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(commoditization, commodification)
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２. ･

MIT (Management of Technology 

program of the MIT Sloan School) (MOT Management of Technology)8)
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(benchmarking) TMI(Technology Management for Innovation)( )
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   1) SGA (Selling, General and Administrative Expenses: )

2005 SGA 10% 25.9%(2004 )

30%

   2) CCC (Cash Conversion Cycle)
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日本における｢コモディティ トラップ｣ の探究

日本大手エレクトロニクス 業の戦略経営

(commoditization, commodification)
( )

(commodity)
( )

2
(1) ( )
(2) 
   1) (product-led innovation)
   2) :
   3 ) : TMI (Technology Management for Innovation) MOT (Management of Technology)

In search of “commodity traps” in Japan

Strategic management of major Japanese electronics corporations

Commoditization is defined as the process by which goods that have economic value and are distinguishable in terms of 
attributes (e.g., product performance, quality or brand) end up becoming simple commodities in the eyes of the market or consumers.

Corporations that differentiate their products by building them to be more innovative, more designable, more smart (i.e., 
System-oriented) and cheaper begin to find that others quickly imitate every new feature that they introduce. The length of 
time that any given product is attractive in the market begins to decline, as even newer products quickly take over.

A “commodity trap” will end up becoming a “commodity hell”.
This paper focuses specifically on strategic management in major Japanese electronics corporations and the two main points 

that will be examined are as follows.
1. A case study of strategic management (i.e., strategic decisions) in Sharp Corporation, Panasonic Corporation and Sony 

Corporation.
2. Factor analyzes involved in a “commodity trap” and solutions:
   - Product-led innovation that falls into a “competency trap” will result in commoditization.
   - Solutions: Monitoring points of strategic decisions.
   - Solutions : Co-creation activities of both TMI (Technology Management for Innovation) and MOT (Management of 

Technology).




