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INTRODUCTION
The principal aim of this report is to compose a practical Japan entry guide for European SMEs in order to
successfully identify and take advantage of business opportunities within the technology sector leading up
to the Tokyo 2020 Olympic and Paralympic Games. This report acts as a guide for technology SME
representatives viewing Tokyo 2020 as a rare chance to break into Japan while it plays host to a highly
anticipated global event.
We will explore how companies can match their offerings with those of local Japanese players and thus
develop partnerships. Tokyo 2020 is highly anticipated to be the most high-tech Games ever seen. Japan
has already expressed its commitment to the continued development of future-facing innovations
including driverless cars, facial recognition, broadcast technology and service robots. European
technological SMEs with a specialist and targeted offering can work towards finding gaps in the market and
approach Japanese companies for partnership.
Our methodology combines results gained from depth interviews conducted with technology EU
companies with experience of partnerships in the Japanese market, as well as secondary research sources.
We have gathered insight regarding partnerships as a Japan entry to market route, as well as provided a
background to the Tokyo Olympic and Paralympic Games procurement system.
The report begins by drawing a background to the Tokyo 2020 Games, looking at the preparations that are
being made and the status of the Japanese market as a whole. Here, we give an outline of the official
procurement portal and explain how overseas applicants should navigate it or consider the alternatives.
Secondly, we reveal the results of our primary research conducted with Japanese and European technology
professionals who have experience of partnerships in the Japanese market. This has enabled a deeper
understanding of the elements necessary to build a successful partnership with a Japanese company and
provides key advice for companies wishing to take this route.
Finally, we give our recommendations of which technological areas of Tokyo 2020 are the most likely to
offer opportunities to foreign companies.
A wealth of resources exists to help European organisations to get involved in the Tokyo 2020 Olympic and
Paralympic Games. With this combination of research and cultural expertise, we wish to aid European
businesses as they expand into Japan with a sense of worthwhile expansion as well as practical guidance.

Natalie Meyer
Tokyoesque
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EXECUTIVE SUMMARY
The results from our research are outlined below:
Procurement in Tokyo 2020





Foreign companies are underrepresented in the Japanese public procurement market and this is
also the case for Business Chance Navi, the Olympics public procurement portal.
Although appearing to follow international standards, there are hidden barriers to foreign entry such
as legal requirements (requiring an address in Japan) and certain information only available in
Japanese. Qualification requirements can also be an issue.
These barriers may entail too high a cost for SMEs, hence our recommendation to consider a more
indirect approach.

Opportunities for Technology SMEs





European SMEs can circumvent the complexity of the procurement system by approaching current
Japanese bid winners.
Japanese Olympic technology sponsors should not be ignored as they are currently working on
technologies that highly specialised SMEs can add value to. They are also likely to have more
experience of an international partnership.
Another valuable option is to approach Japanese SMEs. They are less bureaucratic and their size
makes it easier to navigate to the appropriate people.
SMEs can also time their marketing and communications strategy with the Olympics as long as their
products resonate with the market and they abide by Rule 40.

Partnership Interviews (9 Interviews)






Trust was a crucial element that stood out across all interviews. For example, there must be trust
between partners and the partnership must also seem trustworthy to third parties if they are to sell
in Japan. Trust is important in Japan and it takes time and effort to acquire. Once established,
however, the relationship between partners is understood to be highly rewarding.
In particular, the Dutch took a cluster-based approach that was highlighted by the formation of
consortiums within various sectors. In our interviews, these were cybersecurity and nanotechnology.
They believe the consortium structure gives them legitimacy as they include public and research
institutions.
Successful partnerships all share the elements of complementarity. European SMEs should focus on
networking at industrial events and find a company with which they share common interests. In
that configuration, the cultural differences will not pose a problem as partners often go the extra
mile and compromise to make the partnership work.
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MARKET BACKGROUND: THE GAMES AND TECHNOLOGY
The opportunities and impact of a large international event such as the Olympic and Paralympic Games are
immense. Japan is also counting on the Olympic legacy to have a positive and durable impact on the
Japanese economy. Technology is seen as being particularly important for organisers. A spokesperson for
Tokyo 2020 said, “It will also be a fantastic opportunity to demonstrate to the world how a city can use
new technologies for the health and well-being of its residents to ensure universal accessibility.”1
Tokyo 2020’s Executive Director of Communications and Engagement stated that, “Tokyo is at the front of
innovation and technology. We are hoping to develop and popularise a diverse range of technological
innovations.” As a result, from a technological perspective, these Olympics can be counted as one of the
most eagerly anticipated in history.
In particular, technology companies expect wide exposure as a result of participation in the Games. Global
media is already rife with talk about how Tokyo 2020 will be the most hi-tech Games to date. This includes
innovations around multilingual translation systems, robots and driverless cars to name a few.
The Tokyo Metropolitan Government is betting on a 32.3 trillion yen (€254 billion) boost to the Japanese
economy between 2013 through 20302. The Games have an estimated budget of €15 billion, of which
€0.81 billion will be contributed towards technology.3
Organisers will use the public procurement system to find adequate suppliers for both the Olympic and
Paralympics Games. The Japanese public procurement market is estimated to be worth between €550 and
€565 billion. We will examine the reasons why foreign companies often have difficulty in accessing the
market. European companies are currently underrepresented in this market, which presents a good
opportunity for entry.4
Tokyo 2020 also has a number of high profile technology sponsors who will grab the opportunity to
present their current innovations to the world. Sponsors usually view the Olympics as a major event that
will support their communication efforts as the Games carry positive values worth associating their
products with. For example, Panasonic has already unleashed its campaign around the Olympics called
“Beautiful Japan” that unites the cultural and technological. We will introduce Japanese technology
sponsors and their projects at a later stage in the report.

1

Japan Times. 2017, 2 January. http://www.japantimes.co.jp/news/2017/01/02/national/tokyo-2020-olympics-will-comequickly-go-legacy-important/#.WRr3j7wrKb8
2
Japan times. 2017, 6 March http://www.japantimes.co.jp/news/2017/03/06/business/economy-business/olympics-generate%C2%A532-trillion-japan-tokyo-metropolitan-government-claims/#.WR104rwrKb8
3
Tokyo 2020. 2016, 21 December. https://tokyo2020.jp/en/news/notice/20161221-01.html
4
EU Business in Japan. http://www.eubusinessinjapan.eu/issues/entry-strategy/government-procurement/public-procurementin-japan-outlines
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TOKYO 2020 PROCUREMENT

Procurement buyers: Tokyo 2020 organisers
The organising committee’s procurement department announced that it would prioritise cost and
efficiency in the selection of vendors. It also states that there will be no difference between national and
international companies:
As the budget for the Tokyo 2020 Games is limited, the Procurement Department of the Tokyo
2020 Organising Committee will ensure that we demonstrate maximum cost efficiency. We will
procure only items, etc. that are absolutely necessary, only necessary amounts, at the minimum
possible price, and only when required. In order to achieve this mission, we will seek both domestic
and overseas enterprises to conduct transactions with, and promote fair and impartial procurement
activities.5
The main opportunities related to Tokyo 2020 can be found among the three organisations bodies listed
below:
 The Tokyo Olympics Organising Committee for the Olympics and Paralympics Games (TOCOG)
TOCOG will mainly look after the construction of temporary venues.
 The Tokyo Metropolitan Government (TMG)
TMG is responsible for sites and infrastructure that will comprise the “heritage” sites after the
Games.
 The Japan Sports Council (JSC)
JSC oversees the construction of the main Olympic stadium.
The organising committee also includes members of the national government, other local authorities and
companies from the private sector. Each organising body will have its own requirements and sets of rules.
There is currently no unified platform presenting all the Tokyo 2020-related public procurement
opportunities.
The public tender system and Business Chance Navi 2020
The public procurement process for the Tokyo 2020 Games is divided into several stages and adheres
closely to the general public tendering system in Japan. Japan signed the WTO agreement on government
procurement which means it cannot discriminate between national and international suppliers for
contracts worth above a given threshold. SMEs wishing to place bids on projects are first required to
complete a pre-registration application via the Business Chance Navi portal. Business Chance Navi 2020
was launched by TMG in April 2016 as part of the "Small and Medium Enterprises Going-Global Project
2020". This is the most complete electronic bidding site for companies that want the chance to secure
tenders for Olympics-related projects or to identify which Japanese companies have already won. One year
later, in April 2017, around 17,000 companies had registered on the portal.
5

Tokyo 2020. 2017, April. https://tokyo2020.jp/en/organising-committee/procurement/guide/data/guide.pdf
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Registration on Business Chance Navi requires submission of legal and financial documentation, as well as
possession of a Japanese address. Once access to the database is granted, companies can browse
published opportunities, check notices and apply to take part in the bidding process. After the deadline for
applications has passed, shortlisted participants for the next stage are notified. When all bids have been
submitted, winners will be selected and contracts signed by the respective parties. The entire process will
generally take around fifty days, including the time needed for submission and acceptance of the eligibility
application. This period may be longer depending on individual circumstances. Companies deemed most
likely to bid may be invited to a preliminary consultation with contracting organisations before a tender is
officially published. During this consultation, specific details of the project are communicated. These
conversations are particularly helpful as they offer a clear advantage to those companies before a formal
bid is made.

Stages of the Japanese tender bid process6

Challenges in navigating the Procurement System
Japanese companies operating within the technology sector have many strong offerings ahead of Tokyo
2020, but with a potential output of €0.81 billion, European SMEs can still find room for business. However,
attempting to enter the market via the procurement route will pose a series of problems and challenges to
any non-Japanese SME. We can illustrate this with the example of a bid posted on the 3rd of April and
looking at outsourcing PR work to a consultancy.7 The bid states that it is an open competition, but a few
factors will deter companies from applying. First, the bid implies that foreign companies are only to
provide support and not take full charge of the PR work.
The UK Trade & Investment organisation gives the following advice on the translated bid page. “The
tendering process in Japan for Olympic projects is complex. UK companies may want to partner with a
6
7

Tokyo 2020. 2017, April p9. https://tokyo2020.jp/en/organising-committee/procurement/guide/data/guide.pdf
Tokyo 2020. 2017, April. https://tokyo2020.jp/en/organising-committee/procurement/order/20170403-03.html
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Japanese company to bid for the work.”8 Secondly, companies only have until the 14th of April to apply,
and the documents relating to the bid, including specifications, instructions and application form must be
submitted in Japanese. On UKTI’s website, however, the deadline posted is 17th May – for companies
applying from the UK, they do not even have an opportunity to apply prior to the true deadline (14 th April).
Companies looking to bid on advertised public tenders relating to the Games will need to consider how to
tackle the various logistical challenges outlined below.
Language and cultural barriers
There is a limited amount of information available in English which poses a major obstacle for European
tech SMEs wishing to bid on public tenders. The official portal for Tokyo 2020 procurement, Business
Chance Navi, is only available in Japanese and as of yet there are no confirmed plans to provide multilingual support. Companies wishing to participate may need to have access to a third party who can help
guide them through each stage. Cultural misconceptions about the Japanese market can lead to missed
opportunities or failed negotiations. Therefore, the onus is on the European business to demonstrate its
worth / usefulness to the Japanese partner. To even be considered, foreign companies will have to put in
extra effort, including localising their products and providing documentation that has been translated in
Japanese, at the very least. Trust is one of the most important qualities to communicate when working
with Japanese companies and cannot be earned in the short-term; it must be nurtured and demonstrated
time and time again.
One cultural difference which can affect business relationships is for example the perception of time.
Japanese tend to emphasise the relationship and to take a long-term business view, both domestically and
internationally. On the other hand, Western companies are often focused on a business transaction. If an
EU company is only interested in getting involved on a short-term basis, opportunities are missed with
potential Japanese partners and it can even generate friction in relationship-building. Setting out with a
detailed plan that is beneficial for both parties and that demonstrates longevity and commitment will be
most beneficial. This is important as it can take several months or years to really establish a fundamental
relationship. This long-term mind-set also applies to garnering initial interest from Japan in foreign
products and services. Why should they choose to partner with a foreign company over those already
established in Japan? Where does the value lie? These points may not be communicated effectively by
implementing the same sales techniques used back home.
Domestic advantage
According to the official IOC regulations, Olympic Organising Committees must create fair and equal
opportunities for both domestic and foreign companies. In order to satisfy those regulations, TOCOG have
incorporated the World Trade Organisation’s procurement thresholds. Unfortunately, this alone does not
simplify the process for foreign entrants.
For instance, domestic companies naturally have a geographical advantage since they are based in Japan
and for this reason are more likely to be considered to participate in further consultations with TOGOC.
These companies will already understand the requirements and nuances of Japanese government practices,
which also presents them with a clear step up. Foreign SMEs need to present different strengths in order
to be considered. For example, past experience in Japan will be seen favourably and tapping into extended
8

Export is Great. https://opportunities.export.great.gov.uk/opportunities/japan-pr-agency-for-tokyo-2020
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networks could prove fruitful on this front. SMEs who have an exclusive and targeted offering as well as
previous experience in working with the Games or other major sporting events can also add a competitive
edge when applying.
Pre-requisites to bidding
Applicants must have a legal presence in Japan, which by default creates additional expense and effort,
particularly when a bid is not won following significant investment. Some official documents can only be
submitted in person, whilst some can be submitted remotely in digital formats. Foreign companies must
also ensure that they adhere to national regulations and legislation around tendering, where strict
guidelines are in place.
Companies wishing to bid on public tenders also need to obtain a supplier qualification which may differ
depending on the organisation advertising the tender. For instance, the majority of tender bids require the
Unified Supplier Qualification but the Tokyo Metropolitan Government (TMG) requires another specific
qualification. Furthermore, all related documents will need to be submitted in both the company’s native
language as well as in Japanese, so high-quality and accurate translation services will be required during
this stage. For smaller businesses these additional costs can start to mount up, which may make direct
procurement a less viable strategy in itself. Other options, however, do exist.

IDENTIFYING OPPORTUNITIES FOR TECHNOLOGY SMES
Alternative entry routes
Partnership is our recommendation as the most viable route to entry for tech SMEs. Without easy access
to the relevant resources as outlined above, direct bidding is not an option for most EU businesses. By
tapping into existing opportunities with organisations that have won contracts, ideal collaborations can
come to fruition. Partnerships mean that companies are able to circumvent the complex Japanese
government system and get some guidance in the complex Japanese business and culture norms set,
freeing up time and capital to devote to projects of mutual interest towards 2020.
In this way, the level of competition decreases since proposals will target more specific, considered
business needs. EU-based products and services should be unique to the Japan market in that they offer a
best and more competitive solution over local players. Partnership enables companies to successfully share
and leverage knowledge that can be applied to new, innovative contexts.
Approaching major players and winners of Tokyo 2020 bids
One possible way to become involved in the Olympics is by monitoring bid results and approaching the
winners. We have listed all of the current bid winners (at the time of writing) below. European SMEs that
have a product, service or expertise that could potentially complement a winner’s offer should try to
identify the right company representative and get in contact.
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Date

Bid Name

Description

Winner Information
Yamashita PMC
https://www.ypmc.co.jp/
A project and consulting management specialist.

Bid opening:
09/05/17
Result announced:
17/05/17

Project
Management
Support for
Temporary
Overlay
「仮説オーバー
レイ等に係るプ
ロジェクトマネ
ジメント業務委
託」

Mitsubishi Jisho Sekkei
Outsourcing
project
https://www.mj-sekkei.com/en/
management
operations to an
NIKKEN SEKKEI
external
consultancy with
http://www.nikken.co.jp/en/
expert knowledge
in order to
Established in 1950, Nikken Sekkei are an
provide strategic
technical support architectural firm. They work on projects spanning all
sectors including green solutions, healthcare, retail
and
and
cultural/sports. The company were responsible
comprehensively
for overseeing the design and construction of the
manage
likes of Tokyo Midtown and a host of university
provisional
campuses
across Japan. There are more than 2,000
overlay
employees.
operations.

Izu Velodrome・
Izu Mountain bike
DAIKEN SEKKEI
centre
construction work
Bid opening:
http://www.daiken-sekkei.co.jp/indexE.html
Construction
design
22/12/16
work
development
for Izu Velodrome Established in 1948, Daiken Sekkei are a building
project
Result announced:
design and construction business. They conduct
28/12/16
「伊豆ベロドロ ・Izu Mountain
research and offer consultancy on urban planningBike Centre
ーム・伊豆マウ
related projects both within Japan and
ンテンバイク会
overseas. They are registered as a first class
場整備工事基本
architectural firm with the Tokyo Prefectural
設計業務委託」
Government. More than 300 employees work there.
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SHIMIZU CORPORATION
Bid
opening:7/11/16

Ariake Olympic New construction
Gymnastic Centre
work (audit)
Result announced: construction work for Ariake Olympi
15/11/16
evaluation
c Gymnastic
Centre
「有明体操競技
場新築工事」

http://www.shimz.co.jp/english/
Shimizu are a well-established construction firm
whose history spans over 200 years. They aim to
provide safe, reliable, natural disaster-proof
construction solutions whilst promoting
environmental sustainability. They also run
the Shimizu Institute of Technology which since 1944
has played a major role in the modernisation of
construction technologies including a tsunami
simulation system. Shimizu employs more than
10,000 people.

NEC
Supplier of
commercial use
Proposal date:
Wi-Fi service
30/09/16
「業務用無線サ
Result announced: ービス提供にか
11/11/16
かるサプライヤ
選定」

http://www.nec.com/
Providing
Established in 1899, NEC are a global provider of IT
commercial use solutions, headquartered in Tokyo. They are active in
Wi-Fi service
a number of industry spaces including; urban
infrastructure, telecommunications, safety, IoT and
logistics. Recently, their video face recognition
technology took top place in an evaluation by the
U.S. National Institute of Standards and Technology
(NIST). NEC employs more than 98,000 people
globally.

NIKKEN SEKKEI
Olympic Village
http://www.nikken.co.jp/en/
Plaza Construction
Established in 1950, Nikken Sekkei are an
Bid opening: N/A
New construction architectural firm. They work on projects spanning all
work design
work design sectors including green solutions, healthcare, retail
development
Result announced:
development for and cultural/sports. The company were responsible
project
11/10/16
「選手村ビレッ Olympic Village for overseeing the design and construction of the
Plaza
likes of Tokyo Midtown and a host of university
ジプラザ新築工
campuses across Japan. There are more than 2,000
事基本設計業務
employees.
委託」
12 | P a g e

www.EUbusinessinJapan.eu

DENTSU
http://www.dentsu.com/
Bid opening:
26/07/16

Tokyo 2020 Brand
Projects
Formed in 1901, Dentsu are Japan’s largest
design
operation related advertising agency, with offices in 140 territories and
development
to Tokyo 2020 countries. As the exclusive marketing agency for the
Result announced:
N/A
brand design Games, they were tasked with carrying out the Tokyo
「Tokyo 2020 ブ
development
2020 brand design as well as co-ordinating the
ランドデザイン
official sponsors. They are a key player in the entire
開発に係る業務
branding of the Games and will be continue to
委託」
work closely with the Tokyo Metropolitan
Government to shape their strategy. Dentsu employ
close to 56,000 people across all group
companies globally.

AXS SATOW INC
http://www.axscom.co.jp/
IBC・MPC
construction work
Bid opening:
Construction
Founded in 1942, AXS SATOW are an architectural
design
20/05/16
work for IBC・ consultancy firm with 277 employees. They conduct
development
research and project manage for domestic and
MPC (Tokyo Big
project
Result announced:
international
projects. Recently, their work has
Site)
「IBC・MPC 整備
N/A
spanned smaller-scale sites including educational
工事基本設計業
establishments, art galleries and libraries.
務委託」

Pacific Consultants
Olympic
Lane/traffic
Bid opening: N/A research project
オリンピック・
Result announced:
レーン等交通影
28/01/16
響調査に係る業
務委託

https://www.pacific.co.jp/e/
Researching
effect that
Olympic lanes
may have
on traffic

Pacific Consultants was established in 1951 and now
employ more than 1,700 people. Present in 10
locations across Japan, they work to create safe,
secure city environments that enable citizens to coexist with nature. Pacific Consultants work across a
number of functional areas including; land
conservation, transport infrastructure, information
systems and project planning.
13 | P a g e
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Research project
on the impact of
Tokyo Olympics
Bid opening: N/A and Paralympics
東京オリンピッ
Result announced: ク・パラリンピ
25/09/15
ック競技大会に
おける大会影響
調査に係る業務
委託

Bid opening:
22/06/15
Result
announced: N/A

Ariake Olympic
Gymnastic
Centre
construction
work proposal
有名体操競技場
新築工事基本設
計

Keio University
https://www.keio.ac.jp/en/
Measuring the One of the prominent academic institutions in Japan,
impact of the
Keio University is known for its research prowess.
Tokyo 2020
They run a number of global initiatives that are
Olympic and
aimed at enhancing the way we live, to become
Paralympic
more creative, sustainable and secure.
Games

New
construction
work (proposal)
for Ariake Olym
pic Gymnastic
Centre

NIKKEN SEKKEI
http://www.nikken.co.jp/en/

Source: https://tokyo2020.jp/jp/organising-committee/procurement/

The drawback of this approach is that the number of companies advertised is limited. Besides this, the
company size may be too large to easily identify the most appropriate representative or department.
It is likely that the companies listed above have already established good business connections with the
Olympics organisers and have had prior access to the bid specifications, giving them a definite advantage
over the competition. Partners of these companies can also receive benefit from this as well.

Tokyo 2020 sponsors and technology
As an alternative to procurement, European technology SMEs can focus their efforts on Olympic sponsors
who can offer them more privileged access to the Games. These companies are likely to be more
international and therefore more open-minded when it comes to collaboration. This is especially true for
the worldwide sponsors, the majority of which are not Japanese companies. There may be opportunities
even with non-technology focused sponsors such as Coca-Cola or P&G.


Make the most of extended networks. Are there connections who know people who can introduce
the business to the relevant department? Although used extensively in the West, LinkedIn is not as
widespread in Japan. The networking site has been growing in popularity amongst Japanese
professionals who have a more global outlook, so it certainly can be useful to explore. This may be
handy for making initial contacts, but it is still important to remember the power of face-to-face
communication in Japan.
14 | P a g e
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Keep up to date with industry news. Being aware of what is happening around Tokyo 2020 or in
your technological field in Japan is crucial. It will allow SMEs to pinpoint potential areas of
collaboration, and creates the means for a more targeted, purpose-driven introduction. Setting up
email or RSS alerts mean that viewing new press releases and articles is easy, and this also makes it
easier to move more quickly. Note down specific names of any potentially useful contacts that are
mentioned. It may also be useful to enquire with journalists who have interviewed representatives
directly.



Check for technology-related events and trade shows. Bid winners and sponsors are likely to
attend these, so companies should use them as an opportunity to meet directly. They may be
attending shows in Europe, so even if travel is required, there is no need to fly to Japan at the
introductory stage. Consult the exhibitor lists of relevant tech shows to see who will be attending. If
advance appointments can be scheduled, this can give Japanese companies time to consider a
proposition beforehand.



Be patient. This is true of any partnership with a Japanese company however big or small. Adrian
Jones, an industry consultant who has worked extensively with Japanese multinationals supports
this point, by stating that:
Japanese business relationships tend to be based more on expediency and relationships
rather than hard and fast contractual agreements. Business relationships are supremely
important, take time to develop and can be easily damaged. Slow and steady is probably the
best advice.9

We list below some of the current technological developments being carried out by major sponsors. Using
this information, SMEs can assess whether their product matches any of these offers and start applying the
points outlined above to find the best method of contact.
Panasonic
Panasonic is a worldwide sponsor and the official provider of electronic equipment to the IOC as well as
consumer AV technology, including 4K and 8K.
During Rio 2016, Panasonic supplied 35 arenas with a total of 72 large LED screens so that the competitions
could be viewed more easily. They also provided over 100 high-brightness projectors at 20,000 lumens
strength each. This was enough to cover the Maracanã stadium with maps. For Tokyo 2020, Games
delegates will receive Let’s Note and Toughbook notebook computers. Besides this, Panasonic have also
developed a network camera called the i-pro Extreme, which sets new industry standards.
The company set up a showcase for the i-pro Extreme at one of the largest security trade fairs in the
Middle East & Africa, Intersec 2017. Director of System Solutions and Communications Division, Panasonic
Marketing Middle East & Africa (PMMAF), Yasuo Yamasaki commented on the developments:

9
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Panasonic’s wide network camera line up and surveillance video management software is among
the best in the world, and offer outstanding visibility and reliability features. With i-PRO Extreme,
we aim to exceed customer expectations by providing a cutting edge technology that maximises the
effectiveness and efficiency of their video surveillance while offering value on investment. The
latest system is perfect for use in harsh climate and is immune to any cyber threats with its Secure
Communication Technology.10

Green Aircon Outside Akihabara Station11

Panasonic have also been working on the development of eco-friendly outdoor air conditioning called
“Green Aircon.” Since the Tokyo 2020 Games will be taking place during the summer, when humidity is at
its highest, many visitors and residents will want to keep cool when outside. The company has created
sheltered structures that emit a refreshing dry mist. Water-retaining paving blocks are fitted in the ground
beneath to promote an evaporating cooling effect that works to bring the overall temperature down. It
also features an air curtain to prevent the outside temperature from mixing with the cool air. This initiative
sits neatly with the Organising Committee’s pledge to ensure that the Games are as environmentallyfriendly as possible.
NEC
Facial recognition software

NEC became a Gold partner to the Tokyo 2020 Games under the categories of “advanced public safety
products” and “network equipment”. The company boasts more than 40 years’ experience in developing
facial recognition and authentication technology, and are using their accumulated knowledge to provide
safety software ahead of Tokyo 2020. One of their key focal points is biometrics. In March 2017, NEC
achieved a world-first record for its video facial authentication technology. Their system can pick out
specified faces from a large crowd of people and can alert organisers when VIPs or media representatives
have arrived at an event. Media professionals register their face once at the beginning and this information
10
11

Panasonic. 2017, 14 February. http://news.panasonic.com/global/topics/2017/45993.html
IT Media. 2016, 16 August. (in Japanese). http://www.itmedia.co.jp/smartjapan/articles/1608/08/news034.html
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is then stored in an ID card, which they show to gain access to otherwise restricted areas. Even when a
person is facing away from the camera or when they are a good distance away, this technology can
accurately recognise their identity. In addition to identification, this type of technology has many other
applications in terms of public safety.
Fujitsu
Data centre partner and motion capture technology

Fujitsu are the “data centre partner”, which means that they are responsible for the provision of servers as
well as the storage and handling of data necessary for competition management. Everything Fujitsu does
will be in line with their “human-centric innovation” ethos.
In cooperation with the Japan Gymnastics Association (JGA), the company’s R&D arm, Fujitsu Laboratories,
are committed to the continued development of motion capture technology. 3D laser sensors and 3D data
processing technology will be utilised in order to improve the way that gymnastics competitions are scored.
Compared to previous methods, which involved placing several cameras around the gymnast at multiple
angles, the final result will be far less intrusive and more accurate since it can measure joint position. Prior
to the Games, Fujitsu’s technology will be trialled on Japanese gymnasts and the data analysed. Long-term,
this technology can have far-reaching applications both within and outside of a sporting environment
where there is a necessity for a judging capacity, such as during dance competitions or dog shows.
Daichi Suzuki, the First Commissioner of the Japan Sports Agency has noted:
[It is] a wonderful initiative. I would like to see the deployment of Japan's technological capabilities
lead to improvements in the performances of gymnasts and the quality of judges, raising the level
of gymnastics techniques and the attractiveness of gymnastics as we look toward Tokyo 2020.12

12

NBC Olympics. 2016, 18 May. http://www.nbcolympics.com/news/3-d-lasers-be-part-gymnastics-judging-2020-tokyoolympics
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Demonstration of Fujitsu’s Laser Sensor Technology 13

NTT
Hologram technology
Leading Japanese telecommunications company NTT have been developing their Kirari! hologram
technology, which has the ability to project high-quality 4K images from a live broadcast into a new space.
Already, this represents an opportunity for a fresh and immersive viewing experience away from screens.
This technology has the potential to be used for many other applications involving live competitions or
performances. With this, NTT’s main aim is to provide those who are unable to attend major events in
person with the chance to feel the same sensations as those watching live. Ultimately, this can also save
spectators a significant amount of travel time and money whilst still offering a comparative level of
excitement and engagement with the event. NTT have been trialling this technology since 2015 throughout
a number of sports venues and public venues. Kirari! features four 4K projectors, five spotlights and 5.1
surround sound.

Table Tennis players are projected into another space14

Canon
High-vision drone cameras

Canon are the official providers of “IT and imaging solutions” for the Games, and have signed a sales deal
with Japanese professional drone manufacturers Pro Drone. As a result, Canon’s high-vision camera
technology will be in incorporated into the hardware with the aim to be used in collaboration with
activities organised by local municipalities. Canon and Pro Drone also envisage that the drones will be used
for inspection of overhead railway lines, agriculture and infrastructure. The technology will also be able to
withstand inclement weather conditions such as rain or snow, and can capture clear night-time images.
The cameras are also capable of transmitting real time footage of disaster scenes to relevant authorities
for faster and more timely analysis, leading to more informed action. Throughout 2017, the drones will be
demonstrated in Sendai City, where there is a designated drone fly zone. By the year 2020, the company
are expecting sales to reach ¥5 billion (€40.6 million).15

13

Fujitsu. 2016, 17 May. http://www.fujitsu.com/global/about/resources/news/press-releases/2016/0517-02.html
Mainichi. 2016, 1 January. (in Japanese). http://mainichi.jp/graphs/20151229/hpj/00m/020/001000g/8
15
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Mitsubishi Electric
Mobile mapping for driverless roads

Mitsubishi Electric are spearheading Japan’s development in the autonomous driving field, as the leading
light in a consortium of car manufacturers including Honda, Nissan and Toyota. As part of this effort, the
company has devised an intricate GPS mobile mapping system (MMS-X) which was displayed at CES 201716.
The technology uses laser scanners and cameras to capture accurate geographical position. From this,
three-dimensional mapped areas can be generated and the final result is something akin to computer
game graphics.
A collection of laser scanners and cameras are attached to the roof of a car, seemingly more complex than
the Google Earth setup. An in-wheel odometer at the back of the vehicle ensures that even the smallest of
movements are recorded. Wide-angle cameras are also used to take in as much of the scenery as possible,
without needing to cover multiple viewpoints. The system also incorporates Measurement of surrounding
objects and features claimed to be absolutely accurate within 10cm and relatively accurate within 1cm. 17
Mitsubishi Electric were welcomed as an official Games sponsor under the “elevators, escalators and
moving walkways” category. They are highly anticipated to be contributing to making the Games as
barrier-free as possible, ensuring the “safe, secure and convenient movement of athletes and visitors alike”,
according to the company’s CEO and President, Masaki Sakuyama.18

Collaborative Projects
8K broadcast

Panasonic, Sony and NHK are working together to further develop and promote 8K broadcasting.
Panasonic’s Viera is being promoted as the official 4K television of Tokyo 2020. The company’s marketing
department have released a campaign titled “Beautiful Japan”, a series of short videos which convey
inspiring stories of selected Japanese athletes from every prefecture aiming to represent their country
during the Games. The campaign highlights the all-inclusive nature of the event, and shows that every
region of Japan is on board.
NHK have been developing their Super Hi-Vision 8K for a number of years and tested the broadcast signal
during the Rio 2016 Games with outdoor screens in public spaces to demonstrate the quality. However,
the main challenge is that they are still operating within a market that has not fully adopted 4K technology.
They aim to change this by encouraging the Japanese market to embrace the technology by the time Tokyo
2020 comes to an end. This will promote 4K as the norm and 8K as an aspirational medium, thus boosting
sales.
16

Business Wire. 2017, 3 January. http://www.businesswire.com/news/home/20170103005876/en/Mitsubishi-Electric-DisplayAdvanced-Mobile-Mapping-System
17
Mitsubishi Electric. http://www.mitsubishielectric.com/bu/mms/features/index.html
18
Tokyo 2020. 2016, 29 February. https://tokyo2020.jp/en/news/sponsor/20160229-02.html
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Tokyo 2020 certainly offers a rich opportunity to showcase 8K technology since many people will not have
tickets for the events but still demand a high-quality experience nevertheless. This, coupled with other
developing audio-visual formats such as the aforementioned Kirari! hologram transmitter by NTT, can work
hand-in-hand with the likes of NFC and beacon technologies to bring non-spectators closer to the athletes
and the Games as a whole.
Artificial Intelligence

AI will be a marked area of growth for Japan leading up to 2020 and beyond. To this end, the Japanese
government are overseeing a public-private collaboration towards AI research for use in the medical and
production sectors. The purpose of this is to significantly advance Japan’s expertise and provide solutions
first and foremost targeting the needs of their native population. Announced in 2016, the ongoing initiative
is scheduled to run for ten years and will involve twenty companies and research facilities. These include;
RIKEN (Japan’s largest research institution), Toyota Motor Corp, Fujitsu, NEC and Toshiba. A budget of ¥100
billion JPY (around 80.6 million euros) has been estimated.
In March 2017, Toshiba announced that its long-term partnership with RIKEN will be centred around
“autonomous learning AI for innovative productivity.” The company has three core objectives for its AI
development; improvement of plant productivity, improvement of intellectual productivity and automated
mobility.19 These objectives represent the needs of diverse areas of society.
Fujitsu and RIKEN AIP’s research and development goals are more aligned with managing large crowds in
unforeseen circumstances, such as natural disasters or accidents.20 In addition to people management, this
type of AI also has applications within cybersecurity and are both significant areas of concern for the Rugby
World Cup 2019 and Tokyo 2020.
Biometrics
The collaboration between a Norwegian card payment company and Hitachi is a good example of how a
European SME can successfully collaborate with a Japanese multinational. Zwipe’s product, a biometric
protected payment solution, is an innovative solution that ensures Japan adheres to international
standards by the time of Tokyo 2020 and complements Hitachi’s product offering. Hitachi enabled Zwipe to
gain access to the Japanese market with the support of METI (Ministry of Economy Trade and Industry).
Zwipe is not only collaborating with Hitachi on research but was also able to obtain a sales and distribution
agreement. 21
Ichiro Matsuba, General Manager, Electronic Components & Materials at Hitachi commenting on the
partnership says:
At Hitachi we believe in collaborative creation and that is why we have partnered with Zwipe. The
solutions offered by Zwipe in regards to payment, access control and ID provide complimentary
19
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offerings to our already strong and innovative solutions mix. We have already deployed Zwipe
Access solutions in the market here in Japan and we have seen significant interest for both Zwipe
payment and ID solutions.22

Timing sales and marketing strategies with Tokyo 2020
Olympics communication strategy
Although Tokyo 2020 should not be the only element of a communication strategy, it is an ideal event to
take advantage of especially if the product or company values resonate within this global sporting event.
Companies can benefit from the accumulation of excitement and the positive atmosphere which
traditionally develop during Games, as well as positive brand association using strategically timed product
releases and media buying. Any company can, for example, develop a social media campaign connecting
the sporting event with their products or services, so long as the content adheres to Rule 40.
Rule 40 and communication
When considering developing a marketing strategy around Games time, it is best to first familiarise
yourself with the IOC’s Rule 40. This outlines the restrictions and allowances around athlete association
during the Olympic and Paralympic Games. It clearly outlines a list of words or phrases associated with the
Olympics that, if used in certain contexts, are banned from use in promotional materials. These include
such elusive terms as; ‘effort’, ‘performance’ and ‘challenge’.23 Due to a relaxation of Rule 40, some of
these restrictions have been lifted and there is an ongoing movement to completely eradicate the rule
altogether. Whilst there is no concrete evidence to suggest that this will happen by the time Tokyo 2020
comes around, we can use hindsight to observe what happened during London 2012 and Rio 2016.
European technology SMEs can use the Tokyo 2020 Olympics as a marketing and a communication tool to
a certain extent, so long as Rule 40 is taken into consideration. The Rule itself states:
Except as permitted by the IOC Executive Board, no competitor, coach, trainer or official who
participates in the Olympic Games may allow his person, name, picture or sports performances to
be used for advertising purposes during the Olympic Games.24
Now athletes are permitted to appear in non-sponsors’ commercials as long as they do not directly
mention the Olympics or use any intellectual property related to the Olympics.
Athlete sponsorship and new sports
Companies can also choose to sponsor an athlete who appears in any type of generic advertising. Even if
most famous athletes earn millions through corporate sponsorships, small businesses or groups of
22
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companies can bet on less famous athletes or less popular disciplines. For example, during London 2012,
union jack-styled Beats by Dr Dre headphones were distributed for free to British athletes, who would
automatically endorse the brand and increase awareness to thousands of people. The same applies to
wearable sports technologies that are used to enhance or track athlete performance. These marketing
initiatives sparked controversy at the time and have been labelled as “ambush marketing”, but the
relaxation of Rule 40 means it is less likely that similar communications will be penalised in the future.
SMEs should consider showcasing athletes from the new sports that will be added to the Olympic line-up
at Tokyo 2020 such as; karate, surfing and climbing. In particular, surfing and climbing are popular among
young audiences and can potentially draw significant attention as it is the first time they will be featured in
the Games. SMEs whose products and communications can find common ground with these sports’ values
should look into these opportunities.

Targeting prefectures outside Tokyo
Expanding SMEs often concentrate their efforts on the main metropolitan area, Tokyo, when trying to
enter Japan. This is certainly where the majority of business takes place. However, we propose an
additional, alternative method of entry by guiding SMEs towards prefectures that may be exploring options
for growth. Such opportunities lie primarily within the tourism and culture sectors, but technology is
required everywhere. Below is a list of key areas outside Tokyo where Rugby and Olympic games will be
held. Since these locations will be undergoing significant renovation in preparation for these major
sporting events, venues and grounds are likely to be re-used in the future for similar international
competitions.

Location
Sapporo Prefecture
Iwate Prefecture
Saitama Prefecture
Kanagawa Prefecture
Shizuoka Prefecture
Aichi Prefecture
Osaka Prefecture
Hyōgo Prefecture
Fukuoka Prefecture
Kumamoto Prefecture
Oita Prefecture

Rugby World Cup 2019
Venue Name
Sapporo Dome
Kamaishi Unosumai Stadium
Kumagaya Rugby Stadium
International Stadium Yokohama
Ogasayama Sports Park Ecopa
Toyota Stadium
Hanazono Rugby Stadium
Misaki Park Stadium
Higashihirao Park Hakatanomori Stadium
Kumamoto Prefectural Sports Park Track and Field Stadium
Oita Stadium
Tokyo 2020

Location
Sapporo Prefecture
Miyagi Prefecture
Saitama Prefecture

Venue Name
Sapporo Dome (Football)
Miyagi Stadium (Football)
Saitama Super Arena (Basketball)
Kasumigaseki Country Club (Golf)
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Chiba Prefecture
Kanagawa Prefecture

Asaka Shooting Range (Shooting)
Saitama Stadium (Football)
Makuhari Messe (Fencing and Taekwondo)
Enoshima Yacht Harbour (Sailing)
International Stadium Yokohama (Football)

Technology for Japan-wide Tourism: The Cool Japan Fund
The purpose of the Japanese Government’s Cool Japan Fund is to invest in initiatives that will attract more
overseas visitors to Japan, as a result boosting the economy. The Rio 2016 Closing Ceremony saw Prime
Minister Abe demonstrate Japan’s strengths in technology, culture and soft power. This set the stage for
2020 and highlighted the nation’s determination to become even more of a magnet for cutting-edge
innovation. The fund is currently worth a total of 69.3 billion yen25(roughly €560mil) and is overseen by the
Japanese government. The core investment is in three areas; media and content, food and services, and
fashion and lifestyle. It is worth looking at the website26, which is available in English, to keep up-to-date
with new projects.
According to an official press release, the Cool Japan Fund is seeking investment in IT ventures to boost the
tourism infrastructure. It aims to “strengthen Japan’s competitiveness in the global market, and also to
establish and support innovative ICT ventures that are capable of contributing to the global economy.” The
release continues to state that these ventures should seek to “[support] them in purchasing Japanese
products through cross-border e-commerce after they leave Japan.”27 This means that there may be
opportunities for SMEs to get involved on a local level by using technology to promote Japanese culture on
home ground. On a wider scale, this is what tourism in Japan is trying to achieve – deeper integration,
interactivity and inclusion. During Tokyo 2020 in particular, making navigation as simple and hassle-free as
possible is one of the organisers’ priorities.

Cool Japan Forest Vision – Saitama
A large cultural complex dubbed “Cool Japan Forest Vision” is due to be built in Saitama prefecture by 2020,
to promote Japanese pop culture to foreigners visiting Japan28. This will help to spread tourism out from
Tokyo and into the surrounding prefectures as part of an overall growth plan for the economy. Saitama is
currently visited less often when compared with Chiba or Kanagawa, two of Tokyo’s neighbouring
prefectures. The project is backed by media giant Kadokawa and has a budget of 30 billion yen (€240mil).
Although such facilities are designed to promote Japan’s inherent soft power, they will require innovative
technologies to help them showcase it in the most attractive way possible. The complex will not only target
the demographic of culture lovers, it will also incorporate multifunctional spaces for a variety of shops,
offices and hotels.

25
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PDC, a company jointly owned by Panasonic and Marubeni, has devised an 8K digital signage system that
can help make navigation and the gathering of information a more engaging experience. According to Shin
Watanabe of Nikkei Asian Review, this has been developed in response to “expectations that demand for
such signage will grow amid a record-setting increase in the number of tourists to Japan from abroad and
preparations for the 2020 Olympic Games in Tokyo.”29
Entertainment Park – Osaka
In 2017, Yoshimoto Kogyo and twelve other private companies will join forces to open a new
entertainment complex in Osaka. It will comprise of small, medium and large-size theatres around Osaka
Castle Park and Osaka City. The aim is to increase the number of tourists in the area to at least 9 million per
year. The wider view is to be able to host the Osaka World Expo in 2025 if the bid is accepted. The theme
of the bid is “Designing Future Society for Our Lives” and hopes to demonstrate Japan’s innovation to the
rest of the world. If Osaka is successful in securing the bid to host the World Expo, it will attract up to 30
million visitors.30
Other initiatives
Officials in Iwate prefecture have launched a campaign to encourage local residents to interact with visiting
foreigners. They are acutely aware that there are thousands more visitors to popular destinations such as
Tokyo, Hokkaido and Kyoto, so are aiming to remedy this by including quirky signage in simple English 31.
This example may not directly involve the use of cutting-edge technology, but many other prefectures will
be looking for new and exciting ways in which to engage foreigners.
With the Rugby World Cup and Tokyo 2020 looming, local governments and businesses will want to make
products and services as accessible to as many people as possible. Canon’s drone imaging venture as
mentioned earlier (p.18) also falls into this category since it will be primarily used for disaster response and
infrastructure checks and testing is being carried out in Sendai.

Connecting with other SMEs as an entry point
A large proportion of Japanese companies are SMEs. They can be more approachable and less complex to
navigate than the major players, so present a good opportunity to build close relationships with Japanese
contacts. Kazuki Shidozawa, Business Development Director of import-export trading company W&R offers
the following recommendation, suggesting non-Japanese companies “approach smaller Japanese
companies already entrenched in Japan – they have less of a maze-like bureaucratic structure, but are still
trustworthy in the marketplace.”
There are a plethora of Japanese SMEs operating amongst the large conglomerates. In fact, over 70% of
employment in Japan is represented by SMEs, defined as a business with 300 or fewer employees. 32 An
29
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effective way to identify SMEs working in the same industry is to look at international industry events and
note the Japanese companies present. Lastly, timing technology-based marketing and sales campaigns
around the Olympics can ensure that global exposure can be gained from a single location.
We will set forth a number of means by which to find a Japanese SME partner:


Gain access to Business Chance Navi portal

Ask the local embassy or The Japan Tax and Public Procurement (JTPP) Helpdesk to access the Business
Chance Navi database which lists all registered companies. As we explained above (p.8), companies cannot
register if they do not have a Japanese address. Companies need to find an intermediary to access the
portal.


Contact the JTTP helpdesk33 or your country’s embassy in the region

The EU-Japan Centre for Industrial Cooperation offers assistance to SMEs who wish to get involved in
Japanese public procurement. They also organise regular trade missions to Japan. Subscribe to JTTP’s social
media account to get news about the latest public procurement winners.


JETRO business matching

JETRO is the Japanese ministry of foreign affairs. They have both national and local entities. JETRO offers a
database that matches businesses by sector34.


Trade fair research

Companies can use databases to learn about tradeshows held in Japan for their industry. The JETRO also
offers a dedicated database35.


Use a Japan specialist consultant
A specialist in the Japanese market can assist you in your partner search and act as an intermediary
to cultivate and foster the relationship.

33
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PARTNERSHIPS (INTERVIEWS)
INTRODUCTION TO INTERVIEWEES
Interviews were conducted with the following professionals:
Estonia: Rein Ojavere, CFO of Bondora
(https://www.bondora.com/)
CrowdCredit’s partner. Bondora are a peer-to-peer lending platform that provides unsecured consumer
loans to borrowers in Finland, Spain, Estonia and Slovakia. Founded in 2008, it started providing pan cross
European investment in 2015.
France: Catherine Simon, President & Founder of INNOROBO/INNOECHO
(http://innorobo.com/en/home/)
Primary organiser of INNOROBO, a robotics summit to showcase new and innovative robotics technologies.
She has a wealth of expertise about robotics industries all over the world, but especially recognises the
strong cultural significance in Japan and facilitates collaboration through knowledge exchange and
research & development partnerships.
France: Jean-Pierre Demaria, Head of Sales at MECALECTRO
(www.fujita.mecalectro.com/)
Mecalectro offer a wide range of solenoids, electromagnetic security locks and electrodynamic actuators.
They are leader in their field and their solution finds applications in transport, aeronautics, defense,
security, nuclear, medical and industry. They formed a partnership with Fujita after talking with one of the
company’s representatives at an industry event. They found that combining their technologies would open
new markets such as robotics to Mecalectro and they have become Fujita’s sole representative in Europe.
The Netherlands: Raoul Oostenbrink, Business Development Manager at NanoNextNL
(http://www.nanonextnl.nl/)
NanoNextNL is a national research programme for micro and nanotechnology. Raoul was one of the
delegates who attended Nanotech Expo 2017 in Tokyo as part of the Holland High Tech trade mission, to
further developments and share knowledge within the nanotechnology sector. Projects cover ten distinct
areas of research including; bio-nano, energy, food and nanomedicine.
The Netherlands: Nort van Schayik, Business Development Manager at Compumatica
(https://www.compumatica.com/)
Compumatica are a cybersecurity company based in Uden, Holland. They are part of a consortium
organised by Hague Security Delta and are one of a group of companies aiming to further cooperation with
Japan in the lead-up to the Tokyo 2020 Games. Nort has experience of travelling to Japan with the
consortium to engage in discussion with the Japanese government and institutions.
Japan: Mitsu Yamamoto, Managing Director at Japan Technology Group (JTG)
(http://www.japantechnologygroup.com/)
Japan Technology Group specialise in facilitating technology transfer and IP between Europe, the US and
Japan. The team in Japan provide access to a plethora of researchers working in various technological
sectors. In addition to leveraging their network to connect suitable partners, JTG also supply technical
advisers, patent officers and business support for technology companies.
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Japan: Tomoyuki Sugiyama, Founder & CEO of CrowdCredit
(https://crowdcredit.jp/global/)
Bondora’s partner. CrowdCredit are an online peer-to-peer lending platform, matching Japanese investors
with borrowers globally. Sugiyama started the company in 2013 in response to the gap in the market
caused by a downturn in bank lending. They have partnered with companies in countries such as Estonia,
Finland and Italy.
Japan: Gerhard Fasol, CEO of Eurotechnology
(www.fasol.com/)
Gerhard Fasol is physicist & entrepreneur in Tokyo. He builds businesses, helps Japanese companies grow
and globalize and works as Board Director.
UK: Richard Freeman, Managing Director of Zeeko
(http://www.zeeko.co.uk/)
Zeeko are a small and specialist manufacturer of ultra-precision polishing machines based in Leicester, UK.
Richard’s team produces high-end lens polishing machines which are used smartphone and camera lens
suppliers as well as for space satellites. There are no direct competitors to this niche business and as a
result Richard has maintained fruitful partnerships with companies in Japan, the primary market in which
Zeeko operates.
---We generally interviewed specialists in a given field possessing knowledge or experience of the Japanese
market. However, in each case the degree of involvement with Japan varies. For instance, INNOROBO hosts
many Japanese companies at its exhibition because of their deep expertise in various fields of robotics and
collaborates with JARA (Japan Robot Association).
On the other side of the scale is Zeeko, which not only established a research partnership but also a sales
and support collaboration with two different Japanese companies. This is due to Japan being Zeeko’s
primary market for the sale of polishing precision machines (the country constitutes about 40% of its
machine sales). The Dutch consortiums, although created in order to secure sales in the Japanese market,
were still at the initial research stage with Japanese companies or universities. Mecalectro did not consider
entering the Japanese market as a priority before being introduced to Fujita and becoming their partner.
They now wish to take their Japanese expansion to the next level with a Japan-based sales agent.
Types of partnership
The interviewees mentioned a number of types of partnerships with Japanese companies or institutions:




Research
Sales
Product development

The most common type of partnership is in research, as international cooperation is expected in this field.
Catherine Simon from INNOROBO pointed out that transitioning from a research partnership to an
industrial partnership was not easy:
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At a research level, both countries can benefit from each other … [As for] the question of
collaborating with the industry, or for economic benefit, I think it needs time.
As we mention below (p.32), it took Catherine eight years and many visits to JARA before she was able to
secure the partnership. This may be due to the fact that JARA was much more attuned to the national
market and did not see the benefits in collaborating with other international organisations. They first
needed to be “educated” about the benefits of how international collaboration works.
Zeeko managed to establish two partnerships, one related to product after sales support and the second to
develop new products in collaboration with an international Japanese company. They not only signed a
partnership deal with Enable KK who help them increase their critical mass when demand for after sales
support rises, but they also managed to convince an established Japanese company to partner with them
for product development. Richard Freeman of Zeeko illustrates how a strategic research and development
collaboration with automation solutions provider Fanuc works to provide mutual benefit:
We’ve developed an alternative technology to add a bit of diversification, that instead of polishing
glass, mirrors, lenses and so forth, we polish metals for making moulds for maybe plastic
components, maybe glass components. Typical examples would be moulded components that go
into mobile phones or motorcars.
This type of cooperation is ideal as it opened new markets to Zeeko and widened its product offering.
Richard formed this partnership by introducing himself directly to the Managing Director when he visited a
university research lab in Kyoto. He already had a clear idea of what he wanted and as such was very
proactive in establishing the partnership.
I made an appointment and went off to see him about two months later and was entertained for
the full day. I remember it clearly, he had twenty-three people in the room for me to present my
proposal to and the collaboration resulted from there.
Company representatives should note the Japanese formality and the local way of doing business.
European companies may try to build a relationship casually, but this approach will not typically work in
Japan. They can expect to explain the same fact to many different people within the company. There is also
the obligation to join out-of-office meetings aimed at building the relationship. As a small business, Zeeko’s
partnership with Enable KK is crucial. The company specialises in providing support for select highprecision technological products. Richard explains why this is important:
They’re very used to our sort of technology and they operate as representatives for a number of
different European and US companies, all of us being involved with similar kinds of technologies. So
it’s metrology, it’s single-point diamond turning, it’s interferometry – these kinds of products. So
polishing fits very nicely with the work that they do and it means they’ve got a good knowledge of
the technical base.
Hence this is a good example of how the partnership between Enable KK and Zeeko is compatible. Through
the collaboration, Zeeko found a local partner with technical knowledge of its products, and a lucrative
opportunity to mutually complement each other in turn.
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For one reason or another, the opportunity may arise to enter the Japanese market directly. In this case, it
is still more than likely that the company will require an intermediary. This point in particular was made
clear during our conversations. In short, unless there is someone in-house who speaks Japanese fluently
and understands the business culture, assistance will be needed to succeed.
Obstacles and reasons for failure
Mitsu Yamamoto of JTG mentioned that the most common reason for failed partnerships is a lack of
communication, rooted in the differences between language and business culture. For instance, many
Japanese companies will not directly reject an offer, as this would be considered rude:
Japanese are often afraid to react. So if you ask them for an appointment they will say ‘yes please’
and they look really interested during the appointment, but at the end you don’t know exactly what
they mean. (Compumatica)
This kind of approach is usually confusing for Western companies. The Japanese seem to act contrary to
how they actually feel. However, rejecting a proposition directly is seen as losing face. In many cases,
Japanese companies many seem to actively avoid partnering with any foreign companies at all. This is
mainly the case when they do not immediately see the benefits that could come out of an international
partnership, and instead, with their focus on the Japanese market, see mainly the potential obstacles of
dealing with a foreign company:
Japan wants to keep the supremacy of their technology, so some of the technologies are not for
export, for their own use. We still have cultural differences that make it harder for European
companies to cooperate efficiently. (INNOROBO)
A segment of the market in Japan continues to consider the domestic market as large enough to sell and
develop their own technology, hence the difficulty in seeing the advantage of establishing foreign
partnerships.
Additionally, another aspect that can trigger failure, according to Gerhard Fasol of Eurotechnology, is a lack
of preparation. This was the case for partnerships between giant industrial companies such as Volkswagen
and Suzuki. 36 It appears that the partnership contract was signed without agreeing on the details
beforehand, thus leading to misunderstanding and distrust. Both partners had different expectations with
no communication at CEO level so ultimately the partnership failed.
Elements of successful partnership
Obstacles do not always signal the end of a potential deal. In terms of niche products and services, the
offer can be so attractive that Japanese companies will do whatever it takes to partner with a foreign
company over a domestic one.
We sometimes find ourselves dealing with the small, sort of Zeeko-esque type company which
maybe is introverted in Japan. Maybe there’s a tiny bit of a cultural issue there but in that instance,
36
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they tend to overcome those issues because they want to do business with you. Japan is a very
difficult place for Western businesses to operate. Even today it’s a difficult place. But if you’ve got a
product that the Japanese really want to buy, they’ll find a way of overcoming the issue. (Zeeko)
Another example is Mecalectro. Their experience proves that when the technologies are a good fit, the
culture and distance are not a problem. Their partner, Fujita, is also a small company which had no
experience of doing business with foreign companies. They initially met through a Japanese representative
at an industry event. After finding out that they could combine their technologies and following a visit from
a Japanese delegation to their factory, they signed a partnership deal. Jean-Pierre Demaria, Head of Sales,
had nothing negative to say about his Japanese partner who he finds very professional. Their collaboration
helped both companies to access new markets and Jean Pierre now hopes to find a representative in the
Japanese market. He could not find any cultural difference that worked against the business relationship.
He mentioned Fujita was even going the extra mile to make it a success. The owner of the company did not
know a single word of English when they started, but is now capable of conducting a business meeting and
no longer requires a translator to be understood.
The interviewees each demonstrated enthusiasm about the opportunities presented by Japan, tempered
by an awareness of its complexities. Approaching the market without assistance is seen as difficult due to
perceptions of isolation and challenges in terms of language and business culture. This explains why EU
companies often look for partners who have strong local expertise.
There are a few key aspects to fostering a successful partnership with a Japanese company. First of all, it is
important to present what the company’s goals would be within a partnership. Richard Freeman suggests
the following:
Organise yourself to go to Japan. Keep your offering simple – if you’ve got twenty products don’t try
and sell twenty products, go and try to sell one product, which is the one that you think would be
most competitive in Japan.
Doing market research and determining which products are the most competitive in the market will serve
European companies well. They should also avoid generalisations by lumping all available products into the
same category when pitching. Some may not be relevant in Japan, either due to decreased levels of
demand or tough local competition.
According to Mitsu Yamamoto of JTG, the most essential element in a successful partnership is product
complementarity. This can be illustrated through the example of the partnership between Zwipe and
Hitachi mentioned above (p.20). Mitsu also emphasised the importance of having a common vision and a
good match between people from both organisations.
For example, a common vision can easily be fostered even with cultural differences (or perhaps even due
to them), as demonstrated below:
[The Dutch] bring a lot of pragmatism to the table and we’re more outgoing and outspoken
whereas [the Japanese] tend to want to perfect technologies. I think collaborating with the
Japanese from a Dutch standpoint has the benefit of bringing high-level technology to solutions.
Together, we can help the Japanese get their products to market, because we are quicker and I
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think we tend to be more creative in how we solve things. With a quicker time to market, we could
probably come up with new applications as well. (NanoNextNL)
Raoul Oostenbrink clearly shows that complementarity and adding value are essential to a successful
partnership. Each of the partners has something special to bring to the table.
Crowdcredit and Bondora’s partnership is a good example of how international collaboration can help
solve a local problem. The two companies met at an international event and started their collaboration in
2015. Crowdcredit was able to provide lenders to Bondora, linking international markets where there is an
excess of lending supply on one side and a deficit of lenders on the other. Through their collaboration, they
are able to solve a national issue by connecting Japanese lenders looking for investment for their money
with European borrowers who are overlooked by traditional banks. Crowdcredit is one of the major
investment providers to Bondora and they contact each other on a weekly basis to gain information about
their investors and borrowers’ needs.
Our interviewees appreciated that having a common long-term vision lies at the foundation of any
successful partnership with Japan.
Change your expectations, in the sense that you have to go for a long-term thing. The way to do
business in Japan and more widely in Asia is to establish a relationship first and then move onto
actually doing business. A lot of companies need to understand this. You have to be willing to invest
in building the long-term relationship. But once you’re in, they’re very loyal to that relationship.
(NanoNextNL)
This comment reinforces the fact that despite taking time to form, partnerships with a Japanese company
are stable and rewarding. Jean-Pierre Demaria also pointed to the quality of the relationship Mecalectro
was able to build with Fujita.
Richard explains how Zeeko’s research and development partnership with Fanuc works to create an
ongoing and successful collaboration:
You would buy a machine from Fanuc, we would adapt the machine, so you buy that equipment
from Zeeko, and you’d have your factory that would have let’s say fifty machines in it, which we
couldn’t possibly begin to support - we’re not big enough. So they’re all supported by Fanuc and all
we’re doing is supplying the individual tools to the companies in order for them to do all the
polishing. (Zeeko)
Again, this shows the importance of complementarity between the companies’ products and services and
how they can work together to reinforce the overall offering. Ultimately, both partners must be able to
glean clear benefits.
[The Dutch] are selling our technology to Japan and the Japanese are sending their technology
into the Netherlands or Europe. That’s beneficial. As an extra thing, you could consider joint
development initiatives, so actually working on products together. (NanoNextNL)
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Time consideration and initial research
Interviewees pointed out that Japan is a market that requires time and commitment. For example, it took
Catherine Simon a good deal of effort before she could become a member of JARA. “I think it took me
about eight years to be a member,” she said. “I was going every year to Japan, visiting the people from
JARA.”
Catherine Simon mentions the time it took her to form a partnership when asked about the possibility of
partnerships between a Japanese and European SME. She signed a strategic partnership with JARA (the
Japan Robot Association) at the end of 2015 with the aim to “open knowledge of and expertise in the
global robotics community, through a collaborative approach” 37 She was quite cautious about the
possibility of industrial collaboration as she mentioned that Japanese companies usually like to keep the
supremacy over their technology.
Although this example may seem a bit extreme, Catherine was not the only one to mention that companies
should expect their return on investment to be longer-term in Japan. Things may be moving slower than in
Western countries but those who we interviewed stated that a partnership with a Japanese company is
considered equally as desirable and effective.
The majority of representatives we interviewed also took part in trade missions and structured their visit
around relevant tradeshows. For instance, NanoNextNL went to Nanotech Expo a total of four times and
INNOROBO organises trade missions around robotics-specific events and locations places, such as
Panasonic’s research lab.
When we organise trade missions, we try to stick to a time when there’s a robotics-dedicated show
and then we go to that show. But also, we meet research laboratories or companies involved with
robotics. We made an international trade mission to visit IREX, visiting Panasonic’s research lab four
years ago. We plan to do one each year, especially IREX which is doing the World Robotics Forum.
(INNOROBO)
This approach is not exclusive to INNOROBO and this presents a clear example of how organisations should
do initial research and time any visits to Japan with events and meeting interesting companies. IREX
(International Robot Exhibition) is the largest robot trade show in the world and the perfect occasion to
exchange knowledge and build business contacts.
Expanding or finding the right partner in Japan requires not only time but thorough research; companies
should identify the events or organisations to join in order to maximise their chances to find the right
opportunity. For instance, the first step was for the NanoNextNL consortium to identify Japan as a leader in
nanotechnology. Their next step was to find the right event to attend.
There’s really a long-term scientific relationship in the nanotech field between Japanese and Dutch
scientists so they’ve been going back and forth anyway. That’s how we came to consider going to
the Nanotech Expo. I wasn’t there at the time but I think somebody just alerted us to the event and

37
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we said, ‘Okay, that would be a good place to go’. Then we went, and we were satisfied so we went
back. (NanoNextNL)
NanoNextNL found the most relevant event in their field and designed their visit to Japan around it. It took
some time before their visits translated into real business opportunities. They had previously visited the
event twice.
Embassies and public organisations
Japanese businesses will tend to trust a potential partner more if they are supported by a recognised
public organisation. As such, national embassies in Japan or the Ministry of Foreign Affairs are also good
sources of information. They often advertise sector-specific opportunities and organise trade missions.
They also have an extensive database of contacts and will sometimes offer introductions to the most
appropriate people.
The best thing to do is to be in contact with the local embassies in Japan who can help you sort out
things like making appointments etc. It works really well because there are Japanese people
working at the Dutch embassy – we know the culture; we know the people. (Compumatica)
Turning to the embassy to expand your business in Japan is more common than in other countries, the key
reason being the perceived cultural and business practice differences between Europe and Japan. Nort van
Schayik felt more confident having used the Dutch embassy as an intermediary:
We use the Embassy and the Netherlands Foreign Investment Agency. They have people working
[in Japan] and help with incoming trade missions. But not only trade missions. If you want to get in
touch with a Japanese company, they will help you out nonetheless. (NanoNextNL)
Raoul Oostenbrink underlines the work done by most foreign embassies and governmental organisations in
Europe who assist companies in their expansion plans. It was not possible for him to enter the Japanese
market without an intermediary.
However, since there is no guarantee that embassies will be able to deliver all necessary support for
success or garner the same level of support to all companies, seeking the expertise of a private company
that specialises in the Japanese market may be an additional option moving forward. This is especially the
case when localising presentations for sales meetings.
Consortiums: The Dutch approach
The two Dutch companies we interviewed both chose to be part of a consortium comprised of other
companies as well as universities and government organisations. Because many smaller companies aim to
tap into Japan as a viable and noteworthy market for their services, the underlying premise is that
collectively there is a better chance of reaching the right institutions and contacts. Only then can they start
to build relationships that will lead to future opportunities. Consortiums enable SMEs from the same
sector and industry to reach corporate Japan efficiently.
We still have cultural differences which make it harder for European companies to cooperate
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efficiently. Especially, we have in the robotics field in Europe very many small SMEs. It’s still an
emerging field for us, maybe a bit less into the industrial area but in terms of the service area, we’re
definitely into start-ups and SMEs. (INNOROBO)
Catherine Simon comments here on the different landscapes between Europe and Japan in terms of the
company size in the industry. She implies that it may be difficult for SMEs to cooperate with bigger
companies. Although this may be true to a certain extent, we saw earlier (p.20) how a successful
partnership could be formed between companies of different sizes.
Being part of a consortium can give SMEs legitimacy when contacting big Japanese corporations as they
have more of an “official” standing. Additionally, this ties in with our previous suggestion (p.25) regarding
contacting smaller Japanese companies rather than focusing on the large corporates. As a member of a
consortium a business will appear to be very valuable when approaching the right SME partners within
Japan.
Establishing trust
Although central to any successful business partnership, fostering trust is especially crucial in Japan.
Whereas many Western companies may not spend as much time on initially building relationships, this is
the first step of doing business in Japan. There is a longer ‘getting-to-know-you’ period in which both sides
can judge their potential future partner. Long-term vision is important, so in order to gain trust, the
Japanese company will want to clearly understand the other company’s goals, current offerings and
planned developments. Nort van Schayik says, “trust is really important in Japan, so our customers would
have to trust our partner. That’s the main benefit of a Japanese partner, to have them [based] in Tokyo.”
A local partner helps to build credibility and the fact that it is from the country’s host culture helps greatly
in acquiring potential clients’ trust. They believe that if the foreign company was able to successfully
cooperate with a Japanese company, then they must understand the local demand.
It can take time to explore every avenue of opportunity. Putting in extra effort and noting small details can
go a long way to maintaining an indispensable sense of reassurance. Catherine Simon of INNOROBO
reiterates the importance of trust:
Once [trust] has been built, it is a very interesting partnership. Japan is definitely high-end in terms
of technology and research. It’s not just staying in the research laboratories; it also goes into
private companies.
Building a partnership especially with a Japanese company takes time but is also considered as very
rewarding. Trust is also long to acquire but European companies often appreciate the quality of the
relationship which will be long lasting. Research-wise, Japanese technological advances can inspire their
foreign partners and encourage them to consider new possibilities.
Conclusion
Our interviewees have shared real-world, practical insights with us that can be tailored for any technology
SME looking to collaborate with Japan. The whole partnership process needs to be approached in a
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carefully assessed and time-sensitive way to ensure the best results for both parties. This also applies to
determining whether partnership would be the best option.
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TOKYO 2020 TECH OPPORTUNITIES
As we have outlined in this report, there is a good deal happening around technology in Japan in the leadup to Tokyo 2020. However, aside from niche solutions (as in the example of Zeeko), there are two specific
areas that stand out as having the highest collaboration potential.
Cybersecurity
Cybersecurity represents one of the key entry points for EU technology SMEs within the wider Security
requirement. A report published by the Ministry of Economy, Trade and Industry (METI)38 suggests that
Japan is experiencing a lack of skilled cybersecurity professionals. According to the report, “the current
shortfall of IT professionals to available opportunities is 132,060, which will further increase to 193,010 in
2020.”39 The wider aim is to train 50,000 personnel ready for 2020. Tokyo 2020 may still be three years out,
but the workforce must grow in order to be sustainable and able to successfully withstand the projected
increase in cybercrime. It took the 2015 National Pension Fund hacking incident, which leaked 1.25 million
people’s data, for the Japanese to understand the potential impact of cyber-attacks on every citizen. Since
then, cybersecurity has become a priority. Japan is keen to catch up by investing in domestic solutions
Leading Israeli company Cyberbit has signed a deal with Japan’s Ni Cybersecurity to set up a training facility
in Tokyo40. This includes the provision of cutting-edge simulators that will better prepare them for attacks,
particularly on government and financial institutions.

Japan IT Week 201741

As the largest security cluster in Europe, the Dutch Hague Security Delta Consortium have been actively
seeking ways to collaborate with Japanese institutions and corporations. In May 2017, consortium partners
presented their cybersecurity proposals within the Holland Pavilion at Japan IT Week. The Pavilion was
jointly established by the Dutch Embassy in Tokyo and Hague Security Delta. The focus of the proposals
was on the reinforcement of Japan’s core security infrastructure42 and are part of a three-year programme
38
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to increase business relations between Dutch and Japanese companies. Cybersecurity companies can
consider several entry routes. However, proposing solutions together with like-minded professionals may
be the best approach. Follow the Dutch example and join a cluster or contact embassies in Japan to gain
easier access to the market. Significant trade shows that incorporate cybersecurity include; SECURITY
SHOW, RISCON, and Japan IT Week.
Smart Cities
As the most technologically connected Games in history, Tokyo 2020 presents significant opportunities for
SMEs with experience in developing big data applications and smart city solutions. More and more cities
around the world are striving to offer residents and visitors a seamless experience as they travel from A to
B. Panasonic are at the heart of transforming Japan’s cityscapes to include smarter features. Through the
Panasonic CityNOW scheme, the company have realised Fujisawa Sustainable Smart Town43, a selfcontained smart ecosystem where families can glean the benefits of an eco-conscious, safe and integrated
lifestyle. Energy, mobility, security, healthcare and community are the five pillars upon which the town was
devised and each resident can access key consumption data. A two-and-a-half-year programme called
CPaaS 44 (City Platform as a Service) was launched in September 2016. It is a cloud-based service
coordinated jointly by Bern University of Applied Sciences in Switzerland 45 and the YRP Ubiquitous
Networking Laboratory in Japan46.
The cities that will be part of the programme are Amsterdam, Murcia, Zurich, Tokyo, Sapporo and
Yokosuka. This presents an opportunity to work alongside partner companies. Eleven partner organisations
are involved with the project, including; NEC Europe, Tokyo University, Microsoft, Odin S, UC Technology,
AGT International, The Things Network and University of Surrey. CPaaS seeks to provide an open and
transparent platform through which to connect government data with big data and IoT findings. One of the
benefits is that citizens can control how their personal data is accessed in the same way as on social
networking sites.
Therefore, high-quality and tested technical solutions are in demand both within Tokyo. This also applies
more widely to cities in other prefectures looking to attract more tourists and improve overall
infrastructure. As with Cybersecurity, Japan IT Week offers relevant information and networking
opportunities under its IoT/M2M umbrella47. Publisher Nikkei BP organise IoT Japan, an annual expo48,
with more than 65,000 visitors expected to attend in 2017.

43

Panasonic. 2017. https://panasonic.net/es/solution-works/fujisawa/
CPaaS. https://cpaas.bfh.ch/
45
Bern University of Applied Sciences. https://www.bfh.ch/en/home.html
46
YRP Ubiquitous Networking Laboratory. http://www.ubin.jp/en/
47
Japan IT Week. http://www.japan-it.jp/en/Concurrent-Shows_Spring/M2M/
48
IoT Japan 2017. http://expo.nikkeibp.co.jp/iot/2017/exhibition/english/
44

37 | P a g e

www.EUbusinessinJapan.eu
RECOMMENDATIONS
The Japanese public procurement system presents many opportunities, but its complexity and bureaucracy
render it hard for foreign SMEs to break in. Moreover, there are many large-scale Japanese corporations
which already possess a firm grip on the domestic market and as such have an extra ‘in’ that foreign SMEs
cannot take advantage of.
Rather than attempting direct access to the market, we recommend:
o SMEs find a local partner with a compatible offering to which they can provide value. They
can identify potential partners within the Olympics procurement bid winners or sponsors
but we believe that small companies are more approachable because of their easier-tonavigate size.
o SMEs perform thorough research into the types of technologies present in the market and
investigate whether what they offer will bring a definite plus to the market. Smart cities and
cybersecurity are just two examples of this.
o At the start, SMEs emphasise one clear product rather than presenting a diluted offering of
multiple services and products. This way one can ascertain that it definitely holds value in
the Japan market.
o European companies wanting to break into Japan be prepared for long-term gains rather
than short-term returns. It will take time to build relationships. It is also the case that in
meetings, Japanese will join in order to acquire knowledge but will leave the decisionmaking for later.
o Companies plan to join trade missions and tradeshows in their industry. SMEs must be
proactive in the sense of marketing themselves to other SMEs, trade bodies and Japanese
governmental institutions present at industry events.
o SMEs should not only be targeting Tokyo. Potential partners can also be found in
prefectures and regions outside Tokyo. The regions of Osaka, Fukuoka and Nagoya are also
important business hubs. SMEs can contact JETRO’s regional offices to find out about
businesses in their industry.
o The Olympics can be used as an element of an SME’s communications strategy if it abides
by Rule 40. Communication should be segmented according to the target audience –
whether Japanese or more international.
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o Another option to leverage the Olympics would be to sponsor an athlete particularly within
the new sports introduced at Tokyo 2020. These disciplines are popular with younger
generations who can become good advocates of IoT products for consumers.
o Looking at the Cool Japan Fund as it supports innovative ICT ventures. Partnering with a
Japanese company is another option to enter the Japanese market through tourism. This is
especially the case for technology companies offering innovative digital signage.
o Company representatives should take into account the intricacies of doing business in
Japan. Care is given to strengthening relationships outside traditional business settings, such
as office parties at karaoke or izakaya49. They should also prepare a good amount of
business cards with their name and position translated in Japanese as they will exchange
them with a multitude of members of the partner company who are not all directly involved
in the relationship.
o It is important to note the way a business partner communicates. Rejecting someone
directly is not part of the culture but there are other indirect ways, such as by focusing on
the difficulties involved or staying silent. The use of pressure does not work well when
wanting to close a deal.
o Japanese culture and language should not however be considered as obstacles. If the
product or service offered adds value, Japanese companies will go the extra mile to make
the business partnership work.
o Pay attention to the details, and if you are not sure, seek expert help. Public organisations
are a good place to begin, and private consultants will also help with their alreadyentrenched networks in the region and a view to the entire spread of your entry strategy.
o Japan is one of Asia’s major markets and remains a trend influencer in the region. Launching
into Asia via commercial success in Japan is a solid strategy before rolling out full
expansion in the region.
Consider a multitude of ways to get involved in Japan in order to be present in the market as 2020
approaches.
Overall, we would like to emphasise the importance of using ‘out-of-the-box’ thinking when considering
opportunities in the market for SMEs. Tokyo 2020 is a global event that will have an impact not just on
Japan but the rest of Asia and has potential to propel the market into the global spotlight more so than
ever before.
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Traditional Japanese bar serving light meals.
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Finally, we recommend to keep in mind that a solid relationship with Japanese businesses in particular
generates benefits not only related to short-term goals, but also has the potential to reap rewards long
after 2020 – in line with the legacy of an event as globally impactful as the Olympics.
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APPENDICES
INTERVIEW QUESTIONNAIRE: ZEEKO

EU-Japan Technology & Tokyo 2020 Report

Discussion Guide
[Richard Freeman, ZEEKO]

About Us
Thank you for agreeing to answer our questions. Your input will help to provide a deeper understanding of
EU-Japan cooperation within the technology sector. Tokyoesque are a cultural and business insight agency,
focusing on the Japanese market. We have been commissioned to write a report investigating the ways in
which EU-based SMEs can partner with Japanese companies in the lead-up to the Tokyo 2020 Games.
Our report aims to highlight:



Ways of identifying Japanese technology SMEs involved with Tokyo 2020
Navigating the procurement system to understand where potential partnerships are

INTRODUCTION
First of all, please briefly introduce yourself and describe Zeeko’s core business.





How would you define Zeeko’s business?
What is Zeeko’s current focus in terms of development?
What are the key applications for precision polishing?
Which international markets do you operate in?

QUESTIONS
I understand that Zeeko have partnered with a Japanese company, so I would like to ask you
some questions about your experience with this
Japanese Partnership









Who are your partners in Japan?
What size of company are they?
When did the partnership start?
Why did you decide to partner with them?
Who made the first move with regards to partnering?
How do you interact with this company? Who is the main point of contact?
How are responsibilities shared in this partnership?
What impact do trade regulations between the EU and Japan have on how you conduct business
there?
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Do you think Brexit will have a strong influence on your business with Japan?
How did you imagine the partnership would look before it happened?
What was the main goal of the partnership?
Would you say that the partnership has fulfilled your business goals? Is there anything that could be
improved?
 Did you make use of any business support networks or external organisations in order to ensure
that the partnership went smoothly?
 How has this partnership affected the company's structure? Were there any culture-specific
adjustments to make?
 Can you tell us about the precision polishing industry in Japan? Does it have any notable strengths
compared to other markets?
 What advice would you give for European companies wanting to secure partners in Japan?
 Who do you partner with in the UK?
 Do you have business relationships/partnerships with other countries outside of Japan?
 In your opinion, what is the nature of a successful international partnership in your industry?
Tokyo 2020
 Do you see any opportunities around the Tokyo 2020 Games for the precision polishing industry? If
so, what kinds of opportunities?
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SAMPLE TRANSCRIPT – EXCERPT FROM INTERVIEW WITH RICHARD FREEMAN (ZEEKO)

Can you explain a bit about what Zeeko do?
Well, you know one thing about us because you’ve mentioned it a lot in your questions – precision
polishing. We make precision polishing machines for polishing all sorts of different things, but the
traditional business and the main business is still the high-end optics, which tend to be the satellites and
things like that. But it goes all the way down through the range to what used to be called compact cameras
and now it covers the range of mobile phone cameras. We make machines for polishing the moulds for the
lenses that are used in those cameras. It is an international business; we hardly do any business at all in the
UK, but we do it in all industrial countries I think it’s fair to say, but hardly anything in the UK because we
don’t have an optics industry here.
That’s interesting. So in terms of the international markets – which ones do you do business with most
frequently?
Well, Japan is our biggest market and then the United States would be next, and then Europe bunched
together and then all the other countries like Mexico, Brazil, Argentina, South Africa – the orders from
those only amount to a string of beans as far as we’re concerned. They make up about 2 or 3% of our
business only. The major business is split between Japan and the US and probably Germany if I was to
single out one European country.

Percentage wise, what would you say is the difference between the US and Japan?
That’s a question that’s asked a lot and really varies according to the year that we choose, but we probably
sell about 35-40% of our output to Japan and around 25-35% of our output to the US.
What types of companies do you work with in Japan?
The typical customers – you’d know some of the names. You’d know Sony, Nikon, Panasonic – what else
would you know? Some of the Japanese camera makers. Fuji, Fujifilm people like that. Canon of course –
they would be significant, and some of the smaller volume cameras like Pentax. We do business in every
country with the space exploration people, so in Japan we work with JAXA.
There was a partnership you did a few years ago with a Japanese company?
We’ve done several partnerships in Japan. I’m not quite sure which one you’d be referring to.
Whichever one you think has been most successful.
Well they’re different types of partnerships. That’s the point and I’ll try and talk you through them. We
have a partnership with, what I suppose by any other name would be called a ‘Sales Agent’. We have our
own business that does our distribution in Japan. I mean, please, everything about us is quite small so
we’re not talking about hundreds of employees or anything, we’re talking twos and threes. We have our
own distribution business which is largely to provide a bit of sales service but mainly after sales service –
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software support and general support for the machines. But we supplement that, in order to give ourselves
a little bit more critical mass in Japan, with a partnership with an equally quite small company. Although
because they are a Japanese company they tend to be rather larger than we are in Japan, if I’m making
sense here.
They’re a technology company, they’re very used to our sort of technology. They operate as
representatives for a number of different European and US companies – all of us being involved with
similar kinds of technologies. So it’s metrology, it’s single-point diamond turning, it’s interferometry –
these kinds of products fit very nicely in with the work they do – they have a good knowledge of the
technical base. They can not only provide some sales support, they can provide some additional service
personnel, general product support. So it’s a very useful partnership to have because, for example, we’ve
just taken an order for seven machines in Japan. That’s going to take a lot of support. If that production
line goes down we have two people we can throw in to try and put it right, they can give us probably ten
people; it increases our critical mass. It’s good security as far as things are concerned, supporting a
relatively high-volume production. That company is called Enable KK.
We then have a partnership with a company called Fanuc, who you may have seen in odd places like
baggage trolleys in airports. So they are a machine control system supplier and a manufacturer and
supplier of robots. We partnered with them much more recently – let me explain this. We’ve used their
control systems in the machines that we design and manufacture since Zeeko started, so they’ve always
been a supplier to us but we’ve partnered with them from a research and development perspective during
this last year. Also from a product perspective. I’ll try and explain this so it makes sense to you. If we are
thinking about our optics business – our highest-end business that we do, then those machines are
designed by us, they’re built by us, they’re supplied by us and broadly, they’re supported by us.
But we’ve developed an alternative technology, as a sort of diversification, that instead of polishing glass
and mirrors and that sort of thing, we polish metals for making moulds for making plastic components,
making glass components. Typical examples would be for instance moulds that make the components that
go in mobile phones, motor cars or something like that. Now, Zeeko machines are very high cost – they’re
half a million pounds each. If you’re making cars or mobile phones, you want a lot of machines so you can’t
possibly afford to pay £500,000 for a machine. You need to have it operating on a higher volume
manufactured machine base or on a robot. These guys [Fanuc] are experts in making metal machining
machines and robots, so we develop the process ourselves to go on their machines instead of on our
machines.
The thing that is significant about the relationship is that they partnered with us and provided us with their
machines free of charge to develop the process. We then developed the process and we’re now taking it to
market and they’re supplying the machines. They’re able to support and service the machines, and we
service and support the software and the adaptation and the tools we put onto the machines to enable
them to do the polishing. So it’s a true collaborative partnership.
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