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2.1.3. Improving brand value through environmental management activities 

Some of the most important issues facing the Hitachi Group are “prevention of global warming” 

and “minimizing the use of resources and recycling.” To address these issues, Hitachi is making full 

use of Group technologies at every stage, from development and design to manufacturing. These 

efforts are contributing to a lower environmental burden for the whole of Earth. The Hitachi Group’s 

efforts to improve the environment are also important from a brand point of view, as shown in the 

following examples.  

(1) Hitachi's eco-products and services 

From the beginning, Hitachi has participated 

in major eco-products exhibitions in Japan and 

overseas to promote and display the Group’s 

latest lineup of eco-products.  

At the expo in Singapore in October 2006, 

Hitachi exhibited 19 different products including 

plasma televisions and a monorail system. Later in 

December at an expo in Tokyo, Hitachi displayed 

products and gave a well-received demonstration 

for children about Group environmental activities.  
(2) Eco Rail Mark 

In 2007, Hitachi, Ltd. and Hitachi Maxell, Ltd. obtained 

approval to use the Eco-Rail Mark to signify their new 

product transport model. The mark denotes an organization 

uses the railway system to move over 15% of its products 

and is thus working to reduce CO2 emissions and lower the 

environmental burden of the transportation system.  

(3) Hitachi Eco Campaign 

The Hitachi Eco Campaign, which ran from March 9 to April 16, 2007, introduced the latest 

household eco-appliances and promoted the Hitachi brand image further. The campaign had its 

own website. Visitors who responded to an eco-quiz on the latest products became eligible to 

enter a lottery where they could be given a chance to become a product monitor and experience 

firsthand the eco-features of Hitachi products. The simple and direct message helped customers 

to better understand how hard the Hitachi Group is working to preserve the environment. The 

campaign attracted a total of 39,115 visitors to the website. 

 

2.1.4. Brand image activities targeted at the youth sector 

Concerned over low brand awareness among young people, the Hitachi Group engaged in the 

following activities.  

(1) Science and technology activities targeted at middle and high school students 

The R&D Group promotes educational activities at research labs to nurture future 

researchers and to build closer bonds between Hitachi and young people.  

Figure 5.10  Eco-Products Exhibition

Figure 5.11  Eco Rail Mark
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The Hitachi Group has been participating in the “Science Spring Camp” sponsored by the 

Ministry of Education, Culture, Sports, Science and Technology. In 2003, Hitachi invited a total of 

40 high school students to Group labs to experience technology in progress firsthand. In 2006, 

Hitachi introduced four themes centered on “cutting-edge technology in machinery products.”  

From 2005, Hitachi also started a “Science Seminar” for middle school students in 

Hitachinaka City under the auspices of the Board of Education. In 2006, Hitachi invited many 

students to a test laboratory to observe an experiment related to the manufacture of vacuum 

cleaners.  

(2) Activities targeted at university students 

The Hitachi Group has been working continuously since 2004 to improve the Hitachi brand 

image among university students. Specific activities include young Hitachi employees conducting 

company, business, and campus seminars for university students. The employees communicate 

to students the pride and passion they have for their work and the founding principle of “Inspire the 

Next.” These activities contribute to the recruitment of superior talent and better relations with 

Hitachi stakeholders. In 2006, 2,000 employees were able to make direct contact with 100,000 

students. The results of these activities become apparent in the Nihon Keizai Shimbun, Inc. 

Employment Ranking (2007/2) where Hitachi, Ltd is ranked seventh. In the Recruit Employment 

Ranking (2007/4), Hitachi is ranked fifth. These rankings show how popular Hitachi has become 

among students.  

 

2.2. In-house activities 

2.2.1. “Inspiration of the Year” award system 

The “Inspiration of the Year” award system (linked with share price) honors employees and 

companies that contribute to greater brand value. A total of 131 award applications were submitted 

from Group companies in Japan and overseas. The selection process is based on inspection by top 

management and votes cast by 9,315 employees (6,929 in the previous year). Nine awards were 

given for Inspiration of the Year, including the Hitachi Pavilion at the 2005 World Exposition in Aichi, 

Japan, which was selected as the most popular exhibit by expo visitors. In addition, there were eight 

awards given for Brand Promotion, 11 awards for Brand Challenge, and three Special Awards for 

“Cultivating a Scientific Mind.” 

 

2.2.2. Domestic and overseas training tools 

Improving brand value does not end with PR and advertising activities, each employee can be 

mobilized to achieve impressive results. Many educational activities are implemented to promote 

brand understanding among Hitachi Group employees. Each month approximately 20 general 

managers from Hitachi, Ltd. and Group companies participate in training courses to deepen their 

understanding of brand value through lectures and group discussions. The same type of training 

course is offered to overseas managers as well. For the approximately 100,000 Group employees 

overseas, Hitachi has prepared basic educational material on brand value, which has been 

introduced gradually since 2006. These training tools are contributing to greater awareness of the 
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Hitachi brand among Group employees.  

 

2.3. Measures against counterfeit products 

The Hitachi Group is taking the initiative to protect its brand name against counterfeit products 

(e.g., home appliances, automobile components, electronic components, and power tools) in China, 

other Asian countries, the Middle East, and Africa. Especially in regions where many counterfeit 

incidents occur, Hitachi cooperates with local affiliates and assiduously promotes effective measures 

to expose counterfeit activity with the aim of regaining the sales of authentic products.  

(1) Cooperating with industrial organizations and other companies 

In December 2004, Chinese authorities relaxed the criminal prosecution standard for 

intellectual property rights infringement. At the same time, authorities decreased the number of 

seizures as much as possible at the time of exposing infringers in a policy designed to avoid 

indictments. Because prevailing administrative punishment has a weak deterrent effect that leads 

to repeat offenses, Hitachi has a policy to cooperate with other companies to expose businesses 

that violate the rights of multiple brands and to seek criminal prosecution.  

(2) Measures against international distribution of counterfeit products 

Hitachi is pursuing measures aimed at both export destinations and exporting countries. 

Specific measures include (a) performing parallel inspections at export destinations and exporting 

countries, (b) cracking down on counterfeits at customs of export destinations, (c) uncovering 

counterfeits in the markets of each country, and (d) capturing a clear picture of counterfeit 

networks. To promote these measures, Hitachi is taking the initiative to cooperate with relevant 

authorities and to exchange information. Recently, the Internet has increasingly been used as a 

platform for illegal activities. To combat web-based infringements, Hitachi is vigorously promoting 

countermeasures within the context of new laws and regulations.  

(3) Lobbying activities 

Through industrial organizations, Hitachi engages in lobbying activities aimed at 

government agencies in countries and regions where many counterfeit incidents occur. In Hong 

Kong, for example, Hitachi filed a suit against a company that had illegally registered “HITATCHI” 

in Chinese characters and in English as a trade name. The court issued a registration cancellation 

order. However, under Hong Kong’s company registration system, once a company has registered, 

the legal cancellation procedure is very difficult to complete. Shortly after thereafter, Hitachi, in 

cooperation with other companies, approached Japan's Ministry of Economy, Trade and Industry. 

The Japanese government then held talks with Hong Kong authorities in November 2005 and 

requested Hong Kong to revise its legal system and infringement management system.  




