Leading the Digital Revolution
The Sony Corporation

INTRODUCTION
Throughout the 20th century, the
pace of technological advancement
has increased dramatically. The
digital revolution, now upon
us, will see further massive steps
forward. This case study looks
at the ways in which Sony has
been able to stay at the leading
edge of the new technologies.
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Sony has developed a wide product
portfolio which includes goods that have
become integral parts of modern lifestyles; the first Japanese magnetic tape
and tape recorder in 1950, the transistor
radio in 1955, the first all-transistor
television set in 1960, the first colour
video cassette recorder in 1971. In 1979,
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Today the world of consumer electronics
can effectively be divided into four
separate markets:
the entertainment world of music
and games
the personal computing sector
communications with cellular
telephones
the wired world of television,
video and cable set top boxes.
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Recent advertising campaigns have

Digital television uses the same language as computers and compact discs,
breaking the information to binary
bits, a series of ones and zeros, which
are then transmitted to the television.
Unlike with analogue, these signals
cannot be degraded, resulting in far
superior quality of pictures and sound.
Reception by aerial, satellite or cable
has meant that consumers can now
receive up to 164 different channels as
well as home shopping, banking and
information services. Internet access
and cheaper phone calls are also available options. A series of business
alliances and partnerships with both

downloading of images directly onto
the PC for editing. In June 1999, Sony
launched the WEGA Digital flat
Widescreen television that includes an
array of extra programming to enhance
the potential of the set and state of the
art digital picture and sound quality.
The digital television is being developed so that in the future it will meet
all the consumer needs, a one-stop
entertainment shop.

Progression - pioneers
of the market

Under these circumstances, marketing
becomes pivotal. As Idei noted in
1995, “Marketing is not just a function
within Sony, it is a cornerstone of our

in Sony?” a slogan that has special significance for all Sony stakeholders.

EXERCISES

11

Explain the following terms in
the context of the case study:

3

Why do you think Sony has
developed the idea of Digital
Dream Kids? Explain how
this has come to determine
the corporate strategy.

4

“Sony has always held the
view that good marketing
involves pioneering the
market, which comes down
to market creation. Simply
producing goods that meet a
market’s current needs will
lead to the firm falling behind
in the long run.” How does
this view of marketing differ
from the textbook definition?

5

Examine Sony’s marketing
mix. In such a highly
competitive market, why
do you think Sony is able
to avoid being the biggest
spender on promotion?

6

Design a magazine advertisement to encompass the Digital
Dream Kids and “Do you
dream in Sony?” concepts.

7

Visit the Sony website. What
evidence can you find for
the convergence of the four
consumer electronic markets?

8

What do you understand by
the term, ‘value chain’?
Why do you think the value
chain is so important to the
Sony brand image?
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• brand image
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role, driving the markets forward

to a process of constant technological

All Sony factories are driven by a

become a proactive force, rather than

innovation, and marketing plays a vital

desire to improve quality and reduce
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What problems might you
expect to encounter when
planning a market research
investigation into a brand
new product, like the Sony
PlayStation or Sony Walkman?
How might you overcome
these problems?

firm falling behind in the long run.
Central to Sony’s marketing mix
therefore is the innovative product,

corporate structure, with Sony
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