Japanese Global Strategy

Katsuo Yamazaki

Japanese Global
Strategy
Overseas Operations and Global
Marketing

Katsuo Yamazaki
Yamazaki Dynamic Management
Corporation
Tokyo, Japan

ISBN 978-1-137-49736-9    ISBN 978-1-137-49738-3
https://doi.org/10.1057/978-1-137-49738-3

(eBook)

Library of Congress Control Number: 2018952364
© The Editor(s) (if applicable) and The Author(s) 2019
The author(s) has/have asserted their right(s) to be identified as the author(s) of this work in accordance
with the Copyright, Designs and Patents Act 1988.
This work is subject to copyright. All rights are solely and exclusively licensed by the Publisher, whether
the whole or part of the material is concerned, specifically the rights of translation, reprinting, reuse of
illustrations, recitation, broadcasting, reproduction on microfilms or in any other physical way, and transmission or information storage and retrieval, electronic adaptation, computer software, or by similar or
dissimilar methodology now known or hereafter developed.
The use of general descriptive names, registered names, trademarks, service marks, etc. in this publication
does not imply, even in the absence of a specific statement, that such names are exempt from the relevant
protective laws and regulations and therefore free for general use.
The publisher, the authors and the editors are safe to assume that the advice and information in this book
are believed to be true and accurate at the date of publication. Neither the publisher nor the authors or
the editors give a warranty, express or implied, with respect to the material contained herein or for any
errors or omissions that may have been made. The publisher remains neutral with regard to jurisdictional
claims in published maps and institutional affiliations.
This Palgrave Macmillan imprint is published by the registered company Springer Nature Limited
The registered company address is: The Campus, 4 Crinan Street, London, N1 9XW, United Kingdom

Preface

Terminology and the Research Process
The purpose of the book is to explore global corporate strategy in Japanese
companies.
My primary aim is to clarify is how Japanese companies achieve their
global management objectives, what kind of theories they adopt and how
they put these theories into practice in corporate and marketing strategies.
Thus, I am concerned with the management history vis-à-vis global strategy in Japanese companies and with the way a hybrid theory can explain
the latest Japanese global strategy, called monozukuri strategy. Both theory
and strategy are discussed in Chaps. 1 and 4. I do not address Japan’s economic history and industrial development after World War II. A glossary of
the technical terms we use, originally Japanese, is found in Appendix 1 at
the end of Chap. 1; all the words in the list appear in italics in the text.
People in business and academic circles define ‘strategy’ in various
ways. According to Robert Grant:
A strategy serves as a vehicle for achieving consistent decision making
across different departments and individuals. In other words, it acts as a
vehicle for communication and coordination within an organization. (p. 4)
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The word originally comes from the Greek strategia, prior to stratégie in
French. Both mean ‘generalship,’ that is, ‘the office of the general’ or the
‘command’. In this book ‘general’ is regarded as equivalent to a president
or a head of the international business unit of a company. I submitted a
questionnaire to two persons in the role of ‘general’ and conducted interviews. Examples of questions directed to the president and to the executive are shown as Appendices 2 and 3 at the end of Chap. 1.
My first book, published by Palgrave Macmillan in 2012, was based on
interviews conducted mainly from April 2001 to March 2009. I then
abstracted some successful business theories from phenomena observed
in these interviews (Yamazaki 2012). The research for this, second, book
was conducted after April 2011 up to the end of 2015. I visited subsidiaries in Asia and Africa to examine responses to the changing political and
economic situations on these continents. Reviewing the research of
Japanese companies in foreign countries, I chose nine companies for case
study, including Denso Corporation, Furukawa Electric Co., Ltd.,
Hamamatsu Photonics K.K., Kanefusa Corporation, Komatsu Ltd.,
Mabuchi Motor Co., Ltd., Yamaha Motor Co., YKK Corporation, and
Yokogawa Electric Company. All these outfits are deeply engaged in
global businesses. Most (with the exception of Hamamatsu Photonics
K.K. and Kanefusa Corporation) were also included in Japanese Global
Management, as many readers will be interested in what happened in
those companies after 2011. All nine companies are clearly examined
with SWOT analysis, in Chap. 4.
I directed the questionnaire to persons responsible for the international transactions of their respective company and followed up with a
request to interview them. I did the same with the company presidents.
From the two parts of this process, I was able to discover the global marketing strategy, especially in their focus areas. They seemed to give Asian
and African markets priority over Latin American and European markets.
Chapter 5 delves deeply into Indonesia, Kenya, Nigeria, South Africa, Sri
Lanka, and Vietnam with respect to their prospective markets—geographically and economically.
How subsidiaries are controlled is a second concern of this book.
Laissez-faire is one approach; a strict reporting system is another.
Something between the two approaches might be the case, depending on
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a country’s situation. The third concern looked at is the size of a market
is and what items or products the company will expand to include in the
future. The amount of overseas sales of some companies outnumbers that
of their domestic sales. The percentage of foreign business out of their
whole business operation they deem optimal, and how they would reach
such objectives are important considerations. Certain questions were
addressed differently from company to company. Examples of a question
directed to the president and another to the executive are seen at the end
of the preface. In Chap. 6, the essence of Japanese global strategy is
abstracted from the discussions in all previous chapters.
Tokyo, Japan
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