with an idea for a new Intel logo, in which stickers were put on every PC
to let consumers recognize that Intel’s CPU was inside. This is how the

y e 1
world’s biggest started.

Mai: Yes, but the campaign was not launched so easily. It

2
from customers because of

3

Bob: Fortunately, Toshiba had been developing the world’s first laptop computer
at that time, so it was a chance for Intel to provide Toshiba with a new
CPU targeted for the mobile PC market. This was the breakthrough they
were looking for.

Mai: Hmm, yes. And although price was a problem, Denda promised Toshiba
that he would * their price if Toshiba
agreed to join the campaign in Japan first. I think these actions

demonstrate how to be a global leader.
Bob: You're right! Thus, in the business world when things seem fixed, it is
great leaders that know 5 by turning

convention upside down to achieve something for the greatest good of a

company. That’s the point of this case.

Wri’re Down the Points

CEOMBEE L BRic, EOLSBIBHMSNI, AXH LU Task 1 DRE
ABEICLT. BASNXFITH &3 ICEFREEHBEL,

1. Intel Japan 1 an effective m c

to bring recognition to their products.

2. Intel Japan could take advantage of d b when
Toshiba needed a new CPU. That was the b for them.

Act 1 Global Marketing



3. Denda promised Toshiba that he would p h to

lower the price if Toshiba a toj the campaign.
4. Intel has launched Intel Shooting Star D , which was created
for e light shows and was used at the opening ¢

of the 2020 Tokyo Olympic Games.
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