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“Unlocking the secrets of Transnational Business Success”-

Exclusive Insights on the Corporate Landscape in India and Japan

Date: 25t June 2021 Speaker: Hidehito Jay Araki

Araki san is a transnational business consultant, with an extensive knowledge of the
business landscape in India and Japan, lending his expertise for over 35 Indian and Japanese
companies in his career spanning 3 decades. He is Japanese by nationality, but part Indian
at heart, having spent almost half of his professional life in India. He has been a consultant
for organizations such as Mitsubishi Motors, Toshiba, Hitachi, Sony and many more, in India,
Japan, China and also the middle east. He has worked with the Government of India and

Japan for training, skill building, immersion, and business expansion programs.

India and Japan, Similarly Unique

What makes India and Japan so different, yet similar and above all, complementary to
each other’s growth?

Araki san points out, India is 9 times as big as Japan. India’s population is roughly 10 times
of Japan’s. India is a young country, with the average population age at 27 years. India’s
GDP is placed 6t in the world and catching up fast. India has the most diverse and complex
ethnic, linguistic, and religious make-up.

Japan is a small country, 78% of forest, with scarce land availability and densely populated
cities. Japan is an aging nation with the average population at 47 years. It is placed among
the top ranked nations and known for homogeneity. But beyond these obvious differences,
our cultural identities are shared to a surprising extent, from philosophical and religious
commonalities to linguistic roots.

This shared history has made it in the daily lives of Indian and Japanese people
manifesting as a strong family value system, reverence for elders, emphasis on societal
harmony, and many other social habits. Further, the business landscape in India and Japan

are similarly unique, and therefore require a great deal of expertise to maneuver.

Why India?
Araki san talks about why Japan must invest in India, a fast-growing country with

remarkable opportunities, and a market size nearly equal to Japan. He speaks about the
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successful than Japan, and the booming e- commerce domain for B to C Companies. The
boost to manufacturing in the recent years too only adds to the receptiveness of the Indian
market.
Giving a few examples, he points out that there is not much room for penetration of
electronics, home appliances, and SNS platforms in Japan, but India has a constantly
evolving consumer base, with internet users amounting to nearly half the population. He
talks about how Facebook and WhatsApp have made a mark in India and alludes to the
already established presence of Korean and Chinese players in the market.
Another advantage of investing in India, he says, is the favorable conditions for accessing
labor, land, and utilities, with governments incentivizing overseas investments. Japanese
companies that are in need of human resources can find a blue ocean in India, with a few
strategies to adapt to the Indian Market.
Further, he opines that Japanese SME’s would benefit more by partnering with their

counterparts in India, resulting in a win-win outcome for both.

Why Japan?

Japan, as a highly quality conscious nation, offers an irrefutable standard of technology
and operational efficiency. The ingrained values of taking pride in one’s work, respecting
and adhering to time, and attention to detail are what makes Japanese quality a global
standard, incorporating which will provide any partner a highly desirable transformation.
Another aspect about Japanese operation is the bottom to top approach in organizations
of all sizes, which promotes consistency of the quality of work, by counting the
contribution of people at all levels. Japan, with its unique population dynamics and
technical requirements has risen as a nation of opportunity for skilled individuals with
vocational degrees, which provides a platform for technicians from India to upskill and
earn more at the same time. He cited that Vietnam sent nearly 2 lakh skilled people
annually to Japan.

Strategies to succeed in India
Talking about the Challenges to overcome in India for Japanese businesses, Araki san
discusses how India is far removed from other Asian countries in terms of language and
cultural diversity, and it doesn’t help that most Japanese people may have a biased
perception of Indians. Another aspect that might be challenging, he says is the availability
of Japanese food, which is scarce in India, compared to countries
é(m MIJ SC such as China or Korea, offering culturally similar environments.

#afermimr | Mizuho India Japan Study Centre




He also talks about how India is more westernized in its approach, and how people may
not treat Japanese companies distinctively from other Asian companies. Araki san also
explains that most companies fail in the stage of thinking through marketing strategies
and hiring executives the Indian way.

Citing the strategies of successful Japanese companies in India, he says the most
important aspect is partnering with an Indian company and using their network and
resources as a launching platform. Suzuki, which partnered with Maruti, has more than
half of its global sales in India, and the biggest market share. Honda motorcycles, which
started with Hero and set up a network system, now along with Hero takes more than
60% of the two-wheeler market in India, a win-win situation for both.

Successfully established Japanese industrial townships in Rajasthan, Nimrana, Gurgaon,
and Shree City in Andhra Pradesh, focus on Blue Ocean Strategy and Technological
Innovation. Brands like Unicharm had a unique product offering of pants style diapers,
which capitalized on product innovation. New entrants to the market such as Muji, Uniqlo,
and COCO Ichiban also seem to have relied on the same strategy.

Speaking about soft skills the Japanese can rely on in India, he gives a concise “Itsusu no
A” (5A’s),

Aseranai (Never hurry),

Awatenai (Never panic),

Atenishinai (Never depend on),

Akiramenai (Never give up), and

v o e

Anadoranai (Never underestimate)

Strategies to succeed in Japan

Araki san says that the main concern for Indian companies in Japan would be establishing
an image and gaining trust. The first step could be getting acquainted with the language
and culture. The other crucial stage would be to ramp up technical training and
immersion programs of Indians in Japan and Japanese in India and promote India in Japan
more aggressively through collaborative platforms.

Talking about Indian companies established in Japan, such as Infosys or TCS, he says the
best way to create a presence would be to offer unique solutions to unaddressed problems
in the industry. The second aspect to capitalize on is advanced and innovative technology.
Competitive pricing might also make Indian solutions more preferred.

An important feature of doing business in Japan would be to prepare for long term
commitment, says Araki san. Rather than expecting quick progress, spending 10 years to
understand the people and market would be more rewarding in the long term, an ideal

situation that also allows the ingraining of Japanese ethical practices such as a strict
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incorporate to operate in Japan.
Collaborative Strategies
Araki san concludes that India and Japan are highly compatible due to the very different
strengths they have come to showcase. While India is known for software innovation and
technical expertise, Japan is known for a high-level quality control in manufacturing.
While Indians are known for sales and marketing prowess, the Japanese are known for
niche technological advancements.
Learning to work with each other’s operating styles and combining strengths can make
India and Japan commendable partners to work together in the international market.
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