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Management of Technology and Innovation: The Success Case of
UNIQLO Clothing Brand.

Abstract

This study focused on the management of technology and innovation: the success
case of UNIQLO clothing brand. The analyses were carried out within the framework of the
innovation management process. The objectives were to investigate management of
innovation process for UNIQLO; and to draw out the success of UNIQLO. The finding showed
that UNIQLO could operate in the phase of searching opportunities from the external
environment, and choosing right operational strategies to deal with innovation. Especially
when entering to operation, the technology push theory was adopted together with the
market pull theory. Therefore, the company was success in development of technology and
innovation. The results, not only, indicated that it was important to develop technologies to
meet market demands; but also provided a lesson learn on the efficiency of innovation
management which could be applied with other innovative organizations.

Keywords : Management, Technology, Innovation
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