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LEONARDO DECIPHER JAPAN BUSINESS CULTURE REPORT
This report is designed to support and complement existing cultural information available. Its primary purpose is to help better prepare UK businesses for approaching the Japanese market for the first time. 
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The information contained in this report is based on a number of sources, including the Japan culture workshops in Sep 2006 and Feb & Oct 2007 in Cambridge and Sheffield in October 2010, discussions with both English and Japanese businesses and business support agencies in Japan and information from the UKTI “Doing Business in Japan” guide (available to download from www.ukti.gov.uk).To provide a range of views and establish consistency, we have cross-referenced comments from a number of sources as identified above. Much of the report focusses on the business culture of Tokyo and Osaka. As a first port of call we would recommend the UKTI posts in the cities of Tokyo and Osaka.
KEY FACTS AND FIGURES

· Population: 128 million people

·  4 major islands

·  Tokyo metropolitan 24.2%

·  Osaka metropolitan 13.1%

·  Nagoya metropolitan 6.93%

·  Fastest ageing society (65yrs)

·  2006 : 20.8%

·  2050 : 39.6%
Strengths of the Japanese market
In brief these are:

• Open economy

• Cutting edge technology and R&D - Japan has 2% of the world’s population but 20% of

global R&D spend – with an emphasis on technologies to deliver a low carbon future and

to support the ageing population. There were 390,000 patent applications received in

2008 and 177,000 patents issued.

• Japan’s 127m consumers are highly educated, demand the highest standards and areearly adopters

• Japan is a strategic stepping stone for other Asian markets.
Market entry and start up Considerations

JETRO produce a guide to “Laws & Regulations on Setting Up Business in Japan” here

http://www.jetro.go.jp/en/invest/setting_up/laws/.

Customs and Regulations

The Japan Customs website is a useful source of information. Their website is at

http://www.customs.go.jp/english.
Legislation and Local Regulations
Companies are best advised to seek legal/taxation advice before entering into a joint venture or similar type of partnership. Lists of local lawyers and chartered accountants are available on request from the UKTI Section of the British Embassy in Tokyo.
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Opportunities in Japan

There are more than 400 British companies enjoying success in Japan including visible high street names such as Lush, Top Shop and Burberry as well as HSBC, GlaxoSmithKline and Rolls-Royce.
The UK’s services industry is also very active, from design to legal, financial and consultancy services.
Key sectors where there are opportunities for UK exports of goods and services:

• Aerospace

• Automotive

• Bio/pharma

• Chemicals

• Computer software and games

• Creative industries (fashion, design, music)

• Energy

• Fashion

• Financial and legal services

• Food and drink (organic products, whisky, jams, biscuits, black teas)
• Healthcare

• Telecommunications

The ageing population is expected to result in the creation of new goods and services targeting the elderly.
SECTOR INFORMATION

Biotechnology and Pharmaceutical Market (extract from report on www.ukti.gov.uk)
The market share of foreign pharma companies is estimated to be 30-40% in recent years. Demand for joint development, outsourcing of R&D, clinical trials, regulatory affairs in Europe and manufacturing of active ingredients and biologics etc. continues to increase. Most opportunities will be in drug development such as antibody drugs and bio/pharmaceuticals related devices/equipment/services. 

CHARACTERISTICS OF MARKET 
(1) THE JAPANESE PHARMACEUTICAL MARKET SIZE 
It is estimated that pharmaceutical costs in Japan accounted for approximately 20% of healthcare expenditure in recent years.The market is almost as large as the markets of Germany and France combined. 

MARKET STRUCTURE AND PARTICIPANTS OF THE JAPANESE PHARMACEUTICALS MARKET 
The pharmaceutical sector is one of the few high technology sectors in which Japan runs a trade deficit. Imports outstripped exports by more than ten times in 2007. UK was the largest exporter of pharmaceuticals to Japan in 2007 (20.5% of the total pharmaceuticals imports) followed by Switzerland (15.3%) and US (14.2%). The presence of foreign pharmaceutical companies has been growing in Japan. The market share of foreign pharmaceutical companies is estimated to be 30-40% in recent years. 

Recently there were several acquisitions of overseas pharma companies by Japanese major players. Daiichi-Sankyo purchased Ranbaxy Laboratories, India’s largest pharma company, in June 2008, aiming to develop sales in emerging countries and the generics market. Shionogi acquired Sciele Pharma (US) in 2008 to establish their own sales network in US, and Dainippon Sumitomo purchased Sepracore in US in 2009 to enter the US market.

OPPORTUNITIES 
The UK is recognised as one of the world leaders in these sectors and Japanese companies are seeking UK companies with unique, excellent technologies and products. 

Demand for joint development, outsourcing of R&D, clinical trials, consultation of regulatory affairs in Europe and manufacturing of active ingredients and biologics etc. continue to increase. Most opportunities will be in drug development such as anticancer drugs, antibody medicines and bio/pharmaceuticals related devices/equipment/services.

Compared to other Japanese industries, people in this sector speak English relatively well. However, take things slowly. Many Japanese are too polite to let you know when they do not fully understand. Keep what you say simple and straightforward. The same is true if an interpreter is used. 
PUBLICATIONS (USEFUL WEBSITES) 
(1) Useful URLs related to biotechnology and pharmaceuticals 
Ministry of Health, Labour and Welfare (MHLW: www.mhlw.go.jp) 
Some statistics and links to relevant organisations. 

Japanese Pharmaceuticals and Medical Devices Agency 
(PMDA: http://www.pmda.go.jp/english/index.html) 
Japanese regulatory agency, working together with MHLW. 

Japan Pharmaceutical Manufacturers Association 
(JPMA: www. jpma.or.jp/english) 
                            Contains links to member companies and relevant information. 

Japan Bioindustry Association (JBA: www.jba.or.jp/english) 
                            Links to member companies and relevant information.

Healthcare and Medical Sector (extract from report on www.ukti.gov.uk)
The Japanese population is one of the world’s fastest-ageing. As of 1 September 2009, 22.7% of its 128 million populations is estimated to be over 65 and this figure is anticipated to increase to 31.8% by 2030 and to 40.5% by 2055. As the ageing population increases, so too does the demand for healthcare. Japan is the second largest economy in the world and also has the second largest healthcare market in the world after the United States.
The Japanese medical devices market is the largest in the world after the United States and EU. Although domestic manufacturers of diagnostics equipment such as CT, MRI and electrocardiograph (ECG) have been doing comparatively well, nearly 50% of the market is supplied by overseas manufacturers, predominantly those of the United States.

OPPORTUNITIES 
First-tier opportunities for British suppliers of medical devices exist with advanced and innovative products especially in the following areas: 

Medtech devices 

Infection control 

Preventative healthcare 

Diagnostics 

Novel medical treatments 

Diseases of an ageing population 

Oncology, Cardiology, Cerebrovascular, Orthopaedics 

Pain control 
MEDICAL EQUIPMENT MARKET

There has been a steady increase in imports in recent years.
Imported cardiac pacemakers, artificial joints, coronary stents, PTCA balloon catheters dominate their sectors of the Japanese market. Successful foreign suppliers set up an office, employ their own sales staff and provide prompt after sales services. Among UK companies, Smith and Nephew and Smith Medical stand out as being active in the Japanese market. 
REVISED PHARMACEUTICALS AFFAIRS LAW 
A new Pharmaceutical Affairs Law (PAL) has been fully enacted since April 2005 and has created a shift from a system focusing on manufacturing to one similar to those operating in Europe and the US, centred on marketing with an emphasis on post-marketing safety measures. Under PAL, there are two kinds of licence - “manufacturing/market business licence” and “manufacturing business licence”. Importers should have the former licence. A marketing company is required to appoint a “Marketing Supervisor-General” who needs to be a pharmacist, and staff responsible for GVP (Good Vigilance Practice) and GQP (Good Quality Practice). 

Medical devices are classified into three classes: (1) general medical products (Class I), (2) controlled medical devices (Class II), and (3) highly controlled medical devices (Classes III & IV). Notification is required for (1), but technical documentation review is not required to bring a new product to market. Testing or auditing is not required either. Certification is required for (2) and a registered third party will review documentation before issuing certification. Products falling under (3) require Ministry approval. It is difficult to know in advance to which category of the three the Japanese Ministry of Health (MHLW) will assign a particular product, but broad guidelines are: 

1) General medical products (corresponds to Class I) 

(Class I products are medical devices whose risk to human bodies in case of a defect/fault is seen very low. Examples are x-ray films, dental gypsum, medical in-vitro testing apparatus, steel products for medical/dental use, first aid bandages etc) 

Notification is required but technical documentation review is not required. Testing or auditing are not required either. 

2) Controlled medical devices (Class II) 

(Class II products are medical devices whose risk to human bodies in case of a defect/fault is considered relatively low. Examples are ultrasonic diagnostic imaging apparatus, audiometers, endoscopes, electric therapy apparatus for home use, condom, dental materials etc) 

Certification is required. A registered third party reviews documentation (Good Vigilance Practice, Good Quality Practice, GMP, product summary technical documentation (STED)) and provide certification. 

3) Highly controlled medical devices (Classes III & IV). 

(Classes III and IV products are medical devices whose defect/fault is considered to cause high or life threatening risks. Examples are artificial joints/bones, dialysers, hyperthermia equipment, intraocular lenses, cardiac valve prostheses, vascular grafts, stent, implantable cardiac pacemakers, artificial pancreas etc) 

Products require Ministry approval. The manufacturer must submit an application to the prefecture government where they are based. The application will be forwarded to Pharmaceuticals and Medical Devices Agency (PMDA) for approval. Devices that are equivalent to products that are already on the market are also evaluated for equivalence by PMDA. 
Marketing companies need to be accredited and comply with ISO 13485, a quality management system standard for the medical device and diagnostic industry. 

Eucomed (European Association of the Medical Technology Industry) has three areas of complaint about the PAL in Japan: (a) transparency, (b) consistency with Global Harmonization Task Force (GHTF) recommendations and (c) pricing. The new PAL implemented both price cuts and increased costs for foreign suppliers. Increased costs were both fixed (cost of redoing clinical approvals was typically 3-4% of total sales) and variable (additional moving, tracing and cleaning of products typically cost a further 1% of sales). Further government-to-government or industry-to-industry discussions are needed with Japan to realise shorter approval times, recognition of CE marks and inclusion of medical devices in the EU/Japan Mutual Recognition Agreements. 
USEFUL WEBSITES 
(1) Useful URLs related to Healthcare and Medical 
Ministry of Health, Labour and Welfare (MHLW) 
www.mhlw.go.jp/english/index.html) Contains statistics and links to relevant organisations. 

Japanese Pharmaceuticals and Medical Devices Agency (PMDA) 
www.pmda.go.jp/english/index.html 
Japanese regulatory agency, working together with MHLW. 

Japan Federation of Medical Devices Associations (JFMDA) 
www.Jfmda.gr.jp/e/index.html 
Links to member companies and relevant information. 

JAPANESE BUSINESS CULTURE – GENERAL INFORMATION
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It is important to emphasise the similarities between Japanese and British business culture. These similarities include a general penchant for fairness and politeness, a focus on relationship-building, a desire for longer-term partnership, and an overall tolerance towards the British and willingness to help the overcome cultural differences. Careful planning, attention to detail, unprecedented efficiency, and involvement of colleagues at all levels within an organisation are Japanese traits which are attractive to the UK contact.
1. What are the initial impressions companies have of Japan when they first visit?

The following are first impressions of visiting and doing business in Japan compiled from a number of sources - 
[image: image5.jpg]


There is a very precise and thorough business culture, coupled with an emphasis on quality. Tremendous care is taken with all aspects of doing business, and there is cleanliness and order everywhere. There is a highly respectful and traditional culture, and excellent & healthy food. It is difficult to gauge reactions in meetings & negotiations.
Japanese business culture is embedded in the traditions of Japanese history, and these traditions manifest themselves in various forms during your business relationship. Family history as well as national history is considered important.

The foreign languages most used appear to be (in order) English, Chinese and Korean, and this is reflected in public signposting and company documentation. The British are generally respected in Japan.
2. How do you know whether a meeting is going well, and what negotiating styles are used? Sometimes I am not getting straight answers to my questions. Am I making myself understood clearly?
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On many occasions some of the decisions which you would expect to be made during a meeting would in fact have already been discussed and made in advance, and the meeting may be more of a formality. It therefore makes good business sense to do as much preparatory work in advance and ensure regular correspondence with potential meeting partners prior to the negotiation or presentation so that you can gauge initial reactions. It would also be good if your contact in Japan could exchange some preliminary dialogue to elicit likely reactions to what you have to propose.  This is a well-known process called "nemawashi" or "going round the roots." Japanese like to place emphasis on harmony. You may therefore not receive direct answers to direct questions.

It is also useful to have a Japanese colleague or contact with you, as (s)he will usually be able to follow the subtleties of the meeting and gauge visual reactions better than a UK guest. (S)he could also prompt you as to where you are going wrong and where there are particular strengths you could emphasise. In many cases you will need to be prepared to factor in the time and cost of a follow-up meeting.
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A good sign is when you are invited to a second meeting, which is common practice where they have liked what they have heard. Do not be put off by this, rather treat it as a measure of success. If you are not invited for a second meeting and do not receive immediate positive feedback, then this is sometimes a sign that you offer needs more thought and discussion. A first meeting may be simply to build an initial understanding of each other without dealing directly with the business in hand. An interpreter may also be able to pick up on subtleties of communication.
Your host or client will often not be willing to state personal opinions in front of colleagues, particularly senior colleagues, so beware of asking questions which are too direct and may cause embarrassment. The presence of your Japanese agent or local contact will boost your credibility and enable your Japanese hosts or potential clients to be more at ease. The presence of this ‘insider’ will also help with language issues.

Equally, a client may want to obtain a consensus from colleagues on what you are proposing, and this consensus may require separate internal discussions which take time. Although on the whole senior or older staff in a Japanese company have a greater decision-making role, on occasion a more junior member of staff may have more ‘power’ due to their specialist knowledge or experience, and you will need to allow time for these internal relationships to work their course.

Other useful tips are (1) to send your Japanese contact a summary of any notes of your presentation in advance as well as a summary of the team’s competencies so that (s)he may have a chance to read through them and discuss internally (b) add Japanese annotation and (c) use the evening drinks session to reinforce any ideas or proposals!
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The Japanese believe that everyone who is involved needs to be at meetings so these tend to be quite large. The most senior person may say little or nothing, leaving the presentation and discussion to a junior member. To learn who is most the senior, watch who is served tea first! Seniority of seating is normal with the most senior furthest from the door. The Japanese are comfortable with periods of silence for reflection, If they fall silent, resist the urge to burst into speech. The Japanese also appreciate restraint in gesture, in dress and in tone of voice.

The Japanese seem to be comfortable with paradox, and if you accept that sometimes logic does not always follow to a finite conclusion you will find it easier to do business in Japan.
3. I have not heard from my potential Japanese client for some time. Does that mean I have been unsuccessful? 

There is a clear hierarchical system in Japan, so do not be surprised if your proposal needs to work its way through several layers of management and internal consultation. This could at times take up to a month, and lengthy periods of decision-making are again common in business practice. Once a decision has bee made, however, expect the implementation to be thorough and precise. 
Relationships are very important in Japanese business, and do not underestimate the importance of the social activities taking place after work (eating, drinking, general socialising). It may take a long time for you to build good relations, and this cannot be done remotely from the UK. The Japanese like to know what you as a person are like before they do business with you. It is during these activities that your Japanese client may be ‘testing’ you to get a feel for what type of person you are and whether (s)he feels (s)he can do business with you. Take the time to invest in these relationships, which may take months (if not longer) to come to fruition.
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Japan is a network society, bound by rules and standards of behaviour. Conformity is expected and a Japanese proverb explains that ‘a nail which sticks up must be hammered down.’ ‘He is a team player’ is a highly paid compliment. Japan is a collective society hence Japanese people tend to do things together, this is especially the case in decision making, which is a time-consuming collective process called ‘nemawashi’ (see above). This process can be challenging to foreigners but when the Japanese are ready, things can move very fast.

Personal dignity, or face, is very important to the Japanese, so they work hard to save face, to give other’s face and to avoid others losing face. It is therefore an indirect culture and you always need to read between the lines. A Japanese business person may not wish to offend by giving a negative response to your proposal, therefore be prepared for such as response to be clouded in general terms or delaying tactics.
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The Japanese are generally hungry for information which they then need to absorb and consider, therefore feedback may not come immediately. Equally, Japanese colleagues may need to discuss the issues under consideration to verify that they have mutually understood what is on offer. If you are asked the same question more than once, this may be because your Japanese contacts need to be sure that they have understood all the information you are presenting so that they can report to superiors. 

The Japanese like to get to know business partners over a period of time. Expect many meetings in which no business is discussed but in which your prospective partners get the feel of you. When the Japanese make agreements, it is for long term. Human interaction on a regular basis is important for building relationships and can help overcome or avoid miscommunication.
With some products (such as household electronics) globalization is having an effect on colour schemes, for instance, where previously popular colours (red in China, gold in the Middle East) are being replaced by standard black or grey units.
4. How would Japanese clients react to me as a female supplier?
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They will treat you differently than they would a female Japanese business contact as they know you are from overseas. There are also several Japanese companies where senior staff are female, and the Japanese are having to adjust to this trend. We would still recommend, however, that you make sure your job title in Japanese adequately communicates your seniority. Many Japanese SMEs are still dominated by male senior staff.
In some Japanese companies where a Japanese female member of staff may be more senior than her male colleagues, English is sometimes used to avoid the use of ‘female’ Japanese language to male junior colleagues, as this ‘female’ language is usually reserved as deferential to Japanese men. It is best to wear skirts which fall below rather than above knee level, if this is the chosen attire. Many business women also wear trouser suits these days

5. What about the language?

At first sight written Japanese is complex and daunting, as it can consist of three different alphabets all mixed together. Hiragana is phonetic and is used as the ‘traditional’ Japanese alphabet, and in crude terms appears to be a series of upright ‘shoelace’ characters (eg: であるにとどまっている). There are 48 hiragana characters. Katakana is used to phonetically transliterate ‘imported’ words, and in crude terms appears to be a series of short straight and bendy lines (eg: ヒルトンホテル) . There are 46 katakana characters in total, and we are led to believe that you can learn them in a couple of afternoons. Kanji are Chinese characters which are pictorial (eg: 東京, meaning “Tokyo” and “大阪 “ meaning “Osaka”).

Some examples: in the sentence “私は残念である” (meaning “I am sorry”) the first character is kanji, the second hiragana, the third and fourth kanji, the fifth, sixth and seventh hiragana. In the sentence “私はヒルトンホテルにとどまっている。” (meaning “I am staying at the Hilton Hotel”) the first character is kanji, the second hiragana, then there is a row of 7 katakana characters to translate Hilton Hotel, then a series of hiragana characters to present the verb and postpositional phrase (the grammar of place).
We found the revised Romanized 3rd edition of the book “Japanese for Busy People Book 1” by the Association for Japanese Language Teaching (ISBN: 13-978-4-7700-3008-5) extremely clear and well thought-out, with exercises to reinforce the main points of grammar and new vocabulary carefully presented and organised at a logical steady pace.                          

It is important to translate literature and other promotional material (including key website information) into Japanese. Although many distributors deal with foreign suppliers, it is useful to have a Japanese interpreter on hand. The positive impression you will make by learning to speak a few basic Japanese phrases cannot be overestimated.. 
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In terms of the Japanese learning English, they learn the Roman alphabet at elementary school but may have difficulty with pronunciation although they are very good at reading and writing. Windows has hiragana embedded in its software, and this is usually accessed during typing by the Alt-Del keys.
The Embassy in Tokyo may be able to assist with communication by providing a list of interpreters who are willing to work for visiting British business people
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The interpreters are perfectly competent to deal with general business conversations but  not normally specialised or professionally qualified interpreters.  Anyone expecting to have a very technical or difficult discussion, especially one involving specialised terminology, should consider employing a properly qualified interpreter from one of the agencies which provides these services.  
6. What about the intricacies or formalities of greeting and social graces?
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An initial sub question of this was ‘do I use first names or surnames when talking to my client, and how do I react when they start using their first name?’ Many Japanese names have meanings (eg: Akemi means ‘beautiful’, Akira means ‘intelligence’, Keiko means ‘respectful child’, Takashi means ‘eminence’, Takeshi means ‘brave’). The first name follows the surname, and most Japanese family names consist of two characters. The Japanese commonly address each other by family name, usually attaching an appropriate title such as ‘san’ (eg: Sato-san).

If a client starts using their first name in e-mails, you may follow suit, but remember to include the title. The names of Japanese contacts are written in ‘kanji’ (Chinese characters) and the names of foreigners in ‘katakana’ (a system used for writing words borrowed from other languages). A useful website for transliterating English names into Japanese is http://www.takase.com/Names/NameInJapaneseA.htm. It is good practice to have your Japanese name on the reverse of your business card, and it will help your client with the pronunciation of your name. Equally important is your job title, as emphasis is placed on these.

In response to the question ‘do I bow or shake hands?’ we can advise that bowing is the usual custom between Japanese, although handshakes are starting to be used even between Japanese and almost always with Western visitors. There are 3 angles at which to bow depending on the seniority of the person you are addressing, ranging from a simply nod of the head (junior staff) to a full 90◦ bow (senior staff). It may well be that your Japanese client bows after you have bowed, and you will not need to bow further. It is useful to know the basic greetings and farewells for these occasions. It is also customary to present business cards with both hands whilst bowing.

[image: image15.jpg]



Clients also asked about which gifts they should take and when & how they should present them. It is not a Japanese custom to open gifts when presented with them. The more power the contact has, the more expensive or unique the gift should be. Given the Japanese affinity with national history and identity, gifts which are typically English or with Royal connections would be appropriate. Be prepared in case the Japanese client does not have a gift prepared and they will need to hunt around for one at short notice – best to take advice from your agent or local contact before your meeting begins.
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The presentation of the business card is an important ritual, which you should learn. You should offer your card with both hands and receive your counterparts’ card with both hands, keeping the card at approximately chest level. It is acceptable to place a card on the table in front of you and this can be quite useful should you forget the name or title of the card bearer. You can respectfully place it in your wallet or at the back of your cardholding case. Under no circumstances should you write on, damage or hand back a card as this is considered rude. Try to have your business card printed in English and Japanese.

This is your chance to get to know the Japanese and build a relationship with them. When offices close at about 7 pm, colleagues often go out to eat or drink together. Don’t miss an opportunity to join them. Things normally stop around 9pm as people often have a one or two hour commute home. Always

offer to reciprocate hospitality at the same level as you received it. Office gifts can be exchanged but don’t open them. They won’t open yours in your presence.

Top Tips for Doing Business in Japan:
The following is an extract from UKTI’s publication “Doing Business in Japan”. It contains ten top tips on doing business in Japan.
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Despite what some books say about the uniqueness of Japan, there is nothing mystical about doing business in this country.  Business is business here as elsewhere, and increasingly cosmopolitan.  So you need not worry unduly about the niceties of Japanese etiquette.  But a few general points are worth remembering: 

1.  Take things slowly.  English comprehension is usually not as good as it appears.  Many Japanese are too polite to let you know when they do not fully understand.  Keep what you say simple and straightforward.  The same is true if an interpreter is used.  Speak in short bursts which can be easily translated.  Don’t ask rhetorical questions.  Don’t use sporting metaphors.  Only make very simple jokes, if you have to.  And don’t try to do business in Japanese unless you are very confident indeed.  For follow-up meetings at least, you should provide your own interpreter, as a matter of basic courtesy.

2.  Never be late.  Punctuality is crucial !  Tokyo is a crowded city which can be difficult to get around.  Leave plenty of time to allow for traffic hold-ups.  Keep to the timetable for your meetings.  Don’t try to change or cancel appointments at the last minute unless you have absolutely no alternative.  Don’t overrun the designated period unless your interlocutor clearly wants to extend it.  
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3. Take business cards with you and have plenty available.  They should be printed in Japanese on the reverse and be standard size (90 x 55mm).  Business cards in other sizes do not fit the card boxes which sit on practically every Japanese desk and so are likely to be discarded.

4.  Construct a short but warm introductory statement for each meeting.  This should not be a sales pitch.  It should explain why you are here, how long you will be here, the sort of people you are seeing and any particular previous contact you have had with Japan.  You could refer briefly to the long-standing warm ties between the UK and Japan.  If appropriate/possible, show interest in your host’s background, education, family, hobbies etc.  Give information about your own if asked.  This is part of the sharing of contacts which helps to build up a relationship.  No need to go over the top.  But it does no harm to indulge in some well-placed flattery.

5.  Then, after you and your interlocutor have made your respective introductory statements, make your sales pitch.  Decide what are the five or six crucial points you want to get across. Do not be worried if you feel you wish to refer to a previously prepared note.  Your interlocutor may well do this.
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6.  Do not be afraid of silences.  Sit tight and wait for something to happen.  It is a common Western flaw in the Far East to feel that silences have to be filled.  In negotiations, for instance, this normally means that the Westerner ends up conceding something.

7.  If, on the other hand, you are on the receiving end of a barrage of detailed and apparently pointless questions, try to bear with them and answer them.  This is both a sign of interest in your business and a means of testing a potential partner.

8.  Personal posture is important.  Sit firmly in chairs at meetings even if they are armchairs.  Do not slump, don’t cross your legs and maintain a fairly formal style.  Don’t blow your nose noisily.  Don’t drink tea offered to you before your host has invited you to do so.  Shake hands at the beginning and at the end of meetings.
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9.  If you are taking gifts, make sure that they are well wrapped, if possible professionally.  Tatty wrapping paper is a British disease; as are tatty, cheap gifts.  They indicate a discourtesy to the recipient.  Do not give the gift until the end of the meeting.  Do not be fazed if you have given a gift and not received one.  You will have scored a point.  Don’t open the gift immediately upon receiving it:  if it is not very good, you will embarrass your host.  If you open it, your host will also have to open yours and that could embarrass you.

10.  Accept offers of hospitality with the same grace with which they are made.  Entertainment outside the office is another way in which Japanese hosts test a potential business relationship before committing themselves fully.  Try to enter into the spirit of things.  On taking the first drink at meals, toast your host by raising by glass to him/her and to those around you before you drink.  Don’t drink until it is time for these toasts to take place.  And if you are called on to sing - have a go !  If your Japanese hosts are able to enjoy themselves singing with you, they will probably enjoy doing business with you.

Above all, be patient.  Do not expect quick returns.  They may come.  But for many Japanese companies, the emphasis is more on developing the sort of trust and mutual confidence that will lead to a strong, enduring relationship than on getting down to business instantly.  This is why Japan is a market requiring a strategic approach rather than an opportunistic one.  It is also why the potential for long-term achievement is so great.

On a practical ‘food note’ we found it useful to take a small notepad and copy down the names of food in the restaurant windows which we wanted to eat. Menus are a useful way of practising katakana, and major railway stations offer a variety of good value eating houses.
Other Support:
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There are a number of business support organisations in Japan including the UKTI offices in Osaka and Tokyo as a first port of call. JETRO, the Japan External Trade Organization (www.jetro.go.jp) have office space which is made available free of charge for up to 50 working days for companies setting up office or other facilities in Japan, and also provide free access to local advisors and consultants in a number of fields (a list of these is provided whilst you are over there, and you put your name down next to the appropriate advisor).
The British Chamber of Commerce in Japan (www.bccjapan.com) have a set of useful ‘dos and donts’ on their website. They confirm that industry clusters in Japan include biotechnology and life sciences around Kyoto & Osaka, automotive and aerospace in Nagoya and Kawasaki (near Tokyo), creative & media in Kyoto and Tokyo. The British Market Council in Tokyo also support events and initiatives which support UK trade and investment with Japan.
Further Reading:

Further useful academic reading can be found in Jon Alston’s and Isao Takei’s book “Japanese Business Culture & Practices” (ISBN: 0-595-35547-1) which, although slightly out of date (it is written around the time of the last recession) contains a thorough review of Japanese business culture. The book has an American slant.
Of particular interest are chapters 3.15 ‘Meetings Japanese Style’ which discusses the various types of meeting you may encounter, and chapter 4 which discusses negotiating tactics. The latter and includes sections on the Japanese mindset, socialising, knowing priorities, the use of silence, slow decision-making, preparations, invisible negotiators, gift giving, who speaks first, interruptions, asking questions, attention to detail, dislike of certainty, the negotiating team, and tactics & procedures.
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